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Challenges / Observed Dynamics in Advocacy Today

1.

0.

Low tenure on Capitol Hill

Lack of regular order / compressed decision-making

Increased party polarization

Digital natives as points of origin for content

Reduced opportunities for personal touch

Empowered and impatient / tech-driven self-service approach to intel
Reduction in congressional resources (CRS, GAO, CBO)

More crowded advocacy market / messaging

Faster, bigger news cycles, shifting trust in media

10. Expanding choice in what, when, how we consume content

Source: National Journal research and analysis.
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Roadmap for today’s discussion

Overview of 2017
respondents

— Which sources do Capitol Hill insiders trust the most?

Trusted and reliable sources _ What media outlets are most relied on by congressional staft?

Resources and decision- — How do information resources help shape Hill opinions on policy issues?
making — Where and how can one influence policy decisions?

— Which social media platforms are used in DC?

Social media — What motivates congressional staff use of social media?

Channel and format — How do DC insiders access news and information today?

- at channels are congressional staft gravitating towaras:
preferences What channel ional staff gravitati ds?
Information consumption — Which channels do Capitol Hill staff rely on across the day?
by time of day — How do patterns differ across workplaces?

Key takeaways in 2017

© National Journal 2018
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Changing behaviors, changing landscape

' T

2017
2016
Washington
Washington in the
in the Information

2012 Information Age

amiom

2002

WASHINGTON 1
THE INFORMAT

Tradition of in-depth research on Washington influentials

+ Deep exploration of news and information consumption habits

v Influcncing the Influenti

» Robust cross section of policy influentials

* Online survey fielded May to June 2017

» Open-ended qualitative feedback to supplement survey data

© National Journal 2018
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A snapshot of Washington insiders

2017 respondents consistent with earlier WIA data

Composition of Survey Respondents
PERCENTAGE OF RESPONDENTS, N=1,190

CAPITOL HILL
N=154

FEDERAL
PRIVATE EXECUTIVES
SECTOR N=401

N=635

REPUBLICAN

INDEPENDENT

Party Breakdown of Survey Respondents

Generational Breakdown of Survey Respondents
PERCENTAGE OF RESPONDENTS

MILLENNIAL

GENERATION
X

OVER 65

BABY
BOOMER

DEMOCRAT

OTHER/NOT SAY

Source: Washington in the Information Age 2017; National Journal research and analysis.
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In focus: Capitol Hill

Generational Breakdown of All Respondents
PERCENTAGE OF RESPONDENTS, N = 1,190

MILLENNIAL

GENERATION
X

OVER 65

BABY
BOOMER

Generational Breakdown of Capitol Hill Respondents Only

PERCENTAGE OF RESPONDENTS, N = 154

GENERATION
X

MILLENNIAL

BABY
BOOMER

OVER 65

Top 5 Policy-Related Functions
PERCENTAGE OF CAPITOL HILL RESPONDENTS

Analyze, develop, or write
legislation or policy

Manage staff in a policy, legislative,
or communications role

Write papers, articles, or other documents
related to legislation or public policy

Directly advise co-workers or clients on
legislative regulatory issues

Directly interface with clients or public officials
and their staff to discuss/advise on policy

REPRESENTATIVE JOB TITLES

e Chief of Staff e Chief Counsel or Counsel

e Legislative Director e Senior Policy Advisor

e Legislative Assistant e Professional Staff Member

13%

27%

27%

e Press Secretary

e Digital Director

47%

45%

e Communications Director

Source: Washington in the Information Age 2017; National Journal research and analysis.

© National Journal 2018
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The view 1n 2002...

MEDIA HABITS OF CONGRESSIONAL STAFF
A Day in the Information Life
+ Afternoon Washington-
* Receive briefing focused media round-ups
7 Y from lobbyist
(eroriag e + Check e-mail R + Sift through
Member of Congress . + Breaking + Listen to faxes, mail » Catch up
* g:l?:eheadllnes news on CNN hearing on on reading
* Check floor action C-SPAN * Make
on C-SPAN phone
* Cable news in alls
the background
* E-mail alerts/
headlines
Level of ;
Information * Phone calls, Drz-{ft 2
? networking legislative
Intake X .
* Morning Washington-focused
media

* Brief still in
brief
* Surf news websites

progress

* Meet with
Member
* Read three newspapers

* Back to
work on

brief

. Checlk » Present
emal brief to
Member

* Check
headlines,
NPR news

* Read
headlines

************* ZONE OF SURPRISE

* Get ready
for bed

« Edit brief
* Last to find out about significant developments in Washington
* Alarm goes off

* Behind the curve on issues of importance to area of professional focus

* Less than fully informed on imminent, consequential, or complex issues

Awake from
Information Hiatus

Managing the Information

Load Across the Day

* Fall asleep

Temporary Return to

Information Hiatus
“I don’t know that I feel overloaded. You fall into a habit of knowing where to look for the information you need and knowing

what not to bother with... I don’t personally feel barraged or deluged. There’s a lot out there, but I feel like I get through it.”

