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about me Ashley Mancheni started
the Mancheni Agency in
2016 after spending time
at a public affairs firm, a
Foundation and the
Public Affairs Council. I
help my clients get their
voices and stories heard
by those who matter. 
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How to identify key data sources and
ensure research is aligned with
government relations goals

Train advocates to use data to support the
organization’s overall story without getting
lost in the details 

Create data-rich leave behinds, social
media content and reports geared for
policymakers and staff audiences 



Case Study: AWB

1. Washington state is incredibly
environmentally conscious.

2. Governor Inslee wants to be the
"Green Governor."

3. 2016 legislative session proposed a
carbon tax on the 'dirty 30.' 

4. Governor vowed that something
would pass, even if the Legislature
did not act.
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Research

Telephone Surveys

Focus Groups

Secondary Sources

04

Economic Research

04
05 Social Media



Focus Groups

Gather attitudes and impressions.

Good for testing initial depth of
knowledge on a topic and seeing
how a conversation progresses.

Can use responses as examples to
add color to your story. 

Can be expensive to conduct and
can be difficult to find right
demographics.



Statewide Telephone Surveys

Broad demographic targeting.

Good to get baseline
understanding.

High response level.

Constricted for time.



Economic Research

Confirm or combat opposition's
findings.

Can be wonky. 

Expensive to conduct but results
can be invaluable.



Secondary Sources

The stuff you don't create

Government data

Company data (i.e. carbon savings)

News coverage 



Social Media
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Training

Get Everyone on Board

Messaging

Delivery and what to expect



Teamwork Makes the
Dream Work: Lobbyists

Get everyone on the same page 

Dispel myths using data

Provide all data. But, train on
message points. 



Training Grassroots
Advocates

K.I.S.S

Even if you think it's unnecessary,

they'll appreciate it

Write testimony/outlines



Message Boxes



Training Grassroots
Advocates
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Data-Rich Content

Reduce, Reuse, Recycle

Make it Relevant

Make it Interesting but
don't focus on cleverness



#COP21

Nov. 30 - December 12, 2015

Governor Inslee in attendance

What can we do to share our story?

Surprise! The Governor's coming to
AWB





Content: Make it
Reusable 

Blog

Press Release

Twitter

In-Person Meetings (Leave-Behinds)

Handouts

Trade Journals



Make It Relevant



Focus on Interest...



Not on cleverness...



Thanks for
Your Time!
ASH L E Y  MANCHEN I
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