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Priority Issue Campaign Approach

Shape the narrative:  
Message research, 
Brand reputation 

Direct advocacy:
elected officials and

regulators

Earned media: 
reporters, 

editorial boards 

Paid media:
Print, radio and 
digital advertising

Third‐party engagement:
Amplify the message

Grassroots & 
Membership 
Activation



Case Study: RURAL Act
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RURAL Act Campaign 



Case Study:  RURAL Act

• August 1  88 House Cosponsors,  19 Senate Cosponsors

***   Coordinated Campaign Initiated  ****

• December 15  311 House Cosponsors, 57 Senate Cosponsors

ENACTMENT



Case Study:  RURAL Act

311 House Cosponsors

267 of them received ACRE Contributions



Campaign Tools
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Membership value:  
brand story

Message research

Grasstops/validator
amplification

Media outreach:
local & national

Policy & Political
Engagement

Membership
activation

Campaign Tools

Digital & social tools

Advertising



Social Media—NRECA and Action.Coop
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YLC post on Instagram



Grassroots  Today

Current Database ≈ 200,000

ACRE Donors ≈ 36,000

RURAL Act Messages Sent ≈ 27,000

* RURAL Act data as of November 25th



Grassroots  Opportunity

Managers and Directors ≈ 6,000

 Co-op Employees ≈ 70,000

 Consumer–Members ≈ 42,000,000

Capture Every Household on a Co-op Line



Grassroots  Strategies Forward

Build & Connect 

Educate & Engage

Motivate

Activate



The Risk of Being Complacent
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Survey:  NRECA’s  Reputa t ion  Among DC 
Pol icymakers  Cont inues  to  Grow

Washington Reputation
Comparison to All Associations Studied

Individual Associations

The Washington Policy Brand Index is a combination of scores on the four distinct 
measures of policy brand: Credibility, Access, Influence, and Engagement.

NRECA
Other Energy Association
Renewable Energy Association

2018 - 2019
From 13th to 6th

2017-2018
From 22nd to 13th
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Messaging  on  Rura l  Economies  St rengthens  
NRECA’s  Overa l l  Representa t ion
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Member Representation
Comparison to All Associations Studied

Individual Assns

“Speaks and engages from an industry-wide perspective, 
and/or credibly represents its members’ interests and views”

NRECA
Other Energy Assn
Renewable Energy AssnNRECA 2019

4th/48
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Th is  Focus on Rura l  Economies  Is  Why NRECA 
Cont inues  to  See  Suppor t  f rom Both  Par t ies

35

55

75

2018 2019

Washington Reputation
NRECA’s Scores Over Time by Party

↑ 3.5

↑ 3.1



THE DECLINE IN EFFECTIVENESS

Overall Federal Effectiveness Over Time

Overall Federal Effectiveness: Your organization’s long‐term reputation in Washington and 
“brand” among the policymaking audience is based on four specific measures. 

Food and Bev

Oil and Gas

Telecom

Tech

Banks

Energy/Utilities
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2016 2017 2018 2019

Food and Bev Oil and Gas Telecom Tech Banks Energy/Utilities



THE RISK: TECH HAS BEEN CEDING GROUND TO OTHER 
INDUSTRIES FOR THE LAST TWO YEARS

Industry Average – Washington Reputation
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Questions and Discussion


