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by Maros Seféovié
Vice-President of the European Commission

in charge of inter-institutional relations
and administration

Over recent years, the influence of lobbying
has become an increasingly important issue
at EU level and in many EU member states. So
it is appropriate for those who lobby and those
who are lobbied to reflect upon the purposes
of lobbying and what makes lobbying useful
or harmful, good or bad, effective or ineffec-
tive. This survey by Burson-Marsteller provides
food for thought for everyone.

Lobbying is seen by many respondents as
ensuring the participation of social and
economic actors and citizens in the political
process. Indeed, the possibilities for citizens
or organisations to participate in the political
process are often more effectively used
through specific lobbying or campaigning
activities.

Transparency is key in this regard, and the
results of the survey underline it. It is crucial
to know who someone represents and

what their interests and motivations are. The
answers to the survey reflect the awareness
that the loudest voice does not necessarily
represent the majority and that there are
always other views to be taken into account.
As long as everyone is aware of this, lobbying

EFFECTIVE LOBBYING IN EUROPE 2013

is a useful and even necessary part of an open,
democratic process.

In addition to transparency and awareness,
there is a need for ethical and professional
behaviour in the political process. For a
decision-maker, there is nothing worse than
being lobbied by someone who doesn't know
the process, who tries to replace facts and
arguments by aggressive statements, biased
information or, in the worst case, unethical
and even illegal behaviour.| welcome the
efforts of the public affairs community to
share best practice and establish standards
for professional and ethical behaviour at EU
level - just as the EU has ethical rules in place
for its staff to protect the integrity of

the institutions.

The joint European Commission and European
Parliament Transparency Register, established
in 2011, brought both institutions into new
territory: a register that offers citizens
information about all those who try to i
nfluence the EU decision-making process and
asks for their commitment to comply with

a code of conduct. 5,600 organisations have
registered so far. This is a strong signal of
their willingness to be transparent.

Many respondents think mandatory registers
would be useful in their country, although
results vary between countries. The survey
also shows different understandings of what
constitutes a ‘lobbyist’. Given the diversity

of organisations, structures and perceptions
across Europe, the EU Register was
deliberately designed as voluntary and not
limited to ‘lobbying’ and a specific definition.

The Register will be reviewed this year and
discussions across Europe about lobbying,
transparency and regulation will continue.
This report provides very interesting and
useful reading against this background.



by Jeremy Galbraith

CEO Burson-Marsteller Europe,
Middle East & Africa

Like its predecessors, this fifth Burson-
Marsteller Guide to Effective Lobbying
in Europe aims to contribute to a better
understanding of what makes good
lobbying.

Based on analysis by Penn, Schoen & Berland
(PSB), and with the support of our network
of offices and partners across Europe, this
report seeks to document perceptions,
opinions and the evolution in the way that
government stakeholders perceive lobbying
- what works, and what doesn't.

Twelve years ago Burson-Marsteller
published its first survey of stakeholder
perceptions and opinions, focusing on the
European Parliament. A similar survey on the
European Commission followed in 2003.In
2005, we looked at both institutions, as well
as the Council of the European Union.

In 2009 we took our first look at lobbying
in European capitals, covering thirteen EU
member states and Norway, as well as
Brussels. This Guide is bigger still, covering
another five EU member states. Seven of
the eight central and Eastern European
countries that joined the Union in 2004
are covered in this survey.

The 2013 survey reinforces many of the
previous findings, including strong support
for transparency among regulators

and politicians.

Respondents voiced massive support for a
mandatory register of lobbyists, notably in
Brussels, where 9o% of respondents backed
compulsory registration. Europe-wide, three-
quarters of respondents agreed. It is

also interesting to note the growth of
transparency in the internal culture of public
bodies: 89% of EU-level decision-makers
report any meeting with lobbyists to their
hierarchy; the average across Europe is just
below one in two.

These specific findings reinforce Burson-
Marsteller’s belief that transparency and
ethical behaviour are indispensable. We see
them as vital to maintain our credibility and
that of our clients. Our global Code of Values
requires all employees to declare their client
interest,and we were the first major public
affairs agency to register on the EU register.

We also support mandatory registration. Our
trade association, the European Public Affairs
Consultancies Association (EPACA), has led
calls for the EU institutions to refuse to work
with unregistered industry representatives.

The results also show that NGOs continue to
outperform both corporations and public
affairs agencies, with trade and professional
associations topping the rankings for
effectiveness. These findings provide
considerable food for thought as our
profession strives to create a best practice
model for lobbying.

We will certainly use the data to inform and

improve our work —and we hope you will too.

We hope you find this survey useful and
welcome your feedback or comments.

EFFECTIVE LOBBYING IN EUROPE 2013
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== BACKGROUND & METHODOLOGY =

This fifth Burson-Marsteller lobbying The interviews involved a basic series

survey is designed to increase knowledge  of 22 questions to gather qualitative,

about lobbying and improve both ‘directional’ data about perceptions of
understanding of lobbying and greater lobbying and lobbyists. The interviews =P
transparency in its conduct. This were conducted either online or by ."-';0%
edition covers an additional five telephone. Interviewees included 25
countries compared with the previous politicians (both Members of national S §_
survey, conducted in 2009. Decision- Parliaments (MPs) and Members of 2
makers in nineteen countries were the European Parliament (MEPs))

asked for their views on lobbying, as and senior officials from national

were decision-makers at EU level. governments and the European

institutions. In total,nearly 600
interviews were conducted.

Interviews were done in each of the following countries:

e Brussels: EU institutions ¢ Greece e Poland

e Czech Republic e Hungary e Portugal

e Denmark o ltaly e Romania

e Estonia e Latvia e Spain

e Finland e Lithuania e Sweden

e France e The Netherlands e United Kingdom
e Germany e Norway

EFFECTIVE LOBBYING IN EUROPE 2013 5
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Transparency is a key concern for
respondents to the survey. More than
26% of respondents said that a lack of
transparency was the most negative
aspect of lobbying - the highest single
response. Giving undue influence to elites
and the wealthy (24%) and not providing
neutral information (23%) followed

close behind.

However, 89% of respondents either
agreed or strongly agreed with the
statement that ‘ethical and transparent
lobbying helps policy development’ and
most groups of lobbyists were generally
perceived as being transparent, most
notably trade associations, professional
organisations, companies, trade unions
and NGOs. These five groups were among
those most commonly perceived as
lobbyists; the other group generally
thought of as lobbyists - public affairs
agencies - were seen as less transparent.

37% of respondents saw the most
positive aspect of lobbying as being its
ability to ensure participation of social
and economic actors and citizens in the
political process. ‘Providing useful and
timely information’ was cited by 28% of
respondents and ‘raising the local or
national importance of an issue’ by 20%,
although this rose to around 50% in
Finland and the UK.

Most respondents thought that lobbying
was not sufficiently regulated, while
opinion was evenly divided on whether
increased regulation would come in the
next three years. More than half of the
respondents thought that a mandatory
register for lobbyists would be useful in
their country, with less than a quarter
disagreeing.

EFFECTIVE LOBBYING IN EUROPE 2013

Trade associations were perceived as

the most effective lobbyists, followed by
professional organisations and NGOs.
There were, however, significant variations
between countries: for example, in
Germany NGOs and public affairs
agencies were seen to be most effective.

‘Corporate’ lobbyists (from companies,
trade associations and other profit-making
entities) were most effective in the energy
and healthcare sectors. NGOs fared better
on environment and human rights issues,
and on social affairs. Retail and consumer
goods lobbyists were perceived to be
particularly ineffective.

Differences between the ‘corporate’

and NGO sectors were also evident when
policy-makers were asked about poor
lobbying practice.‘Corporate lobbyists’
were most likely to lack transparency,
whereas NGOs were most likely to base
their positions on emotions rather than
facts. Both groups were criticised by
around a third of respondents for failing
to understand processes and procedures,
for being too aggressive, or for arriving
too early or too late in the process.

Internal meetings, national authorities’
documents, meetings with industry and
written briefing materials were perceived
as the most useful types of information
to make an informed decision. Specialist
news, government websites, scientific
websites and traditional media websites
were the most helpful online media
sources. Social media were generally
perceived to be unhelpful and were

not frequently consulted. The websites
of industry associations, companies and
NGOs tend to be visited at least once a
week by around 40% of respondents.



w12 TIPS FOR EFFECTIVE LOBBYING=

Be transparent about your interests:
Policy-makers see a lack of transparency
as a poor lobbying practice and for one
in two respondents to the survey
transparency was a factor in deciding
whether to speak to a lobbyist.

Be aware that your audience

is not only ‘in the room’:

Policy-makers are increasingly reporting
to their colleagues and the public on who
they meet and on what issue - so act
transparently.

Get your timing right:

Get in early - but not too early —and
follow the issue through all stages of
policy development. Entering the debate
too late is considered by many policy-
makers to be poor practice.

Understand the legislative process

and its technicalities:

Avoid a common criticism of both
‘corporate’and NGO lobbyists by knowing
what a decision-maker is able to do,
when, and according to what procedure.

Think politically:

Identify the focus of political argument,
the values and interests involved and the
potential basis for consensus. You will not
always get 100% of what you want,

but the compromise-builders are

often successful.

Back up political arguments

with evidence:

Independent reports and science help to
convince policy-makers - those surveyed
criticised lobbying based on emotion
rather than facts.

Identify your ultimate audience and
clearly set realistic objectives at

the beginning of your campaign:

Be prepared to adapt your strategy
in response to both external and
internal changes.

Know the wide range of people that you
need to talk to, but target the right
decision-makers at the right time:
Policy-makers are more likely to meet you
if the topicis in their field of expertise
oris of interest to them.

Mobilise people to act:

Search for allies and work within
coalitions whenever possible. Different
policy-makers value the input of different
groups of lobbyists, so working together
in partnerships and even temporary
coalitions can bear fruit.

Ensure that your message

gets through online:

While digital sources are less influential
than meetings and briefings, policy-makers
do frequently look at the websites of
companies, industry associations and
NGOs - check that you are giving the
right first impression.

Recognise Europe’s diversity:

Keep in mind the local, national and
European dimensions of a policy issue and
leverage the differences in attitudes between
policy-makers in different countries.

Be creative and memorable

from start to finish:

Briefing materials, events and other
activities that draw attention to your
messages help lead to success.

EFFECTIVE LOBBYING IN EUROPE 2013
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WHO ARE LOBBYISTS?

When asked which groups match the
definition of a ‘lobbyist’, two-thirds of
respondents named trade associations,
with public affairs agencies (58%)

and professional organisations (57%)
being other common responses. Non-
governmental organisations (NGOs)
were named as lobbyists by more

than half of the respondents (51%), but
companies by less than half (47%). Trade
unions were deemed to be lobbyists

by only 40% of respondents.

Looking at national variations, trade
associations were deemed to be lobbyists
by more than 90% of respondents in
Estonia (100%), Finland (97%), the
Netherlands (94%) and Latvia (93%).

Public affairs agencies are most strongly
perceived as ‘lobbyists’ in France (93%)
the Netherlands (89%), Estonia (87%)
and the UK (87%).

NGOs were much more frequently
considered lobbyists in Estonia (100%),
Finland (93%), Latvia (80%) and the
Netherlands (78%). Indeed, in these
countries there appeared to be a general
willingness to define a wide range of
groups as ‘lobbyists’.

73% of EU-level respondents also
identified trade unions as lobbyists - far
higher than the Europe-wide average for
this category.

In your experience which of the following could be considered
as matching the description of a ‘lobbyist?’

Trade associations
Public affairs agencies
Professional organisations
NGOs

Companies

Trade unions

Think tanks

Law firms

Embassies

Academics

Citizens

Journalists

Others

EFFECTIVE LOBBYING IN EUROPE 2013
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WHAT ARE THE POSITIVE
ASPECTS OF LOBBYING?

The survey suggests that there is no
overwhelming agreement across Europe
on the most positive aspect of lobbying.
However, the capacity of lobbying to
ensure the participation of social and
economic actors and citizens in the
political process emerged as the

leading response (37%).

The second most positive aspect of
lobbying, according to the survey, is its
ability to provide useful and timely
information (28%). Respondents in the
Netherlands (61%), Norway (55%) and
Sweden (50%) saw this as by far the
most important positive aspect —and

it was also the top response in the Czech
Republic, Denmark and Germany.

Italy (30%) and Poland (33%) and Greece
(23%) are the only countries where more
than one in five respondents emphasised
the positive role lobbying can play in
translating scientific information into
relevant information.

Raising the local or national importance
of an issue seems to be a less positive
aspect than in previous surveys —only
20% of respondents in 2013 said it was
the most positive aspect of lobbying.
However, in the UK (53%) and Finland
(47%) around half of respondents saw it
as the most positive aspect of lobbying.

