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WASHINGTON
IS CHANGING
And so is the business of influence.
For lobbyists, Washington is growing more complex and
more competitive. Lobbyists say their clients are more
sophisticated. Clients expect more, despite there being
fewer opportunities to influence legislation. Competition,
lobbyists say, is intense–and growing.
The numbers don’t lie. Of 1,300 registered lobbying
firms in Q3 2015, only 22 met Bloomberg Government’s
criteria for top performers (page 10). At a time when
managing an effective firm and getting results is more
difficult, these firms stood out with strong revenue
growth, high customer satisfaction, consistent accretive
growth and more.
To be influential, firms need to be savvy about how
they use information to get ahead. “There was a
time when personal relationships were the only thing
that mattered,” Greg Nickerson of the #1 ranked
Washington Tax & Public Policy Group tells us
(page 4). “Those days are gone.”
Precisely because those days are gone, Bloomberg
Government has committed to leveraging data to
help lobbyists navigate the future of this increasingly
complex market.
We built the Lobbying Intelligence Tool, a first-ofits-kind solution that helps lobbyists manage their clients
and win new business (page 16). We’re using data
to not only reimagine business development—but to
identify the top performing firms and bring transparency
to the lobbying industry as a whole (page 18).
As Washington changes, now is the time to rethink the
business of influence. Here’s how.
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Q&A:
TOP
LOBBYING
FIRMS

Bloomberg Government caught up with a few of the
lobbying firms at the top of this quarter’s rankings to
get their insights on how the lobbying industry is
changing and what lobbyists can do to be successful
in this new, more competitive, environment.

GREG NICKERSON
WASHINGTON TAX & PUBLIC POLICY GROUP
What is it about Washington Tax & Public
Policy Group’s approach that makes you not
just strong in bringing in new business, but
also getting results for your clients?
I truly believe the single most important factor to
success in this business is earning the trust of
your clients and of members of Congress and
their staffs. We believe in giving our clients candid
assessments and honest advice. We are not a
flashy self-promoting firm. We prefer to let our
work speak for us and most of our new business
is generated via existing client referrals.

There was a time
when personal
relationships were
about the only thing
that mattered. Those
days are gone.
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From your perspective, how is the lobbying
industry changing? How has Washington Tax
& Public Policy Group uniquely responded
to those changes?
There was a time when personal relationships were
about the only thing the mattered. Those days are gone.
While many firms, including ours, have the relationships
that open doors, there is an ever-increasing premium
being placed on policy and technical expertise.
Broadly, when you think about the lobbying
industry, what is the biggest misconception
about being a “lobbyist” today?
The biggest misconception about being a lobbyist
is that everything we do is based on some special
relationship. We have found that most members of
Congress are more likely to be swayed by strong and
credible arguments about what’s best for the country
and their constituents than any other form of influence.
One year from now, a new administration
will be transitioning to power in Washington.
How do you predict that will affect your firm
and the influence economy?
We have no doubt that the key issues we work
on–tax and trade–will be extremely active in 2017
no matter who wins the White House.

MATT KEELEN
THE KEELEN GROUP
What is it about The Keelen Group’s approach
that makes you not just strong in bringing
in new business, but also getting results for
your clients?
At The Keelen Group we have built a family business
atmosphere for ourselves with our clients. We fight for
our clients like they were our family, and everyone at
The Keelen Group takes winning and losing personally.
Almost all of our new business comes from referrals
from our existing clients.
Looking around you, how is the lobbying industry
changing? And how has The Keelen Group
uniquely responded to this new environment?
Lobbying has gone from “what can you do for me as
a firm over the next several years” to “what have you
done for me this week.”

One year from now, a new administration
will be transitioning to power in Washington.
How do you predict that will affect your firm
and the influence economy?
No matter who wins, I think DC will go back to a
better working environment. The current administration
has held Congress–both Republicans and Democrats
alike– in disregard.
A little less serious: What’s your favorite
spot in Washington, DC to have a lunch
meeting, and why?
I love going to the Capitol Grille and sitting at my
favorite waiter Tom Stephens’ table, however I am more
frequently in the grill room of the Capitol Hill Club where
you get a great meal and you’re likely to see 10 people
you need to talk to, as well as many of your friends.

