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HELLO, MY NAME IS BRETT.

* | lead FleishmanHillard Brussels’ Digital, Social & Creative Team

* 12 years in policy and comms in BXL and NYC.
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TODAY

* The rise of social media in EU public affairs

* Using Twitter & LinkedIn together

* “Hacking” Twitter for public affairs



THE RISE OF SOCIAL MEDIA IN EU AFFAIRS

Why has it happened?






CALLS FOR GREATER (LOBBYING)

TRANSPARENCY

ARE ON THE RISE.
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POWERHOUSE"”

PROMISES TO PERMANENTLY ALTER
EU POLICY DISCOURSE



PERSONAL BRANDS

ONLY THOSE WHOSE OFF- AND ONLINE PRESENCE EXUDES
TRUST, KNOWLEDGE AND GOOD INTENTIONS WILL BE
ALLOWED A SEAT AT THE TABLE.
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A look at channels

Which ones actually matter?






The cocktail party The boardroom

Several groups of people
* Lowered inhibitions

* “More opinions, gossip

* Where heated debates thrive

* The loudest person gets the most
attention



The boardroom

The cocktail party

» Several groups of people
 'Lowered inhibitions

* ‘More opinions, gossip
- Where heated debates thrive

* Theloudest person gets the most
attention

One small group
Professional reputations-at stake
Where consensus is the goal

The loudest person with the best
argument gets the most attention




HOW EU POLICY AUDIENCES CONSUME
INFORMATION




TOP 5 TAKEAWAYS

#MEPDIGITAL

61% of MEPs say they follow
social media conversations
every day. So even if they
aren't actively participating,
they are listening.

Twitter (76%) and
Facebook (88%) adoption
lead the pack in terms of
MEP adoption, but
LinkedIn (28%) has
quietly emerged as a social
channel not to be ignored.

o

MEPs value traditional
approaches to stakeholder
communications like
meetings, events and
position papers, but expect
to find useful information
across a mix of off- and
online channels including
infographics, video,
Wikipedia, as well as
stakeholder websites and
social channels.




TOP 5 TAKEAWAYS

#MEPDIGITAL

MEPs are largely aware of search
engine and social advertising, but
advertisers will have to craft
attention-grabbing content to
reach them, as most (63%) say they

only “sometimes click” on these ads.

6

Traditional pan-European and national
media (67%) as well as EU-focused media
(58%) (e.g. EurActiv, EUobserver) are
consulted by MEPs on a daily basis, often via
Twitter where 30% of MEPs look for
breaking news.



MEPS COUNT ON A WIDE RANGE OF CHANNELS
WHEN FORMING OPINIONS ON POLICY

One-on-one meetings

How useful are the
following types of

Position papers

Infographics

communication
with stakeholders Social media channels
( e.g. NGOs P Stakeholder websites

industry, think
tanks) in informing
your thinking on
policy issues?

Issue-specific websites
Events

Sponsored media

0%

20%

Don't know ® (1) Not at all useful

100%

60%

40% 80%

(2) A little useful m (3) Somewhat useful ® (4) Very useful



COMRES/BM Survey 2016

B e influential
Sarly influential

I I 16,32 _

FINANCIAL TWITTER THE BBC
TIMES ECONOMIST

What do Influencers
think 1s INFLUENTIAL ?

POLITICO

FACEBOOK

7+

EURACTIV




“HACKING” TWITTER FOR PUBLIC AFFAIRS
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HOW POLICYMAKERS INTERACT WITH INDUSTRY
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