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More than any era in the past 75 years, this is a time of change, a force 

sweeping our economy and vernacular with unprecedented energy 

ŦƻƭƭƻǿƛƴƎ tǊŜǎƛŘŜƴǘ hōŀƳŀΩǎ ƘƛǎǘƻǊƛŎ ŜƭŜŎǘƛƻƴ ŀƴŘ ǘƘŜ ǳƴǇŀǊŀƭƭŜƭŜŘ Ǝƭƻōŀƭ 

economic decline.  The federal government is casting its largesse and its 

constraints on every peak and valley of the economic landscape, and 

technology innovators and their public relations practitioners now must 

learn to operate in this new environment. 

 

While the administration has sought to initiate an ambitious agenda to 

resolve longstanding inequities in America (both real and perceived, 

ŘŜǇŜƴŘƛƴƎ ƻƴ ƻƴŜΩǎ ǾƛŜǿǇƻƛƴǘύΣ ƛǘǎ ōƭǳŜǇǊƛƴǘ Ƙŀǎ ōŜŜƴ ƭŀǊƎŜƭȅ 

overshadowed by the meltdown of the interrelated housing, credit and 

banking markets, which only now are showing signs of having touched 

bottom.  To address these challenges, the president and the new Congress 

put forward extraordinary legislation in their first 100 days, notably the 

$750 billion economic stimulus plan; a $450 billion funding bill; a 2010 $3.4 

trillion budget; and a host of executive orders and re-vamped labor, energy 

and environmental regulations. 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 



 

 

 

 
A common thread running through all of these initiatives is a U.S. 

government increasingly willing to be an activist player in economic 

markets.  Both the president and Congress have signaled a clear intent to 

drive change in technologies and behavior in ways that they determine to 

be appropriate and/or necessary. 

 

What this means is that normal market choices by consumers and 

businesses will be even more influenced and, in some cases, mandated by 

federal government policy.  Kevin Book, a former analyst at FBR Capital 

Markets, was quoted in The Hill όпκоκлфύ ŀǎ ƻōǎŜǊǾƛƴƎΣ ά²ŀǎƘƛƴƎǘƻƴΩǎ 

importance to the business community has grown as it takes a larger role 

in the economy through the massive stimulus bill and efforts to rescue the 

financial services and automobile sectors.  Now D.C. is seen as a way to be 

ǎǳŎŎŜǎǎŦǳƭΦέ  tǳōƭƛŎ ǊŜƭŀǘƛƻƴǎ ǇǊŀŎǘƛǘƛƻƴŜǊǎ ǿƘƻ Řƻ ƴƻǘ ǎǘŜǇ ƻƴǘƻ ǘƘƛǎ ǇŀǘƘ 

to success as participants, or at the very least as diligent observers, are 

certain to be outpaced by competitors. 
   

Lisa Vallee-Smith, CEO of Airfoil Public Relations, ŀǊƎǳŜǎ ǘƘŀǘ άώǘϐƘƛǎ 

Administration clearly intends to use the budget process to make sure the 

economy that emerges from this recession is operating under a different 

paradigm. Details are less important at this point; the goal is to put stakes 

ƛƴ ǘƘŜ ƎǊƻǳƴŘΦέ  !ǎ ŀ ǊŜǎǳƭǘΣ ƴƻ ƭƻƴƎŜǊ Ŏŀƴ ƛƴƴƻǾŀǘƻǊǎ ŀƴŘ ǘƘŜƛǊ ƳŀǊƪŜǘŜǊǎ 

rely on just market forces to determine whether their efforts will be 

adopted by consumers, both personal and business.  Ignorance of 

governmental policy trends will lead to missed opportunities and wasted 

investment. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A common thread running 
through all of these initiatives is a 
U.S. government increasingly 
willing to be an activist player in 
economic markets.   



