2010 Capital Staffers Index

Presented November 17, 2010

Capital City

ngton, D
States

London, United Kingdom
Brussels, European Union

Paris, France

Berlin, Germany

* o

U.S. Congressional
staff

U.K. Parliament staff

European Parliament
staff
French Assembly
staff

Bundestag staff

Research Methodology & Objectives

\7

StrategyOne surveyed 271 senior staff members from key capitals in the U.S. and Europe to determine
the perceived value of the Internet as a tool for policymakers to connect with local residents and
communities; determine the credibility and trust associated with social media networks; and compare
the Internet’s influence on policymakers internationally.

The overall margin of error is +6.0% in 95 out of 100 cases.

| Audience | _Nsize | __Data Collecton Dates

51

50

67

55

50

September 30 — October 8, 2010
October 5-11, 2010
October 5-15, 2010
October 1-16, 2010

October 7-19, 2010

2 * Edelman

11/17/2010



Staffer Party A
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M Republican
United States ‘ = Democra t

W Independent

H Conservative

. . H Labour Party
United Kingdom

H Liberal

i Other

W ECR
uEPP

u PASD

= GUE/NGL
= F&D

European Union

i ALDE

NI (Nationalists)

Executive Summary

fD

France

B CDU/CSU
5 = FDP

i Griine

i Linke
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Digital effectiveness has made
significant gains since 2009

Digital outreach has seen double-
digit growth compared with three
years ago

Staffers’ social media monitoring
peaks at 12pm and after 6pm,
and eclipses traditional online

news sources after 10am

Special interest advocacy is best
served with a local flavor

\

Key Insights

 +41 points: Reaching Members through their blogs
 +15 points: Reaching Members through social networks
* +11 points: Reach constituents through microblogging
* +8 points: Reaching Members through microblogging

 Facebook: 4-times the usage since three years ago (62% now vs. 15%)
 Text Messaging: nearly double the usage (55% now vs. 35%)

« Blogging: nearly three times the usage (46% vs. 16%)

 Twitter: over five times the usage (38% vs. 7%)

o Traditional online news sources are used more heavily by staffers prior to 10am

» After 10am, staffers are more likely to be monitoring online social media outlets

o Staffers’ social media monitoring shows spikes around lunch time (12pm-1pm) and
increases exponentially after work hours

 Using local spokespeople to advocate on behalf of foreign interests is seen as the most
effective approach for garnering Member attention

 Focusing on local direct and indirect economic impact of an issue will help sway Member
views

5 * Edelman
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The impact of digital communication has made significant
gains, while traditional outreach remains critical

Reaching Members
% Effective

Reaching Constituents
% Effective
One-on-one meetings 90% -5
Television appearances 93%
Speaking events 90%
Newspaper columns 86%

2010 Change

Written letters

Radio appearances 85%
Websites 82%
Press releases 79%
Television advertising 47%
Print advertising 48%
Op-Eds 66%
Online videos 42%
w? Blogging 52%

In-person visits

Telephone calls

~ Member’s blog/website

" Member’s social network

~ Micro blogging/Twitter

Radio advertising 42%
Online advertising 31% o .
2 Micro blogging 33% Mobile interaction

Podcasti 41%
Seedslng - Comments on YouTube

Text messaging 37%

Traditional Digital

nel Communicati geicliiesia

Traditional constituent-to-member communications are
seen as extremely effective

\7

% Total Effective

+4
mus
-4
In-p-e‘rson +4
visits
+2
4 muk
-8
. -5
Written +9 B European
letters 3 Parliament
-2
H France
-13
-11
Telephone +14
calls
-- H Germany
’ StrategyOne When constituents contact your member, how effective are the following modes of contact? 8 * Edelman
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Emails continue to be effective, yet staffers are starting
to see more effectiveness in social media outlets
+4
-8
Emails +14
+3
++8
Througha muUs
Member's
Facebook UK
page
M European
25% Parliament
22% ® France
E
12%
+66
Througha *2010: +52
member's member’s +30
blog website +27
54% 90% *36
* StrategyOne When constituents contact your member, how effective are the following modes of contact? 9 * Edelman

Mobile interaction with members is also seen as effective,
especially in Continental Europe

