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inerva Marketing, LLC, in partnership with

BIPAC, conducted an online survey among

employees of BIPAC’s members around the
United States, specifically members that have Prosperity
Project® websites. BIPAC provides those participating
in the Prosperity Project with the tools, strategies and
infrastructure for communicating their pro-business
messages. These members, in turn, distribute this infor-
mation to their employees. The purpose of the survey
was to gain insight into employees” perceptions of the
information their employers provide on issues that af-
fect the business community. In addition, we wanted to
gauge the impact this information has on their aware-

ness of issues and participation in the political process.

To supplement the quantitative online survey, we
interviewed employees of Florida Power & Light, PPG
and members of the American Forest & Paper Associa-
tion. These organizations were selected because of their
high level of activity and innovation in reaching out to
employees/members with their pro-business mes-
sages. All three qualified for BIPAC’s 2008 Best Practice
Program, meeting benchmark criteria (such as voter

registration and metrics on website use) and leveraging

BIPAC’s network, tools and strategy. The anecdotal and
qualitative feedback from these interviews helps paint a
more complete picture of the Prosperity Project’s impact

on increasing awareness and involvement.

As background, BIPAC is an independent and bipartisan
organization with members consisting of businesses and
trade associations. Among other activities, it provides
its members with factual information about key issues
that are likely to have an impact on business, and in
turn, its members provide this information (such as
voting records) to their employees or constituents,
usually through a government affairs website or
department. BIPAC’s Prosperity Project is designed

to drive an organization’s grassroots strategy, using a
BIPAC-supported website to educate employees and/
or members about candidates, workplace issues and
elections, and to help them register to vote, find their
polling place and communicate with their elected
officials about issues that matter to them and to their

industry.
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Employees from more than 35 organizations responded to the
online survey. Organizations that were polled represent a variety
of industries, sizes and geographies, and employ people of
virtually all demographics in a wide range of jobs.

Employer Communication Works

he survey indicates that the employer-driven
messages are having a significant impact in increas-
ing employee awareness of issues affecting business.
In addition, they are directly motivating employees to
register to vote or otherwise get more involved in the

political process.

e Employer is a Trusted and Additive Resource
Most respondents found their employer to be one of
the most credible sources of information, second only
to general Internet sites and ahead of traditional media,
political parties and labor unions. Respondents generally
viewed receiving the information from their employer
positively and thought it gave them a perspective on the
issues that was fresh and useful, and that they would
otherwise not receive elsewhere.

® Results: Increased Awareness and Action
Nearly half of respondents report their levels of aware-
ness of political issues increased as a direct result of the
information they received from their employer. Further,
and perhaps more meaningfully, such messages succeed-
ed in motivating slightly more than half of the respon-

dents to some action: voting, registering to vote, writing
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to a legislator, or otherwise getting more involved in the

political process.

The tide of influence seems to be shifting. The informa-
tion that BIPAC provides, and its delivery through em-
ployers, is well on its way toward changing the political
culture of business. However, BIPAC’s work is far from
over. While the information is increasing awareness and
motivating slightly more than half of the respondents to
take action, the next challenge is how to reach the rest of
the audience, who may be less open to messages or may
need to receive them in a different way. Next steps for
BIPAC and its members to consider include increasing
the frequency of communications while shortening the
content, expanding the issues covered to include those of
highest interest to employees, or adjusting the commu-
nications mix (vehicle and process) to reach the balance
of the audience that is not yet moved or motivated by
the messages. In addition, BIPAC and its members may
want to consider leveraging the surge of interest spurred
by this year’s general election and work to ensure that
newly active employees remain engaged and participa-

tory in years to come.



Case Study
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Employer Messages Increase Voting

he respondents indicated a very high level of
T voting in recent presidential elections, with 94.8
percent indicating they voted in the 2004 general
election and a full 99.1 percent indicating they plan to
vote in the 2008 general election. These numbers might
indicate a strong and stable voting audience; however,
only 52.6 percent indicated they have voted in every
election since they became eligible, leaving a large gap
of eligible voters who do not always vote. This could
indicate a reduced interest among respondents in “off
season” elections for Senate, House or local elections.
Another 38.5 percent of respondents vote in “most
elections” since they became eligible, and 6.2 percent
of respondents only recently began voting. (Note: the
survey findings did not address what motivated the
latter audience of recent voters to begin voting. Based
on the results of the following question, it is possible
that new voters were motivated to vote by employer

information, or other reasons.)

