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The stats on social media engagement for advocacy

60% of Hill staffers agree
that accessing information

77% of Hill staffers on social media is an o 43% of Hill staffers rely
consume information from important part of their daily on information found on
organizations’ blogs and work social media to help
websites formulate their opinions
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Sources: National Journal Leadership Council research, 2017; “Social Media Fact Sheet,” Pew Research Center, Feb. 5, 2018.
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For legislators, social media that represents constituents’
clear agendas is influential

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

B Some influence B A lot of influence
A leader or representative of a constituent group 63%0 26%0
Multiple constituents affiliated with a specific group/cause 58%0 29%
The official account of a group that represents constituents 65%0 20%0
Multiple constituents not affiliated with specific group/cause 54%0 27%
A single constituent affiliated with a specific group/cause 63% 620

A single constituent not affiliated with specific group/cause 5500 5%

Social media comments in general 48% 3%

Multiple individuals with unclear constituent status 28%0

A single individual with unclear constituent status 16% 196

Sources: National Journal Leadership Council research, 2017.
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Individual/employee advocacy on social media — and how
regulated industries can reap the benefits

Benefits of individual advocacy on social media Individual advocacy in regulated industries
Employee advocacy, in which an employee Because information exchange is highly
promotes exposure to and interest in an regulated in some industries, like health care
organization or company, is highly effective. and finance, companies often take steps to

abide by the rules on social media

Why?

People trust people more than brands. People

are 16x more likely to read a post from a
friend than from a brand.

Have industry leaders, program
administrators or designated
employees create pre-approved content

Brand messages get re-shared 24 times

more frequently when shared by an employee,
rather than a company/brand.

Establish — and publicize — stringent
requirements around the content that
employees can distribute

Almost 64% of companies with formal _ _ _
employee advocacy programs credit advocacy with Pre-populate social media postings
attracting new business. with consistent, pre-approved

Nearly 86% of employee advocates say information (e.g., a dedicated hashtag)

being involved in social media has positively
impacted their career.

Use technology to ensure all shareable
o images and content contains necessary
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Customers referred by an advocate have a 37%
higher retention rate.

Sources: National Journal research, 2018; Dian Griesel, “Using Social Media To Build Patient Trust,” Clinical Leader, Jun. 29, 2017; “Digital Health: Building Social Confidence in Pharma,” Weber Shandwick research, 2013; Dominique
Jackson, “What Is Employee Advocacy & How Does It Really Work?,” Bambu, May 2, 2017.
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