\7

% Total Effective

mus

Mobile interaction through

applications or text messages B UK
® European

Parliament
H France
H Germany
Comments posted on YouTube
*Both questions
asked in 2010 only
* StrategyOne When constituents contact your member, how effective are the following modes of contact? 10 * Edelman
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In the US and the European Parliament, email is the most common
constituent response. In other countries, such as France and

Germany, written letters remain the standard

Email

Pre-formatted letters

Individually written letter from a staff

member 69%

Automated responses

mUs
m UK

Individually written letter from your

member M European Parliament
39 M France
No response B Germany
24%
2%
’ StrategyOne When responding to outreach from constituents, what percentage of the time does your 1 * Edelman
office use each of the following ways to respond?

Adoption of new communication tools such as text, blogs,
and Facebook has more than doubled
in the past 3 years
| Using this today Will use this in the next 3 years
35
Text %
Messaging Following an
o explosion of
% advanced
Blogs 84 communication
i tools in the last
15 3 years, staffers
Facebook i b see more
% incremental
- adoption going
Instant 9 forward
. %
Messaging 86
%
P mE Yes
Twitter ® No
Q 0N communica withconstisentson Koy 55063 yers a3, o thm v, and il b i e 3 fears o now. > Qme.m
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Staffers are much more likely to read blogs than to
write or comment on original posts

Read policy-related blogs, but do not
contribute or comment

Advise your Member on the use of online 49%
social media

Read non-policy related blogs. But do not 37%
contribute or comment

Write/
--

Write original blog posts / publish a blog 18%
on policy-related topics

Comment on other policy-related blogs 13% X
Policy-related

50% 18% -32

Write original blog posts / publish a blog 7% blogs
on non-policy related topics Non-policy-
related blogs 37% 7% -30
Comment on other non-policy-related 6% &
blogs
0,
None of these

* StrategyOne Which, if any, of the following activities do you do? 13 * Edelman

Social media and social network access peaks at lunchtime
and after the normal work day

\7

=e==0nline News Sites g ial media ial networks

64%

489
% 46%

46%

35%

29%

9 9 9 9
12% 1% 13% 13% 13% 13% 12%
Before9am  9am-10am  10am-1lam  1lam-12pm  12pm-lpm 1pm-2pm 2pm-3pm 3pm-4pm 4pm-5pm Spm-6pm After 6pm
* StrategyOne When during the day do you normally access the following types of sites? 14 * Edelman
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Prior to 10am, staffers rely on traditional online news
sources. However, after 10am their attention shifts to social

Wkes at noon and after 6pm
Spike

== All social digital (blogs, media, networks) «=s==0nline News Sites
& ~
- L

Traditional online Social
news/information media/information
gathering gathering

'
|
|
|
|
|
| Spike
|

|

|

56%

I 46%
53% |
| 46%
9
I 44% 42%
Before 9am 9am-10am 10am-11am  1lam-12pm 12pm-1pm 1pm-2pm 2pm-3pm 3pm-4pm 4pm-5pm S5pm-6pm After 6pm
* StrategyCne When during the day do you normally access the following types of sites? 15 * Edelman

Most Compelling
Ways to Reach
Legislators




The leading policy information sources

wbsites of newspapers

2009 2010

N News llﬂkﬂl [3/[]5"y ] News ch znnelgum"vzsxsﬂtes (4%)
ewspape[s 0 N Parhamanlwallslles (3%) IBU/
- et se 4] BWSDFIDBTS 0
Washington Post (4%) Press onling (97%)5 G
o o 2, e e
i llgzrat:uREZ/l Eurkev(2%) Inmktanks/unug\ew]
n:ﬁﬁﬂﬁé[} ﬁrégca[[ugt/'j]?ﬂlmﬁﬂ [2/ ] Polcal found: a{\lnlnz ]J ) ?BE 56 /D]
Google (3%) o Jltazd L& Monde (674
Te i 3% NeW York Times (4%) Research/Notgs of anaysis (%)
r..m][}nnurpsglnnal Research SDQWHIE (3%) Figaro (5%) Congressional Research Sevces (4%)
Party brifings (3%t 2% Government websites (67%)
-..-Le Monde (4%) e
’ StrategyOne What are the top online information sources that you trust for policy analysis? 17 ’ Edelman

