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These are the main points

Having great ideas, powerful personal stories, and a burning passion for a cause are essential elements of advocacy, but 
they are not enough on their own. 

Advocacy demands more than just inspiration; it requires a strategic approach, careful planning, and tangible action 
steps. Without a clear roadmap, even the most ground-breaking ideas and moving narratives may never reach the ears 
of those who can make a difference. 

Effective advocacy turns passion into progress by translating it into concrete, actionable strategies that engage 
stakeholders, build coalitions, and drive real change. 

It's about moving beyond wishful thinking to create a structured plan that ensures our voices are heard and our goals 
are achieved.



The concept

Advocacy is the active support and promotion of a cause or policy, aimed at 
influencing public perception, policy decisions, and resource allocation to 
achieve beneficial outcomes for a specific group or society at large. 



Coalition building

Advocacy is rarely successful when pursued in 
isolation. Building a network of supporters 
and allies can amplify the impact of good 
ideas. 

This involves engaging with other 
organizations, community leaders, and 
stakeholders who share similar goals or could 
benefit from the proposed changes. 

Coalitions broaden the base of support and 
enhance credibility.



Resource requirements

Effective advocacy often requires 
resources—be it time, money, or 
human resources. For instance, 
campaigns might need funding for 
materials, events, or advertising.
Additionally, the day-to-day 
operations of advocacy, such as 
research, meetings, and 
communications, also need 
support.



IN TIME OF INFODEMICS



Challenges posed by infodemics for Advocacy:

Misinformation and Disinformation

Overload of Information: making it difficult for them to discern important 
messages or take action. 

Erosion of Public Trust: skepticism about all sources of information, including 
those that are credible and authoritative. 

Polarization: harder to build broad consensus or to engage stakeholders who 
might be influenced by conflicting narratives.



Steps in advocacy

• Looking inward: need to identify who you are/ where you stand
• Understanding the big picture: need to identify how a political system is 

organized and how different forces, people, organizations, and ideas 
shape the political space 
• Forces, friends and foes: who they are?
• Identify the main messages by reflecting on the expected outcome of 

advocacy (more resources? Better health insurance policies?)?
• Identify the relevant stakeholders (who are the stakeholders who can 

make the expected change and are thus the main target of the advocacy 
campaign?



Understanding 
the big picture

• Mapping involves identifying how a 
political system is organized and how 
different forces, people, organizations, 
and ideas shape the political space

• There are many ways to do a 
contextual analysis. Some of the 
underlying questions in this analysis 
are: 

• Who has what kind of power?
• Who has more power?
• Who has less power?
• How is this imbalance maintained?
• How can the imbalance be 
changed? 



Main 
questions

Who defines this as a 
problem?

Who is directly affected by 
this problem?

Who cares deeply that this 
problem should be solved?

Who is not affected but cares 
enough to support changes?



Advocacy 
communication

Any planned communication activity that seeks to 
achieve one

of the following communication goals:

• Inform

• Persuade

• Move to action



The 7 C’s of 
communication 



To conclude:

Advocacy is not a sprint but a 
marathon.
- Sara Rubinelli