What are the most commons misconceptions
you encounter about what it means to be a
“lobbyist” today?
Most people think contract lobbyists are just guns for
hire. Many are. However, the really good ones genuinely
care about their clients and winning for them. That
separates them from the rest.
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DAVID LUGAR
LUGAR HELLMANN GROUP
What is it about Lugar Hellmann’s approach
that makes you not just strong in bringing in
new business, but also getting results for
your clients?
Our firm is small and highly focused on the clients that
have retained us. Our only objective is to make sure
they see the value in our offering. In terms of growth,
new clients typically come to us through word of mouth.
If we are slammed with current client work, we will not
take on new clients.

Our only objective is to
make sure clients see
the value in our offering.
From your perspective, how is the lobbying
industry changing? What has Lugar Hellmann
done uniquely to respond to those changes?
The old model was to get big and then get someone
to buy you. Very short-term in focus. I think this new
generation of smaller firms want to stay in it for the long
haul, and that’s good for clients.
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In your experience, what are the biggest
misconceptions about being a “lobbyist” today?
The biggest misconception is that somehow the
profession is this awful group of people. But, during
many legislative battles, the lobbyists help to give an
honest assessment of how a particular policy might
affect the economy and/or employment in a particular
district or state. Often times one of the lobbyists might
be one of the few with institutional knowledge. So in
general there are a number of beneficial things we
offer to the process.
Switching gears entirely: What’s your favorite
spot in Washington, DC to have a lunch
meeting? Why?
I’m probably the easiest guy in town to track down
on a Monday. Most Mondays are spent at the
Source eating sushi and trying to convince myself
I won’t eat any of the chocolate chip cookies they
bring out as part of the meal.

STEVE CLARK
CGCN GROUP
What is it about CGCN Group’s approach
that makes you not just strong in bringing
in new business, but also getting results for
your clients?
A combination of hard work, satisfied clients and
adding two new partners with extensive Senate ties
have helped us maintain our client base and grow
our firm. We are proud of the firm we have become.
That pride motivates us.
Looking around you, how do you see the
lobbying industry changing? How has CGCN
Group uniquely responded to these changes?
Turnover in Congress is high and elected leaders and
chairmen have taken a more bottom-up approach.
We spend as much time with freshmen offices as
we do in chandeliered offices inside the Capitol.
When you think about the lobbying industry,
what misconceptions do you encounter about
what it means to be a “lobbyist” today?
Lobbyists help clients understand, and effectively
influence, the full range of politics and policy, whether
it be lobbying, fundraising, agency expertise, coalition
building, grassroots or working with press and media.

One year from now, a new administration
will be transitioning to power in Washington.
How do you predict that will affect your firm
and the influence economy?
Regardless of which party wins, there will be a sense
of cautious optimism of how the next President and
Congress will handle business issues. Most recently,
President Bush and President Obama got their largest
legislative accomplishments early in their first terms.
The next president will have an ambitious agenda in
his/her first year.

Regardless of which
party wins, there will
be a sense of cautious
optimism of how the
next President will
handle business issues.
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DAN GANS
POLARIS CONSULTING
From your perspective, how is the lobbying
industry changing? How has Polaris Consulting
uniquely responded to those changes?
We have seen a shift in client preference from large
firms to boutique lobby shops like ours in the past
10 years. We have also noticed a trend away from
traditional “door openers” to advocates who can
open the right doors at the right time while providing
thoughtful strategies and tactics when presented with
complex issues.
Broadly, what misconceptions have you heard
about what it means to be a “lobbyist” today?
There is always a stigma associated with lobbying
because many groups and individuals choose to
demagogue the profession as a whole…We believe
lobbying today is simply shorthand for a person who
can provide solutions to diverse, complex issues in
a proactive manner while dealing with unforeseen
variables pretty much 24/7. Lobbyists provide critical
information to policymakers that allow them to be better
informed on the issues, which is coincidentally why
lobbying is one of the few professions enumerated in
the Constitution.
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One year from now, a new administration
will be transitioning to power in Washington.
How do you predict that will affect your firm
and the influence economy?
At Polaris, we are more focused on the Legislative
branch then the Executive branch, and irrespective of
the outcome in November, we anticipate there will be
plenty of work for K Street.
A little less serious: What’s your favorite
lunch meeting spot in Washington, DC and why?
When we have time to venture out a little farther, we
are all about sushi and the black rice rolls at SEI are a
personal favorite of ours. SEI is a great environment for
lunch meetings. The restaurant has a great atmosphere,
but it’s not so loud that you can’t have a conversation.

We have noticed a trend
away from traditional
“door openers” to
advocates who can open
the right doors at the
right time.