Last year, staffers indicated they trust online news

and newspaper sites the most for
uicy analysis

2009
United Kingdom

AL B s 1D

European Parliament

Bluus[nnn specmc] (%)

United States

Rull g ew Vo T34

" Finacil Tmes (3%)
kT ()

il e e ||hIaI/HﬂE||hIHW[9”/] . [U[Al}lw ["0 ﬂ"ﬂ;ﬂh;n"m';ggﬂ‘@
G ml ﬂmrﬂmﬁmfdl “3 /0] i wagers non-speciic) (4%)

5 g (%)
BC News (4%)

b3 oot o i )
P

France Germany
WP, 7“‘ “““Rum[% bn dﬂgl || “9%]
ME{T:WE]zug‘lfenn‘hﬂewsmnm T (4 Uttt BWS [ " |f| ]“MJ
3 ;

11/17/2010



The leading online policy information sources

remain websites of newspapers (non-specific)

2010
European Parliament

United States United Kingdom
e 04 Kl
W o T “Notes of analysis
il i ik SHﬂlaﬂh il |ﬂ£gﬂ£3”] it uews i [Iﬂ/]u il “””hl:“[i:w‘ﬁgm mnwehsﬂes[lﬂ‘y]

New Furketiv (13%)

nmm el )

i) e

France

M % N}MZ,

||%

StrategyOne ~ Whatarethetop onl

nnnnn

Staffers trust detailed, reliable,ji:ejutable)

Unbiased (20%)

More refiahle nformation (21 )"

“**Detqiled information (22%)
Good reputation (14%)

11/17/2010
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International outlets do not draw much attention;
staffers want to focus on what’s going on in their

wmr’s country

When it comes to policy
issues, staffers turn to their
own national outlets

National outlets

47%

Local outlets

ou tend to pay more attention to?

M National outlets that focus on your mus
member's country B UK

M Local outlets that focus on your member's International outlets mEU
region

i [ ]

u International outlets that focus on France

multiple countries W Germany
’ StrategyOne When a policy issue is being discussed in the media, which of the following sources do 21 Edelman

Online petitions

overall

’ StrategyOne

When hearing from [grassroots groups / local advocacy groups], which THREE 22

When mobilizing support from grassroots and advocacy
groups, written letters are most important

65%
Letters from voters
overall
58%
Letters from local community leaders
overall
56%
Emails
overall
0,
Days when individual constituents visit 55%
your office overall

of the followini thinis do iou iai the most attention to?

mus

B UK

M European Parliament
B France

B Germany

Edelman

11/17/2010
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Independent research and succinct messaging is the most
Research d d by 8! 51%
organizations overall
45%
One-page briefing overviews el
Whitepapers written by university 42%
academics overall
Editorials in newspapers
Research conducted by industry groups
Third-party constituent polling
mus
Advertising UK
M European Parliament
Blogs M France
W Germany
* StrategyOne When you meet with lobbyists, which THREE of the following things do you pay the most attention t0§3 * Edelman

Effective
Messages

12



. ey
Staffers prefer to hear from their own citizens when
. . .
meeting with company representatives
0%
Having an American spokesperson %
demonstrate the company’s positive =
economic impact in your country 10%
%
%
Having a British spokesperson 2%
demonstrate the company’s positive
economic impact in your country 34%
%
2%
Having a French spokesperson boe
demonstrate the company’s positive
economic impact in your country 12%
0% mUs
2% m UK
Having a German spokesperson hog .
demonstrate the company’s positive 30% ® European Parliament
economic impact in your country
30% u Ge.rmanby
*This question not asked
among France staffers
’ StrategyOne When meeting with representatives of companies based outside your own country, which of the 2 Edelman
following is the best approach? 5

Staffers want to see how foreign-based companies are
creating jobs and benefitting local communities

ueir countries

Having a local spokesperson demonstrate o
both the direct and indirect number of 33%
jobs this company creates in your country 34% overall
22%
Having a local spokesperson demonstrate o
the benefit this company brings to local 2% 29%
communities in your country 45% overall
Having a local spokesperson demonstrate 27% 13%
the direct number of jobs this company
creates in your country overall
Having a local spokesperson demonstrate 6%
the financial impact this company creates 15%
through taxes, etc overall mUS

Having a local spokesperson demonstrate o B UK
the revenue generated for your country’s 16% 6% M European Parliament
governmentin taxes, duties, and other overall M France
fees M Germany
’ StrategyOne When meeting with representatives of companies based outside your own country, which of the 26 Edelman
following is the best approach?