See chart titled “Voting patterns” above, pb5.
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When asked specifically about how or whether the
Prosperity Project information their employer provides
directly affects their voting patterns, the numbers indicate
that employer messages are having a clear impact —20.8
percent of respondents indicated that the information
they received from their employers directly led them

to vote “more often” or “somewhat more often.” This
response highlights that BIPAC’s method of cascading
messages through the employer is effective in helping to

achieve increased voting among message recipients.

See chart titled “Voting changes as a result of employer

information” below, p5.

When asked specifically about
how or whether the Prosperity
Projectinformation their
employer provides directly
affects their voting patterns, the
numbers indicate that employer
messages are having a clear
impact.




38.5%
voted in most
elections since
eligible 52.6%
voted in every
election since
eligible

12.3%
vote more
often

This chart depicts the change: those respondents whose voting changed as a result of employer information.
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Frequency Differs from Credibility

hen asked to cite the sources they use for infor-

mation to make voting decisions, traditional me-
dia, including TV, radio and newspaper (88.1 percent),
was the most frequently cited source, with the Internet
(68.1 percent), political parties (42.6 percent), employers
(28.8 percent) and labor unions (5 percent) following.
This finding could indicate a true reliance on traditional
media or it could point toward the frequency of respon-
dents’ exposure to the collective array of traditional
media available. It is interesting to note the emergence
of the Internet as a strong secondary source of informa-

tion, leading even the political parties. Also, although

Employers received the largest
number of “highest credibility”
responses.

not measured through this specific survey, there may
be an overlap in responses between the Internet and
the employer or other information sources, because
most survey participants receive information from their
employer and, in fact, were responding to this survey

through the Internet.

See chart titled “Sources of voting information” below left, p7.

Although respondents ranked traditional media first

as the source they turn to for information to help make
voting decisions, responses were quite different when
asked to rank the credibility of their sources. The charts
on page 7 show the Internet and employers as the most
credible sources of information. Employers received the
largest number of “highest credibility” responses and
ranked number two when incorporating the overall-

weighted average of responses, with a rate of 3.04 out
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of a possible 5. The Internet was ranked as the most
credible source, with a weighted average of 3.18 out

of 5. As we discussed earlier, there may be an overlap
in responses between the Internet and employer as
information sources, because most survey participants
receive their employer information through the Internet.
Although traditional media was the most frequently
cited source of information, it was viewed as the third
most credible source, with political parties and labor

unions following.

See chart titled “Credibility of information sources” above, p7.

See chart titled “Highest credibility of information sources”

below right, p7.



1=
Lowest
credibility
Employer 13.3%
Internet 6.8%
Labor union 51.6%
Political parties 19.9%

Traditional media - radio, TV, paper 11.3%

16.7%
15.3%
20.9%
24.8%

18.7%

5=
4 Highest Rating
credibility  Average

32.8% 26.8% 10.3% 3.04
39.5% 30.0% 8.4% 3.18
17.8% 6.9% 2.8% 1.88
34.2% 15.8% 5.2% 2.62
38.5% 23.9% 7.6% 2.98
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Employees Rely on Employer
Information

When the questions turned more pointedly toward

employer-provided information, the responses
paint a clear picture of increased reliance on and appre-
ciation for the BIPAC tools and resources that employers
offer. A full 70.4 percent of respondents indicated they
use the web-based information their employer provides
at least once per quarter (21.6 percent once per month,
9.3 percent one per week, 39.5 percent once per quarter).
An additional 29.6 percent receive information from their
employer through print or other vehicles. This almost
universal use of employer resources at least once per
quarter seems remarkable, especially in context of earlier
questions citing employers as the third most frequently
used source for voting information. This seems to indi-
cate respondents are receiving an extremely high influx
of information and data on elections and related issues. It
also supports the finding that employers are considered
one of the most credible sources, because respondents
typically need to actively open an email or letter, or
respond to a link sent by their employer to receive the
information, compared with a potentially more passive
exposure to traditional media, which could be perceived

as being omnipresent at both work and home.

See chart titled “Frequency of employer website use” above

right.

