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@ METHODOLOGY
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» Target: European Federations, mainly European.
» Distribution of the survey: email.

» Response: online.

> Survey period: 7t of May — 13t of July 2007.

» Number of respondents: 294
(thus it Is not a scientific, but a qualitative and indicative survey).

» A follow up on the Federation Survey 2004, 2005, 2006 and
2007.
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NEW MEDIA TOOLS
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What is your personal experience with blogs?

| write my own blog

| frequently read them

| occasionally read them

I never read them

0%

5%

10% 15% 20% 25% 30% 35%

60% of the respondents are familiar with blogs.



€urActiv Does your organisation plan to use blogs and/or for ums
o8 as part of its communication strategy?
o reles,
We already use blogs r D%
proactively 3%
We monitor certain blogs h 8%
regarding our organisation/our
topics
m 2007
@ 2006

2008 or later

We have no plans for blogs

We will likely use blogs in _ 15%

68%

73%
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The use of blogs has tripled in one year (from 2006 to 2007)

The number of respondents that do not see blogs as a tool has

decreased to 68%.
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Added Value of Blogs

68%

B See added value with Blogs

O Does not see added value with Blogs

32% see an added value (use + monitor + likely to use) in
using Blogs in their communication strategy.
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What is your personal experience with online videos ?
Fondation EurActiv
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| frequently watch them
| occasionally watch them
I never watch them
0% 10% 20% 30% 40% 50% 60% 70% 80%

80% of the respondents are familiar with online videos.



€urActiv Inthe coming years does your organisation plan to use
o online videos as part of its communication strategy ?
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We already use them
proactively ( produce
oursleves or support)

We watch some \videos
regarding our
organisation/our topics

We will likely use them in
2008 or later

We have no plans for online
videos

0% 10% 20% 30% 40% 50% 60%

12% already use videos in their external communication.
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Added Value of Videos

55%

45%

B See added value with Videos

O Does not see added value with Videos

45% see an added value (use + likely to use + monitor) in
using videos in their communication strategy.




€urActiv Does your organisation use content syndication
.org

(automated inclusion of headlines or text, RSS or o

R technology) on its website or intranet?

-Bruxelles-

Yes, we already use it

We will likely use itin 2008 or
later

We have no plans for it

0% 10% 20% 30% 40% 50% 60% 70%

36% consider the RSS technology important.

ther
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Added Value of RSS

64%

m See an added value with RSS

O Do not see an added value with RSS

36% see added value (use + likely to use) using RSS
In their communication strategy.
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Overview of perception of new media tools

B See added Value O Do not see an added value

Blogs RSS Videos

Y

36%

-~

32%

45%
55%

64%
68%

Approximately one third of the Federations consider new media tools an

added value to their external communication. "
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communication with different stakeholders
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V' Rate the iImportance of the following tools for dire

ct

Very Important + Important

Meetings M 97%

Updated website M 93%

A \ \

Seminars/conferences

Position papers

Written briefing materials
Phone calls

Pressreleases

M 90%
0
ﬁﬁa% o

E-mails ﬁﬁ&%%ﬁ

ﬁﬁg’% b

Advertising online

Advertising in print

33%
0
23%
0

| 2007
@ 2006

0% 20% 40% 60% 80%

100%

120%

Having an Updated website is crucial.

Advertising online has more than doubled since 2006, surpassing

advertising in

print by 10%.
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EUrActiv in your external communication which media
“® are more relevant?
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Specialised EU affairs media

Industry media and newsletters

National specialised media

International media

General national media

0% 10% 20% 30% 40% 50% 60%

Federations view specialised EU affairs media, like EurActiv, as
more relevant for their communication.
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€urActiv n order to raise attention toward your policy issu

*® which approach do you consider to be most effective
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€s,

To act mainly at national/local
level

To act mainly in Brussels

To use both approaches at the
same time

0%

10%

20%
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50%

60%

70%

80%

Federations prefer a mixed approach (national and Brussels)

In order to raise attention toward their policy issues.