Source: Washington in the Information Age 2002; National Journal research and analysis.
© National Journal 2018
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A Day in the Life of a Capitol Hill Insider in 2017

Channels used for Washington news and information throughout the weekday

PERCENTAGE OF CAPITOL HILL RESPONDENTS BY CHANNEL

® ®
MORNING | O
RS I / | \
100% = = R
AS SOON AS I DURING MY THROUGHOUT THE AROUND
WAKE UP MORNING COMMUTE MORNING AT WORK LUNCHTIME

In 2017, Insiders are

75% constantly fielding

information from a variety
of sources...

IQ:

+
+ @ + EVENING

BEFORE I GO
TO BED

+
DURING MY
EVENING COMMUTE

THROUGHOUT THE
AFTERNOON AT WORK

...the barrage continuing
from when they wake in the
morning until they go to bed

in the evening

50%
25%
0%
AS SOON AS DURING MY THROUGHOUT THE AROUND THROUGHOUT THE DURING MY BEFORE
I WAKE UP MORNING COMMUTE MORNING AT WORK LUNCHTIME AFTERNOON AT WORK EVENING COMMUTE I GO TO BED

@—@® E-NEWSLETTERS ON COMPUTER @—@ WEBSITES ON COMPUTER

E-NEWSLETTERS ON MOBILE WEBSITES ON MOBILE
PRINT PUBLICATIONS @®—® PODCASTS

MOBILE APPS

@—@ SOCIAL MEDIA ON COMPUTER

@®—® SOCIAL MEDIA ON MOBILE

&—@ AM/FM RADIO
o—o TV

SATELLITE RADIO ®—® BLOGS

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Roadmap for today’s discussion

O Overview of 2017
respondents

— Which sources do Capitol Hill insiders trust the most?
— What media outlets are most relied on by congressional staff?

. Trusted and reliable sources

Resources and decision-
making

Social media

Channel and format
preferences

Information consumption
by time of day

Key takeaways in 2017

© National Journal 2018
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You can assume that congressional staff won't

get duped by “fake news,” so for us it's more about
wading through talking points and getting data and
facts—on whoever’s “side” those may come down.

Capitol Hill, Republican

The old axiom of trust but verify has
become even more important.

No one source provides an accurate
picture. Multiple sources with
corroboration must be used to
filter agenda-driven reporting.

Capitol Hill, Independent

Capitol Hill, Republican

Hill staff know the talking points and
watch the news all day, we have
resources to fact-check a story. The
average person may not have the time or
the resources to do the same.

Capitol Hill, Democrat

Source: Washington in the Information Age 2017; National Journal research and analysis.

© National Journal 2018
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Over-compensating by over-consuming?

Amid shifting levels of confidence in 2017, majority of Hill insiders report consuming more information compared to previous years

Amount of News and Information Sources Relied Upon, Compared to Previous Years

PERCENTAGE OF CAPITOL HILL RESPONDENTS

FEWER SOURCES

NO CHANGE

MORE SOURCES

Source: Washington in the Information Age 2017; National Journal research and analysis. 11

© National Journal 2018
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Surround sound approach (still) required

As congressional staffers re-evaluate their trust in various Washington news and information sources, private sector advocates will need
to re-evaluate how their messages are distributed (and received) across a variety of mediums

Trusted Sources for Washington News and Information

PERCENTAGE OF CAPITOL HILL RESPONDENTS, 2016 VS 2017

100% -

s

80% A 77%

N
w
=

...and falls among digital
sources, including curated
56% news aggregators

60% -

(6]
w
>

40% A

[y

20% A 6% 16%

12%

%%
_
_
%

/

NATIONAL INSIDE-THE- i THINK TANKS  LOCAL NEWS TRADE ONLINE-ONLY SOCIAL CURATED ASSOCIATIONS NEWS OR
MEDIA BRANDS BELTWAY OUTLETS PUBLICATIONS NEWS BRANDS MEDIA NEWS OR NONPROFITS INFORMATION
MEDIA BRANDS PLATFORMS AGGREGATOR FROM A FRIEND

72016 [ 2017

0% -

Source: Washington in the Information Age 2017; National Journal research and analysis.
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Mind the partisan gap in trust

Hill Republicans are losing confidence in inside-the-beltway

and social media drops

...and trust in online-only news sources
among respondents from both parties

brands, while Hill Dems’ trust in mainstream media increases...