 

 

 

 
For technology-centered innovators, these changes signal a brave new 

ǿƻǊƭŘΦ  ά¢ƘŜ ǿƻǊƭŘ ŎƘŀƴƎŜŘ ȅŜǎǘŜǊŘŀy at 1 pm MT," Steve Lieber, president 

of the Health Information Management Systems Society (HIMSS), stated 

on February 18, one day after President Obama signed  

the stimulus plan into law.  These new times, Lieber said, "will require our 

vendor community to react a little bit differently and change business 

practices."  Added Scott Friedlander, president and chief operating officer 

of GTSI Corp, in Washington TechnologyΣ άLŦ ȅƻǳΩǊŜ ƛƴ ǘƘƛǎ ƳŀǊƪŜǘ ŀƴŘ 

ȅƻǳΩǊŜ ƴƻǘ ƭƻƻƪƛƴƎ ŀǘ ǘƘŜ ώōƛƭƭƛƻƴǎ ƻŦ ŘƻƭƭŀǊǎ ƛƴ ǘƘŜ ŜŎonomic stimulus 

ǇŀŎƪŀƎŜϐΣ ȅƻǳΩǊŜ ƳƛǎǎƛƴƎ ŀ ǾŜǊȅ ƭƻƎƛŎŀƭ ƻǇǇƻǊǘǳƴƛǘȅΣ ŀǊŜƴΩǘ ȅƻǳΚέ  

 

According to estimates by the IDC research firm, approximately $101.2 

billion in spending will be generated over the next five years in both 

information technology and non-IT technologies as they relate to energy, 

government and healthcare for such developments as smart meters, in-

home display devices, energy management systems, and renewable energy 

technologies surrounding wind and solar power.  This spending estimate 

includes both direct government spending and spinoff private-sector 

spending.  (Industry Insights, March, 2009: Business Strategy: Capturing 

Your Share of the American Recovery and Reinvestment Act)  IDC 

summarized its view of the direct and spinoff technology spending as a 

result of the American Recovery and Reinvestment Act (ARRA) as follows: 

 

Å Energy: $40 billion allocated by the ARRA, resulting in approximately 

$77.6 billion in overall energy technology spending, primarily related 

to an intelligent grid, renewable energy and energy efficiency 

Å Health: $21.1 billion in direct ARRA spending, with the largest portion 

concentrated on promoting deployment and usage of electronic 

medical and electronic health records, including incentive payments to 

physicians who implement and use these tools. Additional funds will 

be steered to technology solutions that measure the comparative 

effectiveness of programs and clinical intelligence solutions. 

Å Government: ARRA will provide approximately $2.5 billion in 

technology funding to federal agencies for new and existing programs, 

including allocations for the Social Security Administration, the 

Department of State, and the Department of Homeland Security. 

 

 

 

 

 
 



 

 
 
 
Yet, business owners must realize that the federal government is not an 

ATM. There is no cash window to approach to scoop up your piece of the 

stimulus pie.  Much of the funds will be consumed by government 

operations, including federal, state and local programs.  With respect to 

those funds actually distributed to private citizens or companies,  

recipients will have to compete for contracts at the state level to 

implement a large proportion of the federal recovery and reinvestment 

objectives. In addition, as calculated by IDC, a substantial proportion of the 

stimulus will be indirect dollars created by economic activity resulting from 

the federal spending. Accordingly, those who position themselves most 

effectively to communicate their capabilities and competitive advantages 

relative to these activities may prove to be the largest beneficiaries.    

Research by Airfoil Public Relations, however, indicates that the majority of 

IT providers have a long way to go in their communications efforts if they 

expect to take advantage of available funds. 

 
According to data collected in a poll of IT public relations and technology 

professionals conducted by Airfoil in March, 2009, 97% of 

respondents say they are somewhat or very knowledgeable 

about the economic   stimulus legislation, with 50% having a 

positive view of its enactment and 37% having a negative view.  

The same survey revealed that over three quarters of 

respondents were only somewhat knowledgeable about the 

details of the legislation.  These responses are consistent with 

other surveys and observations concluding that, while 

companies express a significant interest in becoming a 

recipient of this unprecedented flood of cash, there is also a 

general lack of knowledge on what is being funded and/or how 

to access the cash.   

 

Interestingly however, according to the Airfoil survey, a 

majority of respondents τ 62% -- are not intending to elevate 

their overall communications efforts in response.  And 68% 

indicated they will not be working to improve the quality of 

their communications in competitive bidding   documents to 

take better advantage of stimulus-generated  opportunities. 

Such a strategy could prove fatal to any organization seeking 

stimulus-related funds.  

 

 

 

 



 

 

 

 
Although these funds may take time to actually begin reaching intended 

recipients, any technology provider without a strategy to take advantage 

of them may well find itself behind schedule already.  Both the buyer and 

vendor communities need to understand this. Traditional public relations 

and marketing-communications strategies can no longer operate in a 

vacuum that excludes a public affairs strategy.  To be successful, customer 

messaging cannot be disconnected from public-sector outreach and 

intelligence.   

