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Digital & Public Affairs A simple framework



Two components

1. Supporting 
traditional 

public Affairs

2. Beyond 
traditional 

public Affairs



Supporting

traditional 
public affairs



Heard in Brussels

“We’ve only got an audience of 1,000!”

“The issue isn’t on the public radar 
and frankly we don’t want it there!”

“Only some policy-makers and a 
few others care about our issues!”



DOESN’T MAKE 
DIGITAL & SOCIAL 
MEDIA IRRELEVANT



STATING THE 
OBVIOUS:



Our audiences 
use interest 
group websites

Our audiences 
use search 
engines

Our audiences 
use online news 
sites

Our audiences 
are on social 
media



SO WHAT?



Gathering intelligence

3  c o m p o n e n t s  o f  p u b l i c  a f f a i r s 



DIGITAL & SOCIAL 
MEDIA CAN 
SUPPORT EACH



1. Delivering  a message Channels, content types, digital marketing



C h a n n e l s 



C o n t e n t  t y p e s 



D r i v i n g  t r a f fi c 

Search engine marketing

Social advertising
Native advertising



2. Building relationships Social networks



S o c i a l  n e t w o r k s 

LinkedIn groups 
Twitter 



3. Gathering intelligence Free and bespoke tools



Twitter for 
monitoring



Network analysis (Bluenod)



Pay-for services (Brandwatch, Sysomos, Radian6 etc.)



Gathering intelligence

3  c o m p o n e n t s  o f  p u b l i c  a f f a i r s 



3  c o m p o n e n t s  o f  d i g i t a l  p u b l i c  a f f a i r s 



Beyond

traditional public 
affairs



Empowered ye t  uneasy  c i t i zens 



P r e s s u r e  g r o u p  u p s u r g e 



H e a r d  a t  t h e  E P : 
“I hear you, but my constituents don’t like or trust you much”



A NEW MODEL 
OF INFLUENCE



Centralised power

Diffuse power

Rational Emotional

Few political actors
Technical arguments

Many political actors
Values based arguments

Source: Simon Titley



Disciplines

Government 
relations

Brand &
reputation 

management


Marketing & corporate 
communications



are converging

Government 
relations

Brand &
reputation 

management


Marketing & corporate 
communications



Short-term reactive public affairs

  Tactic dependent
  Issues
  Local/regional

Long-term proactive public affairs

  Tactic agnostic
  Campaigns
  Global



WHERE DOES 
DIGITAL & SOCIAL 
MEDIA FIT IN?



E x c e p t i o n a l  
d e l i v e r y  
c h a n n e l 



F i rs t  ra te  
mob i l i sa t ion  

too l 



Petitions Influence and theory of change





Why a petition? Petition goals

Petitions can help to achieve more than just a single objective:

•  Pressure a target by showing public support for an issue
•  Increase chances of media coverage for an issue, which amplifies 

progress in all the other objectives
•  Raise public awareness of an issue
•  Raise public awareness of a solution
•  Increase awareness
•  Engage new and existing supporters



INTEGRATED 
SOCIAL 
SHARING 
OFTEN 5%-20% OF 
PETITION SIGNERS WILL 
SHARE YOUR CAMPAIGN 
ON SOCIAL MEDIA 

40 































Petition delivery




•  Private meeting with delivery target
•  Public meeting/rally outside delivery target 

office
•  Email to target with selected comments 

from signers and signature PDF file
•  Email blast with each signature creating a 

separate email sent to target

Work with on-the-ground activists on a petition delivery plan:
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UK Director 
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