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A Guide for Advocacy Forum Presenters
· Introduction and objective
· Describe what you hope to accomplish in the hour or so – shed sunshine on the lobbying process using examples of how it works (and doesn’t work), summarize the rules and regulations that govern lobbying, describe the intersection with campaign finance, and give some advice on getting started in the profession.

· Introduce yourself, your organization and how you joined the advocacy profession.

· Lobbying 101
· Lobbying is established in the First Amendment of the Constitution; give examples of everyday lobbying.

· “Congress shall make no law respecting an establishment of religion, or prohibiting the free exercise thereof; or abridging the freedom of speech, or of the press; or of the right of the people peaceable to assemble, and to petition the Government for redress of grievances.”

· The right to petition is really part of a larger American right – the right to advocate and make your case; the art of persuading others.

· The ability to petition for change is one of our most valuable rights and responsibilities as citizens.

· Lobbyists are paid, professional advocates.

· Lobbying has a rich history in the U.S. but it has often been viewed with skepticism.

· As the story goes, President Grant in the 1870’s coined the term “lobbyist” when, after a long day in the Oval Office, he would escape for a cigar and brandy in the lobby of the Willard Hotel. People would approach him on individual causes and Grant called these people “lobbyists.”

· How many lobbyists are there?

· According to opensecrets.org, the number of unique, registered lobbyists who have actively lobbied in 2011 is 11,674, down from 12,964 in 2010.
· Why so many lobbyists?

· Complexities of government, including tax policy

· High stakes to business bottom line
· Who participates in lobbying?
· Individual companies – General Motors, Procter & Gamble, Microsoft, etc.

· Trade Associations (groups of business people in the same industry or trade who have organized for the advancement of common interests) – National Association of Manufacturers, National Association of Broadcasters, etc.
· Non-Profit Interest Groups (organized around a cause – environment, disease prevention, etc.)
· Unions and Consumer Groups – Consumer Federation of America, AFL-CIO

· Law and Lobbying Firms - The Duberstein Group and The Glover Park Group, among lots of others.

· Advocacy has become a complex, competitive business.  Other important entities that participate in the lobbying strategy:

· Public Relations Firms (expertise in influencing public opinion through presentation of a client’s image, message or product) – Porter/Novelli, Edelman, APCO Worldwide, etc.  

· Grassroots Firms (expertise in organizing networks of citizens) – Grassroots Campaigns, Inc., Democracy Data & Communications

· Polling Firms (expertise in surveying public opinion on various issues) – Zogby International, The Gallup Organization
· Communication Strategy Firms – Burson-Marsteller, Story Partners
· Legislative vs. regulatory advocacy – Most students only think about lobbying the Congress; give an example of lobbying on the regulatory side.
· When Congress passes a law, it cannot describe every detail of the implementation of that law. Instead, it authorizes various executive departments and agencies to write the rules and regulations which implement the intent of the law. 
· Most students only think about lobbying the Congress; give an example of lobbying on the regulatory side.
· New Realities of Advocacy and Lobbying 

Bryce Harlow opened one of the first Washington offices for a corporation – Procter & Gamble – in the early 1960’s.  Certainly, some characteristics of advocacy and lobbying still hold true today, but much has changed. 
· The value of an advocacy professional in Washington
· Shaping the policy – policy drives the environment in which business or the organization you represent prospers.
· Eyes and ears – translating back to the organization, not just defending the organization. 
· Example – health care policy – employee says, “Why should we be involved with this?  Why should I care?”
· Traditional direct lobbying
· Relationships pave the way for presenting solid, reliable information.
· How a bill really becomes law
· Forget the old flow chart; much begins today with draft legislation ready to vote on.  Describe how this works.
· Issue Management
· Identify and prioritize the issues important to your organization.
· Monitor emerging issues.
· Understand how Congress works and the political realities of the issues important to you.
· Strategy Development
· Identify the stakeholders
· Who is with us and who’s against us?
· Who will likely be helped; who might likely be hurt by the outcomes?
· Target legislators
· Champions – committed to the cause; help develop “inside strategy.”
· Allies
· Fence Sitters – potentially will vote either way
· Opponents – mellow and hard core
· Hire consultants, outside lawyers, government relations professionals, and policy experts can help throughout the process, from analysis of the issues and developing the theme, to helping to make the case and providing access to legislators.
· Consultants can be expensive; analyzing who can add the most value is important.
· Whole issue campaigns and coalitions
· Strength in partnering across unorthodox boundaries
· Compromise
· Traditional lobbyists not trusted these days; need multiple voices, unusual partnerships; speaking with one voice; sophisticated PR campaigns
· Grassroots and Grass-tops
· Enlist constituent resources and allies.
· Grass-tops (quality of the contacts) and grassroots (quantity of the contacts) activities can level the playing field with big dollars.
· Astroturf – fake grassroots – is NEVER ACCEPTABLE.
· Public Relations and the media
· Social media (Facebook, Twitter)
· Paid advertising in newspapers, radio, TV and Internet
· Assisting reporters with their stories
· Politics – Majority power in the House, Senate and the White House
· Considering the political environment and the realm of the possible
· Reputation and Credibility
· Personal integrity and professionalism
· Corporate or organization’s reputation
· Delivering factual information – Bryce Harlow said, “The coin of lobbying is trust; one’s word is one’s bond.  Truth telling and square dealing are of paramount importance in this profession.”
· Compliance with laws, regulations and rules
· Partisan or nonpartisan? 
· If you define yourself as a D or an R, describe how this works.
· Political Campaign Contributions
· Campaigns are expensive and part of our current democratic system.
· Contributions help build relationships and allow organizations to show support for elected officials who support their interests.
· Quid Pro Quo is illegal.
· Under no circumstances may a lobbyist provide a campaign contribution or anything else of value to a government official in exchange for an official act. 
· Even the appearance of such an act must be avoided – always.
· Regulations that Govern Lobbying – the LDA, HLOGA, and Congressional Rules on Gifts and Travel