11/17/2010
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Strategic
Recommendations

Strategic Recommendations

\

» Respect the old and the new

» Traditional and digital PA are morphing
» Apply cultural shading to social media

» Match the most acceptable digital tools with the market
» Timingis everything

» Guide your outreach with the daily digital access trend
» Mobilization knows no bounds

» Advocacy building is embraced on both sides of the Atlantic and should not be overlooked
» Succinct, supported messages are the most impactful

» Concise messaging, backed up by independent research
» Tell the complete contribution story

» Members want to know an organization’s social and economic footprint

* StrategyOne 28 * Edelman
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Summary of United States Staffer Data

Effectiveness of Outbound
Digital Communications

Change

g

kS Websites

& Online videos 76% 59% -17

% Blogging 50% 59% +9

‘g Online advertising 38% 57% +19

; Micro blogging 40% 51% +11
Podcasting n/a 43% n/a
Text messaging n/a 31% n/a

Most Trusted Online

— e 3

Effectiveness of Inbound

Digital Communications

o
£ Emails 84% 88%
£ Member’s blog/website 16% 82%
T": Member’s Facebook page 40% 41%
§ Mobile interaction n/a 27%
¥ Twitter 16% 25%

5:;\::::“ posted on n/a 25%

+4
+66

+1
n/a

+9

n/a

. . 2010 Change
Sources for Policy Analysis 8
Newspapers 3% 22% +19
cQ 6% 20% +4
Cong.resswnal Research 13% 16% 5
Service
Politico 8% 14% +6
New York Times 13% 8% -5
Members’ Digital Usage
Facebook
Twitter
Blogs
Text messaging
Instant messaging
M Using today m Will use 3 years from now
Edelman

30

11/17/2010
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US staffers are most interested in reading policy-
related blogs

\7

Read policy-related blogs, but do not
contribute or comment

Read non-policy related blogs. But do not 41%
contribute or comment
Advise your Member on the use of online 18%
social media
Comment on other policy-related blogs Write/
rite,
Write original blog posts / publish a blog
on non-policy related topics Policy-related
49% 2% -47
. blogs
Comment on other non-policy-related 4%
blogs Non-policy-

41% 4% -37

Write original blog posts / publish a blog related blogs

on policy-related topics

None of these 33%

United States

* StrategyOne Which, if any, of the following activities do you do? 31 * Edelman

US data suggests staffers access social media and networks
for personal reasons; access is highest

\outside of work

=o=0nline News Sites ~ =e=Blogs =&—Social Media =#=Social Networks

69%

45%

43%
39%

10% 10%
° ° 8% 8% 8% N
6%
Before 9am 9am-10am 10am-1lam  1lam-12pm 12pm-1pm 1pm-2pm 2pm-3pm 3pm-4pm 4pm-5pm Spm-6pm After 6pm
United States
* StrategyOne When during the day do you normally access the following types of sites? 32 * Edelman

11/17/2010
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.
Summary of European Parliament Staffer Data
Most Trusted Online
. . 2010 Change
Sources for Policy Analysis
Effectiveness of Outbound " o
B Digital Communications Newspapers 4% 16% +12
g .
£ Websites 75% 78% EurActiv 11% 13% +2
g Blogging 45% 51% +6 Commission website n/a 10% n/a
; Online videos 62% 45% 17 Research n/a 9% n/a
E Podcasting n/a 42% n/a Think tank / Google 3% 7% +4
* Text messaging n/a 36% n/a bsi o o
Online advertising 38% 34% 4 Government website 2% 7% 5
Emicrolblogsing IENENG—_—_— —7 B 3 S G W Members’ Digital Usage
Effectiveness of Inbound Text messaging
° | Communi
,% Emails Twitter 43%
g Member’s blog/website 30% 60% +30 Blogs 40% 36%
= Member’s Facebook page 22% 46% +24
"é Mobile interaction n/a 39% n/a Instant messaging 24% 28%
i 7% 16% 9
3 [EIwitten = = * M Using today | Will use 3 years from now
Comments posted on n/a 15% n/a
YouTube i 33 ’ Edelman