INSIGHT:
BRINGING A BUSINESS
MINDSET TO THE
INFLUENCE INDUSTRY
Each quarter, Bloomberg Government’s team of experts
scour public and proprietary data to bring you the market’s
only scorecard for measuring and benchmarking the activity
and performance of Washington’s top firms, associations
and corporations. We generate reports for any entity with
lobbying activity. Each distinct in its use case—each useful,
no matter your line of work.

HOW TO USE THE RANKINGS IF I'M A...
LOBBYING
FIRM

CORPORATE
LOBBYIST

ASSOCIATION
LOBBYIST

LOBBYING
FIRM ANALYSIS

See how your performance
stacks up against
your competition

Know if you’re paying more
or less than your
firm’s other clients

Find the right consultant
for your engagement strategy

CORPORATE
ANALYSIS

Prepare for a client
or prospect meeting

Benchmark your activities
against others in the industry

Identify member
priorities

ASSOCIATION
ANALYSIS

Understand the activity
of other entities competing
for their budget

Know how your
association is spending
membership dues

Benchmark your activities
against other associations

Want access? Contact Erika Smith to schedule a walk-through
at +1 202 416 3614 or erikasmith@bloomberg.net.

9

TOP-PERFORMING
LOBBYING
FIRMS
Q3 2015
There’s more to the third quarter’s 22 top-performing
lobbying firms than top-line revenue. In assessing
the leading performers, Bloomberg Government
examined six critical business performance metrics
to determine which companies excelled during the
third quarter of 2015.
Out of roughly 1,300 registered firms, during the
third quarter of 2015 only these 22 lobbying firms
met Bloomberg Government’s criteria for top
performers. Each firm exhibited revenue growth,

accretive growth (meaning a positive percentage
change in year-over-year average revenue per
client), high customer satisfaction and sizable
revenue per registered lobbyist.
Overall, the third quarter of 2015 saw a 9.7 percent
decline from the previous quarter. However, we
suspect this is due to seasonal patterns and that
full 2015 spending levels are likely to remain flat
compared with those of the previous two years.

TOP UP-AND-COMERS
One of the key criteria Bloomberg
Government evaluates is three-year
client retention rate, which automatically
excludes lobbying firms that did not file
in Q3 2012. Here are the top-performing
new lobbying firms.
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RANK

NEW LOBBYING
FIRM

REVENUE
Q3 2015

1

Todd Strategy LLC

$370,000

2

Simmons & Russell
Group LLC

$710,000

3

Dilworth Paxson LLP

$464,000

4

Atlantic Strategies
Group LLC

$385,000

5

SBL Strategies LLC

$619,000

TOP-PERFORMING
LOBBYING
FIRMS
Q3 2015
RANK FIRM

REVENUE
Q3 2015

1

Washington Tax & Public
Policy Group LLC

$1,534,000

2

Lugar Hellmann Group LLC

$650,000

3

Polaris Consulting LLC

$1,244,000

4

Gibson Group Inc.

$300,000

5

Keelen Group LLC

$394,000

6

Liberty Partners Group LLC

$1,012,000

7

CGCN Group

$2,013,000

8

Porterfield & Lowenthal LLC

$904,000

9

Subject Matter (formerly Elmendorf Ryan) $2,680,000

10

Capitol Legislative Strategies LLC

$410,000

11

Russell Group Inc.

$1,000,000

11

Nathanson & Hauck

$580,000

11

Etherton & Associates Inc.

$354,000

14

Cypress Advocacy LLC

$774,000

15

JDM Public Strategies LLC

$315,000

16

Franklin Square Group LLC

$1,010,000

17

Capitol Tax Partners

$3,302,000

18

Monument Policy Group LLC

$1,362,000

19

Delta Strategy Group

$794,000

20

Fierce Government Relations LLC

$3,230,000

21

Ernst & Young LLP

$2,934,000

22

Peck Madigan Jones & Stewart Inc.

$3,390,000

Washington Tax & Public Policy Group
was able to pair strong year-over-year
growth in revenue with high retention rates.
Well over half of the firm’s clients have
had the relationship for at least three years.
Keelen Group grew revenue from the same
time period last year by 41 percent and has
a three-year retention rate of 100 percent.
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TOPPERFORMING
LOBBYING/
LAW FIRMS
Q3 2015

TOP TEN
INDUSTRIES
BY LOBBYING
EXPENDITURES
Q3 2015

Lobbying practices in law firms showed different
performance characteristics than pure lobbying shops,
and thus are evaluated by different benchmarks.