The Lobbying Disclosure Act (LDDA) established criteria for registering (describe your own experiences) and requires disclosure.  The goal was not to restrict lobbying but rather to provide the public with information.  It was amended by the Honest Leadership and Open Government Act (HLOGA) in 2007.  HLOGA also brought more restrictions to gifts and travel.

· Requires registration as a lobbyist if threshold is met (all criteria must be present)

· 20% time engaged in lobbying activities for a particular client during a quarterly period 

· More than one lobbying contact to a covered executive or legislative branch official.

· Lobbying activity income of $2,500 or more during that quarter

· Requires quarterly reporting of income, expenditures and issues of lobbying.

· Requires coalitions and associations to disclose members who actively participate in lobbying activities.

· The “No Gifts Rule” – No gifts are permitted from lobbyists or lobbying entities.

· Gifts valued up to $50 still permissible from someone who’s not a lobbyist.
· General exceptions, including friendship, widely attended event, etc.

· No travel paid by lobbying entity.
· Complicated steps by which travel must be reviewed, approved, certified

· Violations are a CRIMINAL offence.
· Enforcement burden is on lobbyists, not just Members and staff.
· Must certify twice annually that rules are read, understood and complied with.

· Regulations that Govern Political Campaign Contributions
· Individuals (including lobbyists) may give directly to candidates.
· An individual may give up to $2,500 to a federal-level candidate per election (each primary, general, run-off counts as separate election).
· Political Action Committees

· Corporations, labor unions and associations set up PACs with the purpose of raising and spending money to elect and defeat candidates.
· Employees (a restricted class – managers and shareholders) contribute voluntarily to the PAC; the company or organization may not contribute.

· Money might demonstrate seriousness of purpose for some, but not all corporations or organizations give contributions.

· Does your organization have a PAC?  Describe and give examples how it works.
· As of January 2009, there were 1,598 registered corporate PACs, 272 related to labor unions and 995 to trade organizations.

· “Super” PACs

· The Supreme Court’s ruling in Citizens United v. Federal Election Commission paved the way for corporations and labor unions to make unlimited donations to Super PAC’s (formerly called independent expenditure groups), groups that weigh in on elections without coordinating with or donating directly to candidates.

· All activity, including contributors’ names, must be reported to the FEC.

· 78 super PACs spent more than $65 million in the last election cycle, and already there are more than 78 super PACs organized for 2012.
· Careers in Lobbying
· Discover issues you agree with and care about.
· Work on Capitol Hill.
· Volunteer for political activities.
· Become an expert.
· Polish your persuasive speaking skills.
· Learn to write succinctly.
· Work harder than your friends.
· Remember your core values of honesty and integrity.
· Conclusions

· Special Interests are everybody’s interests.
· Citizens may petition directly or indirectly through professional advocates.
· Our system was designed for interests to compete.
· Citizens expect fairness.
· Tools that level a playing field that is flush with money include grassroots, technology, and always, the strength of the case.
· Ultimately, elected officials must decide.
· Office holders must weigh the facts provided by advocates they can trust and cast their vote according to the principles that guide them.
· Lobbyists who value their integrity above all else will have the most influence in the process.
· Sunshine and transparency are not only the law; they are expected in today’s world.
· Without compromising the ability for all voices to be heard, we should continue to seek ways to improve the political and advocacy processes within our democratic system with the goal of creating more confidence with the public.
*This guide is offered to you in Microsoft Word format so that you can use it as an outline, inserting your own timely examples to personalize the process for the students.  Always stick to the facts but don’t be afraid to give your opinions.  Most importantly, please, stress the high ethical and professional norms that are integral to the profession.  
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