What would you say is the most positive aspect of lobbying?

Ensuring participation of
social and economic
actors and citizens in
the political process
37%

Don’t know
3%

Other

Providing useful and timely
information
28%

- Raising the local/national
importance of an issue
20%

3%

scientific information
into relevant information
10%

EFFECTIVE LOBBYING IN EUROPE 2013
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WHAT ARE THE NEGATIVE
ASPECTS OF LOBBYING?

With 26% of respondents across Europe
identifying it as the most negative aspect
of lobbying, a lack of transparency remains
the most prevalent weakness in lobbying
practice. Giving undue weight in the
process to elites and the wealthy (24%)
and not providing neutral information
(23%) follow close behind.

EU-level respondents see a lack of trans-
parency (30%) and not providing neutral
information (34%) as the most negative
aspects of lobbying. A lack of transparency
is most often identified as the most
negative aspect of lobbying in Estonia
(60%) and least often in Romania (5%).

While an average of 24% respondents in
Europe see giving undue weight in the
process to elites and wealthy as the most

negative aspect of lobbying, there are
wide divergences between countries. In
Spain (5%) and Italy (3%) it is not seen as
particularly problematic; in contrast
decision-makers in Norway (55%),
Hungary and Romania (both 40%) see
this aspect as the most negative.

Around a quarter of respondents in
France and Greece perceive the most
negative aspect of lobbying to be its
undue influence on the democratic
process, rising to 33% in the Czech
Republic (where it was, like in Greece,
the top-ranking answer).

Lobbying overkill (‘too many contacts’)
is not seen as a big issue in Europe in
general (7%) or in any particular country,
peaking as a response in the UK; Italy
and Latvia (all 13%).

What would you say is the most negative aspect of lobbying?

Interest not clearly
outlined / lack of
transparency

26%

Don’t know
1%

Too many
contacts / an annoyance
%

influence of the
democratic process
14%

1 0 EFFECTIVE LOBBYING IN EUROPE 2013

-+ Gives undue weight in
the process to elites
and wealthy
24%

-+ Not providing neutral
information
23%



HOW TRANSPARENT ARE LOBBYISTS?  Across Europe, journalists (41%) and law
Nearly nine out of ten respondents across  1IrMs (38%) are perceived by respondents

Europe either strongly agree (25%) or as being least transparent lobbyists.
agree (64%) with the statement that Trade associations and fedgrahons (65%)
“ethical and transparent lobbying helps and p.rofessmnal organisations (60%).are
policy development.” perceived as the most transparent, with
companies (57%), trade unions (56%) and
In Estonia and Portugal all respondents NGOs (55%) following closely. With 27% of
agreed on this point, and the overall respondents in Europe considering them
figure topped 9o% in Brussels, Denmark, ~ transparent in lobbying - and 35% seeing
Finland, Germany, Hungary, Italy, Latvia, them as not transparent - public affairs

Lithuania, Poland and the UK. Around half  agencies perform poorly in comparison
of EU officials (48%) and decision-makers ~ With the other organisations most widely
in Estonia (53%) and Norway (48%) perceived in Europe as being ‘lobbyists’
strongly agreed with this statement. (see above).

The highest level of disagreement or
strong disagreement with the statement
came in France (31%) and Greece (26%).
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How transparent are lobbyists?

= Not transparent Transparent s Net value m

Journalists % 16% -25
Law firms 38% 23% -15
Think tanks 26% 21% +1

Public Affairs agencies 35% -8

Academics 22% +10
Citizens 26% +7

Embassies 12% 52% +40
NGOs 14% 55% +41
Trade Unions 13% 56% +43
Companies 14% 57% +43
Professional organisations 13% 60% +47
Trade associations & federations 10% 65% +55

EFFECTIVE LOBBYING IN EUROPE 2013 1 1
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REGULATION OF LOBBYING

The majority (56%) of respondents
across Europe think that lobbying is not
sufficiently regulated in their country.
Half that number (28%) believe that
there is enough regulation.

In Norway (59%), Denmark (57%) and
Poland (50%) at least one in every two
policy-makers surveyed considered
lobbying to be sufficiently regulated.

At the opposite end of the spectrum,
respondents in Portugal (100%), Spain
(93%), the Czech Republic (88%) and Italy
(87%) are those most strongly asserting
that lobbying is not sufficiently regulated.

The lowest level of awareness about

the level of regulation of lobbying is
demonstrated in the Netherlands, with
half of respondents not knowing whether
lobbying is sufficiently regulated.

At EU level, more respondents think that
lobbying is sufficiently regulated (48%)
than those who think it is not (34%).

The expectation of respondents across
Europe regarding further regulation of
lobbying in the next three years is very
divided. 38% expected further regulation,
35% did not, and 27% did not know.
Around two-thirds of respondents in
Estonia (67%), Latvia (67%) and Romania
(65%) expected further regulation in the
next three years. Most respondents in
the UK and Germany agreed.

At least half of respondents in Poland
(60%), France (50%) and Sweden (50%) do
not expect further regulation of lobbying
in the next three years.

Do you think that lobbying is sufficiently

regulated in your country?

All EU CZ
Yes 2848 6 57 27 47 31 44
No 56 34 88 34 53 50 67 30
Don’t know 1618 6 9 20 3 2

MANDATORY REGISTERS

The data suggests that there is a lack of
knowledge concerning the type of regula-
tion that applies to lobbying in individual
European countries. This is most starkly

1 2 EFFECTIVE LOBBYING IN EUROPE 2013

DK ET FI FR DE GR HU IT LA

LI NL NO PL PT RO ES SE UK
3 0 0 27 19 28 59 50 0 10 0 38 33

71 75 87 67 47 22 24 37 100 75 93 25 53

26 25 13 7 34 50 17 13 0 15 7 38 13

demonstrated in Lithuania, where 28% of
respondents believe lobbying is not regu-
lated, 16% believe there is a voluntary re-
gister, 38% believe there is a mandatory
register and 19% do not know.



Poland is an exception with 80% of
respondents saying lobbying was
regulated through a mandatory register.
73% of respondents in the UK stated that
lobbying is regulated through a
voluntary register.

In Brussels 45% of respondents believe
that a voluntary register is in place, while
more than a quarter of respondents (27%)
believe a mandatory register is in place,
suggesting that while there is awareness
of some type of regulation, the exact form
is not widely known.

Across Europe more than half of
respondents (53%) believe that a
mandatory register for lobbyists would be
useful in their country. This view is most
strongly present in Portugal (88%), Poland
(87%), Italy (83%) and at EU level (79%).

Norway is the only country where more
than half of respondents (51%) do not
think a mandatory register would be
useful. However, there is low enthusiasm
for a mandatory register in Finland and
Sweden too (24% and 19% of respondents
respectively believing that it would

be useful).

How useful do you think that a mandatory register
for lobbyists would be in your country?

s Not useful Useful m——— Net value m
22%_; 53% ‘ +31
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= LOBBYING EFFECTIVENESS

When asked about the effectiveness

of lobbying organisations, respondents
generally perceived trade associations as
the most effective (62% of respondents
across Europe ranking them as ‘effective’
or ‘very effective’). Professional
organisations (51%) and non-governmental
organisations (NGOs 46%) came next.
Companies, trade unions and public
affairs agencies followed closely

behind (all ranked as ‘effective’ or ‘very
effective’ by more than two in every

five respondents).

A notable exception was in Germany,
where respondents found NGOs (78%)
and public affairs agencies (71%) to be
the most effective. Across Europe,
respondents perceived citizens

as the least effective lobbyists, with
only 21% seeing them as ‘effective’ or
‘very effective’ (although in Norway
and the UK this score doubled).

In the ‘corporate’ sector (i.e. organisations
representing business interests), the
energy and healthcare sectors were
perceived to have the most effective
lobbyists, scoring 68% and 60%
respectively (‘effective’ or ‘very effective’).
Financial services (53%) and agriculture

(52%) came third and fourth in the rankings.

In a number of countries, including
Germany, France and the UK, the defence
industry was also perceived as particularly
effective, scoring more than 60% for its
effectiveness in lobbying. In Belgium,
Italy and the UK, the chemicals industry
was also perceived as ‘effective’ or

1 4 EFFECTIVE LOBBYING IN EUROPE 2013

‘very effective’ by more than 60% of
respondents, although Europe-wide it
scored much lower (37%).

At the least effective end of the spectrum,
respondents found the consumer goods
and retail sectors to be least effective,
with only 23% and 24% of respondents
respectively believing that their

lobbying is effective. Around the same
number of respondents saw lobbyists in
these sectors as ineffective.

With regard to NGOs, the lobbyists
perceived to be most effective are

those working on the environment (52%
ranking lobbyists in this field as ‘effective’
or ‘very effective’) and human rights
(49%). The third most effective NGO
lobbyists were in the energy sector
(38% - some way behind their corporate
counterparts, who scored 68%).

In Germany and Norway, energy NGOs
were perceived as the most effective.

Healthcare, agriculture and social affairs
NGOs were rated as ‘effective’ or ‘very
effective’ by around a third of respondents.

As with the ‘corporate’ sector, retail and
consumer goods representatives were
perceived as the least effective, scoring
only 13% and 15% respectively. NGOs in
these sectors —as well as trade, defence,
sports, [T/telecoms, chemicals and financial
services were all deemed to be more
ineffective than effective.



How would you rate the effectiveness of ‘corporate’ lobbying organisations

versus the effectiveness of NGOs?

Energy
Healthcare
Financial Services
Agriculture
IT/Telecoms
Defence

Trade

Transport
Chemicals
Mining/Natural Resources
Sport

Retail

Consumer Goods
Environment
Human Rights

Social Affairs

38%
371%
53%
25%
52%
37%
48%
22%
46%
20%
42%
20%
39%
23%
37%
22%
36%
24%
31%
21%
24%
13%
23%
15%
n/a
52%
n/a
49%
n/a
33%

B ‘Corporate’ sector ® NGOs
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== POOR PRACTICE

Our survey suggests that across Europe
a significant number of lobbyists in both
the ‘corporate’and NGO sectors have
difficulty understanding the political
and legislative process, with 37% of
respondents saying that this failing
frequently applies to ‘corporate’
lobbyists and 39% to NGO lobbyists.
Around a third of respondents said that
each sector comes into the process too
late or too early (32% for the ‘corporate’
sector, 37% for NGOs).

Other complaints are more specific to
the two different sectors: ‘corporate’
lobbyists are more likely to be criticised
for not being sufficiently transparent
about the interests they represent (48%
of respondents say this is a frequently-
committed poor practice by ‘corporate’
lobbyists, while only 23% make the same
complaint of NGO lobbyists). A lack of
transparency among ‘corporate’ lobbyists
does not seem to be a significant issue
in Estonia, Latvia, Norway, the Nether-
lands, the UK and Denmark (all at 30%
or below) but it is a major issue in the
Czech Republic (71%) and Greece (61%)
and France (60%).

NGOs are more likely to be guilty of
basing positions on emotion rather than
facts, according to the respondents: 56%
make this complaint of NGOs while less
than half that number (27%) say the same
about companies, trade associations and
other ‘corporate’ lobbyists.

1 6 EFFECTIVE LOBBYING IN EUROPE 2013

A quarter of respondents said that
‘corporate’ lobbyists use inappropriate
briefing materials (peaking at 52% in
Norway). Just under one fifth (19%)
make the same claim regarding NGOs
(with a peak again in Norway, at 38%).
Both ‘corporate’ lobbyists and NGO
lobbyists are often guilty of being too
aggressive —35% of respondents cited
this as a problem for the former group
and 28% for the latter (although in
Germany the number is more than
double, at 59%).

More worryingly, there is still a significant
problem with ‘corporate’ lobbyists offering
what are perceived to be unethical
inducements: one in four respondents
said that this was a frequently-committed
poor practice (for NGOs, the figure

was 7%).

This headline figure does mask stark
variations between countries, however:
in the Czech Republic (38%), France
(45%), Greece (42%), Lithuania (56%),
Poland (43%) and the UK (43%) more
than one in three respondents cited this
as a problem - in eight other countries
and in Brussels, less than one in five said
the same. For NGOs there are spikes in
‘unethical inducements’ response for
Germany and Romania.



Thinking about poor practice in lobbying, which of the following
would you say are the most frequently committed by NGOs, and by
private companies and industry associations (‘corporate’ sector)?

Not sufficiently transparent about
the interest represented

Failing to understand process
and procedure

Being too aggressive

Being too early or too late
in the process

Basing a position on
emotion rather than facts

Inappropriate briefing materials
Offering unethical inducements
Lobbying by press release
Other

Don't know

B ‘Corporate’ sector M NGOs

ad1poeid
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== CHANNELS OF INFLUENCE

WHAT SOURCES OF INFORMATION
DO RESPONDENTS FIND
MOST HELPFUL?

