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Every moment of 
every day technol-
ogy is changing how 
we live our lives, 

how we work in a global 
economy and how we com-
municate with others. These 
changes also are having a 
significant impact on the leg-
islative process. With newer, 
more sophisticated forms of 
Internet and social media 
campaigns being developed, 
the playing field for grass-
roots advocacy has taken 
on a much different look. 
Thousands of groups at the 
local, state and national level 
are employing technology 
driven grassroots campaigns 
designed to spread their 
message like wildfire. 

Better technology is 
providing organizations with 
more opportunities than ever 
before. As, Rob Engstrom, 
vice president, political 
affairs and federation rela-
tions for the U.S. Chamber of 
Commerce, says, “It makes 
an organization smarter, 

faster and better able to 
serve its constituents if used 
effectively.

“Today’s technology is 
more cost effective and 
provides better service.”

At a time when having 
a strong message is just 
as important as getting 
the message out quickly, 
organizations and advocacy 
campaigns are competing 
daily to implement the best 
strategy. While the debate 
over quantity vs. quality 
wages on (in terms of mes-
saging and outreach), there 
is no denying participation is 
on the rise.

In fact, the explosion of 
technology has given the 
U.S. Chamber the ability to 
deliver the right message 
to the right people at the 
right time. “That is a game 
changer,” Engstrom says. 
“In 2008, our members 
sent 40,000 messages to 
lawmakers, in 2009 we sent 
1.2 million messages and 
in 2010 we’ve already sent 

700,000.” Clearly today’s 
tools are bringing grassroots 
advocacy to the masses in a 
way never seen before. 

In the past, grassroots 
advocacy was all about 
writing letters or setting up 
a telephone tree in which 
advocates called on other 
advocates to participate in 
the process. Even though 
those techniques are still 
employed, they are done 
so as part of a much larger, 
complex network of strate-
gies aimed at getting as 
many people involved in the 
process as possible.

Bringing thousands or 
even millions of people into 
the mix is easier than ever, 
but it is still important to 
remember the weight a face-
to-face meeting can carry. 
Chad Mitchell, director of 
digital advocacy and digital 
outreach for Wal-Mart 
believes, “Technology can be 
your friend and can organize 
people much more quickly, 
but don’t rely solely on tech-
nology—offline, face-to-face 
advocacy is essential.”  

According to Mitchell, 
strong support from those 
who best understand your 
message coupled with a 
groundswell of advocates is 
the best formula for success. 
Engstrom agrees. “If the 
strategy is integrated with 
a broader plan—meetings, 
calls, letters, effective lob-
bying—it’s very successful.” 
This is precisely how the 
Ohio Chamber of Commerce 
participated in the national 
health care reform debate in 
2009 and 2010.

As thousands of Ohio 
employers and employees 
were contacting their elected 
officials in Washington, the 
Ohio Chamber organized 
several additional outreach 
efforts. The easiest form 
of communicating with 
lawmakers was by e-mail, 
but the grassroots campaign 
didn’t end there.

Many advocates called 
their members of Congress to 
discuss health care or wrote 
personal letters detailing 
the impact the reform would 
have on their business. 
Finally, those wanting to 
get the most involved in the 
process participated in a 
health care fly-in to Wash-
ington D.C. Ohio was able to 
organize the largest group 
from any state and those in 
attendance had an opportu-
nity to meet in congressional 
offices on Capitol Hill. As you 
can see, people want to get 
involved in different ways, 
but what does that mean 
moving forward? 

Technology’s impact on 
our lives is simply immea-
surable—even in the world 
of grassroots advocacy. 
Not only is the playing field 
changing, but the rules we 
play by have been drasti-
cally altered. E-mail, texting, 
Facebook and Twitter are all 
part of an ever expanding ad-
vocacy world and everyone 
wants to be involved. The 
trick is finding out if they 
prefer a keyboard or a smart 
phone, Facebook or Twitter 
because at the end of the day, 
you just have to get them in 
the game.  

Technology Changes the Grassroots  
Playing Field
By Chris Brock, Manager, Grassroots Advocacy
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By Lisa Murton-Beets

Looking for a cost-
effective way to 
expand your reach 
quickly? Something 

that will help level the 
playing field with your com-
petitors who may have more 
time and money to spend on 
expensive advertising and 
marketing campaigns? Look 
no further than social media.

“The beauty of social 
media is that you can launch 
a campaign that costs almost 
nothing besides time and 
creativity and have it be more 
successful than an expensive 
advertising campaign,” says 
Katie Herbst, senior market-
ing communications special-
ist, Westfield Insurance, 
Westfield Center, Ohio.

Westfield began looking at 
social media about three years 
ago as a way to expand its 
brand and share information 
with customers and prospects 
and help its agents do the 
same. “At the time, it was a 
trend, but now it’s the way the 
world works,” Herbst says.

Today, Westfield has four 

Social Media Rising Stars
corporate blogs, each with a 
specific niche market focus. 
The company also is active 
on Facebook, LinkedIn, 
and Twitter, and is moving 
forward with video.