Trusted Sources for Washington News and Information

PERCENTAGE OF CAPITOL HILL RESPONDENTS, 2016 VS 2017
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Choosing sides: Hill Republican picks

Clear party preferences among media brands of choice; Politico and Washington Post a top pick on both sides of the aisle

Republicans’ Top 15 Media Brands (of 40+ tested)
PERCENTAGE OF CAPITOL HILL RESPONDENTS BY PARTY

Vi
D
.
D
D
D i
Ui
D
i

V0%

D THE NEW YORK TIMES While Fox News ranks
W o
W REAL CLEAR POLITICS all Republican Insiders

i NPR
V% AXIOS

" Greater than 10 percentage-point increase since 2016 Washington in the Information Age survey.

POLITICO

WALL STREET JOURNAL

THE WASHINGTON POST

CQ/ROLL CALL*

C-SPAN*

THE HILL

NATIONAL JOURNAL

BLOOMBERG/BUSINESSWEEK

CNN

NATIONAL REVIEW*

Source: Washington in the Information Age 2017; National Journal research and analysis. 14
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Choosing sides: Hill Democratic picks

Clear party preferences among media brands of choice; Politico and Washington Post a top pick on both sides of the aisle

Democrats’ Top 15 Media Brands (of 40+ tested)
PERCENTAGE OF CAPITOL HILL RESPONDENTS BY PARTY

THE WASHINGTON POST* %
i
it

POLITICO*

THE NEW YORK TIMES*

x THE HILL* 0
The top three brands for NPR ///W

Democratic congressional staff

mirrored the top preferences CNN
among all Democratic Insiders

i
i i,
D%
Tk
D

C-SPAN*

MSNBC

CQ/ROLL CALL

BLOOMBERG/BUSINESSWEEK*

THE ATLANTIC* M
WALL STREET JOURNAL* i
NATIONAL JOURNAL W
VOX ﬁ
FIVETHIRTYEIGHT* m
* Greater than 10 percentage-point increase since 2016 Washington in the Information Age survey.
Source: Washington in the Information Age 2017; National Journal research and analysis. 15
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The name game

Insiders rely on a broad mix of editorial and reporting coverage across the political spectrum; more than 600 individual names cited,

with over 200 cited by more than one respondent

Journalists Regularly Followed for Washington-Related Opinions, News or Reporting

MOST FREQUENTLY CITED NAMES AMONG RESPONDENTS (OPEN-ENDED)

____—Charles Krauthammer FE

Krauthammer a top name T]_]_cke-:[‘ Carls on Andersan C 0opcr

among both Republicans and

Independents Pe gZgy Noonan G’leﬂﬂ
Peter Baker Chris Cillizza Matt Fuller
Kim Strassel Paul Krugman — Rush Limbpd
cnencucamamesoveratic | *[VI 1K€ A1l sara kjier Nicholas Kristof Bret Baier
o Roolieame, Demberats - HD d B
pandp Indepem’ient lists Thomas Friedman av'l rO s(‘]_]_a]_‘]if [:'DD]_\:
Fareed zakaria V12 @ @1€ Haberman  David Fahrenthold
R b t C t Maureen_]:}owd Jake Sherman RElCh'Sl R’Iﬂ.{ldtﬂ\
ObCTL L0581 EJ Dionnelake Tapper .
Joc Scarborough  David Ignatius
Dana Milbank Michael Gerson Chuck Todd

; Dan Balz
Sean Hannity Eugene Robinson

Haberman and Klein top names among
Democrats and Independents

" This visualization reflects data from Washington Insiders across all workplaces.

Source: Washington in the Information Age 2017; National Journal research and analysis.

© National Journal 2018
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Roadmap for today’s discussion

Overview of 2017
respondents

Trusted and reliable sources

Resources and decision- — How do information resources help shape Hill opinions on policy issues?
. making — Where and how can one influence policy decisions?

Social media

Channel and format
preferences

Information consumption
by time of day

Key takeaways in 2017

17
© National Journal 2018
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Depth and perspective valued across the information cycle

Resources Utilized During Three Phases of Preparing for a Critical Vote

PERCENTAGE OF CAPITOL HILL RESPONDENTS

Compared to all insiders, Hill
staff are 2X more likely to cite

CRS (and GAO and CBO) as a
resource across all phases of
policy decision-making...