Bloomberg Government’s analysis of lobbying included
insights and trends in spending for the third quarter
of 2015. Here are the ten industries that spent the most
on lobbying.

These six lobbying/law firms exhibited revenue growth,
accretive growth (meaning a positive percentage
change in year-over-year average revenue per client),
high customer satisfaction and sizable revenue per
registered lobbyist.

RANK

LOBBYING/LAW FIRM

REVENUE
Q3 2015

1

Stuntz Davis & Staffier PC

$254,000

2

McGuiness & Yager LLP

$550,000

3

Bracewell & Giuliani LLP

$1,507,000

3

Hunton & Williams LLP

$464,000

3

Jochum Shore & Trossevin PC

$383,000

6

Davis & Harman LLP

$788,000
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Q3 2015 Q2 2015 INDUSTRY
RANK
RANK

SPENDING
Q3 2015

(millions)

1

1

Professional Services $21.4

2

5

Life Insurance

$18.9

3

3

Educational Services

$16.8

4

11

Large Pharma

$16.2

5

2

Defense Primes

$14.4

6

9

Integrated Utilities

$12.7

7

6

Health Care Facilities

$12.1

8

4

Aircraft & Parts

$11.5

9

7

Telecom Carriers

$11.4

10

17

P&C Insurance

$11.4

TOP TEN
ISSUES BY
LOBBYING
FILINGS
Q3 2015
Bloomberg Government evaluated 79 general issue
codes in lobbying filings for the third quarter of 2015.
The analysis looks at lobbying issue trends through
four lenses:
1
2
3
4

Filing trends over time
Spending over time
T
 op lobbying firms engaged on the issue
T
 op spending clients for the issue

LOBBYING SPENDING
Spending on budget/appropriations
in millions of dollars
$59.7
$57.8

$58.8

$55.9

$58.1

Q3 2015
RANK

Q2 2015
RANK

ISSUE

1

1

Budget/Appropriations

2

2

Tax

3

3

Health Issues

4

4

Transportation

5

5

Defense

6

6

Energy/Nuclear

7

8

Medicare/Medicaid

8

7

Trade

9

9

Environment/Superfund

10

10

Education

$55.4

$54.3

Here are the ten issues most frequently reported
in lobbying filings.

$58.7

$51.7

$50.9

2013
Q2

2013
Q3

2013
Q4

2014
Q1

2014
Q2

2014
Q3

2014
Q4

2015
Q1

2015
Q2

2015
Q3

Despite holding the #1 position among all
issues, Q3 lobbying spending on budget and
appropriations issues decreased by 12 percent,
or more than $7 million, from Q2, the secondlowest spending level in the past 10 quarters.
The number of clients reporting lobbying on
budget and appropriations in Q3 was the lowest
in the past 10 quarters. Lobbying spending on
this issue tends to be cyclical, with Q3 spending
typically the lowest of the year. This year, a majority
of budget markups were completed by the end
of the second quarter which, coupled with the
August recess, contributed to the slowdown.
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LOBBYING
INTELLIGENCE
TOOL FOR
LOBBYING
FIRMS

Bloomberg Government has engineered the
market’s only data-driven business intelligence
resource to help lobbyists win on the issues–and
win new business. We combine everything you
need to do your job, all in one place.

1

2

ACCESS COMPANY INTELLIGENCE
Customized to your client portfolio, Bloomberg
Government provides targeted, need-to-know
information to position you as a true partner.
Seamlessly set alerts to track all news, bill
positions, leadership changes, lobbying hirings
and firings, major company events and regulation
comments that impact your portfolio.

PREPARE FOR CLIENT MEETINGS
Never walk into a meeting unprepared again.
Access the latest lobbying activity for every client
and prospect to optimize your strategy, set your
rate and gain market share.
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3

4

QUANTIFY YOUR PERFORMANCE
Review detailed performance metrics on every
registered lobbying firm to understand how your
strategy and performance compares to that of
your competitors. Benchmark your results
against other firms to identify where improvement
is needed, or where you’re outperforming.

IDENTIFY BUSINESS DEVELOPMENT
OPPORTUNITIES:
a) Identify Under-Engaged Companies: Our analysts
combine litigation, financial filings, firm data and more
to help you identify companies that are under-engaged
on the issues that will impact their business the most.
b) Identify Qualified Opportunities: Get real-time
notifications on issues and key terms that align with
your expertise.