“At the most basic level, 
businesses must start 
listening to the conversations 
taking place online,” Herbst 
says. “This has become a 
crucial component of reputa-
tion management for any 
organization.”

Listening is exactly what 
Hondros College, Westerville, 
Ohio, started doing about 12 
months ago when it entered 
the world of social media.

“We started off slowly,” 
says Dave Evangelisti, vice 
president. “During phase one 
of our social media strategy, 
we just got out there and 
started listening to our 
students. Social networking 
is how they like to communi-
cate. Sites like Facebook and 
Twitter are the places where 
they’re sharing their experi-
ences, both good and bad.”

Hondros also launched 
a blog early on. “We found 
blogging to be a good starting 

point because we were able to 
direct readers to our Face-
book and Twitter sites, which 
we are continuing to grow and 
develop,” Evangelisti adds.

Like Hondros, Westfield 
found that blogging was a 
good place to start. Today, 
the company has many 
enthusiastic employees 
blogging in their individual 
areas of expertise. “They 
are not professional writers, 
but we’ve trained them to 
be as authentic as possible,” 
Herbst says. “One of my most 
pleasant surprises during 
this process has been how 
passionately our employees 
have embraced our social 
media efforts.”

Branching out
Now that Hondros College 
has moved through phase 
one of its social marketing 
strategy, content has become 
the next focus area. “The 
content has to be valuable,” 
Evangelisti says. “The last 
thing we want to be is an 
overburdening marketing 
machine. You see way too 
many companies these days 

just blasting out marketing 
messages over and over. 
Getting the content right 
is always going to be an 
ongoing challenge.”

Evangelisti recently added 
a full-time marketing person 
to his staff to oversee the 
social media effort. “You have 
to have someone who will 
own the process – someone 
who has the time and focus. 
There is so much out there to 
keep track of and things are 
changing all the time.”

Smaller companies that 
don’t have a lot of resources 
can take a bite size approach. 
“There is no need to rush 
into new social networking 
sites or campaigns,” Herbst 
says. “Start slowly, with 
one area, and continue to 
cultivate your presence and 
relationships there before 
moving forward. Continue 
to experiment and grow as 
you branch out into different 
areas.”  

Manufacturing Network 
of Innovation, where the 
state’s Industry and Edison 
Centers will partner with 
the Ohio Board of Regents to 
foster collaboration between 
companies and the deep 
resources of the University 
System of Ohio. 

Hope
Irresistible forces require a 
manufacturing renaissance in 
the Midwest to address high 
energy/transportation costs, 
the un-sustainability of the 
trade imbalance as well as the 
need for local manufacturing 
to keep up with accelerating 
market dynamics. Local, state 
and federal agencies have 
begun to recognize this fact, 
and important programs are 
in place and growing at each 
of these levels. The Obama 
administration has developed 
a thoughtful framework for a 
national policy on manufac-

turing; Ohio’s Third Frontier 
program and Edison Centers 
are the envy of other regions; 
and new initiatives, such as 
OMINI and the Ohio Manu-
facturing Institute (OMI), also 
have been designed to address 
crucial issues. OMI was estab-
lished to help Ohio manu-
facturers find, improve or 
develop technologies to grow 
their businesses. The institute 
has some local expertise and 
facilities from its base at The 
Ohio State University, but 
will commonly make referrals 
to other groups. Information 
on OMI is available at http://

omi.osu.edu and inquires can 
be made at omi-requests@
osu.edu. 

With some coordinated 
effort, and engagement of all 
our local strengths, Mid-
western manufacturing can 
overcome serious challenges 
and again be a global leader 
and strong contributor to 
local wealth and employ-
ment. However if we do 
not face our competitive 
challenges squarely, we are 
destined to suffer a reduced 
standard of living. 
To read the full article, visit 
http://omi.osu.edu.  

Manufacturing:  
Essential to  
Our Well-Being  
and Under Threat
continued from page 5
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chambeR champions

Silver
grand River Rubber & plastics 
squire, sanders & Dempsey LLp 

Bronze
altria client services, inc. 
columbia gas of ohio 
compmanagement, inc. 
crown holdings, inc. 
Duke energy 
eisai, inc.
Fast Fingerprints
hondros college of nursing 

humana 
Keycorp 
ohio magazine 
plante & moran, pLLc

Medallion
ashbrook center for public 
   affairs 
brightcastle ventures LLc 
chamber of commerce 
   executives of ohio  (cceo)
continental airlines 
council of smaller enterprises 
Dawson companies 
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Delta Dental of ohio 
Fedex corporation 
heritage Wti 
Lagos & Lagos LLp 
park national bank 
procter & gamble 
Reliable Staffing Services LLC 
sZD Whiteboard 
shakerland Farms 
the University of akron
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Social Media and Political Campaigns
By Merle Madrid, Manager, Political and Candidate Education (P.a.C.E.)