When measuring the perceived quality of the informa-
tion received from employers as evidenced by its impact
on their actions, the effectiveness of the BIPAC messages
comes into even sharper focus. We discussed earlier
that 20.8 percent of respondents indicated the informa-
tion they received from their employers directly led
them to vote “more often” or “somewhat more often.”
Further, nearly half of the respondents indicated the
information their employer provides “sometimes” or
“frequently” helped them make voting decisions (47.0

percent).
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9.3% at least once per week

21.6%
at least once
per month

29.6%
N/A - receive
employer info

through print or

other vehicles

39.5%
at least once
per quarter

Frequency of employer website use




Employer Information Provides a
New Perspective

ince receiving information on issues from their em-

ployer, 44.4 percent of respondents indicated their
overall awareness of business issues has “somewhat”
or “strongly increased.” Respondents indicated the
employer-provided information provided a unique and
valued point of view that respondents felt they would
not otherwise receive. In general, respondents indi-
cated the employer information was more convenient,
provided greater exposure to topics, and increased their
awareness of the issues’ potential impact. Comments

included:

1 get additional information not covered in the mainstream
press.

Through company-provided information, I have realized
that I need to take a more active role in the decisions our
government makes.

I have a better understanding of how the political process
directly affects my company, job and personal life.

It brought up issues I was not aware of yet had an interest
in.

I have become increasingly aware of the issues that directly
affect our industry.

I feel more informed and I trust the information I receive
at work.

I vote more consciously.

It provides me with good unbiased information, like voting

records of candidates.

See chart titled “Change in awareness of issues” above right.

0.2% somewhat decreased
0.4% strongly decreased
8.1% strongly increased

36.3%
somewhat
increased

Change in awareness of issues
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Awareness Leads to Action

n addition to increasing awareness of issues, the
I findings support the veracity of the basic BIPAC infer-
ence that employer messages lead directly to increased
action. When asked to state the degree to which their
overall involvement in the political process has changed
since receiving information on issues from their em-
ployer, 27.4 percent indicated it has “somewhat” or
“strongly increased.” Reasons for this include increased
awareness, increased knowledge of issues and the fact
that employers make it easy and convenient to get

involved. Comments included:

e This information gives me another data point to use in
making my decision.

o If my employer emails me about a subject, I view it as
serious and something that could change the stability of
the economy, my company, or my job status.

e The information provides a clearer view of the implications
and impacts of particular legislation for both my family

and my employer.
See chart titled “Change in political involvement” above, p11.

Further, more than half (52.5 percent) of the respondents
indicated they have taken some specific political action
because of employer information. As we discussed ear-
lier, 27 .4 percent indicated they have been motivated to
act directly as a result of receiving information from their
employer. The most conservative interpretation of the
results for both questions in tandem is that at least 27.4
percent of respondents, more than a quarter of the sur-

vey population, were directly motivated to take action

specifically because of their employer-provided informa-
tion. Under this conservative assumption, the balance

of 25.1 percent of respondents were already inclined to
be involved in the political process and the employer-
provided information gave them a specific reason to take

action.

Of the total respondents, the most frequently cited
action is writing a letter to a legislator (77.2 percent),
followed by donating money (24.5 percent). It is

also meaningful to note that a full 16.1 percent were
motivated to register to vote, representing 8.5 percent
of the total survey population. Increasing voter
registration is one of BIPAC’s primary goals, and this
response rate shows definitive success in progressing

toward this goal. Other actions cited by respondents:

e Volunteer for a candidate

e Update voter registration

o Apply for absentee voting due to travel
e Participate in more elections

e Sign up for a PAC

See chart titled “ Action directly motivated by employer

information” below, p11.

Increasing voter registration is one of BIPAC’s primary goals,
and this response rate shows definitive success in progressing

toward this goal.
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This chart depicts the change: those respondents who indicated the employer-

provided information altered their involvement.

5.2%

er———

77.2%
send a letter

to my legislator

16.1%
register
to vote
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Energy and Health Care Top Issues List

hen asked which issue their employer informa-
w tion has helped with the most, respondents indi-
cated the issues shown in the chart below. Respondents
indicated that because of employer provided informa-
tion, they are “somewhat” or “much more” aware of

several business issues as follows:

e 91.9 percent Competing in a global economy

87.4 percent Health care for employees

86.1 percent Sources and uses of energy

81.5 percent Innovation and research

See chart titled “Change in awareness of specific issues”

above, p13.

A different set of topics
emerges when respondents
were asked to cite the

one issue that is of most
importance to them. BIPAC
and 1ts members may have an
opportunity to provide more
information on topics that
employees are concerned with,
not just those of particular
interest to the business.
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A different set of topics emerges when respondents were
asked to cite the one issue of most importance to them.
Health care for employees is the top choice, with 29.9
percent of respondents selecting it as the single most
important issue, followed by sources and uses of energy
(25.6 percent) and competing in a global economy (19.1
percent). Also, although not given as a pre-set op-

tion in the multiple-choice question, the economy was
frequently written in the “Other” category as the issue
of most importance. The disparity between employee
priorities and the topic ranking that emerges in this
question might point to the divergence between issues
meaningful for businesses versus those most meaning-
ful to employees. BIPAC and its members may have

an opportunity to provide more information on topics
that employees are concerned about, not just those of
particular interest to the business. In addition, it may
reveal an opportunity for employers to clarify the con-
nection between issues important to the business and
their impact on employees, especially for issues that are

not immediately or clearly relevant to employees.