“It's very hard to find objective,
non-anecdotal data anymore—
other than the Congressional
Research Service.” Chief of Staff

...and 1.7X more likely to turn

to lobbyists when formulating
opinions

“Social media as a driver of thoughts
gets played up too much. Good old-
fashioned interactions drive
opinions.” Senior Policy Advisor

HIGH MEDIUM Low

® 9 O & O

Resources Utilized in
Preparing for a Critical Vote

TO QUICKLY
GET UP TO SPEED

TO FORMULATE
ONE'S OPINION

TO INFLUENCE
OTHERS

3

17 & Lk

News publications / websites

Search engines (e.g., Google)

Research reports / white papers

Congressional Research Service

Infographics / charts

Social media

Events / briefings

Lobbyists

Organizational websites

E-newsletters

TV

Radio

Online video

O OWOWOWOE®GOO®

OOV 0w OO0 &

OO reo@ GO O »O

Source: Washington in the Information Age 2017; National Journal research and analysis.

© National Journal 2018
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Relying more on human resources

Between 2015 and 2017, an uptick in congressional staff turning to lobbyists as a resource in policy decision-making

Utilization of Lobbyists During Three Phases of Preparing for a Critical Vote

PERCENTAGE OF CAPITOL HILL RESPONDENTS, 2015 VS 2017

o aha

4 e

= M )

TO QUICKLY GET UP TO SPEED TO FORMULATE ONE’S OPINION TO INFLUENCE OTHERS

35%

30%

19%

#2015 M 2017

Source: Washington in the Information Age 2015, 2017; National Journal research and analysis. 19
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What drives utility of organizational content?

DC insiders seek material that is thorough and easy to consume, but even the best content can’t have an impact if delivered too late

Filling a Gap in Hearing it Directly The Right Info in
Media Coverage From the Source the Right Format
“...Analysis from think tanks offers the depth that “...More often than not, when it’s possible I “...They save me time by highlighting in an easy-to-
news media often do not...” try to get as close to the source of the news read fashion (typically) what are the most important
. § . . rather than rely on reports...” policy/current issues in a particular industry/arena—
“...Enviro nonprofits and their allies have largely with concise, relevant information...”
picked up the investigative role that mainstream *..If I care enough about the topic, I'll go
news organizations formerly performed...” find data sources for the charts and statistics “...As long as you understand the source, I find that
. . people use as their examples...” nonprofits often are the best at packaging and
"...Sometimes these sources will start at the presenting information and perspectives in compelling
beginning, whereas newspapers take the story and innovative ways. News outlets rarely invest the
from the last story...” time and value speed over depth...”

Available at the Right Time

“The single key is for groups to engage BEFORE a bill
has been dropped or is moving in the process.

Too many groups are waiting till the end of the
process in a chamber to get involved. That exasperates
members and staff.”

Senior Policy Advisor, House Committee

Note: Verbatim quotes have been lightly edited for clarity.

Source: Washington in the Information Age 2016, 2017; National Journal research and analysis. 20
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Heard on the Hill...

Congressional staff offer insight on what makes for effective research content and personal engagement

Packaged for My Needs Offer Context

“A one pager is great when the legislation is already “Sending research out cold is ineffective, I'm more likely
written and on the floor. A white paper tends to be to go through research as a follow up to a conversation or a
more helpful in the thinking stages. On the fly when meeting beforehand. If someone sends me a blind email, I
you're trying to get a speech done, charts and graphs don’t know where it fits into the most important issues
are a lot more helpful.” Professional Staff, House of the day.” Senior Staff, Senate Committee

/Summarized and Searchable w;l” Meet (Only) When Necessary \

“When you hand me an impressive 70 page report that "I see so many letters, research papers, website,
is very technical, I am going to read the executive op-eds etc.... What swings the balance is having a
summary and ask you to send it in electronic form meeting and going back and forth on public policy...
to store it and then if the issue becomes hot and heavy, Meeting all the time isn’t effective and meeting
I may pull it up and do a search for key terms in the never doesn’t work either... Tell me before a
report. But I will be honest with you, I am not going to meeting I only need 15 minutes to give you a heads
read a 75 page report.” Senior Counsel, House up on an issue or I just need 10 minutes to feel out
k what your boss is thinking about an issue or where
she is leaning.” Senior Counsel, House j

Not Just What but When

“The most important thing external groups seeking to be
effective should know is that it’s less about content
and more about timing. It's important for organizations
to introduce themselves to the office well ahead of time
when the issues are percolating.” Chief of Staff, House

Note: Verbatim quotes have been lightly edited for clarity.

Source: Ballast Research; National Journal research and analysis. 21

© National Journal 2018



National]ournal LEADERSHIP COUNCIL

MEDIA HABITS OF CONGRESSIONAL STAFF

Roadmap for today’s discussion

Overview of 2017
respondents

Trusted and reliable sources

Resources and decision-
making

@ Social media

Channel and format
preferences

Information consumption
by time of day

Key takeaways in 2017

— Which social media platforms are used in DC?
— What motivates congressional staff use of social media?

