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Section 1: Objective 
 
This manual is aimed at helping grassroots level organizations and community workers 
achieve: 
 

- Defining and understanding the concepts of advocacy and lobbying 
- Understand and explain the importance of advocacy in strengthening democracy 

and promoting social justice  
- Identify and assess the context within which they are/ will be engaging in 

advocacy 
- Identification and adaptation of requisite advocacy tools 
- Be able to develop a communication strategy as part of an advocacy campaign 

and  
- Plan and implement an advocacy campaign 
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Section 2: Background 
 
ARE YOU READY TO MAKE A DIFFERENCE?   
Whether you’re new to grassroots advocacy, or are interested in strengthening your 
skills, this manual is for you. It’s full of tips and useful knowledge designed to help you 
ensure that policy makers local, state and National level, are responsive to the needs of 
sexual minorities and people living with HIV/AIDS in your community. Thank you for your 
commitment to community activism and grassroots advocacy. Your involvement will help 
ensure that political interest and attention to Sexual Minorities and HIV/AIDS issues will 
not wane. Your continued commitment and community activism will also move us closer 
to our ultimate goal – A collective national effort by sexual minorities to ensure 
equality for themselves in all spheres of life, free from discrimination. 
 
Why is Advocacy important?  
Advocacy for your cause, including lobbying, is an important activity to bring about 
change in public attitudes and policies that impact your constituencies.  Here are 10 
reasons that individuals, groups, and organizations should participate in advocacy. 

• You can make a difference.  
• People working together can make a difference.   
• People can change laws. 
• Lobbying is a democratic tradition.  
• Advocacy and lobbying help find real solutions.  
• Advocacy and lobbying is easy once you understand the rules and know 

what works.  
• Policymakers need your expertise.  
• Advocacy and lobbying helps people.  
• The views of local nonprofits are important. 
• Advocacy and lobbying advances your cause and builds public trust. 

 
Who can work for advocacy? 
Any social activist can work for advocacy. One need not depend on big leaders for that. 
These activists can use advocacy to work more effectively. All that is required for this is, 
a little curiosity, hard work to collect the necessary information and the knack to use it. 
We can say that a peasant, below poverty line, succeeded in advocacy, if he tries and 
successfully acquires a B. P. L. yellow ration cards. But this is something done for 
himself. However, if this person, himself, or by uniting other peasants like him, makes 
the government count number of the farmers below poverty level, who have not got the 
yellow ration cards and also helps the farmers to get these, by following the matter up 
through newspapers or the concerned government officials, that too, becomes 
advocacy. But this advocacy is for the benefit of the people. The purpose of this ‘public 
interest advocacy’ is to help the downtrodden ones of the society in acquiring their rights. 
Today it has become essential that efforts for public benefit such as conducting marches 
and hunger strike be backed up through advocacy. Advocacy is the democratic and 
effective means for achieving social changes. In fact, while marches and agitations are 
proving somewhat outdated, advocacy is turning out to be a powerful means for 
resolution of public issues and for continuance of people-centric developmental 
processes. 
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Advocacy is 

√  Defending 
√  Sensitizing  
√  Change 
√  Persuasion 
√  Exposure 
√  Communication 
√  Providing a solution 

√  Influence 
√  Intervening 
√  Decision making 
√  Selling an idea 
√   Lobbying 
√  Attracting attention 
 
 

  
What is Advocacy and lobbying? 
Advocacy is any attempt to influence public opinion and attitudes that directly affect 
people's lives.  An individual can act on his or her own to advocate for a particular cause 
or belief, or may be part of a highly organized network of individuals joined by a common 
cause.  Advocacy can be as simple as talking to a friend about your cause in an attempt 
to change their perceptions or as complicated as organizing a letter-writing campaign to 
an elected official in support of or opposition to your cause. 
 
 
A few definitions of advocacy 

- Advocacy means any action geared towards changing the policies, positions or 
programmes of any type of institution. Advocacy is about identifying a problem in 
a community, coming up with a solution to that problem, establishing strong 
support for that solution and providing an effective implementation plan. Lobbying 
influential people for support is part of the advocacy process- IDASA Advocacy 
and communication. 

 
- Advocacy can be called as the act of inducing and persuading the democratic 

agencies to resolve various social issues. Advocacy is a Latin term. The word 
‘Ad’ means ‘in favour of’ and ‘Voca’ is to speak.... hence, the meaning of the 
word ‘advocacy’ is to speak in favour of someone- Advocacy Manual, Sampark. 

 
- Advocacy is an action directed at changing the policies, positions and 

programmes of any type of institution – An introduction to Advocacy, Training 
guide, SARA project 

 
- Advocacy is an ongoing proves aiming at change of attitudes, actions, policies 

and laws by influencing people and organizations with power, systems and 
structures at different levels for better of people affected by the issue- Adapted 
from an advocacy skills- building workshop, India HIV/AIDS Alliance, India, 
November 2002 

 
- “Advocacy is the act or process of supporting a cause or issue. An advocacy 

campaign is a set of targeted actions in support of a cause or issue. We 
advocate a cause or issue because we want to build support for that cause or 
issue; influence others to support it; or try to influence or change legislation that 
affects it. — International Planned Parenthood Federation, IPPF Advocacy 
Guide 
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- “Advocacy is a process that involves a series of political actions conducted by 

organized citizens in order to transform power relationships. The purpose of 
advocacy is to achieve specific policy changes that benefit the population 
involved in this process. These changes can take place in the public or private 
sector. Effective advocacy is conducted according to a strategic plan and within a 
reasonable time frame.” — The Arias Foundation (Costa Rica)  

 
 
- “Advocacy is speaking up, drawing a community’s attention to an important 

issue, and directing decision-makers toward a solution. Advocacy is working with 
other people and organizations to make a difference.” — CEDPA, Cairo, Beijing 
and Beyond: A Handbook on Advocacy for Women Leaders. 