In 1948, when President 
Harry Truman held 
a copy of the Chicago 
Daily Tribune over his 

head, the front page embla-
zoned with the headline, 
“Dewey Defeats Truman,” 
an iconic American image 
was born. Today, that image 
would likely be captured 
on Twitter as something 
like: @PresTruman R U 
sure about that? RT @
ChiDailyTrib Dewey Defeats 
Truman #election48. If 
that makes sense to you, 
you’re among the growing 
number of Americans using 
Twitter. If not, while you’re 
certainly not alone, you’re 
part of a shrinking number 
of social media holdouts. 
As social media platforms 
continue to weave their way 
into the fabric of our daily 
lives, political campaigns 
and many politicians are at 
the forefront of these new 
avenues for communication 
and message dissemination.

Social media outlets like 
Twitter, Facebook, YouTube 
and other emerging platforms 
are rapidly expanding the 
playing field for political 
communication. What was 
once a bumper sticker is now 
a Facebook profile picture. 
What a candidate used to 
tell an audience of 40 people 
over rubber chicken and 
mashed potatoes can now be 
broadcast around the world 
on YouTube.

To be sure, social media 
outlets are now used by 
campaigns to perform many 
tasks they’ve always needed 
to do, but with greater 
efficiency. A decade ago, time 
and energy went into placing 

telephone calls or gathering 
e-mail addresses to round up 
volunteers for a grassroots 
effort. Today, a call to action 
goes out to all of a candidate’s 
friends and followers on 
Facebook through one click of 
the mouse.

Further, with any cam-
paign, the fundraising never 
ends. And in the area of 
online campaign contribu-
tions, this year every major 
candidate in Ohio is set up to 
solicit and accept donations 
on his or her website. On 
the heels of his better-than-
expected finish in the 2004 
Democratic Iowa caucus, 
Howard Dean became a trail-
blazer for online campaign 
cash, racking up thousands 
of often small contributions, 
a practice that was perfected 
by President Obama’s 2008 
campaign. (I would be remiss 
not to mention that the Ohio 
Chamber of Commerce PAC 
is set up to receive contribu-
tions through our website.) 
In 2010, a company called 
BlueSwarm is poised to take 
the connection between 
online political contribu-
tions, social media and 
campaign organization to 
the next level. This software, 
which is being used by 
numerous candidates around 
the country, including 
Ohioan Rob Portman, will 
not only allow individuals to 
make their own donations 
online, but it will allow them 
to become part of the cam-
paign by soliciting contribu-
tions for the candidates they 
support from their social 
networks.

Beyond traditional 
campaign missions like 

grassroots and fundraising, 
social media platforms 
also have opened up a new 
avenue of direct communica-
tion between candidates and 
voters. In the traditional 
media model, a candidate 
holds a press conference, 
answers reporters’ questions 
and the reporters, in turn, 
solicit a comment from the 
candidate’s opponent and 
then present both sides in an 
unbiased piece of journalism. 
Today candidates are speak-
ing directly to voters without 
any filters at all, and are 
receiving feedback directly 
from the voters. While the 
president is still the only 
politician who can command 
coverage from all the televi-
sion networks, any politician 
(or anyone at all, for that 
matter) with a webcam and 
a microphone can address 
the entire Internet over 
YouTube.

Of course, all of this is 
not without some risk for 
campaigns. For instance, 
in the increasingly conten-
tious Ohio governor’s race, 

both incumbent Democrat 
Ted Strickland’s camp and 
Republican challenger John 
Kasich’s supporters have 
capitalized on the power of 
Twitter and the Web to frame 
each other in a negative light. 
Kasich’s “Turnaround Ted” 
and Strickland’s “Kasich 
Facts” both provide informa-
tion about each candidate, 
though it’s certainly not the 
same information (or at least 
it’s not presented in the same 
context), as each respective 
campaign would endorse.

On the whole, social media 
is used by both campaigns 
and voters to increase access 
at virtually no cost. And 
access is a two-way street. 
For campaigns, the ability to 
contact supporters, contribu-
tors and voters directly is 
more efficient and effective. 
For voters, the opportunity to 
question and scrutinize politi-
cians is never more than a few 
clicks away. Harry Truman, 
though, might wisely remind 
us to consider the source and 
read each headline with a 
degree of skepticism. 
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Lower Your Credit Card Processing Costs
The Ohio Chamber has negotiated discount credit card 
processing rates for its members.  All members can qualify for 
guaranteed low rates and instant approval to take credit cards.  No 
equipment is needed and it does not matter how much you process.

•  Low, Wholesale Processing Rates
•  Easy fast, simple set up  
•  Free Comprehensive Cost Analysis 
•  No Service Interruption 
•  No Equipment Purchase Required
•  End Trips to the Bank by Converting 
    Checks into Electronic Deposits
•  Toll-free Customer Support 24/7 
                           - PLUS - 
•  Automated Recurring Credit Card or Check         
    Processing for Patients on a Payment Plan!

If you currently take credit cards, fax your credit card 
processing statement to (678) 829-0517 to lower 
your payment processing costs today or call (877) 
726-7017 to receive your free cost analysis!

Guaranteed Member Benefits