See chart titled “Issues of highest importance” below, p13.



Change in awareness of specific issues

Much More Somewhat Somewhat Much Less Rating
Aware More Aware Less Aware Aware Average

Health care for employees

Innovation and research

Workfo.rce 3.6%
education

Healthcare for

employees 29.9%

Workplace
elections | 0.4%

Tax policy 14.5%

Innovation and
research

Competing in
global economy

19.1%

Sources and uses

of eneray 25.6%

Issues of highest importance
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More Employer Activity Welcome
) 6.3% become less active

w hen asked to describe their employer’s ideal level

of activity in promoting public policies favorable

10.6%

to industry and their economic future, 41.9 percent of re- no opi n(;'on
spondents indicated they would like their employers to

become more active. This seems to be a clear and strong 41.2%
. 0

statement of support for employer-driven activities keep the same level

. . . . of activit,
and information, and to point toward an opportunity y

41.9%

for expansion. Most but not all respondents appreci- become more active

ated getting a different perspective on issues from their

employers:

e 41.9 percent want more involvement
e 41.2 percent want the same amount

o 6.3 percent wanted less

Preferred level of political information
and activity from employer

See chart titled “Preferred level of political information and

activity from employer” above right.

Although the percentage of respondents who want

less employer communication is small, BIPAC and its Other comments suggesting possible areas of improve-
members need to be mindful of their approach when ment or expansion of activities include:

expanding their communications and activities. This e Keep it coming!

minority may be distrustful of employer (and perhaps e Show both sides of the impact, positive and negative.

all) political messages, as evidenced in the comment o We need more information in a format that most people
“[My employer] tries hard to be unbiased but the bias can understand. Forget the political jargon and use plain
slips through. Even the issues highlighted shows bias.” English.

This view underscores that employers must continu- o Continue to have guest speakers about political and

ally strive to present unbiased, factual and balanced economic conditions.

information. This is essential in order to maintain the o [ trust information provided by my employer to be

high level of credibility they seem to have earned with unbiased, much more so than from the candidates
employees to date. themselves. I would like to see more!

41.9 percent of respondents indicated they would like their
employers to become more active. This seems to be a clear and
strong statement of affirmation of employer-driven activities and
information, and to point toward an opportunity for expansion.
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Employer Messages Increase Voting

1l signs point toward the conclusion that BIPAC’s
method of employer-driven messages is hav-
ing a significant impact. They are increasing
awareness of issues that affect business, and motivating
employees to register to vote or otherwise get more in-
volved in the political process. Employer messages are
viewed almost universally as positive, and the delivery
mechanism of the employer is trusted and credible. It
seems clear that BIPAC’s approach is changing the way
that its members” employees view the political culture

of business.

The results of the survey describe the tremendous prog-
ress that BIPAC has made. Today, their messages are
increasing awareness and motivating about half of the
respondents to take action. The opportunity for BIPAC
and its members going forward is how to reach the rest
of the audience who may be less open to messages or
may need to receive different messages in a different
manner. Although the research indicates that BIPAC
and its members are making an important difference,
they still have challenges ahead to achieve the mission
of changing the political landscape through employer-

based messaging and information.




About BIPAC

BIPAC enables more effective business participation in the political
process. It provides the political strategy and tools to help its
members reach their election and public policy goals. BIPAC takes an
integrated approach to political involvement, combining grassroots
advocacy and PAC resources, all directed by nationally recognized
political analysis. An independent, bipartisan organization, BIPAC is
supported by several hundred of the nation’s leading businesses and
trade associations.

www.bipac.org

About Minerva Marketing

Minerva Marketing, LLC, a marketing and communications firm, is
based in Washington D.C. It specializes in marketing for service
industries, translating complex or technical client services into
cohesive marketing and communications plans that are effective
in reaching target audiences. Minerva Marketing has helped
organizations of all sizes in a wide range of industries including
financial services, human resources, education, health care,
technology, accounting and other professional services. Projects
include business planning, creating or refining marketing plans,
conducting market and trend research, launching or re-tooling
products and service lines, creating and managing communications
plans, and providing sales coaching and education.

www.minervamarketing.net