 
- “Advocacy is defined as the promotion of a cause or the influencing of policy, 

funding streams or other politically determined activity.”— Advocates for Youth, 
Advocacy  

 
What is lobbying? 
Lobbying comes from the verb “to lobby”, which means an attempt by citizens to 
influence public officials at a high level. Lobbying is one of the most common methods 
used by citizens to influence public policy. It is used to put pressure on politicians and 
government officials to take up the interests of the people and to support their cause. In 
most democracies lobbying is recognized as a legitimate way for citizens to have their 
voice heard. However, critics of lobbying say that wealthy people and business are 
better able to spend time on and pay for various lobbying activities and therefore gain 
greater influence with public officials than other citizens. 
 
Advocacy or lobbying? 
Based on the above given definition, decide whether each activity represents advocacy 
or lobbying, and tick the correct column next to the activity. 
 

 Advocacy Lobbying 

Writing opinion or editorial pieces for newspapers   

Organizing marches, demonstrations and other 
protest action 

  

Phone calls to officials seeking support for 
programmes 

  

Appearing on radio or television to call for popular 
support 

  

Writing brief position papers or memoranda 
explaining the key points and evidence underlying 
the position which you are advocating, and 
sending these to specific 
influential people 

  

Forming alliances, coalitions or networks   

Getting fellow citizens to sign petitions calling for 
government action 

  

Linking up with influential people already 
committed to the cause  
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Lobbying influential decision makers   

Printing and distributing leaflets calling for action   

Writing letters to politicians expressing an opinion   

Creating a website providing information on a 
specific issue 

  

Boycotting and striking   

Arranging meetings with councillors and other 
influential people to discuss an issue 

  

Holding community meetings   

 

 
Advocacy networks are groups of organizations and individuals working together 
to achieve changes in law, policy or programs for a particular issue. 
INFOSEM is one such network. 

 
Advocacy is both a science and an art. From a scientific perspective, there is no 
universal formula for effective advocacy. Nevertheless, experience shows that an 
advocacy campaign is most effective when it is planned systematically. Advocacy 
networks frame their issue, set an advocacy goal and measurable objectives, identify 
sources of support and opposition, research the policy audience, develop compelling 
messages, and mobilize necessary funds, and, at each step of the way, collect data and 
monitor their plan of action. Each of these steps requires distinct knowledge and skills to 
ensure effective and efficient implementation.  
Advocacy is also an art. Successful advocates are able to articulate issues in ways that 
inspire others and motivate them to take action. They have a keen sense of timing and 
are able to recognize and act as opportunities present themselves. Successful 
advocates are skilled negotiators and consensus builders who look for opportunities to 
win modest but strategic policy gains while creating still other opportunities for larger 
victories. Artful advocates incorporate creativity, style, and even humor in their advocacy 
events in order to draw public and media attention to their cause. The art of advocacy 
cannot be taught through a training workshop; rather, it emerges from the network 
members themselves. Advocacy training provides the tools, but participants must add 
the spark.  
  
 Advocacy and related concepts  
 
The following chart illustrates the difference between advocacy and several related 
concepts. Advocacy can usually be distinguished from other approaches in that the 
objective of advocacy is policy change. 
 

Approach Actors/ 
Organizer
s 

Target 
audienc
e 

Objective Strategies Measuring 
success 

Information, 
Education and 
Communication(I
EC) 

Service 
providers 

Individual
s, 
segment
s of a 
communi
ty (MSM, 
CSW 

Raise 
awarenes
s and 
behaviour 
change 

Sorting by 
audience, mass 
media 
campaigns, 
community 
outreach and 
traditional and 

Change in 
knowledge 
or 
skills(behav
ior 
change), 
process 
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etc) non traditional 
media 

indicators, 
focus 
groups and 
service 
statistics 

Public relations Commerci
al 
institutions 

Consum
ers 

Improve 
the 
company’
s image 
and 
increase 
sales 

Large scale 
advertisement(ra
dio, TV, print 
media)  
Public events 
Sponsoring a 
charity 

Improved 
public 
perception, 
Increased 
sales 
Increased 
market 
share 

Community 
mobilization 

Communit
y members 
and 
organizatio
ns 

Commun
ity 
members 
and 
leaders 

Build a 
communit
y’s 
capacity 
to rank 
needs 
and take 
action 

Door to door 
visits 
City meets 
Participatory 
appraisal 

Issue 
specific 
process 
and 
outcome 
indicators 
Quality of 
participatio
n 

Advocacy NGOs/ 
Networks 
Special 
interest 
groups 
Profession
al 
associatio
ns 

Public 
institution
s and 
policy 
makers 

Change 
policies, 
programs 
and 
resource 
allocation 

Focus on policy 
makers with the 
power to affect 
advocacy 
objective 
High level 
meetings  
Public events 
dharnas etc 

Process 
indicators 
Media 
scans 
Key 
informants 
interviews 
Focus 
groups 
Opinion 
surveys 
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Section 3: Steps in the Advocacy Process 
 
 

I. Define the Issue. Advocacy begins with an issue or problem that the network agrees 
to support in order to promote a policy change. The issue should meet the networks/ 
organizations agreed-upon criteria and support the network’s / organizations overall 
mission (e.g., issue is focused, clear, and widely felt by network constituents). Ask 
participants to identify ways in which the network could identify issues. Include the 
following: 
 

� Analysis of the external environment, including political, economic, social, and 
other factors; 

� Organizing issue identification meetings; and  
� Collecting and analyzing data about the FP/RH situation (DHS, baseline surveys, 

focus groups, census, etc.). 
 