More than one-half of European Parliament staffers
advise their Members on the use of online social

\ media

Advise your Member on the use of online
social media
Readpoliyelated blogs but donot
contribute or comment
Read non-policy related blogs. But do not
contribute or comment

Write original blog posts / publish a blog
on policy-related topics Write/
Read .
%

Comment on other policy-related blogs Poli lated
olicy-relate
Y 49%  19% -30

Write original blog posts / publish a blog 0% blogs

on non-policy related topics

Comment on other non-policy-related

blogs
None of these
European Union

’ StrategyOne Which, if any, of the following activities do you do? 34 * Edelman

- et bnes  28%  10%  -18
6%

17
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European Parliament staffers take time during their lunch
hour and after work to access their social networks

M. andsocial media

«o=0nline News Sites ~ =e=Blogs =#&—Social Media =#=Social Networks

76%

51%

46%

37%

19% 25%

12%

10% 10%

7% 20 4% 7% 7%

Before9am  9am-10am  10am-1lam  1lam-12pm  12pm-lpm 1pm-2pm 2pm-3pm 3pm-4pm 4pm-5pm 5pm-6pm After 6pm

European Union

* StrategyOne When during the day do you normally access the following types of sites? 35 * Edelman

Summary of Germany Staffer Data

\
iy ) G

Effectiveness of Outbound

Most Trusted Online
Sources for Policy Analysis

2010 Change

° Digital Communications Newspapers 18% 26% +8
> 5
t; MiNebsltey 3% E0%) Spiegel online 14% 22% +8
& Blogging 32% 50% +18
% Text messaging n/a 46% n/a Bundestag 19% 18% -1
E Podcasting n/a 40% n/a Research/Notes of analysis n/a 18% n/a
— o o
® Or.ﬂme vude?s 44% 40% -4 FAZ T 10% nfa
Micro blogging 10% 36% +26
Online advertising 26% 32% Members’ Digital Usage
Effectiveness of | nd Text messaging
° Digital Communica
i )
£ Emails 88% 96% +8 LU  35%
o ’, 1
E Member’s blog/website 54% 90% +36 P 8% 32%
= Member’s Facebook page 32% 42% +10
§ Mobile interaction n/a 38% n/a Instant messaging (Y73 ba%!
¥ Twitter 4% 12% +8

c " ted M Using today m Will use 3 years from now
omments posted on
p n/a 12% n/a

YouTube 36 ’ Edelman

18
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A majority of Germany staffers also advise Members on the
use of online media, yet a sizeable number also read both

Wn-policy-related blogs

Adviseyour Member on the use of online
social media
D et o oo %
contribute or comment
s s putdonot
contribute or comment
Comment on other policy-related blogs
Write/
Read Publish
Write original blog posts / publish a blog
on policy-related topics Policy-related
biogs 50%  14% 36
Write original blog posts / publish a blog 374 8
on non-policy related topics Non-policy-
related blogs 42% 8% -34
Comment on other non-policy-related 6% 8!
blogs
None of these
Germany
* StrategyOne Which, if any, of the following activities do you do? 37 * Edelman

Germany staffers also access social digital media
on a regular basis

=o=0nline News Sites ~ =e=Blogs =&—Social Media =#=Social Networks

76%

74%

68%

o
o 66% 66% 64% 66%
b,

52%

50% . 50% 50% 50% 48% s
0, ° 0 0
44% 4% 2% 42%
9
28% 26% 26% 28% 26%
22% 24% 24% 22%
20%
16%
. 18% 18%
14% 16% 14% 14% 14% 14% 16% - 16%
12%
Before9am  9am-10am  10am-l1lam  1lam-12pm  12pm-lpm 1pm-2pm 2pm-3pm 3pm-4pm 4pm-5pm 5pm-6pm After 6pm
Germany
* StrategyOne When during the day do you normally access the following types of sites? 38 * Edelman
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Summary of France Staffer Data

Most Trusted Online
Sources for Policy Analysis

2010 Change

Effectiveness of Outbound

g Digital Communications Press online n/a 45% n/a

g Websites 77% 77% - Le Monde 24% 28% +4

& Blogging 64% 74% +10 Figaro 18% 25% +7

£ inevieo v s s | Lbector S

B Text messaging n/a 32% n/a Government websites n/a 9% n/a
Micro blogging 16% 19% +3 Members’ Digital Usage