The Europe-wide data suggests that the
sources of information that respondents
find most useful are internal meetings
and documents from national authorities.
Both sources are seen as ‘helpful’ or ‘very
helpful’ by 70% of respondents. Internal
meetings are perceived as particularly
useful at EU level (84%) and in the UK
(84%) and Estonia (80%).

62% of respondents believe that meetings
with industry provide a useful source of
information helping them through the
decision-making process. 59% said the
same for written briefings. Industry

meetings were seen as particularly
helpful in Italy (80%), Latvia (80%),
Lithuania (81%) and Estonia (80%).

Just over half of the respondents said
that site visits (54%) are useful - a similar
proportion as for meetings with NGOs
and information from the EU institutions
(both 52%). Public consultations were
seen as ‘helpful or ‘very helpful’ by onein
two regulators, and only 44% see
conferences as helpful.

Based on our survey, social media and
traditional media, including media
websites, appear to be seen as not
particularly helpful.

How helpful would you say each of the following are in providing you
with what you need to make informed decisions in your work?

s Not helpful

Internal meetings

National authorities’ documents
Meetings with industry

Written briefing material

Site visits
Meetings with NGOs
EU institutions

Public consultations

Web search

Conferences

Personal networks

Traditional media

Traditional media websites

Social media 471%

1 8 EFFECTIVE LOBBYING IN EUROPE 2013

s N et value s

Helpful

70% +64
70% +62
62% +52
59% +50

+39
+36
+33
+38
+31
+26
+17
+10
+10
-25




WHAT ARE THE MOST HELPFUL
ONLINE MEDIA SOURCES USED
BY RESPONDENTS?

Respondents considered sectoral news
sources and government websites to be
the most helpful online media sources
(58% and 50% respectively ranking
them as ‘helpful’ or ‘very helpful’). After
that, respondents ranked scientific or
educational websites as the most helpful
(46%), with 39% saying the same of
traditional media websites. 31% of
respondents saw industry association
websites as helpful - but 30% said they
were not helpful.

For all other sources, respondents across
Europe said that they were more unhelpful
than helpful - including NGO websites
(33% unhelpful,30% helpful) and corporate

websites (32%-29%). Blogs and wikis were
seen as unhelpful by double the number
of respondents who found them to be
helpful, and social media sources, including
Twitter, Facebook, YouTube and Linkedln,
were seen as unhelpful by around
two-thirds of respondents.

Sectoral news sources were perceived as
particularly helpful in Brussels (75%), Italy
(70%), Latvia (86%) and the Netherlands
(72%). Scientific and educational websites
were seen as extremely useful in Greece
(68%), Hungary (65%) and Portugal (78%).

Despite a poor ranking overall, blogs were
perceived as a helpful media source in
Hungary (55% saying they are ‘helpful’ or
‘very helpful’- more than twice the
European average).

How helpful would you say each of the following are in providing you
with what you need to make informed decisions in your work?

s Not hel pful
Specialist, sectorial

Helpful se—— Net value m

news sources 12% 58% +46
Governmental websites 14% [ 50% +36
Scientific or educational websites 22% I +24
Traditional media websites 24% +15
Industry association websites 30% +1

NGO websites 33% | -3

Corporate websites 32% -3

Blogs A2% | -19
Wiki 4% -2
Twitter 65% | -53
Facebook 67% I -58
RSS feeds 57% — -48
Youtube 69% | -62
Linkedin 65% [ -58

Other social networks

EFFECTIVE LOBBYING IN EUROPE 2013 1 9
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B CHANNELS OF INFLUENCE

WHAT ARE THE MOST
FREQUENTLY-USED SOCIAL
MEDIA AND DIGITAL SOURCES?

They may not be seen as particularly
helpful, but respondents told us that they
are still regular users of social media and
digital information sources.

The policy-makers we surveyed most
often consult company websites (43%
using them daily or at least once a week),
industry association websites (41%), NGO

In particular, our data suggest that
regulators in Finland (46%), Germany
(59%), Portugal (67%) and Spain (61%)
consult company websites daily or at least
once a week. For industry association
websites, regulators in Germany (67%
using them daily or at least once a week),
Portugal (73%) and Sweden (62%) ranked
among the most frequent visitors.

Those policy-makers surveyed in the
UK (60%), Estonia (60%), Greece (68%)

and Hungary (60%) consult blogs

most often and respondents from the
Netherlands (39%), Latvia (73%) and the
UK (63%) are most frequent users

of Twitter, using the service daily or

at least once a week.

websites (37%) and Wikipedia (38%).

Nearly a fifth of the respondents use
Facebook daily, and a similar proportion
uses Twitter every day (although 49%
never use it). Around a third of respondents
consult blogs daily or at least once a week.

How frequently do you consult the following
social media/digital sources for issues related to your work?

12% 24% 40% 5%
| |

Facebook ||

. 18% 9%  21% 49% 3%

Twitter || ]

1% 27% 45% 15% 3%

Wiki ]

31% 48% 6% 5%

Industry association or federation websites | [ ]

. 33% 45% 10% 2%

Company websites | ]

27% 49% 12% 3%

NGO websites | L]

22% 37% 8% 3%

“5 Blogs | ]

- 9 37% 4% 2%

T YouTube oy 1

£S5 ) 27% 51% 5%

5 % Linkedin ||
5= 5%4%5% 8% 78%

Other

W Daily ™ At least B Never M Don’t know

once a week
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WHAT IS THE MOST COMMON
LANGUAGE USED WHEN
CONSULTING DIGITAL SOURCES
OF INFORMATION?

45% of respondents feel comfortable with
consulting digital sources of information
in their own language and in English. A
further 30% use an additional language.
Only 18% of respondents whose main
language is not English consult digital
sources in their own language exclusively.

In which language do you consult

Our survey found that respondents in the
UK consult digital sources only in English.

40% of Czech respondents use only Czech.

The highest proportion of respondents
consulting sources of information in
more than two languages were in
Brussels (48%), Estonia (73%), Italy (50%)
and Latvia (93%).

the above digital sources of information?

Don’t know

My own
and | would consult the
above sources in English
3%

is English

In English y
3%

In my own language,
in English, and in
another language

30%

1%

In my own language
exclusively
18%

- In my own language
and in English
45%
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== COUNTRY INSIGHTS

Brussels: EU institutions

48% of respondents in Brussels strongly agree that ethical and
transparent lobbying helps policy development

A lobbyist is more likely to get a meeting if they are transparent (64%),
publically registered (57%) and providing relevant useful information

‘Corporate’ lobbyists’ reputation for effectiveness is seen across a
wide range of sectors, particularly agriculture (75%), energy (77%),
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Insights

healthcare (71%) and chemicals (66%)

EU-level lobbying in Brussels shows a
number of distinctions when compared to
lobbying at a national level. Those surveyed
have a far broader definition of a ‘lobbyist’
than their national counterparts and have a
higher perception of lobbying in terms of
transparency and effectiveness.

48% of respondents in Brussels believe
that ethical and transparent lobbying helps
policy development, compared with an
average of 25% across the EU. They see the
main positive role of lobbying as ensuring
the participation of social and economic
actors and citizens in the political process
and providing useful and timely
information.

In Brussels, our survey suggests that a
lobbyist is more likely to get a meeting if
they are transparent (64%), are registered as
a lobbyist (57%), and providing information
on a topic of interest (55%) or in the policy-
maker’s field of expertise (77%). The weight
given to transparency means that there is
growing demand for further regulation in

22 EFFECTIVE LOBBYING IN EUROPE 2013

the form of a mandatory register (79%) and
many expect it to come within the next
three years (48%).

Perhaps due to the increasing importance
of policy-making at EU level, stakeholders
across the board are working hard to
increase the effectiveness of their lobbying
in Brussels. Companies, embassies and
NGOs are perceived as more effective by
respondents in Brussels than by those at
the national level.‘Corporate’ lobbyists’
reputation for effectiveness is seen across
a wide range of sectors, particularly
agriculture (75%), energy (68%), chemicals
(66%) and healthcare (64%), which are
perceived to be the most effective.

NGOs are rated as most effective on
environmental issues (68%) and

human rights (66%).

Despite the clear demand for transparency
some companies continue to fail to be
sufficiently transparent about the interests
they represent (cited as a poor practice by
55% of respondents in Brussels —slightly



higher than the European average). rt icularly valyed in Brussels mcludmg
Being too aggressive (cited by 48% of stry meetings (80% versus a European

respondents in Brussels compared with a average.of 62%) and, perhaps unsurprlsmgly,'" '
European average of 35%) and failing to the EU institutions (87% compared W|th ay
understand procedure (43%) are also Eueope’a‘h average of 52%). Industry |
commonly-cited problems. Being too late associations’ websites (perceived as

or too early in the legislative process was ‘helpful’ or ‘very helpful’ by-53% of

afailing identified by around one third respondents), NGO websites (41%) and

of respondents. corporate websites (43%) are seen as useful -~

tools - certainly more so than at national
The problems for NGOs are different: the level, where the scores for each of these
most frequently-committed poor practiceis  are around 30%.
basing a position on emotion rather than

facts (75%) and, unlike companies, being There is growing demand for mandatory
too early or too late in the process (50%). regulation of lobbying, but this is a demand
for transparency, not a rejection of
Helpful sources of information include lobbying. In fact, transparent stakeholders
some cited at national level - internal who understand the decision-making
meetings (84%), national authorities’ process and provide useful information are
documents (78%) and written briefing highly valued by policy-makers in Brussels.

material (75%) — but also many sources

In your experience which of the following could be considered
as matching the description of a ‘lobbyist’?

Others Trade unions
Journalists Companies
Citizens NGOs

. Professional
Academics organisations
Embassies Public affa_irs
agencies

Trade

Law firms 39% associations

86%

Think tanks 45% B Europe M Brussels

EFFECTIVE LOBBYING IN EUROPE 2013 23

5
2
oQ
=5
~~
w

(o
o
(=
S
-
=
<




H COUNTRY INSIGHTS

Czech Republic

A majority of respondents (88%) felt that lobbying is not sufficiently
regulated in the Czech Republic

Private companies are viewed by most respondents as having a
good understanding of the policy-making process and procedure
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Insights

Respondents in the Czech Republic saw
the most negative aspect of lobbying
as the potential for it to be an undue
influence on the democratic process -
cited by one in every three respondents
as their main concern. When asked
about the positive aspects of lobbying,
raising the local or national importance
of an issue was cited by only 6% of
respondents compared to a European
average of 20%.

A relatively low percentage (15%) classed
trade unions as lobbyists, compared
with 40% across Europe. There were
also significantly lower scores for trade
associations (27% compared with a
European average of 66%) and NGOs
(25% versus 51%). The score for all groups
was lower than the European average.

Almost all groups were seen as less
transparent by respondents in the

Czech Republic than by their counterparts
across Europe. For example, only 37%
saw trade associations as ‘transparent’
or ‘very transparent’ compared with a
European average of 65%.

24 EFFECTIVE LOBBYING IN EUROPE 2013

It is necessary to adopt
a law and a register on
lobbying. It is the only
way to find out who

they represent. , ,

The overwhelming majority of
respondents (88%) felt that lobbying

is not sufficiently regulated in the Czech
Republic. However, less than one in six
of the respondents thought that it
would be further regulated in the

next three years.

In contrast with the overall trend in

our survey, NGOs were viewed as
effective in their lobbying by only a third
of respondents in the Czech Republic.
Private companies are viewed by

most respondents as having a good
understanding of the policy-making
process and procedure — more so than

in many other countries in the report.



How would you rate the effectiveness of lobbying
of the following organisations?

Professional organisations
Companies

Trade associations
Journalists

Trade unions

Public affairs agencies
Law firms

NGOs

Embassies

Think tanks
Academics

Citizens

W Effective ® Neutral

B Not Effective ® Don’t know
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E COUNTRY INSIGHTS

Respondents generally believe that lobbying is sufficiently
regulated in Denmark

They find media sources to be less useful in making informed
decisions compared with the European average

Personal networks count in securing meetings and supporting
informed decision-making

Although there is far from a clear consensus, ~ 64% of Danish respondents noted that

respondents in Denmark generally agree they had refused a meeting with a lobbyist.
that the most positive aspects of lobbying ~ Whether the lobbyist is transparent was a
are the provision of useful and timely factor for just over a third of respondents in
information (32%) and raising the local/ deciding whether to speak to lobbyists —
national importance of an issue (28%). significantly lower than the European
Few respondents believe that lobbying average. Other factors - such as whether
translates technical/scientific information the topic s of interest (23%) and whether
into relevant information (4%). the lobbyist is publicly registered (4%) -
were not important deciding factors
in Denmark.