II. Set Goal and Objectives. A goal is a general statement of what the network hopes to 
achieve in the long term (three to five years). The advocacy objective describes short- 
term, specific, measurable achievements that contribute to the advocacy goal. 
 
E.g. INFOSEM Objectives 

1. To increase knowledge on sex/ sexuality and gender among the sexual minority 
community and national level stakeholders. 

2. To increase access to quality HIV/AIDS c-o-c services for sexual minorities. 
3. To build adequate and reliable strategic information on sexual minorities for 

evidence building on health/psycho-social/ economic issues. 
4. To work towards clarifying the legal status of transgender/ transsexual persons. 
5. To work towards repelling all discriminatory legislations that criminalizes same 

sex sexual behaviours between consenting adults in privacy, which include 
section 377 of the Indian Penal Code (with suitable provisions/modifications in 
other statutes/ laws to take into account the child sexual abuse and adult same 
gender sexual assault) 

6. To help member organizations and other groups by providing inputs and training 
in setting up and managing activities addressing health, social and legal issues 
faced by persons belonging to sexual minorities. 

 
III. Identify Target Audience. The primary target audience includes the decision makers 
who have the authority to bring about the desired policy change. The secondary target 
audience includes persons who have access to and are able to influence the primary 
audience—other policymakers, friends or relatives, the media, religious leaders, etc. The 
network must identify individuals in the target audience, their positions, and relative 
power base and then determine whether the various individuals support, oppose, or are 
neutral to the advocacy issue. 
 
 
 
 
 
 
IV. Build Support. Building a constituency to support the network’s advocacy issue is 
critical for success. The larger the support base, the greater are the chances of success. 
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Network members must reach out to create alliances with other NGOs, networks, 
donors, coalitions, civic groups, professional associations, women’s groups, activists, 
and individuals who support the issue and will work with you to achieve your advocacy 
goals. How do you identify potential collaborators? Members can attend conferences 
and seminars, enlist the support of the media, hold public meetings, review publications, 
and use the Internet. 
 
V. Develop the Message. Advocacy messages are developed and tailored to specific 
target audiences in order to frame the issue and persuade the receiver to support the 
network’s position. There are three important questions to answer when preparing 
advocacy messages: Who are you trying to reach with the message? What do you want 
to achieve with the message? What do you want the recipient of the message to do as a 
result of the message (the action you want taken)? 
 
VI. Select Channels of Communication. Selection of the most appropriate medium for 
advocacy messages depends on the target audience. The choice of medium varies for 
reaching the general public, influencing decision makers, educating the media, 
generating support for the issue among like-minded organizations/ networks, etc. Some 
of the more common channels of communication for advocacy initiatives include press 
kits and press releases, press conferences, fact sheets, a public debate, a conference 
for policymakers, etc. 
 
VII. Raise Funds. Advocacy campaigns can always benefit from outside funds and other 
resources. Resources can help support the development and dissemination of materials, 
cover network members’ travel to meet with decision makers and generate support, 
underwrite meetings or seminars, absorb communication expenses, etc. Advocacy 
networks should develop a fundraising strategy at the outset of the campaign to identify 
potential contributors of financial and other resources. 
 
VIII. Develop Implementation Plan. The network should develop an implementation 
plan to guide its advocacy campaign. The plan should identify activities and tasks, 
responsible persons/committees, the desired time frame, and needed resources. 
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On-going Activities 
 

Collect Data. Data collection supports many of the stages of the advocacy process 
shown in the model. Advocacy networks should collect and analyze data to identify and 
select their issue as well as develop advocacy objectives, craft messages, expand their 
base of support, and influence policymakers. Data collection is an ongoing activity for 
the duration of the advocacy campaign.  
 
Monitor and Evaluate. As with data collection, monitoring and evaluation occur 
throughout the advocacy process. Before undertaking the advocacy campaign, the 
network must determine how it will monitor its implementation plan. In addition, the 
group should decide how it will evaluate or measure progress and results. Can the 
network realistically expect to bring about a change in policy, programs, or funding as a 
result of its efforts? In specific terms, what will be different following the completion of 
the advocacy campaign? How will the group know that the situation has changed? 
 
  
Advocacy and related concepts 
 
After reviewing the various definitions of advocacy and the steps in the advocacy 
process, readers should have a clear sense of the meaning of advocacy. Nevertheless, 
advocacy is often confused with other concepts that share common elements—IEC 
(information, education, and communication), public relations, community mobilization, 
and social marketing. It is helpful to describe these other concepts to reduce any 
remaining confusion. 
 
Concept/ 
Approach 

Target audience Objective How do you 
measure success? 

IEC    
Public relations    
Advocacy    
Community 
mobilization 

   

 
Ask yourself the following questions? 