?

16



€urActiv Do you use consultants in order to communicate your
o€ |SSUes?
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Yes, regularly

Yes, occasionally

No, but we are planning to do
SO

No, and we are not planning to
do so

0% 10% 20% 30% 40% 50% 60%

50% use consultants as a support for communicating the issues
of federations.



€urActiv How do you prefer to be informed about
°g  European affairs?
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From a Brussels perspective
41% | ™ persp

m From a perspective adapted to
the national context

O Both

57%

2%

A Brussels perspective is important, but preferably with
a consideration of the national context.

18



SOURCES OF INFORMATION
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oz What is the value of EurActiv's multi-country networ
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Kk?

EU coverage in different language

Adaptation of the coverage to
national needs and stakeholders

Targeted communication
opportunities

Other

0%

10%

20%

30%

40%

50%

60%

EU coverage in different languages is valued by Federations.
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€urActiv Apart from EurActiv, which other sources of informa tion do
“® you use concerning EU policies?
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Organisations’ Websites

europa.eu/DG websites

European Parliament website

NGO & think tank websites

European Council/Presidency
website

Federation websites

National government website

Commission delegation/press
office website in my country

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Federations view NGO websites more than other Federations’ websites.
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€urActiv Apart from EurActiv, which other sources of informa  tion
“® do you use concerning EU policies?
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Print

European Voice ] 55%

| 54%
| 54%

National newspaper

Financial Times

| 41%

The Economist

Le Monde (France)

Europolitique/Europolitics/ EIS |

Agence Europe

The Parliament Magazine/Region Magazine

International Herald Tribune

Frankfurter Allgemeine Zeitung (Germany)

Der Spiegel (Germany)

EU Reporter

Wall Street Journal Europe ]11%

0% 10% 20% 30% 40% 50% 60%

National newspapers still remain an important source of information.
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CurActiv Apart from EurActiv, which other sources of informa tion
og 0O Yyou use concerning EU policies?
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Online

BBC Online | 48%

Website of national media | 42%

EUObserver

Financial Times Online

European Voice Online

Google News

EUPolitix/The Parliament.com | 22%

Xpats.com 1110%
| 9%
Financial Times Deutschland Online 7:! 8%
Europa Digital 7:| 6%
Expatica.com 7:| 4%
Aqui Europa 7:| 1%

EUBuUsiness

0% 10% 20% 30% 40% 50% 60%

BBC Online and national websites are the most viewed, besides EurActiv.
23

Google News is becoming a powerful online news source.



€urActiv  Apart from EurActiv, which other sources of
“® Information do you use concerning EU policies?
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Broadcasting

EuroNews
BBC television
National TV from my country

National radio from my country

CNN

Arte

BBC radio

TV5 (France)
Deutsche Welle

Radio France International

0% 10% 20% 30% 40% 50% 60%

EuroNews and BBC are the most viewed broadcasting channels,
followed closely by national TV and radio.
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€urActiv  Apart from EurActiv, which other sources of
“® Information do you use concerning EU policies?
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Print, Online, Broadcasting - Integrated

EuroNews (TV)

European Voice (Print)

Financial Times (Print)

BBC (TV)

BBC Online

The Economist (Print)

EUObsener Online

Financial Times Online

CNN (TV)

0% 10% 20% 30% 40% 50%

60%

BBC and Financial Times are valued most in more than one
distribution channel.
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THE ORGANISATIONAL STRUCTRE
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€urActiv  How does your industry organise its network of peopl e
% responsible for European press relations?
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Agroup combining persons 30%
working in Brussels or national .
capitals 45%

Agroup of persons working in 24%
Brussels 19%

m 2007
@ 2006

Agroup of persons working in the

national capitals %

Il Il
©o 9
o

37%

We do not have a communication
network 4%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

The role of “a group working in Brussels” has increased from 19%
to 24%.
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national/local offices?