 

Experienced recipients of federal dollars, such as government contractors, 

are actively crafting strategies and developing tactics to secure their fair 

share of these funds.  Organizations not familiar with the public sector, 

particularly emerging technology innovators, are advised to seek guidance 

from public affairs professionals on how they should best engage with the 

government and/or plan the best business strategies to capture this 

significant opportunity.   

 

According to Washington Technology, Cisco Systems, Inc. is one example of 

a company that has established a program management 

office dedicated to the stimulus package. Bruce Klein, the 

ŎƻƳǇŀƴȅΩǎ ǎŜƴƛƻǊ ǾƛŎŜ ǇǊŜǎƛŘŜƴǘ ŦƻǊ ǘƘŜ ¦Φ{Φ ǇǳōƭƛŎ ǎŜŎǘƻǊΣ Ƙŀǎ 

developed programs around the ARRA and is exploring 

άǿƘŜǊŜ /ƛǎŎƻ Ŏŀƴ Ǉƭŀȅ ŀ ǊƻƭŜ ŀƴŘ ǿƘŀǘ ǾŀƭǳŜ ǿŜ Ŏŀƴ ōǊƛƴƎΦέ  

Cisco officials believe that network technologies τ one of 

their principal markets τ will play a major part in many of 

the stimulus initiatives. 

 

¶ At GTSI, a large federal reseller, officials have beefed up 

ǘƘŜ ŎƻƳǇŀƴȅΩǎ ōƛŘǎ ŀƴŘ ǇǊƻǇƻǎŀƭǎ ƻŦŦƛŎŜΦ ά²ŜΩǾŜ ōŜŜƴ 

hiring for the better part of four months in preparation 

ŦƻǊ ǘƘŜ ŜŎƻƴƻƳƛŎ ǎǘƛƳǳƭǳǎΣέ CǊƛŜŘƭŀƴŘŜǊ ǎŀƛŘΦ ά.ŜŎŀǳǎŜ 

infrastructure is a core capability of ours, it all makes 

ǎŜƴǎŜΦέ 

¶ Contractors will need to react quickly when agencies 

issue requests for proposals.  According to a white paper      

on the stimulus package by the Professional Services  

                Council, companies will have an unusually short period of 

                time to submit well-constructed proposals. For instance, 

                in  Pennsylvania, contractors bidding for work will have    

                30 days to respond to RFPs instead of the typical 90 days.  

 

 

 

Traditional public 
relations and marketing- 
communications 
strategies no longer can 
operate in a vacuum that 
excludes a public affairs 
strategy. 



 

 

 

 
Å In Washington Technology, Scott Friedlander of GTSI said he 

expects an average turnaround time of about 90 days from RFP 

ǘƻ ŀǿŀǊŘΦ ά¢ƘŀǘΩǎ ŀ ǊŜƭŀǘƛǾŜƭȅ ǎƘƻrt window to make sure  

ǘƘŀǘ ǎƻƭǳǘƛƻƴǎ ŀǊŜ ŘŜŦƛƴŜŘΣέ ƘŜ ǎŀƛŘΦ  άbƻ ƻƴŜ ŎƻƳǇŀƴȅ ƛǎ ƎƻƛƴƎ 

ǘƻ ōŜ ŀōƭŜ ǘƻ Řƻ ŀƭƭ ǘƘƛƴƎǎΣέ ƘŜ ŀŘŘŜŘΦ ά/ƻƳǇŀƴƛŜǎ ǘƘŀǘ ŀǊŜ 

flexible and can move with speed with other companies and 

work in good strategic partnerships will be the ones that really 

ǎŜǊǾŜ ǘƘŜ ώǎǘƛƳǳƭǳǎϐ ŎǳǎǘƻƳŜǊ ōŜǎǘΦέ 

 

How innovators and PR practitioners can get in the 
game 
 
άhǊƎŀƴƛȊŀǘƛƻƴǎ ǘƘŀǘ ŀǊŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ǇŀǊǘƛŎƛǇŀǘƛƴƎ ƛƴ ǘƘŜ ŎǳǊǊŜƴǘ ǎǘƛƳǳƭǳǎ 