 
- Who is the target audience of an IEC campaign? (Possible responses include women, 
men, youth, residents of a predetermined geographic area, etc. While audiences vary 
from one IEC campaign to the next, they typically constitute a particular population 
defined by sex, age, geography, etc. Write participants’ response in the appropriate box 
on the chart.) 
 
- What is the objective of an IEC campaign? (Responses should include “raise 
awareness or change behavior.” Write behavior change in the appropriate box.) 
 
- How do you measure the success of an IEC campaign? In other words, what objective 
indicators of change will tell IEC campaign organizers that their campaign has 
succeeded? (Responses will vary according to the campaign’s objective, but write 
several examples in the box, such as the percentage of youth using condoms, number of 
women who request family planning services, number of condoms sold.) 
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- Continue to complete the chart for Public Relations (PR), adapting the questions listed 
above. Ask yourself to think about a local business and to consider how the company 
uses public relations and advertising to promote its services or products. Using the local 
example, complete the PR row of the chart. An example is mentioned below: 
 
Business: Kingfisher Airlines, a large domestic airline 
Target Audience: Indian consumer 
Objective: To promote company image and boost sales 
Measure of Success Increased ticket sales; percent increase of new passengers 
 
Now, think about an advocacy campaign. Repeat the same questions and fill in the 
answers on the chart. Common answers for the advocacy questions follow: 
Target Audience Policymakers (the decision makers with the authority to affect the 
advocacy objective) 
Objective To change policies, programs, or the allocation of public resources 
Measure of Success Adoption of a new or more favorable policy/ program; percent shift 
in resource allocation; new line item in a public sector budget, etc. 
 
- Finally, think about the concept and practice of community mobilization and then 
complete the chart. Use the following example to help guide you: 
Target Audience Community members and leaders 
Objective Build a community’s capacity to rank its needs and take action 
Measure of Success A community problem is solved or a need is met. Increased 
participation in and ownership of the problem-solving process 
 

- What characteristics do all four of these approaches share? Among the range of 
answers, participants might note that all four approaches include strategies for 
promoting change and are most effective when planned systematically. 

- How does advocacy stand apart from the other approaches? Advocacy always 
seeks to change a policy, resource allocation, or operational policy. Advocacy 
efforts usually include an IEC component to raise the awareness of key 
audiences, but advocacy does not stop with awareness rising.  

- The advocacy process is complete when a policymaker implements the 
prescribed policy action. While the general public may be one of the audiences 
for an advocacy campaign, the public is targeted to engender support and 
pressure policymakers. If the network focuses on the objective of its approach, it 
will be able to distinguish advocacy from related concepts. 

 
Advocacy must be defined within each national or regional context, particularly when the 
term is translated into another language. With its focus on policy change, however, 
advocacy is universal and easily distinguishable from related concepts such as IEC, 
public relations, community mobilization, etc. Furthermore, networks must approach an 
advocacy campaign as they would any strategic exercise, by systematically addressing 
key steps and activities. The first step in the advocacy strategy is selecting the issue. 
 
In the next unit, you will be able carry out a brief analysis to identify and rank your 
own issues for advocacy as a prerequisite to developing goals and objectives 
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 Advocacy process  
 

o Issue 
 
o Goal and Objectives 
 
o Target Audience 
 
o Building Support 
 
o Message Development 
 
o Channels of Communication 
 
o Fundraising 
 
o Implementation 

 
Issues, Goal and Objective: Building the foundation 
 
The first two steps in any advocacy campaign are selecting the advocacy issue and 
developing the goal and objective. These pieces of the advocacy process make up some 
of the most challenging, analytic work facing an advocacy network. Completing these 
steps requires an ability to analyze complex environments and interrelated problems, 
discern a policy solution for a selected problem, envision a long-term result, and 
articulate a short-term objective. The quality of the network’s efforts in these areas will 
have an important bearing on the success of the steps that follow. These elements 
provide the foundation for an effective advocacy campaign. Without a clear, articulated 
issue and well-defined goal and objective, the remaining steps of the campaign will lose 
focus. An advocacy issue is the problem or situation that an advocacy group seeks to 
rectify. Some of the networks have focused their efforts around issues such as limited 
access to high-quality family planning services, contraceptive self-reliance, and the need 
for adolescent reproductive health services and education. Some global advocacy 
issues that have attracted international attention are the use of antipersonnel landmines; 
universal, safe working conditions; and widespread sexual exploitation of women and 
girls. In this unit, participants will select an issue that is widely felt by their constituency 
and begin to build an advocacy campaign around that issue. In various settings, the 
terms goal and objective are used interchangeably. In some instances, an objective is 
broad and a goal is narrow; in others, the meanings are reversed. For the purpose of the 
advocacy workshop, an advocacy goal is the long-term result (three to five years) that 
the network is seeking. Participants should envision how the policy environment will be 
changed as a result of their advocacy efforts. Will all people of reproductive age have 
access to effective family planning services? Will the government draft, approve, and 
implement a national HIV/AIDS policy using a transparent, participatory approach? 
These examples represent a long-term vision for policy change. An NGO network may 
not be capable of achieving its goal single-handedly, but the goal statement can orient 
an advocacy network over the long term. 
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An advocacy objective is a short-term target (one to two years) that contributes toward 
achievement of the long-term goal. A sound objective is specific, measurable, realistic, 
and time-bound. Often, networks work on two or more objectives simultaneously in their 
efforts to achieve a single goal. It is important that an advocacy objective identify the 
specific policy body with the authority to fulfill the objective as well as the policy decision 
or action that is desired.  
 