WANT TO LEARN MORE?
Contact Erika Smith to schedule a walk-through at
+1-202-416-3614 or erikasmith@bloomberg.net.
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IN SEARCH OF
WASHINGTON’S BEST
LOBBYING FIRMS
THERE’S AN ALGORITHM FOR THAT.

For as long as there have been lobbyists (see: a
long, long time), we’ve subjectively chosen the
best of the best. Not anymore. Go inside Bloomberg
Government’s plans to flip the influence industry
on its head.
–
By Brittany Baker
When you spend money, you expect results. Take your
typical coffee shop, for instance. You pay for a no-whip
half-caff latte (hold the pumpkin spice) and, at the end
of the counter, you expect to get what you paid for. The
coffee shop wants to get it right, too, so they (mis)spell
your name on the cup and check the squares to signify
your specialty drink.
This, in all its adorned majesty, is how the system
works. Because we trust the power of our dollars,
we depend on it.
Bloomberg Government thinks the system, in this case
Washington’s approach to influence, should be as
straight forward as ordering a cup of coffee—which is
why they’ve created what they’re calling the “Lobbying
Intelligence Workflow Tool.”
The tool, exclusively for Bloomberg Government
clients, employs a completely objective, data-driven,
mathematical formula to analyze the performance of
lobbying firms, among other things.
“In many ways, what we’re doing is similar to what
Mike Bloomberg did for the fixed income industry in the
1980’s,” says Tony Costello, Bloomberg Government’s
head of lobbying product and analysis. “Our team is
providing transparency, based on data, to an industry
so that buyers and sellers of a service (lobbying, in
this case) can make better, faster decisions.”
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BUT ISN’T LOBBYING JUST ABOUT
RELATIONSHIPS?
Perhaps–but results are not. Bloomberg Government’s
quarterly analysis of approximately 1,500 lobbying firms
ranks top performers on four quantitative metrics:
Growth: A top-performing lobbying firm must see
positive year-over-year revenue growth. Otherwise
they are a flash in the proverbial pan.
Accretive growth: In the words of Costello, “Anyone
can grow, but smart growth is key.” Firms must see
year-over-year positive change in average revenue per
client, as well.
Client retention: Growth is great, but if you’re growing
at the expense of your existing clients, churn will catch
up and bite you.
Employee profitability: Firms must have the
management skills to keep a firm’s talent happy while
producing the above results. This is necessary for longterm, repeatable performance.
To be a top performer, a firm must meet all four criteria.
“Quite frankly, these are the criteria you would track
for any type of business,” Costello says. So while
knowing the top players in your industry surely enhances
your effectiveness on the Hill, it’s a tool like this that
translates those relationships into results.

INFLUENCING INFLUENCERS…
The tool, at its core, aggregates and analyzes publicly
available data–data that is very messy, contributing to
the opacity of the lobbying industry–to help lobbyists
drive performance and help their clients enhance
shareholder returns. Lobbyists can use the customizable
tool to measure their own strengths and weaknesses,
be a better partner to their existing clients and target the
best business development opportunities to target the
right type of new clients.
“We did a study of year-end 10-K reports, and the
number one risk that companies are worried about is
Washington-based activity,” Costello shares.
Policies like Dodd Frank, the Affordable Care Act
and the regulatory environment at-large require
corporations to stay on their toes in order to anticipate
risks and opportunities around their always evolving
business models.

Tony Costello is Bloomberg Government’s head of
lobbying product and analysis. Costello spent four
years as a buy-side investment analyst covering
energy at Osprey Partners and Mooring Financial,
where he evaluated energy-related securities and
made recommendations to portfolio managers. His
undergraduate degree is in finance from George
Washington University and he holds an MBA from
The Darden School at the University of Virginia.
He holds the Chartered Financial Analyst designation.

…AND ENGAGING THEM
“There’s this increased activity in Washington, and
people are starting to realize the magnitude of the
impact that this can have on shareholder returns,”
Costello says. Yet the response, he notes, is still
disproportionate to that growing magnitude.
“What we want to try to do is help that market identify
the areas and companies that should be engaged and
what the appropriate level of engagement is.”
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LEARN MORE
Delivering data-driven decision
tools, news and analytics,
Bloomberg Government’s
digital workspace gives an
intelligent edge to government
affairs, federal and contracting
professionals influencing
government action.
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