Which of the following factors would influence your decision
to speak to a lobbyist?

If the lobbyist is publicly registered
If I know the lobbyist

If the topic is of interest

If the lobbyist is transparent

If the topic is my field of expertise

>
-E B Europe M Denmark
S
(o]
(V]

Insights
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For respondents in Denmark, poor lobbying
practices by the ‘corporate’ sector include a
failure to understand the legislative
process and procedure (49%), being too
early or too late in the process (40%) and
inappropriate briefing materials (32%).
Interestingly, failure to be transparent
about the interest represented (30%), being
too aggressive (21%) and offering what are
perceived to be unethical inducements (2%)
were not reported as being so problematic.

The survey results also show that
respondents in Denmark rely heavily on
their personal networks (51%) to help them
make informed decisions in their work, but
view industry meetings (38%), written

brlefmg materlal (30%) S|te visits (34%)
and cqnferences (17%) as less useful. The
usefuiness of media sources in decision-

~making among _respondents in Denmark-

was founid to be lower than the European

_ average~and particularly 5|gn|f|cantly
for blogs, Twitter and Wlklpedla

.................................................................................

‘ ‘ People can see who you
talk to, but you still

cannot see what impact
it had on decisions. That
you have spoken with

an organisation or
lobbyist is not equal to
agreeing with them. , ,

How helpful would you say each of the following are in providing you with
what you need to make informed decisions in your work?

Results showing responses for ‘helpful’ and ‘very helpful’

Other social networks
LinkedIn

YouTube

RSS Feed

Facebook

Twitter

22%
Wikipedia

Corporate websites

NGO websites

Scientific/educational

Specialist news

Blogs

58%

B Europe ™ Denmark
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H COUNTRY INSIGHTS

Lack of transparency is identified as the most negative aspect
of lobbying in Estonia

Estonian respondents are willing to disclose information
about their meetings with lobbyists

The aspect of lobbying which respondents  their motivation. Not clearly outlining

in Estonia appreciate most is that it interests or a lack of transparency is
ensures the participation of social and identified as the most negative aspect
economic actors and citizens in the of lobbying: out of all the countries
political process. 60% of respondents surveyed, Estonia is one of the most
deemed this to be the most positive sensitive when it comes to transparency
aspect of lobbying compared with a (60% consider it to be the most negative
European average of 37%. aspect of lobbying; the European average
is less than half that, at 26%). All
However, while respondents seem to respondents from Estonia agree that
support a political process that is open ethical and transparent lobbying helps

to a wide range of interest representatives,  policy development (the European
lobbyists are expected to be clear about average is 89%).

Most negative aspects of lobbying

Too many contacts / an annoyance

An undue influence of the democratic process

Not providing neutral information

Gives an undue weight in the process to elites and wealthy

Interest not clearly outlined / lack of transparency

o) B Europe M Estonia
]
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As transparency is such an important
and delicate topic in Estonia, respondents
themselves are comparatively open
about their meetings with lobbyists.
Although Estonia scores below the
European average in terms of reporting
meetings to hierarchy (40% compared
with 43% across Europe), 87% of the
respondents are willing to disclose
information about their meetings, if
asked (the European average is just
37%).53% of respondents in Estonia
sometimes mention meetings on their
website, nearly three times the European
average (18%).

’167% of r@spbndents in Estoma have
rgfused hﬂeetmgs with lobbyists. They
/ Wghhght a transparent lobbyist (93%)

Lar**r('ira well-prepared lobbyist (87%) AsyP S

~wellasa topic of interest (80%) as the
- most influential factors when deadmg

whethertomee’cwfch Iobby|sts \

‘ Successful |obbymg
can change sotiety and
attitudes. Unsuccessful
lobbying results only
in a media uproar. ,,

- Don’t know
%

Yes
67%
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I COUNTRY INSIGHTS

Trade associations and trade unions are the groups most commonly
perceived as ‘lobbyists’, followed by NGOs

The majority of Finnish respondents perceived a lack of transparency
as the most negative aspect of lobbying

Respondents from Finland identified the

‘ ‘ A successful approach is positive aspects of lobbying as raising
one in which aF::I:ention the local and national importance of an

s issue (47%) as well as providing useful
L;g:ﬁ:ﬁ::ﬁ?ﬂf:: and timely information (33%). 90% of
It does not allow ' respondents thought that ethical

emotions to influence and transparent lobbying helps policy

. development. A vast majority of
the presentation. ’ , respondents perceived a lack of

transparency as being the most negative
""""""""""""""""""""""""""""""""""""""" aspect of lobbying (40%).
Trade associations and trade unions are
considered to best match the definition
of a‘lobbyist’, followed closely by NGOs
and then public affairs agencies. Trade
associations and NGOs are seen as
being the most transparent, with
trade associations and trade unions
considered to be the most effective
lobbyists. Respondents perceived
‘corporate’ lobbyists in the energy
sector (80%) and trade (73%) to be
the most effective.
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Which of the following could be considered i s
as matching the description of a ‘Iobbyis_t.-?’_l."""'

Trade associations

Trade unions

NGOs

Public affairs agencies
Professional organisations
Companies

Embassies

‘ ‘ Transparency and

openness are the
key words. ’ ,

Finnish respondents were divided

when asked if they thought lobbying
was sufficiently regulated in their
country or if they thought that it may or
may not be further regulated in the next
three years. 47% of respondents thought
lobbying was not regulated at all, while
53% thought that lobbying was regulated
through a voluntary register.

97%  Think tanks 40%
% Law firms | 3%
9@% ; Citizens | 30%

N . Acéde‘mics 27%
Journalists 27%
Others | 0%

Finnish respondents are most willing to
speak to lobbyists if they are transparent
about whom they represent (70% of
respondents giving this answer) and if
the topic is of interest to them (70%).
60% of respondents have refused
meetings with lobbyists.

90% of respondents find that the most
useful source of information in helping
to take a decision comes from national
authorities’ documents as well as
internal meetings (77%).
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I COUNTRY INSIGHTS

France

Professional organisations score highest in terms of transparency

More than 70% of respondents in France prefer to be approached
by French lobbyists on issues of French national interest

Two-thirds of French respondents believe lobbying is not
sufficiently regulated in France

38% of French respondents believe that European average. Negative aspects
the most positive aspect of lobbyingisits  include the provision of biased information
capacity to ensure the participation of and the lack of transparency (both 26%).

social and economic actors and citizens in
the political process, in line with the

How important is it that you are approached in your own language
on an issue of national interest ?

Important 73%

Neutral

Not important

Don’t know

B Europe ™ France

Professional organisations score higheston  On regulation, 67% of respondents in
transparency, with 80% of those surveyed  France believe that lobbying is not
considering them to be ‘transparent’ or sufficiently regulated and 57% think that

‘very transparent’. Trade unions are also a mandatory register would be ‘useful’ or
considered to be more transparent in ‘very useful’. France is also one of the
France than the European average. countries with the highest meeting

32 EFFECTIVE LOBBYING IN EUROPE 2013



refusal rate (69% of respondents stating
that they had turned down a meeting
with a lobbyist).

Have you ever refused a meeting with a lobbyist?

Compared with a much lower European

average (47%), respondents in France ‘ ‘ It is vital that we know

consider being approached by who [the lobbyists] are
someone in French on an issue of French
and we have a very clear

national interest to be very important (73%). vision of the interests

they are defending. We
like people who come
with solid arguments. , ,

Like in the rest of Europe, energy, healthcare
and agriculture are identified as the most
effective sectors in terms of ‘corporate’

‘ ‘ . lobbying, and NGOs score highest in
A successful approach is a the human rights and environment sectors.
tr?nspargnt one and one However, 57% believe that NGOs
with clarity of purpose. frequently base their positions on
A poor approach involves emotions rather than facts.
ambiguity, arguing, a
hidden agenda and not According to the data, Wikipedia is
taking into account who the digital source French respondents -
they are speaking to. , , consult most frequently for issues related 2 2
to work (57%). t =l
----------------------------------------------------------------------------- &3
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I COUNTRY INSIGHTS

German respondents state that the lobbying process gives
undue weight to elites and the wealthy

Almost all groups are less likely to be seen as ‘lobbyists’ in
Germany than elsewhere in Europe

German regulators prefer to be approached in their
own language on issues of national interest

34

Respondents in Germany see giving
undue weight to elites and the wealthy
as the biggest problem with lobbying -
30% of them having stated that this is
the most negative aspect of lobbying.
Not providing neutral information and
being insufficiently transparent were
each ranked by 26% of respondents as
the most negative aspect of lobbying.

With regard to the definition of a
‘lobbyist’, for most groups respondents
in Germany are more reluctant to call
them ‘lobbyists’ than in the rest of
Europe: for example, only 37% see trade
associations as lobbyists (against a
European average of 66%),30% see
professional organisations as lobbyists
(European average: 57%) and just 26%

Thinking about poor practice in lobbying, which of the following would
you say are the most frequently committed by private companies

and industry associations?

Failing to understand process
Not sufficiently transparent
Being too agressive
Inappropriate briefing materials
Offering unethical inducement
Basing a position on emotion
Being too early or too late
Lobbying by press release
Other | 0%

Don’t know | 0%
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see NGOs as lobbyists, around half the
European average (51%).

In terms of transparency, professional
organisations score particularly badly -
only 19% of respondents see them as
‘transparent’ or ‘very transparent’ com-
pared with a European average of 60%.
However, German respondents were
also less likely to report on meetings —
internally or externally - than their
counterparts across Europe.

With regard to poor practice, a failure

to understand the process is the most
common failing of lobbyists in Germany,
according to respondents.

Respondents in Germany saw NGOs as
“particularly effective - 78% claiming
that they are ‘effective’ or ‘very effective”
compared to a European average of 46%.
Public affairs agencies are also seen as '

effective (71% rating them as ‘effective’
or ‘very effective’ compared with a
European average of 42%).

74% of respondents in Germany indicated
that being approached in German on an
issue of national interest is very important
—the highest score for any European
country except the UK.

Being approached in one’s own language

on an issue of national interest?

Not important
1%

Important
74%

EFFECTIVE LOBBYING IN EUROPE 2013 35

S5 0N
2 0o
@ 5
=g
w <




wv
-
=
150

w

(=

I COUNTRY INSIGHTS

Greece

Nearly one in three respondents (29%) said that they tend not
to or never disclose information about meetings

One in four are concerned that lobbying gives undue weight in
the policy-making process to the interests of the elites and wealthy

Ensuring the participation of social Nearly one in every four respondents
and economic actors and citizens in the (26%) does not believe that ethical
political process is the most positive and transparent lobbying helps policy

aspect of lobbying for 32% of respondents  development - the second highest
in Greece. However, 26% of respondents percentage among the countries surveyed,

view lobbying as an undue influence on and an indication of scepticism or

the democratic process, and 23% are suspicion regarding lobbying in Greece.
concerned that it favours the elites

and wealthy. Transparency is a major issue in Greece.

Most respondents criticised companies

To what extent would you say each of the following
is transparent in lobbying?

6% 16% 10%

Trade associations and federations I N

13% 16% 3%

Embassies L] ]

26% 16% 3%
Professional organisations

29% 3%

Trade Unions L ||

29% 16% 6%

Companies I

29% 16%
Think tanks ] ]
42% 10%

Citizens I I —

26% 6%
NGOs

. 29% 13%

Academics

. . . . 32% 3%
Public Affairs consultancies / agencies

) 36% 6%

Law firms ) —

Journalists [/ e -

B Transparent M Neutral ™ Not transparent H Don’t know
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and industry associations for not being
transparent enough about the interest
represented, while 42% said that offering
what are perceived to be unethical
inducements is frequent practice. A lack
of transparency is also one of the main
concerns regarding NGO practice - only
29% of respondents saw NGOs as
‘transparent’ or ‘very transparent’. Trade
associations and embassies are seen as
the most transparent lobbyists, with
68% each of these groups judging to

be ‘transparent’ or ‘very transparent’.

Among policy-makers surveyed, 26%
report meetings with lobbyists to their
hierarchy and the same proportion
discloses information about meetings if
asked. One in six respondents (16%) said

that they tend not to disclose information

about meetings and 13% said they never
do. Even though 71% of respondents

agree that lobbying is not sufficiently
regulated in Greece, opinion is divided
on whether a mandatory register
would be useful.

Based on our survey, embassies are
perceived as the most effective lobbyists
in Greece (61% seeing them as ‘effective’
or ‘very effective’). In the ‘corporate’
sector, the energy, healthcare and
defence industries score highly, while
environment and human rights NGOs
are seen as the most effective civil
society groups.