An example of sound advocacy objectives is as follow: To persuade NACO and 
the Ministry of Health and Family welfare to support the NAZ PIL against section 
377 

 By the end of this unit the user will be able to: 
 
- Select an issue as the focus of their advocacy campaign; 
- Develop a long-term advocacy goal for the issue; 
- Set a short-term advocacy objective to contribute to the broader goal. 
 
It is important, at this stage, to differentiate between an advocacy goal and an objective 
because the definitions often vary from one country to another and from one network to 
another. For the purpose of this workshop, the following definitions are used: 
An advocacy goal is the long-term result (three to five years) of your advocacy effort; it 
is your vision for change. 
An advocacy objective is the short-term target (one to two years) that contributes 
toward your goal. 
 
An example from a partner networks to clarify the differences and relationship among an 
advocacy issue, goal, and objective.  
Advocacy issue – Contraceptive self-reliance 
Advocacy goal – Guaranteed access to high-quality family planning services for all 
couples in Country X 
Advocacy objective – Secure a commitment from the Ministry of Health that it will 
allocate sufficient funding to purchase contraceptive commodities 
 
The user can now highlight the difference between the goal and the objective by keeping 
in mind the following points: 
- The advocacy goal is a long-term result. It is unlikely that the network can achieve the 
goal on its own; therefore, the goal can be considered external to the network. In other 
words, the network will not hold itself accountable for achieving the goal, even though 
the goal is the ultimate, desired result.  
- The advocacy objective, on the other hand, is achievable by the network on its own. It 
is a short-term target that is achievable—according to the network’s assessment—within 
the next one to two years. Success can be measured easily—either the MOH allocates 
the funds or not. In a sense, the objective is the network’s internal target. The network 
plans to effect the change with its own resources, energy, and action. The advocacy 
objective clearly contributes to the broader goal. 
 
Now the user can draft an advocacy goal for the advocacy issue selected by the 
organization/ community group. The goal statement should describe a long-term, desired 
change related to the issue. Allow 20 minutes and ask the groups to write their goals on 
newsprint. Then review each goal statement by using the following questions to guide 
your activity: 
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� Is the goal achievable through a series of policy decisions or changes? If policy 
change cannot contribute to achieving a particular goal, it is probably not an advocacy 
goal. 
� Often, a goal calls for policy action as well as for public awareness raising. In that 
case, an advocacy strategy can be used to bring about the necessary policy changes 
while an IEC/public awareness campaign can focus on changing public behavior or 
norms. 
� Is the advocacy goal statement similar or different to your organizations working 
area?  
� If the statement is not an acceptable advocacy goal, return to the definition and the 
Example you shared earlier and work towards developing an organizationally acceptable 
advocacy goal. 
 
Setting Advocacy Objectives 
1. The user can now ask this team whether anyone has experience in establishing 
programmatic objectives. By explain that such experience is helpful in setting advocacy 
objectives.  
Sound objectives are essential to any planning process—whether planning a 
reproductive health program or an advocacy campaign. Clear and concisely 
written objectives can bring clarity and direction to the rest of the planning 
process. 

2. The user can now list the criteria or characteristics that can be generally used to 
develop programmatic objectives and write their responses on the flipchart.  
 
Many groups mention the SMART criteria for objectives as shown below, but others may 
be listed as well. 

Criteria for Setting Objectives 
 

                                                  S   – Specific 
                                                              M  – Measurable 
                                                              A   – Achievable 
                                                              R   – Realistic 
                                                              T   – Time-bound 
 
Now the user can consult the team by asking the following questions: 
- Do the SMART characteristics also apply to advocacy objectives? 
- What, if any, other criteria or elements should be included in an advocacy objective? 
 
- The user can explain based on the information supplied above, that an advocacy 
objective should be SMART but that it should also include several other elements. Then 
the user can divide participants into three working groups and ask each group to draft an 
advocacy objective that 
� Responds to the advocacy issue; 
� Contributes toward achieving the advocacy goal; and 
� Meets the criteria and elements listed on the flipchart (SMART, etc.). 
 
Then the user can read the objective and present the results of its analysis. Ask the full 
group for comments or suggestions. Checklist for selecting an advocacy objective: 
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The checklist below has been designed by SARA/AED Advocacy Training Guide and is 
designed to help advocacy groups develop and choose sound objectives for policy 
change. 
 
Criteria 
 

Objective 1 Objective 2 

1. Do qualitative or quantitative data exist to show that the 
objective will improve the situation? 

  

2. Is the objective achievable? 
Even with opposition? 

  

3. Will the objective gain the support of many people? Do 
people care about the objective deeply enough to take 
action? 

  

4. Will you be able to raise money or other resources to 
support your work on the objective? 

  

5. Can you clearly identify the target decision makers? 
What are their names or positions? 

  

6. Is the objective easy to understand?   
7. Does the advocacy objective have a clear time frame 
that is realistic? 

  

8. Do you have the necessary alliances with key 
individuals or organizations to reach your advocacy 
objective? How will the objective help build alliances with 
other NGOs, leaders, or stakeholders? 

