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who are Connect?

* Political consultancy based in Westminster

* Long history of working with local government

* Help organisations to get their views heard by
politicians from all parties and the
Government




session overview

e the current political context
e getting your message across

e practical tips on working with the new
government and new parliament




POLITICAL CONTEXT




remember before 7 may?

EXIT POLL 326 seats needed to win
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CON LAB = SNP LD PC GRN UKIP OTH
316 239 58 10 4 2 2 19
Predicted Result fRlV [ el GIRVA =y
BlB[C] ,
ELECTION 2015 @ Source: NOP/MORI for BBC/ITV News/SKY News

The exit poll predicts the SNP will be the third largest party in the House of Commons
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political agenda




the political year

new legislative programme unfolds

summer recess

second reading and cttee stages begin

TUC: 14 September

Liberal Democrats: 21 September
Labour: 28 September
Conservatives: 5 October

SNP: 15 October




GETTING YOUR MESSAGE ACROSS




the what, the who, and the how

 what?
o your key messages
e who?
o key stakeholders
o getting the information
o finding the hook
* how?
O securing a meeting
o getting outcomes




the what: your key messages

what are your key NALC
?
MESSages: MANIFEST®

what arguments have
the most impact?

are there different

messages for different
audiences? COMMUNITIES IN CONTROL

what is the outcome?




know your “elevator speech”

* Have in your mind
your three key points
you would make if you
have the attention of
a key stakeholder for a
short time




the who?

identifying and prioritising

find means
to engage

categorising your
stakeholders

o supporters and opponents

o level of influence
O engagement

where to find the right

information
0000000&




stakeholder checklist

Once you have identified an individual you wish to engage ask
yourself the following:

 why is it in my organisation’s interest to meet this
stakeholder?

* what intelligence have | gathered about this stakeholder?
* what motivates them most of all?

* have we engaged this stakeholder before?

* how does the stakeholder see us?

 what information do they want from us?

 when would be the ideal time to engage this stakeholder?
 what can | hope to achieve from this engagement?
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the how: starting a dialogue

1 Aoty Fom

* Keep your points brief (no

London N1 4HS

M3 Shami Chakrabarti CBE
¢ 020 7248 7373

more than one page) '
* Focus immediately on the area

yO u r St a ke I l O | d e r pariiament and amongst the media, NGOs and think | tanks Yhe resuits of thve Interviews will be
collated and analysed and will inform our strategy
Over the next few years. This is the first time we have (o«am-o an exercise on this scale and your
participation will make a significant contribution

audit that the Howard League is
ively we operate as an organisation. Your
would be extremely grateful if you could

1 am writing to you to invite you to take part in & percep
currently undertaking in orcer for us to assess how efy

The survey consists of a brief interview which will be conducted by our 'm-uh partner,

All views expressed in interviews will be treated in complete confidencs — the answers you offer in
this survey will never be published

y We appreciate that time is st 3 premium for you and we would like to organise a time for you to be
at your e you are willing 10 take part in this survey we will arrange
com) to contact you or your office directly 1o arrange a time to

for Charles Pitt (cpitt @repuiation
speak to you. Charies is hapoy to meet you in person to conduct the interview or to speak to you by

telephone if you prefer. We will also be happy to arrange calls and meetings outside of normal office

| | [] l [] | [] f I [] [ I |
hours if that works best for you.
As you will be aware, the Howard League for Penal Reform is an organiation committed (o working

for a safer society in which fewer people are victims of crime and in which offenders are properly

much hope you will be able

rehabilitated. Given your personal commitment to this agenda we ve:

separately as an appendix BEEEST

A A 1 \ g

* Personally top and tail each e
letter — and include a hand-

written greeting

* Sign off by saying you will be

following up.
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e contact via email
o understand the office

* meetings in House of
Commons

o timing -
o location
= 11!
e clear asks | MJWIII i1
o EDMs “ 'gn’

o Written Questions
o debates




engaging with new ministers

engage at the right level

link to policy
responsibilities

contact via private office
offer a visit

use supporting evidence
special advisers
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Our call:

Decent. affordable public transport
can make all the difference for

older people. providing a vital link
between their friends, family and local
community, and enabling them to
retain their

Darlington and Southend now spend
nothing at all on public transport.

This has resulted in a significant
reduction in the availability of

10 million older people in England
now own a concessionary bus pass
and the scheme has been universally
welcomed. Figures from the Campaign
for Better Transport show that the
average concessionary bus pass is
used over a 100 times a year, with

the poorest pensioners using their
bus pass the most. Crucially, for every
£1 of public money spent on the
scheme, £1.50 of economic activity is
generated.

However, the difficult economic
climate has taken its toll on local

bus markets, with cuts reducing the
number of services available. Some
local authorities such as Hartlepool,

y bus services for
older people. There are growing
concerns about poor frequency of
daytime services in rural and more
isolated areas. as well as vastly
reduced services in the evenings and
weekends. In short, there is no point in
having a bus pass if there are no buses
touseiton.

Cutting services and reducing
spending is a shortsighted approach.
It risks isolating older people in their
communities and restricting their
ability to contribute positively. whether
that be reaching parttime employment
opportunities, providing childcare for
grandchildren or spending their well-
earned retirement income in local high
street shops.

manifesto




keep it brief

* be brief and get
to the point

* stick to the brief
— especially if an
agenda has been
agreed ahead of
the meeting

SAY T WITH
3 SNAly

\

Long-winded Talkers

waste time

—for themselves

~for those who listen
When you have something to say-



following up

establish actions | l
make a note of your meeting

right away Dont Forget To Follow
send a note to your p!

stakeholder’s office thanking
them and confirming actions.
identify a “points

person” (e.g. the chief of

staff) who you can check in
with more frequently.




CAMPAIGNING




use your strength

9,000 local councils

80,000 local
councillors

25,000 staff

Annual expenditure
of £1 bn




use a :
Il available tool
S

DAILY: EXPF
JAILY, EXPRESS e B
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what will this achieve?

change policy and priorities
raise profile of people/issues/local council
manage and motivate people

manage and build your reputation and
recognition of your work

extend your network

generate positive relationships — with
stakeholders, partners, media




aconnectcommunications

Laura Blake
|.blake@connectpa.co.uk
0207222 3533