Documents from EU institutions and
national authorities are the preferred
sources of information, along with
meetings with industry. Less than a
third of respondents found meetings
with NGOs ‘helpful’ or ‘very helpful’;
the figure for public consultations was
similar. 80% of respondents said they
access helpful information online; this
information was found mainly on
scientific websites and on specialist or
traditional news media websites.

EFFECTIVE LOBBYING IN EUROPE 2013 37



ba)
-
-
<
=]
(=}
(%)

Insights

I COUNTRY INSIGHTS

Trade associations were considered to be the most effective lobbyists
75% of respondents in Hungary considered lobbying to be insufficiently

regulated in Hungary

The data suggests that a majority of
respondents in Hungary consider
ensuring participation of stakeholders
in the political process and providing
timely and useful information to
regulators to be the most positive
aspects of lobbying.

At the same time, respondents thought
that lobbying risks giving undue weight
in the process to particular segments

of society, such as elites and the wealthy
- this was the most negative aspect

of lobbying for 40% of respondents
(compared to a European average

of 24%).

75% of respondents in Hungary considered
lobbying to be insufficiently regulated

in their country but more than half did
not know whether there would be further
regulation in the next three years.
Respondents indicated that they are
most likely to meet a lobbyist if the
issue falls within their field of expertise
and the lobbyist is transparent in terms
of the interest they represent. Trade
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associations were considered to be the
most effective lobbyists while public
affairs agencies scored highly (55%

of respondents saying they are
‘transparent’ or ‘very transparent’)
compared with the European average
for this group (42%).

‘Corporate’ lobbyists in the financial
services and consumer goods sectors
were considered to be particularly
effective; civil society organisations
were considered most effective on
issues of human rights, environment,
social affairs and sports. Respondents’
views coincided over poor lobbying
practice frequently committed by
‘corporate’ lobbyists and NGOs - notably
regarding a lack of transparency and
basing a position on emotions rather
than facts.

In contrast to most European countries,
60% of Hungarian respondents stated
that they turned to their personal
networks to obtain information relevant
to making decisions, in addition to



internal meetings, national authorities’
documents and texts from EU institutions.
In terms of media sources, scientific and
educational websites (65%), blogs (55%)
and Wikipedia (45%) were considered
most helpful in providing respondents
with the information they required.

How helpful would you say each of the following are in providing
you with what you need to make informed decisions in your work?

Scientific or educational websites
Specialist news sources
Blogs

Traditional media websites
Wiki

Governmental websites
Corporate websites

Industry association websites
NGO websites

Facebook

RSS feeds

Twitter

YouTube

LinkedIn

Other social networks

M Helpful ™ Neutral ™ Nothelpful ™ Don’t know

EFFECTIVE LOBBYING IN EUROPE 2013 39

5
A
ogQ
=
-+
7




H COUNTRY INSIGHTS

The vast majority considers a mandatory lobby register useful
and necessary — but there is little confidence that it will happen

Industry association websites, NGO websites and YouTube are
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the most frequently consulted digital sources

Respondents in Italy are in line with the
European average by identifying the
participation of social and economic
actors and citizens in the political process
as the most positive aspect of lobbying
(40% for Italy compared with 37% across
Europe). However, the translation of
technical or scientific information into
relevant information scores second
highest among Italian respondents
(30% compared with 10% across Europe).

The provision of biased information is
seen as the most negative element of
lobbying by 30% of respondents in Italy.
While 23% are concerned about a lack of
transparency and 17% suspect an undue

influence on the democratic process,
only 3% fear lobbying could favour elites
and the wealthy (the European average
for this answer was 24%).

Respondents in Italy stated clearly their
belief that lobbying is not sufficiently
regulated (87% agreeing , compared
with a European average of 56%) and
that a mandatory register for lobbyists
would be useful (83%, compared with

a European average of 53%). However,
there is pessimism about whether this
will happen: only 30% of respondents are
confident there will be further regulations
within in the next three years (whereas
the European average is 38%).

How useful do you think a mandatory register for lobbyists

would be in your country?

40 EFFECTIVE LOBBYING IN EUROPE 2013

- Neutral
; 13%

‘ ................................ Not Useful
3%



With regard to social media and digital

sources, 50% of respondents in Italy

stated they consult industry associations ‘ ‘ A transparency register

or federation websites daily or at least in Italy would align Italy
once a week in the context of their with the widespread

work. NGO websites (47%) and YouTube practice in Brussels. It would
(47% - the highest score in any European allow more transparent
country) rank just behind. consultation and greater

professionalism from
the lobbyist. ,,

How frequently do you consult the following social media /
digital media sources for issues related to your work?
Results showing responses for ‘daily’ and ‘at least once a week’

Linkedin [P 18%
I 0%

YouTube (I  21% -
[

Twitter [P 27%
[ 46%

Facebook | 31%
[ 4%

Blogs I 2%
00 e 40%

o — 7%
NG e s 47%

Wikipedia ] :f;"
T 3%

Industry association or federation website — 1% 50%
I 50%

I 43%

GOy WSt | 46%

B Europe W ltaly
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Industry meetings were considered to be the most useful source
of information (80%)

Twitter ranked highest among the most used media sources (73%)

53% of respondents in Latvia saw of respondents said that the most
ensuring the participation of social and negative aspect of lobbying was the
economic actors and citizens in the absence of transparency, and another
political process as the most positive third said that it gave undue weight to
aspect of lobbying, while raising the local elites and the wealthy.

and national importance of an issue was
not considered as important asitwasin ~ 93% of respondents in Latvia agreed that
other European countries (7%). A third transparent lobbying is helpful for policy

How would you rate the effectiveness of lobbying
of the following organizations?

% 1% 1%
Trade associations Ll ] ]
7% %
Professional organisations L]
20%

NGOs | |

%
Embassies ey | |
7%
Public Affairs agencies ||

13%
Think tanks L1 | |

20%
Academics L1 | |
40%

Companies ! |
. 7%
Trade Unions I ——

13%
Journalists ||

13%
Law firms I

13%
Citizens 1 | ]

W Effective ™ Neutral ™ Noteffective ™ Don’t know
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development. 80% indicated that NGOs
match their description of a lobbyist —
well above the European average (51%).
Trade associations, public affairs agencies
and professional organisations were also
cited as lobbyists in greater numbers
than across Europe as a whole. Embassies
were considered to be lobbyists by 53%,
a considerably higher percentage
compared with other European countries.

In terms of transparency, around four
out of five respondents agreed that
trade associations and professional
organisations are transparent in their
approach to lobbying compared with
just one in five for companies.

While respondents agreed that lobbying
is not regulated enough in Latvia they
believe it will be further regulated in
the coming years. However, respondents
were divided on whether a mandatory
register would be a helpful tool in

this respect.

Both the ‘corporate’ sector and NGOs
were considered effective in lobbying on
agriculture and financial services while

¥

the former also ranked highly on energy
issues. It was interesting to note that
60% of respondents indicated that the
‘corporate’ sector often did not understand
the process and often tried to intervene
either too early or too late in the process,
whereas NGOs were criticised for basing
their positions on emotion rather

than fact.

Industry meetings were considered by
respondents to be the most useful
sources of information (80% giving this
answer). Two-thirds of respondents cited
NGO meetings as useful and the same
proportion mentioned personal networks.

As for the most used online media
sources, specialist news, scientific and
educational websites topped respondents’
preferences while Twitter ranked highest
among the most frequently-used online
media sources (73%). 93% of respondents
indicated that they read digital sources
in three languages: their own language,
English and another language.
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Almost half of respondents (47%) felt that lobbying is not
sufficiently regulated in Lithuania

Defence companies emerged as the least effective lobbyists
in the private sector

Private companies are viewed by most respondents as having a
good understanding of the policy-making process and procedure

Only 12% of respondents in Lithuania
classed trade unions as lobbyists,
compared with a European average of
40%, while a relatively high percentage
(44%) would classify law firms as
lobbyists. Trade unions also ranked
relatively low on transparency among
Lithuanian respondents compared
with the responses across Europe.

As with most of the countries surveyed,
there seems to be a feeling in Lithuania

that lobbying is not sufficiently regulated.

Around half of the respondents (47%)
felt that lobbying is not sufficiently
regulated while a fifth felt that current
regulation is sufficient.

Approximately one third of respondents
either mention or systematically list
meetings with lobbyists on their
websites — more than the European
average. An obligation to speak to
anyone calling was the most commonly
named reason for speaking to a lobbyist

44 EFFECTIVE LOBBYING IN EUROPE 2013

(56%) but only a very small proportion
(3%) thinks that speaking to a lobbyist is
a usual part of the consultation process.

In contrast to the overall picture, NGOs
were viewed as effective in their lobbying
by almost a third of respondents (28%).
Defence companies emerged as

the least effective lobbyists in the
‘corporate’ sector (ranked as ‘effective’
or ‘very effective’ by only 15 % of
respondents).

Private companies are viewed by most
respondents as having a good unders-
tanding of the policy-making process
and procedure, unlike in many other
countries in the report. Only 9% of
respondents criticised the ‘corporate’
sector in Lithuania for failing to
understand process and procedure.



Trade associations
NGOs

Public affairs agencies
Professional organisations
Law firms
Companies
Embassies
Think tanks
Journalists
Academics
Trade unions
Citizens

Others

Do you think that lobbying is sufficiently
regulated in your country?

Don’t know ----
34%

5
&
(200}
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-
w

EFFECTIVE LOBBYING IN EUROPE 2013 45



I COUNTRY INSIGHTS

The Netherlands

Providing useful and timely information is seen as the most
positive aspect of lobbying in the Netherlands

Transparency is a key issue for Dutch respondents, and the
‘corporate’ sector rates well

Frequent social media use is much higher than
the European average

A'large majority of respondents in the actors and citizens in the political process
Netherlands (61%) see the most positive as a positive aspect of lobbying. Raising
aspect of lobbying as providing useful the local and national importance of an
and timely information while, in contrast issue is also viewed as a positive aspect
to the Europe-wide results (37%), only of lobbying (28% seeing this as the most
6% of the respondents noted ensuring positive aspect against 20% across Europe).

participation of social and economic

What would you say is the most positive aspect of lobbying?

Don't know

Other

Translating technical / scientific information into relevant information
Raising the local / national importance of an issue

Providing useful and timely information 61%

Ensuring participation of social and economic actors

B Europe M The Netherlands
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Respondents in the Netherlands Oursurvey suggests that regulators in
clearly value transparency: it is the the Netherlands consult different kinds
most important factor influencing the of digital sources more frequently for
respondents’ decision to speak to a issues related to their work than others
lobbyist (67%) and a lack of transparency in Europe. Respondents are more likely

is seen by respondents in the Netherlands ~ to use social media platforms such as
as the most negative aspect of lobbying Twitter (39%), Facebook (34%) and

(39% - well above the European LinkedIn (28%) daily or at least once
average of 26%). a week than others across Europe.
However, NGO websites (6%) are visited
However, private companies and industry less frequently, and the proportion of
associations are perceived to be more daily or weekly visitors to these sites is

transparent than elsewhere: only 28% of ~ far lower than the European average
respondents in the Netherlands said that (37%).

insufficient transparency was a problem

compared with a European average of 48%.

How frequently do you consult the following social media /
digital media sources for issues related to your work?
Results showing responses for ‘daily’ and ‘at least once a week’

Linkedin

Twitter

Facebook

NGO websites

Wikipedia

Industry association or federation website

Company website

B Europe ™ The Netherlands

S N
2 0
@ S
=
w <

EFFECTIVE LOBBYING IN EUROPE 2013 47



H COUNTRY INSIGHTS

A mandatory lobbying register would not be useful in Norway
A majority (59%) of respondents think that lobbying is sufficiently

regulated in Norway

Providing useful and timely information
is viewed as by far the most positive
aspect of lobbying in Norway. It was
cited by 55% of respondents, nearly
twice the European average. With
regard to the negative aspects of
lobbying, regulators in Norway were
more concerned than anyone else in
Europe about lobbying giving undue
weight in the process to elites and
the wealthy (55%, against a European
average of 24%).

Public affairs agencies were seen as
‘lobbyists’ by only one third of respondents
but were not considered to be particularly
transparent - only 45% of respondents
stated that they are ‘transparent’ or
‘very transparent’. Professional
organisations (97%), NGOs (96%)

Personal meetings are
best. Long e-mails are

a bad strategy. , ,

ba)
-
-
<
=]
(=}
(%)

Insights

48 EFFECTIVE LOBBYING IN EUROPE 2013

and trade unions (9o%) scored highest
in this regard.

In contrast to many of the countries
surveyed, the majority (59%) of
respondents think that lobbying is
sufficiently regulated in Norway.