  

9. Will working on the advocacy objective provide people 
with opportunities to learn about and become involved 
with the decision-making process? 
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Section 4: Target Audiences: Identifying Support and Opposition 
 

To increase the chances of success, advocacy networks must identify and study all of 
the individuals and groups that may support the network’s issue and goal as well as 
those that may oppose the issue and goal. The advocacy campaign’s target audiences 
are determined for each advocacy objective and include the primary target audience—
persons and/or institutional bodies that themselves have decision making authority—as 
well as the secondary target audience—persons and institutional bodies that can 
influence the decision makers. Documenting information on these audiences helps the 
network target its advocacy activities, develop effective messages, and select 
appropriate channels of communication. While the categories of people in the target 
audience are not identical in every setting, the sexual minority/ HIV/AIDS policy target 
audience is likely to include political leaders, national and local government officials, 
private and public sector service providers, the media, religious and traditional leaders, 
NGOs, women’s organizations, professional associations, and business and civic 
groups. In some places and for some issues, the range of audiences is even wider and 
may encompass groups that are unlikely ever to meet each other, such as foreign 
donors or traditional healers. Once the target audiences are identified, the network must 
determine the level of support or opposition to be expected from those representing the 
primary and secondary target audiences. For many reasons—religious, cultural, and 
historical—family planning/reproductive health issues are often controversial. People on 
both sides of the issue feel strongly that their position is the right one; therefore, they are 
willing to devote considerable resources to supporting that position. 
 
Whether opposition is mild or strong, advocacy networks should be prepared to address 
it in ways that are most beneficial to their own efforts. The best advice is to be as 
informed as possible about the opposition’s specific issues and base of support and to 
preempt oppositional efforts with messages that anticipate and refute the opposition’s 
arguments. On the other side of the coin, advocacy organizations/ networks often 
dedicate themselves to broadening their base of support. The larger the number of 
persons or groups working to achieve the advocacy objective, the greater is the chances 
of success. Organizations and networks can create coalitions with other networks or 
formal groups, expand their own membership, create alliances with commercial or 
private sector entities, and/or generate public and community support to enlarge their 
support base. 
 
Finally, advocacy organizations/ networks cannot afford to forget the “undecided” or 
neutral parties. In some cases, the best investment of time and energy is to appeal to 
the neutral public. Public opinion can exert powerful pressure on decision makers. In 
other cases, the network may find policy makers and public officials who appear neutral 
but in fact hesitate to voice an opinion due to the controversial nature of the sexual 
minority/ HIV/AIDS issue; they may support the advocacy efforts in private but prefer to 
appear neutral. The organization/ network may direct its efforts to convincing these 
influential “neutrals” to join and publicly support the campaign. Several decisions are 
based on a thorough and sound analysis of the advocacy campaign’s target audience. 
This unit provides an opportunity for participants to identify both primary and secondary 
audiences for their specific advocacy objectives and to begin assessing the audiences’ 
level of knowledge and support before turning to the task of message development.  
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By the end of this unit, the user will be able to 
- Use a power map to identify support and opposition around a particular advocacy 
issue; and 
-  Identify primary and secondary target audiences and analyze their interest in an 
advocacy issue. 
 
The task for each user and his/her corresponding group is to create a “power map” that 
visually depicts the target audience—support, opposition, and neutral actors—for its own 
advocacy objective.  
 
Task for Power Maps 
a. Write your group’s advocacy objective on the top and divide a chart into two sides, 
one labeled support and the other opposition. The middle line depicts neutrality. 
 
b. Brainstorm a list of all institutions and individuals with interest in your 
issue/objective—supporters, opposition, undecided, or unknown.  
 
c. For each institution or individual, cut a symbol or picture out of paper/magazine and 
label it. 
 
d. Tape the symbols on the map in the appropriate place—support, opposition, neutral. 
 
 As you review the task, elaborate on several steps as follows: 
· Step b. Participants should think of traditional as well as nontraditional “actors” in the 
policy process, including community leaders, celebrities, business leaders, relatives of 
the 
target audience, etc.  
 
· Step c. Groups should be as creative as possible in selecting a symbol or magazine 
image to depict the different actors. If the actor has broad power or influence over the 
issue, groups should create a large symbol. If the actor is interested in the issue but 
has little influence over the target audience or general public, groups should use a small 
symbol. 
 
· Step d. If the actor is highly supportive of the issue/objective, the symbol should be 
placed on the left side of the map. If the actor represents strong opposition, the symbol 
should be placed 
 
Use the following example to review the steps in the mapping process: 
· Advocacy objective. Within the next year, persuade the chief of police to institute a 
sexual minority sensitization training program for all current and incoming officers. 
· Target audience. Allies might include a women’s group, human rights NGO, lawyers’ 
association, etc. These would be placed on the left of the map in proper relation to one 
another. Opposition might include a police union official, some officers worried about 
losing human resources while police are in training, individuals worried about funding for 
the new project. These would be placed on the right side of the map. 
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After the completion of the map, a small deliberation can be initiated on the map by 
using the following questions: 
· Are there any additional allies that belong on the map? Who are they? 
· Are there any additional opponents? Who are they? 
· Does the map capture the interrelationships or connections between and among 
different “actors”? 
· Where on the map do most of the power and influence reside? 

 
E.g. of a power map 

 

Advocacy objective 

 
Support                            Opposition 

 
 
 
 
 
 
 
 
 
 
 
 
 

1. The user can ask the team to continue working in the same groups as for the power 
map activity by continuing the Target Audience Analysis. 
 
2. The Target Audience Analysis form is planning tools that will help the advocacy 
campaign assess the positions of various actors in the target audience in order to design 
effective advocacy activities and messages.  
 