© National Journal 2018
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A turning point for social media?

Despite a decline, many congressional staff still recognize social media’s influence on their policy perspectives and actions

Perceptions of Social Media’s Role in Daily Policy Work
PERCENTAGE OF CAPITOL HILL RESPONDENTS, 2016 VS 2017

ACCESSING INFORMATION I RELY ON INFORMATION THE INFORMATION I FIND ON I EXPECT TO RELY MORE
ON SOCIAL MEDIA IS AN I FIND ON SOCIAL MEDIA SOCIAL MEDIA REGULARLY ON SOCIAL MEDIA TO
IMPORTANT PART OF MY TO HELP ME FORMULATE INFLUENCES MY POLICY-RELATED HELP ME DO MY JOB IN

DAILY WORK MY OPINIONS DECISIONS OR ACTIONS THE NEXT 1-2 YEARS

34%
AGREE

2016

»

“T use Twitter frequently throughout the day to read what is happening, but not to shape my opinion on anything.

Professional Staff, House Committee

Source: Washington in the Information Age 2017; National Journal research and analysis. 23

© National Journal 2018
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The social networks

Congressional staff are more likely to use social media than other insiders for personal and professional purposes

Social Media Platform Usage Capitol Hill Usage for Work in Washington

PERCENTAGE OF RESPONDENTS USING PLATFORM IN LAST SIX MONTHS, 2017
63%

0,
100% - >1%
93%
26%

TWITTER FACEBOOK LINKEDIN

75%
66%

50%

25%

0%

FACEBOOK TWITTER LINKEDIN INSTAGRAM SNAPCHAT MEDIUM

= DC INSIDERS OVERALL = CAPITOL HILL

Source: Washington in the Information Age 2017; National Journal research and analysis. 24
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Just checking...

Capitol Hill staff log into their social networks at a higher rate than peers in other workplaces

Frequency of Using Social Media Platforms as Part of Work

PERCENTAGE OF RESPONDENTS USING PLATFORM MULTIPLE TIMES DAILY IN LAST SIX MONTHS, 2017

100% T~
89%
81%
75% A
529 of Hill
Facebook users
log in multiple
B times daily
=
50% - f compared to 43%

of all DC insiders

339% of Hill using the platform

Twitter users
log in multiple
times hourly

/ compared to 19%
o | of all DC insiders
25% / using the platform

0% -

32% 31%

TWITTER FACEBOOK

= DC INSIDERS OVERALL = CAPITOL HILL

LINKEDIN

Source: Washington in the Information Age 2017; National Journal research and analysis.

© National Journal 2018
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A platform for every occasion

Social media use cases vary across the three major social networks; monitoring sentiments among individuals a key activity

Primary Purposes for Using Social Media Platforms for Work in Washington

PERCENTAGE OF CAPITOL HILL RESPONDENTS USING PLATFORM FOR EACH PURPOSE, 2017

Facebook

Sharing &
Discovery

D

DISCOVER
NEWS AND
INFORMATION

MONITOR
CONVERSATIONS
OR TRENDS

DISCOVER OTHERS’
OPINIONS OR
PERSPECTIVES

Twitter

The Multipurpose
Workhorse

69%

i

MONITOR
CONVERSATIONS
OR TRENDS

SHARE NEWS AND
INFORMATION
WITH MY NETWORK

BUILD MY ORG. OR
OFFICE’'S BRAND IN
WASHINGTON

57%

BUILD MY OWN
BRAND IN
WASHINGTON

MONITOR
INDIVIDUALS OR
PERSONALITIES

MONITOR
ORGANIZATIONS

LinkedIn

Monitoring &
Personal Branding

29%

Source: Washington in the Information Age 2017; National Journal research and analysis.

© National Journal 2018
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Capitol Hill to constituents: Can we talk (online)?

Half of Capitol Hill respondents believe social media enables more meaningful interactions with constituents, yet nearly 3-in-4 find that
posts lack the detail needed to determine whether it is a constituent communication

Social Media Enables Government Representatives to
have More Meaningful Interactions with Constituents

PERCENTAGE OF CAPITOL HILL RESPONDENTS

STRONGLY
DISAGREE
OR DISAGREE

Most Social Media Postings to Government Representatives'
Platforms Provide Enough Information and Context to Determine
if a Post is from a Constituent

PERCENTAGE OF CAPITOL HILL RESPONDENTS

STRONGLY
DISAGREE
OR DISAGREE

STRONGLY
AGREE
STRONGLY OR AGREE
AGREE
OR AGREE
NEUTRAL
NEUTRAL
Source: Washington in the Information Age 2017; National Journal research and analysis. 27
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Not just size that matters