A quarter of respondents disagreed.
Only a small number (13%) of respondents
felt that a mandatory register for
lobbyists would be useful in Norway.

Nearly half of respondents (48%) have
never refused a meeting with a lobbyist.
For more than two thirds of respondents
(69%) it was important that the topic
was of interest in order to secure

a meeting.

In terms of effectiveness, NGOs scored
particularly highly: 79% of respondents
viewed them as ‘effective’ or ‘very
effective’ compared with a European
average of 46%. Those NGOs in the
defence sector were seen as particularly
effective — 55% of respondents saw them
as ‘effective’ or ‘very effective’ compared
with an average of 20% across the EU.



| e T

If the topic is of interest

In the consultation process

If the lobbyist is transparent

I have an obligation to speak to anyone calling me
If the lobbyist is well prepared

If the topic is in my field of expertise

If I know the lobbyist

If the lobbyist is publicly registered

Not relevant, | never speak to lobbyists

Don't know | 0%

‘ ‘ Openness, not regulation
is important. The chances

are that this will be
bypassed and other
avenues will be utilised
to exert influence. , ,

NB. directional data
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Polish respondents place a strong emphasis on a mandatory
register: 87% believe that such a register is useful

Being transparent (73%), publicly registered (60%) and
participating during a consultation process (73%) are key factors
in getting a meeting

Only 30% of respondents described public affairs consultancies

as lobbyists
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Transparency is a very important issue in
Poland: it is one of the few countries in
Europe that has mandatory regulation
of lobbying. Compared with 2009, when
concerns about the lack of transparency
were stronger than anywhere else
surveyed (9o% of respondents selected
this as one of the negative aspects of
lobbying), now only 20% cite a lack

of transparency as the most

negative aspect.

73% of Polish respondents saw
transparency as an important factor

in deciding whether to meet a lobbyist -
one of the highest levels of all the
countries surveyed. Half of the policy-
makers surveyed think lobbying is
sufficiently regulated - almost twice the
average rate for those surveyed across
Europe. Only 27% expect further
regulation in the next three years.

50 EFFECTIVE LOBBYING IN EUROPE 2013

However, concerns about transparency
appear to be replaced by other concerns:
that the information provided is not
neutral (43% - higher than anywhere else
surveyed) and that lobbying gives undue
weight to elites and the wealthy (30%).
However, with regard to the positive
aspects of lobbying, respondents
clearly identified a role in ensuring

the participation of social and economic
actors and citizens in the political
process (50%) and translating technical
and scientific information into relevant
information (33%).
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Which of the following factors would mquence your decmon
to speak to a lobbyist? v ! :

3%
I never speak to lobbyists g0,

If the lobbyist is publicly registered

If | know the lobbyist

If the lobbyist is well prepared

I have an obligation to speak to anyone calling
In the consultation process 73%

If the topic is of interest

If the lobbyist is transparent

If the topic is in my field of expertise

B Europe ™ Poland

How useful do you think a mandatory register
for lobbyists would be in your country?

Nl Al —
%

Not useful - wveeeeereeen
6%
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Being transparent about the interest represented is the most
important factor when deciding whether to meet a lobbyist

Only 12% of respondents see public affairs agencies as ‘transparent’ or
‘very transparent’, while only 33% judge them to be effective advocates

The majority of respondents in Portugal ~ Transparency is the most important
(61%) find ensuring the participation of ~ factor (cited by half of the respondents)
social and economic actors and citizens when deciding whether to meet a

in the political process to be the most lobbyist, while knowing the lobbyist
positive aspect of lobbying. 22% of is virtually irrelevant according to
respondents said that their main those surveyed. However, insufficient

concern about lobbying was that it gives  transparency and failing to understand
undue weight in the democratic process ~ process and procedure are the most

to elites and the wealthy, while lack of frequent poor practices according
transparency is identified by 39% as to respondents.

the most negative aspect.

Which of the following factors would influence
your decision to speak to a lobbyist?

If the lobbyist is transparent 50%
| have an obligation to speak to anyone calling me
If the topic is in my field of expertise

In the consultation process

If the topic is of interest

If the lobbyist is publicly registered

If the lobbyist is well prepared

If I know the lobbyist

Not relevant, | never speak to lobbyists

Don't know
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Trade unions are perceived as the most
transparent lobbyists (61% judging them
to be ‘transparent’or ‘very transparent’
while only 12% view public affairs
agencies in the same way.

Among the policy-makers surveyed, half
report meetings with lobbyists to their
hierarchy and 28% disclose information
about meetings if asked. All respondents
agreed that ethical and transparent
lobbying helps policy development but
88% believe that a mandatory register
for lobbyists would be useful since they
find that lobbying is not sufficiently
regulated in Portugal.

Responses indicate that trade
associations and professional
organisations are perceived as the
most effective lobbyists (they are seen
as ‘effective’ or ‘very effective’ by 78%
and 72% of respondents respectively).
‘Corporate’ lobbyists in the financial
services and energy industries are

seen as the most effective advocates.
Environment and human rights NGOs
are thought of as the most effective,
while those focusing on consumer
issues do not fare as well. Respondents
indicate that NGOs frequently base their
positions on emotion rather than facts.

Based on our survey, national authorities’
documents and internal meetings are
the most helpful sources of information
for policy-makers, along with documents
from the EU institutions and meetings
with industry. Government and scientific
websites, along with specialist news
media, are the most valuable digital
media sources, while the majority of
policy-makers in our survey consult
company and industry association
websites on a daily or weekly basis.
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Romania

Public affairs agencies are seen as the most transparent and
effective lobbyists in Romania

A lack of transparency is most commonly cited as an example of
poor lobbying practice

Nearly two thirds of respondents expect new lobbying
regulations within three years

In Romania the variety of groups to our survey: only 30% see them as
considered to be ‘lobbyists’ is rather lobbyists (compared with a European
small. With a score of 70%, public affairs ~ average of 66%). These groups are also
agencies were most often cited as an

example of lobbyists, followed by NGOS oo
(60%) and companies (45%).

‘ ‘ A successful lobbying

Compared with the European average, approach is driven by
trade associations are perceived as sincerity, transparency
lobbyists less often in Romania than and perseverance. ’ ,

in other European countries, according

In your experience, which of the following could be considered
as matching the description of a lobbyist?

Trade unions

Companies

NGOs

Professional organisations
Public affairs agencies

Trade associations
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perceived as being less transparent and
effective than in other European countries.

Public affairs agencies have a good
reputation according to respondents

in Romania. They are rated as most
transparent lobbyists (40% seeing them
as ‘transparent’ or ‘very transpatent’)
and the most effective (55% seeing them
as ‘effective’ or ‘very effective’).

The most commonly committed failures
by both the ‘corporate’ sector and NGOs
are the lack of transparency (cited by
50% of respondents for industry, 40%
for NGOs) and failure to understand the

Lobbying by press release

Offering unethical inducements

Inappropriate briefing materials

Baising a position on emotion rather than facts
Being too late or too early in the process
Being too aggressive

Failling to understand process and procedure

Not sufficiently transparent about the interest represented

YA

process (40% for industry, 30% for NGOs).
While NGOs also frequently base a
position on emotion rather than on fact
(30%), the private sector is associated
with being too aggressive and offering
what are perceived to be unethical
inducements (both by 30% of respondents).

Among respondents in Romania only
10% believe that lobbying is sufficiently
regulated at a national level (compared
with 28% across Europe). However, 65%
of respondents are confident there will
be further regulations within the next
three years (compared with a European
average of 38%).

40%

40%
50%

B NGOs sector
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A lack of transparency and biased information are the main
negative aspects of lobbying in Spain

56% of respondents say they are obliged to speak to anyone
calling them

Energy, healthcare and financial services lobbyists are regarded
as the most effective lobbyists in the ‘corporate’ sector; human
rights, environment and social affairs advocates are most
effective among NGOs

The main criticism of lobbying from The most positive aspect of lobbying,
respondents in Spain is a lack of as identified by 59% of respondents in
transparency (46% cite this as the Spain, is that it ensures participation of
most negative aspect of lobbying social and economic actors and
compared with a European average of citizens in the political process (the

26%). Only 5% of respondents in Spain European average being 37%). Only 12%
are concerned about lobbying giving an cite the opportunity to raise the local or

undue weight in the decision-making national importance of an issue as the
process to elites and the wealthy most positive aspect (against a
(about five times lower than the European average of 20%).

European average).

What would you say is the most positive aspect of lobbying?

Translating technical/ scientific
information into relevant information

Raising the local / national importance of an issue
Providing useful and timely information

Ensuring participation of social and economic actors
and citizens in the political process

>
e
]
c
g W Europe ™ Spain
o

Insights

NB. in partnership with Cariotipo MH5

56 EFFECTIVE LOBBYING IN EUROPE 2013



56% of respondents in Spain stated Regarding effectiveness, the data shows
that they have an obligation to speak a clear gap between the ‘corporate’

to anyone calling them, so there are and NGO sectors. While energy (69%),
comparatively few respondents who healthcare (61%) and financial services
have refused to meet with a lobbyist (61%) are identified as the most effective
before (39% compared with a European ‘corporate’ sectors, human rights (47%),
average of 50%). Nevertheless, when environment (46%) and social affairs

deciding whether to speak to a lobbyist, (37%) advocates score highest on the
respondents told us that they appreciate NGO side.

a transparent approach (34%), that

contact comes during a consultation

process (24%), or that the issue is in

their field of interest (24%).

Which of the following factors would influence your decision
to speak to a lobbyist?

| never speak to lobbyists

If the lobbyist is publicly registered

If I know the lobbyist

If the lobbyist is well prepared

| have an obligation to speak to anyone calling
In the consultation process

If the topic is of interest

If the lobbyist is transparent

If the topic is in my field of expertise

50

o

N Europe ™ Spain q% c
=
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‘Corporate’ lobbyists are seen as less effective in Sweden than
elsewhere in Europe

NGOs feature as a frequently-consulted and helpful source
of information

Facebook is used frequently for work, but is not seen to be
particularly useful

The positive aspects of lobbying are positive aspect of lobbying (50%).

ranked rather differently in Sweden to Raising the local or national importance
the rest of Europe. Providing useful and of anissue was highlighted as the most
timely information is seen by half of the important aspect by just 3% of respondents.

respondents in Sweden as the most

What would you say is the most positive aspect of lobbying?

Translating technical / scientific info into relevant info [ 10%
o %

Raising the local / national importance of an issue .3%_ 0%

Providing useful and timely information __28% 50%
0

- - : ; I 37%
Ensuring participation of social and economic actors I 6%

B Europe B Sweden

47% of respondents in Sweden said by just 15% of respondents, compared
that ‘corporate’ energy lobbyists were with a European average of 53%.
effective, making it the most effective Generally, ‘corporate’ lobbyists are seen
sector. Healthcare and defence (43%) as less effective in Sweden than in
follow with ‘corporate’ financial services Europe as a whole.

lobbying being perceived as effective
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Among NGOs, those lobbyists active in
the environment sector are viewed as
effective by 50% of the respondents,
followed by human rights (47%) and
agriculture (44%).

The survey suggests that NGOs in
Sweden are a relatively influential
source of information. To make informed
decisions at work, Swedish respondents
ranked internal meetings (66%) and
NGO meetings (66%) as most helpful.

In terms of media sources, 44% of the
respondents said that NGO websites

are helpful compared with a European
average of 30%.

Remarkably, the most frequently
consulted digital source for work-related
issues in Sweden are NGO websites
(65%). This is the highest score in

Europe (the European average being
37%). According to the respondents,
Facebook is also frequently consulted for
work more in Sweden than in any other
European country (50% using it daily or
at least once a week for work, compared
with a European average of 31%). However,
the social network is not seen as a-useful
source of information (only 9% see it

as ‘helpful’ or ‘very helpful’).

How effective would you say private company and industry
association lobbying efforts are in each sector?
Results showing responses for ‘effective’ and ‘very effective’

Chemicals
Defence

IT

Agriculture
Financial services
Healthcare

Energy

68%

B Europe ™ Sweden
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United Kingdom

‘ ‘ [A mandatory register]
may help reduce

lobbyists’ unethical
behaviour because
there would be a
sense that someone

is watching. , ’

More than half of all respondents in the UK
(53%) consider raising the local / national
importance of an issue as the most positive
aspect of lobbying, compared with a
European average of 20%.

93% of all respondents in the UK either
‘agree’ or ‘'strongly agree’ that ethical

and transparent lobbying helps policy
development, and they also view many
groups - trade associations (84%),
companies (83%), trade unions (80%) and
NGOs (76%) - as being ‘transparent’ or ‘very
transparent’. In particular,embassies (83%)
score far higher when compared with the
European average (52%) and public affairs
agencies (60%) score more than double
the European average on transparency.