3. Ask each group to refer to the actors they identified on their power map. Identify which 
of those actors are the Primary Audience, the person(s) and/or bodies with the power to 
achieve the advocacy objective directly; and the Secondary Audience, the person(s) 
and/or bodies that can influence the Primary Audience. The groups should 
transfer these names to the appropriate box on the form and complete the remaining 
columns as follows: 
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Audience Level of 
Knowledge 
about the 
Advocacy 
Issue. 
1- low, 5-
high 

Level of 
Demonstrated 
Support for 
the Issue 
1- low, 5-high 

Level of 
Demonstrated 
Opposition 
for the Issue. 
1- low, 5-high 

Undecided 
or position 
unknown 
 

Potential 
Benefits 
to the 
Audience 

Primary 
audience  

     

      

Secondary 
audience 

     

      

 
 
 

Form filling aid 
· Level of Knowledge about the Advocacy Issue. Is the audience well informed or 
does it lack accurate information? How much does the audience know about the issue? 
·. Has the audience actively and/or publicly supported the issue? Rank and 
Describe evidence of support.  
· Level of Demonstrated Opposition toward the Issue. Has the audience actively 
and/or publicly opposed the issue? Rank and describe evidence of opposition. 
· Has the audience failed to declare its position on the issue, or are you uncertain of its 
position at this time? 
· Potential Benefits to the Audience. How might the audience benefit from supporting 
the network’s issue and objective? Might the audience realize political, personal, or 
professional benefits? Describe any benefits. 
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Section 5: Messages: Informing, Persuading, and Moving to Action 

 
In today’s society, we are bombarded by messages every day. The intent of the 
message may be to sell us a product, inform or educate us in some way, or change our 
opinion about an issue. An advocacy communication strategy follows many of the same 
principles as an advertising or social marketing campaign. It is essential to know your 
audience thoroughly and to deliver a concise, consistent message that is tailored to your 
audience’s interests. 
 
Most people shape their messages to the needs and interests of a particular audience 
as a matter of common sense. In other words, the message communicated to a parents’ 
group about providing family planning services to adolescents would differ from the 
message transmitted to officials in the Ministry of Health. Audience research—
particularly qualitative research such as focus group discussions and in-depth 
interviews—helps identify appropriate messages for various policy audiences. Whoever 
the target audience may be, it is important to remember three other points about 
advocacy message development.  
 
- First, there should ideally be only one main point communicated or, if that is not 
possible, two or three at the most. It is better to leave people with a clear idea of one 
message than to confuse or overwhelm them with too many. 
 
- Second, messages should always be pretested with representatives of the target 
audience to ensure that the message sent is the one received. When a network 
develops an advocacy message directed toward the Minister of Health, for example, 
 it is always useful to practice delivering the message to a supportive Ministry official as 
a test run. The Ministry official may offer valuable feedback about how the message is 
interpreted. 
 
- Third, the message should not only persuade through valid data and sound logic, 
but it should also describe the action the audience is being encouraged to take. The 
audience needs to know clearly what it is you want it to do, e.g., include reproductive 
health in the national health insurance package, support an advocacy campaign by 
attending a rally on the steps of Parliament. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



22 of 29 

This unit addresses the essential components of a message—content, language, 
messenger/source, format, and time/place of delivery. The user is asked to apply what 
they know about advocacy message development through role-play scenarios with 
decision makers. 

 
 
 

Target Audience   

Action you want the 
audience to take 

  

Message content   

Format(s)   

Messenger   

Time and place for 
delivery 
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Section 6: Fund raising: mobilizing resources 

 
The ability to mobilize resources is a valuable skill for advocacy networks. Access to 
financial resources expands the options available to the organization and gives 
members the freedom to try new, creative, or even higher-risk activities than would be 
possible with limited funds. But no matter how much an advocacy campaign benefits 
from financial resources, it is entirely possible to launch a successful campaign with the 
resources and energy of network members alone.  
 
Effective fundraisers understand the importance of setting realistic goals based on their 
particular setting and advocacy issues. They know how to target potential contributors 
and develop persuasive appeals to reach them. They forge innovative strategies to raise 
money—from seeking small grants from bilateral development organizations to targeting 
private sector concerns within their own communities. They also know how to leverage 
contributions from one source to gain additional resources from another and thus pave 
the way for future advocacy activities. 
 
This section presents an overview of fundraising for advocacy. Networks that are 
committed to raising money to support their advocacy efforts should consider both 
organizing a separate workshop on fundraising and engaging the services of a 
professional fundraiser as a resource specialist. Given the recent and rapid growth of the 
NGO sector and the scarcity of resources, fundraising is an area that requires 
considerable technical skill. By the end of this unit, participants will be able to prepare a 
fundraising strategy for the advocacy campaign. Introduce the unit by reviewing the 
objective and giving a brief introduction to fundraising. Key points to include in your 
overview follow: 
- The ability to mobilize resources is a valuable skill for organizations. Access to financial 
resources expands the options available to the organization and gives members the 
freedom to try new, creative, or even higher-risk activities than would be possible with 
limited funds. 
 
- But no matter how much an advocacy campaign benefits from financial resources, it is 
entirely possible to launch a successful campaign with the resources and energy of 
network members alone. 
 
- Effective fundraisers understand the importance of setting realistic goals based on their 
particular setting and advocacy issues. They know how to target potential contributors 
and develop persuasive appeals to reach them. 
 