Concerning the global structure of your organisatio
what is the level of integration between its centra

n,
| and

35%

-

B Moderately centralised

O Decentralised

O Fully centralised

O No opinion/not applicable

At least 44% of organisations are moderately or fully

centralised.
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€urActiv  How do you view the role of your association in a
o global context?
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The Association is a global
association

The Association monitors global
issues and activities but is not an
active participant in the discussion

The Association does not operate in
a global context

The Association aspires to work in a
global context in the next five years

0% 5% 10% 15% 20% 25% 30% 35% 40%
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€urActiv  How do you view the role of your association in a
<¢  global context? (contd.)
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The percentage of associations who monitor global aspects without actively
participating in discussion is 33%. A positive result that shows that the
associations are aware of 2 aspects:

1 - Issues are more and more global and migrate from one continent to another,
the migration applies to regulatory and legislative issues as well as to innovation.

2 - The associations’ members need to be aware of developments of global issue,
even though they might act at local level.

The real surprise is that the global context is not “an issue” for 18% of
associations.

34% of associations considering themselves as being global is more than
expected.
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€urActiv How do you believe that citizens view your
©8 Qrganisation's role?
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2%

10%

B We receive positive feedbacks and
endorsement for our work

O The general public appears to be
disinterested in our policy issues

S7% O We experience a moderate degree

of hostility when proposing our
issues

30%

O We experience a considerable
degree of hostility when proposing
our issues

As expected, 57% of organisations receive positive feedbacks
and endorsement for their work.
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Please indicate up to three priority areas your
organisation is interested in:

Environment

Social and employment issues

Energy

Internal market issues, incl. services and Taxation

Health

Climate change/emissions trading

EU funding & structural funds

Industrial policy

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Main priority areas are Environment, Social & Employment and

Energy.
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EurActiv You may have read in the press about EU subsidies/
.org

. | structural funds such as regional and social projec ts.
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What is your level of information and involvement?
I/we have applied, and are satisfied with the implementation of our | |27%
project
I do not know if this is relevant for my organisation and how to apply | 23%
It could be relevant for my organisation but | assume the procedures | 14%
are too complex
I have not really heard about this | 13%
It could be relevant but is difficult without contacts with the persons
: , | 12%
in charge of the projects/funds
I/'we have applied successfully, but were not satisfied with the :I 7%
implementation
I/we have applied, but not successfully 4%
0% 5% 10% 15% 20% 25% 30%
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€urACt:X Federation Survey Respondents Profile:
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Content:
 Nationality

* Residence

e Age group

e Gender

* Mother tongue

» Working language
o Skills level

e Sector

34
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Nationality

2%

7%

0O EU15: "old" Member
m EU12: "new" Member
m Other in Europe

0O Outside of Europe
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Country of residence

8%

1% 4%

87%

O EU15: "old" Member
m EU12: "new" Member
m Other in Europe

0O Outside of Europe
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Age group

4%

3%

21%

0 25-34
m 35-44
m 45-54
0O 55-65
m 18-24
@ >65
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Gender

50,4%

49,6%

O Female
m Male
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EUFACJF!;’ Mother Tongue
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English
French
German
Dutch

Italian

Greek

other european
Danish
Romanian
Estonian

Spanish

0% 2% 4% 6% 8% 10% 12%  14% 16%  18% 20%
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Working language

7%

67%

O English
m My mother tongue
m Other (please specify)
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What is your level/skills category?

6%

29%

3%

43%

O Middle management (including
experts and journalists)

m Senior management (Dir.Gen.,
Sec.Gen. or similar)
m Employee/Assistant

0O Other (please specify)

m Student/intern
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Dan Luca — EurActiv PR Director Nele Devolder — Kellen Europe Consultant
pr@euractiv.com ndevolder@kelleneurope.com
Office Phone: +32(0) 2 226 58 18 Office Phone: + 32 (0) 2 774 96 10
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