Respondents in the UK take a broad view
as to who should be considered a ‘lobbyist’.
73% consider NGOs to be lobbyists, and 77%
count trade unions. Embassies are deemed
to be lobbyists by 47% of respondents (well
above the EU average of 22%). However,
only 40% believe that companies fall into
this category.

60 EFFECTIVE LOBBYING IN EUROPE 2013

73% of respondents in the UK believe that
lobbying is regulated through a voluntary
register/ code of conduct. However, only
33% consider lobbying to be sufficiently
regulated. 63% of all respondents believe
that lobbying will be further regulated in
the next three years.

In general, respondents rate the
effectiveness of lobbyists very highly: 84%
saw trade associations’ lobbying efforts

as being ‘effective’ or ‘very effective’; for
public affairs agencies the figure was 77%.
Professional organisations, NGOs and
embassies (each at 70%) also fared well.

87% consider the healthcare sector to

be the most effective ‘corporate’ sector,
followed by agriculture (83%), defence
(76%), energy (76%), and financial services
(70%). At 63%, the retail sector scores notably
higher than the European average (24%).

In contrast to the rest of Europe the overall
majority of respondents in the UK consider
NGOs active on human rights to be
particularly effective (70% in the UK
compared to 49% across the EU) —even
more effective than environment NGOs
(66%), which score highest across Europe.

43% of respondents in the UK cite offering
what are perceived to be unethical
inducements as the most frequently-
committed poor practice amongst private
sector companies and associations whilst
77% of respondents feel that NGOs’ biggest
failing is basing their positions on emotion
rather than facts.



Respondents in the UK generally rate 12% and more than double the European
most media sources as being helpful—well  average consult both digital sources either
above the European average. Government daily or at least once a week for

websites score highest (80% saying they work purposes.

are ‘helpful’ or ‘very helpful’). 77% cite
specialist news as ‘helpful’ or ‘very helpful’;
73% mention scientific and educational
websites and the same proportion highlight

‘ ‘ [To be moxe helpful] be:

traditional media websites. Blogs (50%) ethical, P°“te',t° the
and Twitter (46%) score well above the pintyand qon ttake
respective European averages of 23% and too much time. , ,

How helpful would you say each of the following are in providing
you with what you need to make informed decisions in your work?

) 10% 10%
Government websites [ |
13%  10%
Specialist news sources ]
13%  13%
Scientific or educational websites
17%  10%
Traditional media websites | |
20% 16% 3%
Corporate websites e ]
13% 27% 3%
Industry association websites L ]
17% 30%
NGO websites [ |
27% 20% 3%
Blogs L ]
30% 3%
Twitter T
. 40%
Wiki
37% 13%
RSS feeds
40% %
Other social networks ]
60%
Facebook I
. 54% 3%
LinkedIn L ||
70%

YouTube | —

B Helpful ™ Neutral ™ Not helpful ™ Don’t know

5
=
oQ
=
~~
w
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= ANNEX: RAW DATA

All data is represented in percentages (%)

What would you say is the most positive aspect of lobbying?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Ensuring participation
of social and economic
actors and citizens in
the political process
Providing usefuland 99 55 49 37 20 33 24 37 19 30 17 27 19 61 55 13 22 10 10 50 20
timely information

Raising the local /

national importance 2020 6 28 20 47 21 19 26 20 13 7 12 28 14 3 17 25 12 3 53
of an issue
Translating
technical/scientific
information into
relevant information e -
Other 352 4002 005 00 3 00 0 02 2120

Don't know 304 40 3 5 000 O0O0O0CFS6E 3 000 79 0

3739 38 28 60 13 38 30 32 40 40 53 62 6 28 50 61 40 59 16 23

101110 4 0 3 10 15 23 5 30 13 3 0 0 33 0 0 10 9 3

What would you say is the most negative aspect of lobbying?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Interest not clearly
outlined/lack of 26 30 19 23 60 40 26 26 13 10 23 33 25 39 10 20 39 5 46 25 20
transparency

Gives undue weight in
the process to elites 2416 19 17 27 27 10 30 23 40 3 33 41 17 55 30 28 40 5 34 17
and wealthy
Not providing neutral
information

Anundueinfluenceof 44 7 33 11 7 40 24 11 26 15 17 7 9 11 0 7 22 10 12 3 20
the democratic process

Too many contacts /
an annoyance 12 11 0 1012 7 6 5 1313 0 0 10 0 0 5 10 6 13

7
Other 528 10 3 2 0100 10 0 0 0 7 0 0 3 2 6 3
Don't know 1

233419 26 7 10 26 26 19 30 30 13 25 33 10 43 11 10 22 19 27
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To what extent do you agree that ethical and transparent
lobbying helps policy development?

64% 8% 2%2%
Al I .
BR 48% 2"IA) 2%

10% 2% 4%
CZ | N
68% 6%
DK I
47%
ET
60% 7% 3%
Fl I
24% 7%
FR I
81% 4%
DE ]
23% 3%
GR I S
60% 10%
HU I
50% 3%3%
I I
LA 73% 7%
L 72% 3%
1% 6%
NL I R
38% 7% 3% 3%
NO =
73% 10%
PO I
78%
PR
5% 10%
RO [ ]
59% 15%
ES I S
6% 9%
SE | I
73% 3% 3%
UK | |

B Strongly agree M Agree M Disagree
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Il ANNEX: RAW DATA

In your experience which of the following could be considered
as matching the description of a ‘lobbyist’?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK
Trade associations 66 86 27 72 100 97 81 37 48 60 70 93 69 94 55 67 61 30 61 59 83
PA agencies 58 66 54 26 87 77 93 56 68 40 57 60 44 89 34 30 61 70 37 56 87
Professional orgs 57 73 52 49 87 67 83 30 58 45 27 87 44 83 66 50 72 15 61 47 57
NGOs 5168 25 38 100 93 64 26 35 30 30 80 62 78 52 57 39 60 39 31 73
Companies 47 70 35 34 80 63 76 33 16 60 50 40 34 61 52 40 50 45 49 22 40
Trade unions 4073 15 32 67 97 60 15 42 5 10 53 12 50 38 37 50 5 39 22 77
Think tanks 3045 17 28 87 40 57 11 32 0 10 20 28 56 0 33 22 30 39 31 27
Law firms 273917 9 53 37 69 11 16 20 23 40 44 22 3 23 67 20 27 3 23
Embassies 2236 6 6 60 50 40 4 23 20 10 53 31 17 3 10 22 10 15 12 47
Academics 15 9 15 17 47 27 40 4 6 5 3 13 16 11 7 17 17 5 15 12 17
Citizens 1518 4 15 53 30 26 0 6 15 10 20 9 11 17 17 11 0 12 12 30
Journalists 149 12 6 27 27 36 0 19 0 3 20 19 22 3 17 33 20 12 6 3
Others 456 2 0 017 7 3 5 3 0 6 0 10 0 0 5 0 0 0

On a scale of 1to 5, where 1is ‘l never know who they represent’and
5 is ‘always know who they represent’, to what extent would you
say each of the following is transparent in lobbying ?

Trade associations

Professional orgs

Companies
Trade unions

NGOs
Embassies
Citizens
Academics
PA agencies
Think tanks
Law firms
Journalists
Others

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Showing 4-5 ‘very transparent’
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Do you think that lobbying is sufficiently regulated in your country?

AIIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Yes 2848 6 57 27 47 31 44 3 0 0 27 19 28 59 50 0 10 0 38 33
No 5634 88 34 53 50 67 30 71 75 87 67 47 22 24 37 100 75 93 25 53
Don’t know 1618 6 9 20 3 2 26 26 25 13 7 34 50 17 13 0 15 7 38 13

Is lobbying in your country today...?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Not regulated 49 7 71 55 67 47 40 7 61 50 67 100 28 17 62 7 83 70 88 75 7
Voluntary register 254519 17 33 53 38 67 3 15 10 0 16 33 24 10 17 5 5 3 73
Mandatory register 11274 2 0 0 5 15 6 25 0 0 38 0 0 8 0 5 0 0 7

Don’t know 1520 6 26 0 0 17 11 29 10 23 0 19 50 14 3 0 20 7 22 13

Do you think that lobbying will or will not be further regulated
in your country in the next three years?

AllBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Yes 3845 15 45 67 47 43 52 29 25 30 67 41 39 31 27 11 65 44 12 63
No 3518 44 30 20 47 50 26 35 20 30 27 22 33 48 60 44 15 34 50 27
Don’t know 273642 26 13 7 7 22 35 55 40 7 38 28 21 13 44 20 22 38 10
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Il ANNEX: RAW DATA

How useful do you think that a mandatory register
for lobbyists would be in your country?

53% 2% 22% 4%
Al | N S —

79% 1% 2% 7%
BR 1

64% 10% 18% 6%
CZ | o W W
37% 17% 40% 6%
DK | o I S
47% 20% 26% 7%
ET | N S
| 24% 43% 33%
I
57% 21% 2%
FR | I S
45% 41% 15%
DE |
52% 26% 16% 6%
GR I
60% 25% 15%
HU |
83% 13% 3%
—

7 o
LA 53% ‘ 40%
U 69% 19% 9% 3%
I S —
NL 39% 28% 33%
I —

NO 13% 34% 51%
|
87% 7% 6%
PO | [
PR 88% 1%

70% 20% 10%
RO (I N
34% 4% 20% 5%
ES I
19% 34% 34% 12%
SE I E—
56% 10% 27% 7%
UK | I N —

W Useful ™ Neutral H Not useful
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Thinking about your meetings with lobbyists, which of the following apply?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

| report my meetings
to hierarchy

If asked, | disclose
information about 3727 46 28 87 43 43 56 26 30 30 53 25 39 52 53 28 10 22 41 33
my meetings

I sometimes mention
my meetings on my 189 8 1953 0 14 19 6 0 7 60 34 28 24 20 17 0 15 53 20
website

I'tend not to disclose

information aboutmy 12 9 10 6 27 7 26 22 16 5 13 13 0 6 24 0 11 10 7 19 13
meetings

I systematically list
my meetings on 7144 4 0 3 0 0 3 0 3 7 3 0 0 7 6 0 5 9 23
my website

I never disclose
information about 400 2 0 01911130 3 0 3 0 0 0 0 0 5 3 7
my meetings

43 89 35 47 40 60 50 30 26 65 47 20 19 56 52 43 50 25 44 3 37

Have you ever refused a meeting with a lobbyist?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Yes 50 59 52 64 67 60 69 70 32 50 50 53 19 56 45 50 33 5 39 59 53
No 343423 32 27 37 31 11 32 35 40 47 6 39 48 40 33 55 54 31 47
Don’t know 15 7 25 4 7 3 0 19 3 15 10 0 75 6 7 10 33 40 7 9 0

Which of the following factors would influence
your decision to speak to a lobbyist?

AIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

If the topicis myfield 55 77 27 67 67 60 64 70 35 45 60 53 44 56 24 70 33 45 20 62 67
of expertise s o

If the lobbyist is
transparent iﬁﬂﬁﬁm 52 56 GSBEZO 44 67 41 73 50 30 34&3

If the topicis 425533 23 80 70 55 56 35 10 27 27 22 39 69 47 22 30 24 50 67
of interest o -

'"r;?:s?"”'tatw" 333417 38 73 50 52 15 19 10 30 13 3 61 59 73 33 35 24 6 40
process o .
I have an obligation

to speak to anyone 3018 40 32 53 20 21 4 26 45 7 60 56 28 28 33 39 35 56 9 7
calling me

'fr"eh‘;'r‘;zbyis'“swe” 242710 26 87 53 29 41 10 20 27 0 12 17 28 30 6 15 7 16 33

IfTknow the lobbyist 2427 8 30 67 37 40 33 23 20 17 20 16 28 24 27 6 0 2 25 33
If the lobbyist is
ublicly registered 1957 8 4 53 20 17 7 16 20 27 0 19 0 0 60 11 15 7 12 17

| never speak 308 20 00 46 007 067 00070 3
to lobbyists - _——
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How important is it that you are approached in your own language

on an issue of national interest?

47%
Al
18% 2%
BR 0 I (]
59%
cz
32%
DK
40%
ET
53%
Al
FR
DE
55%
GR
45%
HU
54%
T
27%
LA
50%
L .
0,
NL 50%
NO 3%
50%
PO
50%
PR
35%
RO
5% 2%
ES mn
47%
SE
UK

B Important B Neutral
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3% 7%

18% 2% 9%
I
75% 5%

15% 23% 4%

17% 46% 4%

27% 34%

|

27% 20%
L |

19%
I

15% 11%

I
19% 6%

20%

20%

38% 3%
16%

17% 6%

45% 10%

I —
93%

10%
22% 21% 9%

83% 10% 7%

B Not important



On a scale of 1to 5, where 1is ‘not at all effective’ and
5 is ‘very effective’, how would you rate the effectiveness
of lobbying of the following organisations?