To persuade legislators with social media, aim for a high number of constituents with a clear agenda or tie-in to the district/state; a high
volume of posts from individual supporters is not necessary

For a Member of Congress Who Has Not Arrived at a Firm Decision on an Issue,
Influence of Social Media Posts Directed at their Office on the Member’s Decision

PERCENTAGE OF CAPITOL HILL RESPONDENTS

A LEADER OR REPRESENTATIVE OF A CONSTITUENT GROUP 26%
MULTIPLE CONSTITUENTS AFFILIATED WITH A SPECIFIC GROUP/CAUSE 29%
THE OFFICIAL ACCOUNT OF A GROUP THAT REPRESENTS CONSTITUENTS 20%
MULTIPLE CONSTITUENTS NOT AFFILIATED WITH SPECIFIC GROUP/CAUSE 27%

A SINGLE CONSTITUENT AFFILIATED WITH A SPECIFIC GROUP/CAUSE 6%
A SINGLE CONSTITUENT NOT AFFILIATED WITH SPECIFIC GROUP/CAUSE
SOCIAL MEDIA COMMENTS IN GENERAL

MULTIPLE INDIVIDUALS WITH UNCLEAR CONSTITUENT STATUS

A SINGLE INDIVIDUAL WITH UNCLEAR CONSTITUENT STATUS

= SOME INFLUENCE = A LOT OF INFLUENCE

Source: Washington in the Information Age 2017; National Journal research and analysis. 28
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Help me, help you

Offering useful content and positive public recognition more likely to drive follows by congressional staffers; negative references on
social and explicit “asks” are unlikely to deliver positive outcomes

Organization-Driven Actions that Make Congressional Staff
More Likely to Follow an Organization on Social Media for Work

PERCENTAGE OF CAPITOL HILL RESPONDENTS WHO USE SOCIAL MEDIA FOR WORK

THE ORGANIZATION RELEASED RESEARCH OF
POTENTIAL INTEREST TO MY MEMBER/SENATOR

THE ORGANIZATION REFERENCED MY MEMBER/

SENATOR IN A POSITIVE WAY ON SOCIAL MEDIA 65%

THE ORGANIZATION USED SOCIAL MEDIA TO

ENCOURAGE CONSTITUENTS TO CONTACT OUR OFFICE 55%

THE ORGANIZATION ANNOUNCED THEIR POSITION

ON LEGISLATION OF INTEREST TO MY MEMBER/SENATOR 0

THE ORGANIZATION INVITED ME

VIA EMAIL TO FOLLOW THEM ON SOCIAL MEDIA 33%

THE ORGANIZATION REFERENCED MY MEMBER/
SENATOR IN A NEGATIVE WAY ON SOCIAL MEDIA

I

= SOMEWHAT OR VERY LIKELY

Source: Washington in the Information Age 2017; National Journal research and analysis. 29
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Overview of 2017
respondents

Trusted and reliable sources

Resources and decision-
making

Social media

. Channel and format
preferences

Information consumption
by time of day

Key takeaways in 2017

— How do DC insiders access news and information today?
— What channels are congressional staff gravitating towards?
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Tuning out online video

Use of online video for Washington content continues to lag; insiders have an increasingly negative outlook on the utility of video as a
resource for policy work

Perceptions of Online Video’s Role in Daily Policy Work
PERCENTAGE OF CAPITOL HILL RESPONDENTS, 2016 VS 2017

ONLINE VIDEO CONTENT IS A I REGULARLY WATCH ONLINE I EXPECT TO RELY MORE ON
RELIABLE SOURCE OF VIDEO CONTENT TO HELP ME ONLINE VIDEO CONTENT TO HELP
WASHINGTON NEWS AND FORMULATE OPINIONS ON ME DO MY JOB IN THE NEXT 1-2
ANALYSIS POLICY ISSUES YEARS

19%
2016 AGREE

16%
2017 AGREE

“Videos can be helpful to get a quick overview of a subject, but they tend to be even more prone to bias than news articles.”

Legislative Director, House

Source: Washington in the Information Age 2017; National Journal research and analysis. 31
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DC Insider view: online video

Because it requires volume, video content is mostly
inaccessible to me—can't watch it in meetings or public
places, and it's inconsiderate in a shared office. I find it very
frustrating when content I'm interested in is only
available in video and not in text.

Sound bites do not assist in formulating
policy on complex issues—that is all video offers.

On-line video takes more time than it's Auto-Play video is the worst feature ever. While
worth. Please give me a summary I may watch a video or two on a website, embedded
paragraph with a link to more videos in news articles are terrible and I wish they were
information and I'm much better off. banned.