ŜŦŦƻǊǘ ōǳǘ ǘƘŀǘ ŘƻƴΩǘ ŎǳǊǊŜƴǘƭȅ ƘŀǾŜ ŀ ǇǳōƭƛŎ ŀŦŦŀƛǊǎ ǎǘǊŀǘŜƎȅ ƛƴ ǇƭŀŎe need 

to get one ς and quickly.  Public affairs strategies should be crafted to work 

ǎŜŀƳƭŜǎǎƭȅ ǿƛǘƘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƻǊ ŎƭƛŜƴǘΩǎ ƻǾŜǊŀƭƭ ǇǳōƭƛŎ ǊŜƭŀǘƛƻƴǎ ǎǘǊŀǘŜƎƛŜǎ 

to build and communicate their respective contribution(s) to the overall 

ǎǘƛƳǳƭǳǎ ŜŦŦƻǊǘǎΦέ Says Janet Tyler, President of Airfoil Public Relations.  At 

its core, a strong, effective public affairs strategy should: 

 

¶ Closely monitor pending legislation and regulation to have timely access to 

key information regarding policy trends and actions. 

o UndŜǊǎǘŀƴŘƛƴƎ ŀƴŘ ŘŜŦƛƴƛƴƎ ƻƴŜΩǎ ǇƭŀŎŜ ƛƴ ǘƘŜ ǎǘƛƳǳƭǳǎ ƳŀǊƪŜǘ ƛǎ ŀ 

crucial first step.  Thus, a strong research and analysis effort should 

be implemented. 

o Process, procedures, eligibility requirements and timelines must be 

understood and inserted into action plans.  

¶ Succinctly inform public-policy influencers, e.g., Congress (including staffs 

and committees), think tanks, constituent groups and representatives of a 

ǾŜƴŘƻǊΩǎ ǘŜŎƘƴƻƭƻƎƛŜǎ ŀƴŘ ǎŜǊǾƛŎŜǎΦ 

o Relevant influencers need to be identified and understood and 

relationships created. 

o Targeted messaging should be crafted to address and/or counter 

these influencers. 

¶ !ƎƎǊŜǎǎƛǾŜƭȅ ǎŜŜƪ ǘŀǊƎŜǘŜŘ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ ŀ ǾŜƴŘƻǊΩǎ ōǳǎƛƴŜǎǎ ƭŜŀŘŜǊǎƘƛǇ 

ǘƻ ǇǊƻǾƛŘŜ άƻƴ-the- ǊŜŎƻǊŘέ ǘŜǎǘƛƳƻƴȅ ƻǊ ǇǊŜǎŜƴǘŀǘƛƻƴǎΣ ǘƘǳǎ ŎǊŜŀǘƛƴƎ 

tangible evidence of thought leadership. 

o Tactics to insert into, and possibly lead, the relevant dialogue should 

be identified and executed. 

 

 

 



 

 

 

 
¶ {ŜŜƪ ǘƻ ŎǊŜŀǘŜ ƛƴŎǊŜŀǎŜŘ ŀǿŀǊŜƴŜǎǎ ŀƳƻƴƎ ŦŜŘŜǊŀƭ ǳǎŜǊǎ ƻŦ ŀ ǾŜƴŘƻǊΩǎ 

technologies and services, using all current federal projects as natural 

launching points. 

o Successful history of past performance is often critical to the receipt 

of contract and grant awards; public trust and career survival 

ŎƻƳōƛƴŜ ǘƻ ƳŀƪŜ ǇƻƭƛŎȅƳŀƪŜǊǎ ǿŀǊȅ ƻŦ ǘŀƪƛƴƎ ŀ άŦƭȅŜǊΦέ 

 

With a strong public affairs program in place, and a commitment to facing 

the realities and opportunities presented by our new stimulus economy, 

technology marketers can thrive as more influential, more high respected 

and more successful companies than ever before.   

 

Larry Ayres and Bret Wacker are co-Managing Directors, Public Affairs for 

Airfoil Public Relations, a Southfield, MI and Mountain View, CA-based 

public relations and strategic communications firm providing both 

emerging and established technology companies with a wide range of 

public affairs services, including strategic planning, legislative and 

regulatory advocacy and monitoring, as well as government procurement 

and economic development services.  Larry is a proven government affairs 

professional with over 30 years experience.  He possesses a valuable 

combination of credentials and capabilities that include senior positions in 

Fortune 100 corporations, lobby and law firms and the military. Bret brings 

nearly 25 years of senior level private sector and government experience to 

Airfoil, having developed successful programs for public sector business 

development, market development, and public policy advocacy for several 

multi-national organizations. 
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