- Effective fundraisers are creative in forging innovative strategies to raise money—from 
seeking small grants from bilateral development organizations to targeting private sector 
concerns within their own communities. They also know how to leverage contributions 
from one source to gain additional resources from another and thus pave the way for 
future advocacy activities. 
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This unit presents an overview of fundraising for advocacy. If the network is committed 
to raising money to support its advocacy efforts, it should consider both organizing a 
separate workshop on fundraising and engaging the services of a professional 
fundraiser as a resource specialist. Given the recent and rapid growth of the NGO sector 
and the scarcity of resources, fundraising is an area that requires considerable technical 
skill. 
 
Current Status of Support 
1. Ask participants to think about the breadth of their current program activities. The 
members of the network may be involved in service delivery, education, training, 
research, community outreach, etc.  
 
2. Moderate a brainstorming exercise to answer the following question: 
What are the sources of financial support that make program activities possible? Ask the 
group to identify all the categories of funding they currently receive. Encourage 
participants to think broadly to include gifts-in-kind, discounted materials, or services, 
etc. 
 

Sample fund raising strategy 

Source Potential interest Approach Next steps 

International 
foundation 

Currently focused 
on adolescent 
services and grass 
root level initiatives 

Send letter of 
introduction and 
concept if the 
foundation shows 
interest, follow up 
with proposal 

X person to lead 
effort, 
Y to notify contact at 
foundation center to 
expect letter 
Z to mail proposal 
by x date to meet 
the deadline of the 
foundations funding 
cycle 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



25 of 29 

 
 

Fund raising planning matrix 

 
Name:___________________   Organization___________________ 
 
Category Item Priority Budget Vendor Staff 

Advocacy o Petitions 
o Faxes 
o Membership 

    

Content 
Management/Integrated 
Systems 

o System 
Selection 

o Setup 
o Maintenance 

    

Database o System 
Selection 

o System 
Setup 

o Maintenance 
o Integration 

with Email 

    

Donation Processing o System 
Selection 

o Setup 
o Maintenance 

    

Email Messaging o System 
selection 

o Setup 
o Building 

Email List 
o E-Newsletter 

    

Establishing Links with 
Other Organizations 

o Find 
Partners 

o Make 
Contacts 

 

    

Website o Hosting 
o Creation 
o Maintenance 
o Promotion 

 

    

 
Fundraising Tools 
Planning Matrix 
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Section 7: Advocacy Implementation Plan 
 

The implementation plan is organized around the advocacy objectives developed by 
participants. Give participants the choice of continuing to work in the same groups as 
they did for developing the objectives. If possible, participants may self-select the 
objective to address. Remind participants that they have completed several steps in the 
advocacy process. They have…  
Tidentified one advocacy issue for action; 
Tset the advocacy goal—a long-term change that they hope to contribute to; 
Tset specific advocacy objectives that will contribute to achievement of the goal; 
Tassessed the support and opposition and identified primary and secondary target 
audiences for each objective; 
Tdeveloped and practiced delivering advocacy messages to key members of their target 
audience; 
Treviewed data collection and analysis techniques to support their advocacy messages; 
and developed a preliminary fundraising strategy. 
 
To proceed with developing an implementation plan, the network must decide whether to 
approach its advocacy objectives consecutively or simultaneously. If the former, 
participants must agree on the logical order. Moderate a group discussion about which 
advocacy objective members want to address first in the campaign. Use the following 
questions to guide the discussion: 
 
TIs there a logical and obvious sequence? What is it and why? 
 
TWill any of the objectives make a greater contribution to the broader advocacy goal 
than others? 
TDoes the organizations feel better prepared/qualified to undertake one objective over 
the others? 
TWrite the relevant advocacy objective at the top of the worksheet. 
TNext, identify each of the activities necessary to achieve that objective. Activities 
should be fairly detailed. For example, include information about message development 
and methods.  
TFor each activity, identify the resources needed to support the activity. Resources may 
be material, financial, human (i.e., technical expertise), or technological. 
 
TIndicate who is responsible for undertaking the activity. 
TAssign an appropriate time frame or due date for each activity. 
 
Review the partially completed worksheet as an example. Allow the groups 30 minutes 
to complete the worksheet and to transfer their plan to newsprint or overhead 
transparencies. After the working groups have completed the assignment, ask one 
representative of each group to present the group’s plan.  Post all three plans on the wall 
and discuss each in turn.  

• Are the activities complete? Realistic? Should any be added or modified? 
 

• Look at “responsible person.” Does the group agree with the task distribution? Is 
the workload shared among different people? 
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• Are the required resources accurate? Is it practical to think the network can 
secure the indicated resources? 

 
• How about the timeframe? Is it achievable given the schedules and 

responsibilities of network members? 
 
Conclude by checking for final questions or comments about the implementation plans. If 
participants are satisfied with the plan, they are ready to move on to the next unit, 
Monitoring and Evaluation 
 
 
Sample Advocacy objective 

Activity  Needed resources Responsible 
person 

Time frame 
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Section 8: Conclusion 
 

You don’t need to be a professional lobbyist to influence HIV/AIDS/ Sexual minority 
policy and legislation. All you need is personal experience, factual information to back up 
your personal expertise, and knowledge of who the key decision-makers are and what is 
most likely to influence them.  
 
You need ...  

 
ADVOCACY  

• Advocacy can guarantee quality of life. 

• Advocacy can defend rights for the full exercise of citizenship.  

• Advocacy can defend the rights of vulnerable groups. 

• Advocacy can allow negotiation so that everyone’s a winner.  

• Advocacy can stop a harmful policy. Advocacy can put an issue on the agenda. 
ADVOCACY ... try it today 