Source: Washington in the Information Age 2017; National Journal research and analysis. 32
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Podcasts part of the media diet

Podcast consumption increasingly part of DC insiders’ workday; growth continues to be strongest among Capitol Hill staff, Millennials

Insiders Who Report Listening to Podcasts Throughout Characteristics of Insiders Who Listen to Podcasts
the Day for Washington Focused News or Information At Least Once Throughout the Workday
PERCENTAGE OF RESPONDENTS, 2016 VS 2017 PERCENTAGE OF RESPONDENTS, BY WORKPLACE

75% 1

50% 1 43%

250/0 4 2 10/0

CAPITOL HILL FEDERAL EXECUTIVES PRIVATE SECTOR

0% -

PERCENTAGE OF RESPONDENTS, BY GENERATION

75% 1A

47%
40%

50% A

25% A

0%

MILLENNIALS GENERATION X BABY BOOMERS OVER 65

# 2016 M 2017

Source: Washington in the Information Age 2017; National Journal research and analysis. 33

© National Journal 2018



NationalJournal LeapersHip councit MEDIA HABITS OF CONGRESSIONAL STAFF

DC Insider view: podcasts

Podcasts are a growing source of information for
me. I can download them before my morning and afternoon

Would include podcasts, Pod Save i
commute to stay caught up and hear new perspectives.

America being the main one for helping
to formulate my opinions. I trust them.

I also rely on podcasts
. . . from NYT, Slate, NPR,
Llisten fo andio from TV \J e gttention to podcasts  pog swe amoria

via podcasts—Sunday

shows, Momning Joe. - would improve this research.

In previous years I would have gone more to
national cable news agencies, but I no longer

I listen to the Sunday shows either as a podcast trust any of them... I rely more now on NPR—
or sometimes on C-Span radio in the car. including related podcasts—and PBS.
Media organizations .sti.ll drive what I don't turn to TV at all unless a relevant clip is emailed to
I consume, though it is now me or shows up in a newsletter or my social feed. I listen to
spread around among print, a few policy podcasts to stay on top of things and will
cable, podcasts, etc. tweet about them if I find them interesting.
Source: Washington in the Information Age 2017; National Journal research and analysis. 34
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Roadmap for today’s discussion

Overview of 2017
respondents

Trusted and reliable sources

Resources and decision-
making

Social media

Channel and format

preferences

Information consumption — Which channels do Capitol Hill staff rely on across the day?
o ’

by time of day — How do patterns differ across workplaces?

O Key takeaways in 2017
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A Day in the Life of a Capitol Hill Insider in 2017

Channels used for Washington news and information throughout the weekday

PERCENTAGE OF CAPITOL HILL RESPONDENTS BY CHANNEL

® *
+ +
MORNING NV I / | \ o T + EVENING
~ -
100% SMe -
AS SOON AS I DURING MY THROUGHOUT THE AROUND THROUGHOUT THE DURING MY BEFORE I GO
WAKE UP MORNING COMMUTE MORNING AT WORK LUNCHTIME AFTERNOON AT WORK EVENING COMMUTE TO BED
75% /\
50% N @
.\ /\
25% | e N W ST /.
0%
AS SOON AS DURING MY THROUGHOUT THE AROUND THROUGHOUT THE DURING MY BEFORE
I WAKE UP MORNING COMMUTE MORNING AT WORK LUNCHTIME AFTERNOON AT WORK EVENING COMMUTE I GO TO BED
@—@ E-NEWSLETTERS ON COMPUTER @—@ WEBSITES ON COMPUTER @—@ SOCIAL MEDIA ON COMPUTER @—@® AM/FM RADIO
E-NEWSLETTERS ON MOBILE WEBSITES ON MOBILE @®—©® SOCIAL MEDIA ON MOBILE *—o TV
PRINT PUBLICATIONS ®—® PODCASTS SATELLITE RADIO ®—® BLOGS
MOBILE APPS
Source: Washington in the Information Age 2017; National Journal research and analysis. 36
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The shrinking sweet spot

Key consumption channels largely unchanged across all workplaces; hard to target all groups in one place at the same time
N L/

® ( ie] wh
MORNING _\\:' L O | ah — i: + evenin
AS SOON AS I DURING MY THROUGHOUT THE AROUND THROUGHOUT THE DURING MY BEFORE I GO
WAKE UP MORNING COMMUTE MORNING AT WORK LUNCHTIME AFTERNOON AT WORK EVENING COMMUTE TO BED

