Brussels 26.10.2017

To communicate or not to communicate: The
role of communications and media relations in
EU association advocacy and driving industry
growth.
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Association delegates will gain a practical understanding of:

Why media relations are important for advocacy - “Feeling the fear and
doing it anyway”

How to impact policy in 140 characters - “Working in the Twitter world”

What the role of your association is in delivering growth to the business
sector that you represent - “EU Associations 2.0”
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m How important is the reputation of your sector in achieving favourable EU policy outcomes?
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How could your European association do a
better job of improving your sector's reputation?

1. Materials: “Develop better quality educational materials rather than
position papers.”

2. Messages: “Better communication with the media and clear key
messages” .

3. Function: “Greater investment in the communications function”.

4. In-country: “Improve communication at national level on our industry”.

5. Speed: “Become less bureaucratic, swift and dynamic”.
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. m Which single stakeholder group presents the greatest risk to the reputation
of your industry sector in Brussels?

NGO activists

Journalists

European Commission staff

Social Media junkies

Members of European Parliament

Trade Unions

v, EU Member States representatives in Brussels
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' m What presents the single greatest risk to the reputation of your European association
(as opposed to your industry sector) among Brussels stakeholder?

Association members giving mixed messages to the same stakeholders

Lack of human and financial resources in the Association Communications function

Association messages that are poorly formulated

Various factors (Slowness, overly reactive, difficulty in reaching consensus etc.)

Poor representation by secretariat staff

Association DGs poorly representing their sector

Ineffective Media relations from the Association

Lack of Social/Digital media knowledge in the Association
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. m How long does it take your European association typically to get a press release out from a first
draft through to sending it out to journalists?

30%
One third of Brussels journalists
regularly publish stories with less than

2 hours research.
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. m How would rate the human and financial resources of your European association’s communications
function between 0 and 10 - Where O is totally inadequate, and 10 is state of the art and fully resourced

30%
60% average or worse

Only 2% say “fully resourced”

20%

10%
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Is your European Association empowered to communicate with your
industry’s key stakeholders in EU Member States ?

Yes
¢ “|In coordination with national members”

Two thirds say YES

. . they are empowered!
e “But you always operate in between risks”

No

e “Strict remit of national associations”

e “This is covered by National Associations or
member companies in country”

Indirectly

e “We offer tools and support to help them
do a better job at national level”
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. m The top three issues for an association’s communications over the next 3 years.

Addressing more audiences/channels
despite resource constraints

Building and maintaining trust

Linking industrial strategies with effective communications

Strengthening Comms function to support leadership’s
decision-making

Dealing with the speed and volume of information flow
Coping with digital challenges and social media
Explaining the value of communication to industry leaders

Dealing with the demand for more transparency and active audiences
Implementing advanced measurement and evaluation routines

Dealing with sustainable development and social responsibility

Establishing monitoring and listening strategies
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Total adds to more than 100% as multiple responses were allowed.
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|. CHALLENGES FACING JOURNALISTS




Challenge 1: TIME

e “Time - Everything has to be done so
fast, that you never seem to be able
to think first.”

e “Being faster than Twitter.”

¢ “To remain calm and professional in
an increasingly hectic environment.”
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Survey Question:
How much time do you have to research a story
typically before submitting it for publishing?

0 - 2 hours

3 - 4 hours

2 days or more
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Survey Question:
How many stories are you expected to produce?

1 story per month or less

1 story per week

1to3
stories
per day
4 to 7 stories per day
More than 8 stories per day
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Survey Question:
“Do most PR people

understand my needs?” 2% - Stongly Agree

18%
Strongly
Disagree

26% ‘ 54%

Somewhat Somewhat
Agree Disagree

EU Journalist Survey




Il. SPOKESPERSONS AND PUBLIC
RELATIONS
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Survey Question:
What are your top complaints about the spokespersons you
interact with?

Too evasive

Contact me too late
to make a story

Unable to give me
a usable quote

Unclear or mixed
messages

Don’t understand my
needs as a journalist

Use too much
technical jargon

Too pushy
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Ranking from 1 to 7 with highest scores meaning the biggest complaints.
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Survey Question:
What are the most important elements in a good story pitch?

Good story idea 59%

Clear explanation of

complicated issues 57%

New angle 49%

Exclusivity 47%
Immediate

news value

Information that balances 38%
official sources

40%

Strong supporting 37%
evidence
National or

local angle 23%
Interview

opportunity 22%

Availability of visual
or sound bites

21%
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IV. PRESS RELEASES: THE GOOD, THE BAD
AND THE UGLY

Think the press release is dead?
Think again.
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DANIELA VINCENTI, EDITOR-IN-CHIEF
AT EURACTIV.ICOM.

“Press releases are good when
they are quick reactions. We

can’t call every stakeholder for a
reaction. 5o it’s great to get press
releases linked to stories we're
writing that day. They are useless
two days later. Also, if you want to
grab our attention it is vital to get
the headline and subject line right.
Journalists skim for keywords

and if they are not well thought
through we will delete, delete,
delete.”
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Survey Question: How many press releases do you receive on
average per day?

21-50

More than 100
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Top Press Release Tips for Communicators

1. Think like a journalist. Is your press

release newsworthy? If not, dont send it
to the press.

2. Give your press release a punchy
headline.

3. Keep your release short and to the point.

4. Writing press releases by committee
doesn’t work. They end up being, long,
complicated and boring.

5. Think in soundbites. Can your press

release be shortened to 40 characters
or less? This is the new press release art
form.

6. Get your facts and sources night - and
make your quotes quotable.

7. Use social media to communicate your
press release to your target audience.




V. JOURNALISTS WORKING WITH ONLINE AND SOCIAL MEDIA

#EUMEDIA

Y et

>

(=

‘v’ <"\ s
®

recruiting the people
who talk for you®



Survey Question:
Which are the most important digital media for your work?

Twitter
Blogs
Facebook
Youtube

LinkedIn

0 1 2 3 B 5

Ranking of 5 digital media with highest scores denoting highest
Importance.
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Survey Question:
How do Brussels journalists use social media?

To see what my peers
are writing about

69%

To keep on top of

breaking news 67%

To get information

from official sources 55%

To see what’s

trending online 45%

To publish my

own stories 31%

To raise my profile 23%

To voice my opinion 20%
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CHRIS MORRIS, BBC EUROPE
CORRESPONDENT.

“Twitter has been fantastic for the
finance crisis...lronically the more
difficult the subject, the more
useful Twitter was.”

JEAN QUATREMER, BLOGGER AND
JOURNALIST.

“I have two publics. For Libération,
it’s French, For the blog, it’s
Europe.”
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Association Leadership Experts

Mark Dober Dr. Rachel Barlow

M: +32 (0)477 950 466 M: ++32 (0)478 88 22 27

E: mark@ellwoodatfield.com E: rachel@ellwoodatfield.com
w ellwoodatfield.com Natalia Kurop

8 @ellwoodatfield.com M: ++32 (0)488 945 579

. ellwoodatfield.com E: natalia@ellwoodatfield.com



http://www.ellwoodatfield.com
http://twitter.com/EllwoodAtfield
http://www.linkedin.com/company/707353

