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The Congressional Management Foundation just Report’s Key Findings:

released their report, Communicating with Congress: ~ gmaIL COMMUNICATIONS

'Dercep tion of Citizen Ad\./OCGC}/ on _Cap itol Hill that 87% of staffers thought email and the Internet have made it easier
surveyed 260 congressional staff in October of 2010  for constituents to become involved in public policy.

about their opinions and practices on constituent Almost all (97%) felt electronic communications have increased
communications including email and social media. the number of constituents who communicate with their offices.
“Since the introduction of the Internet, maintaining that free flow 57% felt ema.lil and the Internet have made Senators and
has been a challenge both for Congress and citizens. Congres- Representatives more accountable to their constituents.

sional offices are overwhelmed with the significant increase in
volume and the diversity of delivery methods used by advocate
organizations. On the other hand, citizens and the advocacy
community have been frustrated by the myriad of technological 41% thought that email and the Internet have increased citizens’
tools utilized by offices to authenticate that actual constituents are ~ understanding of what goes on in Washington.

sending messages, yet result in technological and “user interface”
obstacles to communications,” said the report.

65% thought email and the Internet have reduced the quality of
constituents” messages.

FACE TO FACE IMPACTS UNDECIDED MEMBERS

97% of staffers say constituent visits to the
Washington office and to the district/state
office (94%) have some or a lot of influence
on an undecided Member.

Grow Your Community [

meetings and letters to the editor (80%)

w i th G i ftW 0 rkSTM have some or a lot of influence.

Constituents who make the effort to
personally communicate with their

Fu n d ra iSi n g SOﬁwa re Senators and Representatives—except via

fax—are more influential than lobbyists
and news editors.

CONTENT TRUMPS CHANNELS

Congressional staff says that they weigh
email and postal mail the same but what

Save time by eliminati ng matters most is the content, not the
- - channel. 20% say that messages that are
staff-intensive processes. customized by constituents are much more
. influential than identical form messages.
G .ftW k - Save mo =y with low The report says that constituents can
I Or S cost and a 20% member personalize their messages by discussing
2010| PREMIUM discount the impact of a bill on the state or district,
0CERODD : providing the reasons they support or
S . ith oppose the bill or issue, and providing a
ave your san Ity wit relevant personal story.

easy-to-use features. ADVOCACY CAMPAIGNS

35% agree that advocacy campaigns are
good for democracy.

. 90% agree that responding to constituent
MISSIONrEs€a rCh .CO m/Ct | 8 8 8 -3 2 3 _8 7 6 6 X2 comm%mications ifa highgpriority in their

offices.
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