THE AVERAGE CAPITOL HILL STAFFER

Websites
on a computer

THE AVERAGE PRIVATE SECTOR PROFESSIONAL

Email newsletters Websites

on a mobile device AM/FM radio on a computer AM/FM radio v

@ ® ® ® |
THE AVERAGE FEDERAL EXECUTIVE

AM/FM radio AM/FM radio TV

@ ® @ |
AS SOON AS I DURING MY THROUGHOUT THE AROUND THROUGHOUT THE DURING MY BEFORE I GO
WAKE UP MORNING COMMUTE MORNING AT WORK LUNCHTIME AFTERNOON AT WORK EVENING COMMUTE TO BED
| NOTABLE DIFFERENCE BY WORKPLACE | SIGNIFICANT AREA OF OVERLAP | CHANGE FROM 2016
Source: Washington in the Information Age 2017; National Journal research and analysis. 37
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Roadmap for today’s discussion

Overview of 2017
respondents

Trusted and reliable sources

Resources and decision-
making

Social media

Channel and format
preferences

Information consumption
by time of day

Key takeaways in 2017

— Which sources do Capitol Hill insiders trust the most?
— What media outlets are most relied on by congressional staff?

How do information resources help shape Hill opinions on policy issues?
Where and how can one influence policy decisions?

Which social media platforms are used in DC?
What motivates congressional staff use of social media?

How do DC insiders access news and information today?
What channels are congressional staff gravitating towards?

Which channels do Capitol Hill staff rely on across the day?
How do patterns differ across workplaces?
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Key takeaways in 2017

1. More than ever, congressional staff are taking a "trust but verify" approach to information consumption, as a reaction to
instability in the media environment. Republican and Democratic Hill staffers begin to move in different directions when it
comes to trust in mainstream news, and insiders of both parties signal a loss of confidence in digital sources.

2. As congressional staff seek original, substantive content to support policy formulation, there is an even greater opportunity for
the private sector to serve as a resource and fill the gap left by media organizations. In doing so, advocates must consider not
only the substance of content, but the format and timing of delivery, to align to Hill staff needs across the decision-making cycle.

3. Compared to insiders across all workplaces—Capitol Hill, Federal Executives and Private Sector—congressional staff are much
more likely to rely on lobbyists to formulate their opinions as they prep for a critical vote. Though these (overwhelmingly
millennial) insiders display a preference for digital and mobile information channels, face-to-face interactions remain critical in
Washington.

4. Despite declining confidence in social media as a source for news and information, congressional staff continue to recognize its
impact on policy work. Twitter, Facebook and LinkedIn each demonstrate distinct utility to congressional offices, but
monitoring is a key benefit across the big three platforms. While social media alone may not drive a particular legislative
outcome, Hill staffers note that posts reflecting constituent sentiment can have a major impact on (undecided) lawmakers'
views.

5. There is no one-size-fits-all strategy. Insiders’ media habits are highly diverse, and they enjoy enormous choice in when, how
and what they consume. As the media landscape continues to fragment and trust is redistributed across channels, content must
be differentiated across platforms in line with user needs, and distribution strategies updated to reach insiders where they are,
both within the decision-making cycle and across a given day. Adaptability and specificity are critical for landing a message in
the right place. Accordingly, communications and outreach strategies must be revisited frequently, to examine what’s working to
influence outcomes and what tactics need to be discarded.

Source: Washington in the Information Age 2017; National Journal research and analysis. 39
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Rich detail on DC insiders’ information preferences

Media consumption habits cut by workplace, party and generation

To access the complete results, visit:

Washington in the Information Age >> 2015 Sector Splits WWW. n ationalj Ourn al . COm/Wi a _infO
10) To Formulate Opinions i cm:mu m rsnsmzmms i OvERALL 1

Washington in the Information Age >> 2015 Party Splits

2017 TOPIC COVERAGE

Who Washington Insiders
Trust and Rely on Most

- News and information sources
- Media outlets and brands

8%

[ ol B of ey Respondens [wicen | Genenamion | siavasoEn o]
[ o coun s R

[ aro . T When and How Washington
z i | ..W.W.H e Insiders Seek Information

- - Social media
] - Mobile
e - - Print
P — - Television and radio

5

= ~ s ae |
e [ H
e | ow [ = ¥
N I R I

3 A Day n the tife ofa W,

What Content and Formats
Washington Insiders Prefer

- White papers
- Infographics

Linkedin

Twitter

- Online video
X A . - Podcasts
TS AN . - Events

Google:
Pinterest
‘Snapchat

LN - Day-in-the-Life of an Insider

s N e ¥ o - Workplace: Capitol Hill, Private

CA | _— - e i Sector, Federal Executives

- Party: Republican, Democrat,
Independent

- Generation: Millennial, Generation
X, Baby Boomer, Over 65
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