All BR CZ DK ET FI
Trade associations 62 62 45 74 87 83
Professional orgs 51 59 52 57 54 37
NGOs 46 57 29 42 33 37
Companies 44 64 52 30 54 50
Trade unions 44 48 42 44 13 64
PA agencies 42 47 42 23 47 43
Embassies 34 50 25 27 34 30
Journalists 32 20 44 17 40 27
Think tanks 3036 25 32 27 10
Law firms 29 31 42 27 27 20
Academics 24 29 18 23 20 13
Citizens 2125 14 11 26 10

Showing 4-5 ‘effective’

FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

On a scale of 1to 5, where 1is ‘not af all’and 5 is ‘very’, how effective
would you say ‘corporate’ lobbying efforts are in each sector?

AllIBR CZ DK ET FI
Energy 68 68 77 54 94 80
Healthcare 60 64 71 51 54 37
Financial services 53 52 56 32 86 54
Agriculture 52 75 35 49 47 57
IT / telecoms 48 57 71 27 60 24
Defence 46 48 63 13 33 37
Trade 42 52 58 32 40 73
Transport 39 57 52 17 33 26
Chemicals 3766 16 19 20 53
Mining 36 43 56 11 40 40
Sports 3128 56 17 40 30
Retail 2436 8 17 7 33
Consumer goods 234123 6 0 26

Showing 4-5 ‘effective’

FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK
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On a scale of 1to 5, where 1is ‘not at all’and 5 is ‘very’, how effective
would you say NGO lobbying efforts are in each sector?

AIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK
Environment 526850 52 60 63 64 55 55 40 40 47 66 33 44 50 39 35 46 50 66
Human rights 496633 34 47 50 69 52 45 40 47 47 60 39 48 40 39 45 47 47 70
Energy 383627 25 53 36 50 78 32 10 47 47 24 39 62 26 33 20 29 31 57
Healthcare 374425 23 60 2 26 55 32 20 37 60 50 50 41 30 39 25 31 43 57
Agriculture 375410 39 47 40 36 44 22 25 40 80 43 33 55 13 28 30 19 44 63
Social affairs 334825 19 47 23 24 52 42 30 24 27 31 28 42 10 22 35 37 40 63
Financial services 2519 6 15 47 7 34 34 25 15 30 73 22 33 45 20 28 10 27 15 40
Mining 243714 10 13 37 33 30 36 5 23 0 18 28 24 17 17 45 17.15 50
Transport 232721 15 20 17 12 37 9 15 30 33 28 28 41 10 6 20 9 25 50
Chemicals 223812 13 0 16 19 49 25 20 34 14 6 12 24 13 17 10 27 9 44_
IT / telecoms 222314 17 40 13 21 15 25 15 27 53 18 12 31 20 28 10 19 19 27
Sports 211627 17 40 17 12 19 20 30 13 40 37 22 38 10 23 25 12 21 23
Trade 2028 6 11 13 13 19 7 12 15 30 40 12 39 34 10 23 15 14 15 50
Defence 202316 9 7 7 1437 29 5 23 0 9 17 55 10 12 20 9 22 50
Consumergoods 1534 6 6 7 13 9 19 25 25 20 7 12 28 21 13 6 10 15 12 13
Retail 1314 6 17 7 6 7 11 19 30 20 34 6 22 24 10 12 15 5 6 13

Thinking about poor practice in lobbying, which of the following

would you say are the most frequently committed
by the ‘corporate’ sector?

AIIBRCZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK
Not sufficiently

transparent about the 48 55 71 30 27 40 60 48 61 55 57 27 59 28 17 57 50 50 54 41 30
interest represented o e
Failing tounderstand 37 43 10 49 53 27 33 52 39 20 50 60 9 50 55 43 39 40 27 34 40
process and procedure o e
Being too aggressive 35 48 52 21 27 40 36 37 29 15 17 40 56 50 31 20 17 30 41 38 40
Being tooearlyortoo 45 54 15 49 67 33 24 22 29 35 53 60 9 33 48 43 33 20 27 34 23
late in the process o S - - -
Basing a position on

emotion ratherthan 27 25 27 21 60 43 21 30 23 40 10 33 12 44 21 57 17 20 29 22 17
facts - e
'r:gfepr'igﬁ”ate"“f'“g 253019 32 7 27 29 33 23 35 33 27 31 11 52 13 22 15 12 16 30
Offeri thical T R
daceb 251438 2 7 3 45 33 42 5 20 0 56 17 0 43 22 30 27 12 43
Lobbyingbypress T e
release 20 11 10 17 53 40 14 22 19 15 10 13 44 17 14 23 17 10 24 16 30
Other 250 0 0 3 2 000 0 7 00100 00 03 3
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Thinking about poor practice in lobbying, which of the following would
you say are the most frequently committed by NGOs?

AIIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Basing a position on
emotion rather 56 75 73 49 67 23 57 48 39 65 40 67 62 61 41 73 67 30 68 31 77
than facts o - o o
Failing to understand 39 34 35 33 47 73 31 11 29 50 33 47 56 17 34 43 33 30 34 53 53
process and procedure - o
E:(I)nlgt?i(:\i;:lyp?(r)cess 3750 35 36 80 27 31 19 26 45 53 47 41 17 59 40 17 20 27 34 50
Being too aggressive 28 34 35 19 27 10 40 59 26 10 30 27 25 22 17 23 28 25 32 28 20
Not sufficiently

transparent aboutthe 23 18 19 4 20 37 31 37 32 45 23 20 19 11 10 33 28 40 24 16 10
interest represented

:;ZZ’;L"gbypre” 202315 6 40 33 19 19 16 25 30 20 28 22 10 27 17 20 17 12 17
Inappropriate briefing T — -

maprioh 191425 15 13 33 26 30 26 20 23 20 25 6 38 13 1115 5 8 10
Offering unethical

inducerments 708 47 10122 60 3 0 9 0 31302 06 10
Other 220 2 0 0 2 0100 0 0 3 010 0 0 0 2 3

On a scale of 1to 5, where 1is ‘not at all helpful’ and 5 is ‘very helpful’,
how helpful would you say each of the following are in providing you
with what you need to make informed decisions in your work?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Internal meetings 7084 75 72 80 77 64 70 58 75 67 66 53 61 79 73 66 60 64 66 84
National authorities’

documents 707858 75 73 90 64 85 61 75 73 66 71 56 79 63 72 60 57 65 80
Industry meetings 628052 38 80 53 40 70 61 60 80 80 81 72 62 43 61 60 66 47 73
Written briefing 597535 30 46 67 62 74 52 65 77 40 62 61 82 64 55 45 58 46 80
Site visits 5457 41 34 74 63 40 77 58 40 53 53 66 72 76 44 61 55 34 62 70
NGO meetings 52 68 48 36 73 50 31 63 29 40 60 67 40 61 79 67 39 50 40 66 63
EU Institutions 5287 33 43 34 43 33 75 64 60 73 67 56 55 24 67 61 60 34 40 50
Public consultations 51 65 44 51 47 47 45 51 32 55 40 53 50 55 62 67 56 60 39 25 80
Web search 4750 31 37 33 20 50 45 80 50 43 27 59 55 76 43 39 45 37 50 66
Conferences 4468 44 17 34 33 29 59 65 20 57 40 34 39 42 60 50 45 31 50 66
Personal networks 424146 51 60 10 40 48 52 60 46 67 31 56 38 33 17 25 32 43 70
Traditional media 364529 40 13 33 38 51 29 15 33 27 16 56 52 33 45 45 22 40 67
I::‘;':i't‘;:a'me"'a 363917 27 7 43 22 44 62 15 37 27 31 50 49 30 55 35 22 47 66
Social media 2232 8 6 27 27 17 26 42 25 24 20 9 33 20 10 22 25 19 31 50

Showing 4-5 ‘helpful’
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Il ANNEX: RAW DATA

On a scale of 1to 5, where 1is ‘not at all helpful’ and 5 is ‘very helpful’,
how helpful would you say each of the media sources are in providing
you with what you need to make informed decisions in your work?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK
Specialist news 58 75 35 38 47 40 55 59 65 55 70 86 72 72 44 60 61 75 61 44 77

Government websites 50 60 27 43 27 64 45 59 46 40 46 46 31 56 62 60 72 45 49 66 80

Scientific / educational g 5y 35 25 40 23 24 52 68 65 37 60 56 34 44 47 78 35 51 54 73

websites T 7 7T S
Traditional media 3939 18 36 27 40 26 26 58 45 33 27 25 61 45 30 50 55 49 37 73
websites o
w:;:itt’eysa“°"at'°" 315312 26 7 23 14 52 45 20 30 27 16 34 42 33 39 25 36 19 57
NGO websites 304119 19 27 17 19 48 29 20 27 20 12 23 49 40 39 35 25 44 53
Corporate websites 294319 11 14 27 21 37 51 30 26 7 9 33 27 13 44 35 37 28 60
Blogs 232314 2 20 7 7 37 45 55 30 33 31 28 6 14 17 15 41 12 50
Wikipedia 2272718 6 13 10 35 15 45 45 7 34 21 17 28 20 11 20 10 28 30
Twitter 1216 4 2 7 3 15 4 26 10 7 26 0 22 10 0 0 5 20 12 46
Facebook 97 8 40 7 17 4 2215 7 0 3 0 17 3 0 15 7 9 20
RSS feeds 9 96 2 0 3 4 151015 3 7 9 11 0 0 0 5 14 22 30
YouTube 7124 0 13 3 7 0 26 10 3 20 0 11 3 0 6 10 7 6 3
Linkedin 75 4 2 0 0 7 0 3210 1313 0 11 7 3 0 10 7 3 6
Other socialnetworks 7 14 4 0 0 0 2 0 1910 3 0 0 17 6 3 0 10 2 12 30

How frequently do you consult the following social media / digital sources
for issues related to your work?

AlIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

Company websites 434335 26 40 46 28 59 51 45 46 20 40 39 27 33 67 50 61 56 60

Industry association or 1y 45 21 49 34 27 19 67 48 55 50 34 50 17 24 46 73 40 29 62 60
federation websites

Wikipedia 3845 29 17 40 47 57 34 55 65 37 27 24 11 24 47 28 35 42 38 50
NGO websites 373221 19 33 26 24 56 29 50 47 20 40 6 35 36 50 55 41 65 53
Blogs 323217 20 60 30 31 30 68 60 40 20 38 17 13 13 28 15 34 38 60
Facebook 3116 8 27 46 24 34 30 45 45 44 40 21 34 24 30 22 35 29 50 47
Twitter 2728 0 10 34 30 33 18 42 15 46 73 22 39 13 13 6 10 42 28 63
YouTube 212 6 13 34 24 29 7 42 35 47 26 21 22 0 20 17 25 34 15 7
Linkedin 1811 4 19 14 17 17 19 32 10 40 27 22 28 7 10 6 35 17 12 26
Other 9002 00 7 7 165 6 00 017 0 17 5 4 38 10_

Showing ‘daily’ and ‘at least once a week’
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In which language do you consult
the following digital sources of information?

AIBR CZ DK ET FI FR DE GR HU IT LA LI NL NO PL PT RO ES SE UK

In my own language
exclusively

Inmyownlanguage 4550 35 74 27 63 43 67 74 45 30 7 50 39 41 53 50 75 34 53 0
and in English e o -
In my own language,

in English and in 304825 19 73 30 19 4 16 15 50 93 44 33 24 27 44 25 34 25 0

another language o - o
InEnglishexclusively 323 0 0 0 0 2 0 0 5 0 0 0 0 3 0 0 0 0 0 23
My own language

isEnglishandlwould 3 g o 5 4 o g o 0 0 0 0 0 0 0 0 0 0 0 0 47
consult these sources

in English o - o
Don’t know 100 2 0 0 0 0 0 0 OO O 6 3 3 0 0 030

18 0 40 2 0 7 36 30 10 35 20 0 6 22 28 17 6 0 3219 30
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Burson-Marsteller

Burson-Marsteller, established in 1953,
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clients with strategic thinking and
programme execution across a full
range of public relations, public affairs,
reputation and crisis management,
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and 8s affiliate offices, operating in
110 countries across six continents.
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More information is available at
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Penn, Schoen & Berland
Associates

Penn, Schoen and Berland is a global
research-based consultancy that
specialises in messaging and com-
munications strategies for blue-chip
political and corporate clients. We
have more than 30 years of experience
in leveraging unique insights about
consumer opinion to provide clients
with a competitive advantage — what
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