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Our methodology

* 63 newly elected MEPs participated in online survey

-

8 political groups

o

OEPP
BALDE
Os&D
OECR
BEFD
BGreens

B non attached

BGUE-NGL /

WEBER SHANDWICK
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21 Member States

BFrance
BuUK
BRomania
BPoland
B Spain
BHungary
BBelgium
BSweden
BSlovenia
B S|ovakia
B Portugal
BThe Netherlandp
8| ithuania
Bl atvia
BGreece
BFinland
B Denmark
B Cyprus
BBulgaria

N i

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009
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The results - Influence of social media
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Using social media to engage with policy stakeholders

51% of new MEPs use social media to engage with
policy stakeholders to a moderate or great extent

O To a great extent

m To a moderate extent

B To a small extent

E Not at all

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009



INIFINE
Using social media to engage with constituents

63% of newly elected MEPs use social media when
engaging with their constituents

O To a great extent

m To a moderate extent

B To a small extent

m Not at all

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009
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Influence of social media on new MEPS

Social media is either very or somewhat influential for
36% of new MEPs when forming opinions on policy areas

O Very influential
B Somewhat influential
B A little influential

B Not at all influential

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009
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Trust In social media

The majority of new MEPs (62%) do not believe what they
read in online forums and social networking sites until they
have checked the facts in the mainstream traditional media

B MEPs who check facts before believing
online forums and social media

B MEPs who did not have a strong bias

B MEPs who believe online forums and
social media without checking the facts

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009
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The results - Influence of other sources
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Influence of industry communications

47% of new MEPs said that information from companies or
Industry associations was either somewhat or very influential

O Very influential
B Somewhat influential
B A little influential

B Not at all influential

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009



Influence of traditional media

84% of new MEPs are very
or somewhat influenced by

national print media . |
B Very influential

B Somewhat
influential

B A little
influential

B Not at all

81% of new MEPs are very influential

or somewhat influenced by
broadcast media

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009



Influence of specialist EU media =

Specialised EU media is very or somewhat influential
for 54% of newly elected MEPs

B Very influential
B Somewhat influential
B A little influential

B Not at all influential

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009
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Influence of NGOs

68% of newly elected MEPs find NGOs a somewhat or
very influential source of information

O Very influential
B Somewhat influential
B A little influential

B Not at all influential

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009



Influence of Think Tanks

57% of newly elected MEPs find Think Tanks a
somewhat or very influential source of information

OVery influential
13%
B Somewhat influential

B A little influential

B Not at all influential

WEBER SHANDWICK

Source: Weber Shandwick Inline Communications Survey, 63 new MEPs, September 2009
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INLINE Profile: New MEPs

Social media
> Expertsi li
Company corporate pe SII'; 2& icy areas
information
7%

Industry bodies
8%
Colleagues
14%
Specialist EU-focused
media
8%
Thms;l‘:nks National print media

13%

NGOs
10% Broadcast media
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E u ro p e a N Advgt;ising IlNIL IINIE .
Profile  worrado

programmes
9%

Online advocacy
26%

Brand website

1%
Magazine or
newspaper arlicies Friends and family s
12% =
20% z
e
z
Shop staff >
13% 2
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Source: Weber Shandwick Inline Communications Survey, 4,692 adults, July 2009



UK Voters NIEIIVE

Thinking about the upcoming general election, how influential is each of the following
sources in helping you make your voting decision?

Blogs and
social networks; 5%

Official party websites or viral
advertising; 7%

National TV news and current
affairs programmes; 18%

Party canvassers and leaflets
delivered to your door; 7%

Party political broadcasts on
TV and radio, or party political

advertising; 10% ational newspapers and

magazines; 14%

People you know, such as
friends, family and

colleagues; 12% Local newspapers, TV and

radio; 14%

News websites; 13%

Source: Weber Shandwick UK Voting Survey, 1,017 UK adults, August 2009
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