Text messaging

Blogs
]
.E Facebook 47% 55%
7]
.
E Member’s blog/website 35% 62% +27 Instantmessaging YL AT
= Mobile interaction n/a 30% nfa
"é Member’s Facebook page 3% 25% +22 LU 3% 28%
Comments posted on
X —a P n/a 4% n/a M Using today | Will use 3 years from now
Twitter 0% 2% +2 39 ’ Edelman

Compared to staffers in other countries, France
staffers are most likely to write original, policy-

wed blog posts

Read policy-related blogs, but do not 70%
contribute or comment

Advise your Member on the use of online 66%
social media

Read non-policy related blogs. But do not 45%
contribute or comment

Write original blog posts / publish a blog
on policy-related topics

Comment on other policy-related blogs Write,
policy g Read /
Publish

Write original blog posts / publish a blog Policy-related

2]
QEE
X

on non-policy related topics 70% 40% -30

blogs

Comment on other non-policy-related 4% .
Non-policy-

blogs 0, .
related blogs 45% 6% 39
None of these 13%
France
’ StrategyOne Which, if any, of the following activities do you do? 40 * Edelman
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France staffers access social digital media throughout
the work day

\7

«o=0nline News Sites ~ =e=Blogs =#&—Social Media =#=Social Networks

81%

17% 19% 17% 17%
15% 15% 15% 15%
Before9am  9am-10am  10am-1lam  1lam-12pm  12pm-lpm 1pm-2pm 2pm-3pm 3pm-4pm 4pm-5pm 5pm-6pm After 6pm
France
* StrategyOne When during the day do you normally access the following types of sites? 41 * Edelman

Summary of United Kingdom Staffer Data

Most Trusted Online
Sources for Policy Analysis

Effectiveness of Outbound
e Digital Communications BBC 19% 28% +9
] Websltey B 6% 133 Newspapers 4% 14% +10
g Text messaging n/a 40% n/a
U Ioniineladvertsing 6% 329% +26 Research/notes of analysis n/a 14% n/a
©
§ Podcasting n/a 32% n/a New York Times 5% 8% +3

— o o

® Onlm.e videos 4% 30% +26 News sites E 8% nfa

Blogging 7% 28% +21

Micro blogging 6% 26% +20 Members’ Digital Usage

Effectiveness of Inbound Facebook
° Digital Commun
£ Emails 68%  86% +18 Twitter
g Member’s blog/website 5% 70% +65 Text messaging
= Member’s Facebook page 3% 26% +23
E Mobile interaction n/a 24% n/a Instant messaging

i o o

® IINIHEY 2% 22% 220 M Using today m Will use 3 years from now

Comments posted on
YouTube n/a 14% n/a 42 ’ Edelman

11/17/2010

21



The majority of UK staffers rarely read blogs or write
original blog posts

\7

e e g but donot
contribute or comment
e s putdonot

contribute or comment
Advise your Member on the use of online

social media
Comment on other policy-related blogs Write/
rite,

Write original blog posts / publish a blog

on policy-related topics Policy-related

o 30%  12%  -18
Comment on other non-policy-related 085

blogs

Non-policy-
L. 30% 4% -26
Write original blog posts / publish a blog 4% relate: 0gs
on non-policy related topics

None of these

United Kingdom

* StrategyOne Which, if any, of the following activities do you do? 43 * Edelman

All sources follow the same time trends in the UK; staffers’
access to online sources increases dramatically

uﬂer work

=o=0nline News Sites ~ =e=Blogs =&—Social Media =#=Social Networks

10%

4% 2%

Before9am  9am-10am  10am-l1lam  1lam-12pm  12pm-lpm 1pm-2pm 2pm-3pm 3pm-4pm 4pm-5pm 5pm-6pm After 6pm

United Kingdom

* StrategyOne When during the day do you normally access the following types of sites? 44 * Edelman

11/17/2010
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Jere Sullivan
jere.sullivan@edelman.com

202-772-4035

Sparky Zivin
sparky.zivin@strategyone.net
202-326-1708

Merci!
DEI L
Thank you !
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