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Emergence cycle of an advocacy

strategy

1



+

1st part : The approach

framework
Definitions and caracteristics
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Political impact 

Evolution of citizen’s involvement in political impact
approach

It’s in continuity of this evolution that for a decade,
citizen’s involvement in the definition of public
policies became one of the development world
priorities, and on a broader level, of global
governance

This new approach aims at influencing, 
orienting policies
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Different strategies

Claiming, combating : Construction of a balance of power with
depositories of the political authorities to compel them to
make a decision they don’t wish but that will seem necessary
to solve the conflict, construction of a balance of power that
may lead to power takeover.

Advocating and lobbying : Convince political decision-makers
to adopt the position we uphold, not through force, but as the
one which best serves their interests and thus to lead them to
make the political decisions in this direction.
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Characterization of the 

advocacy approach

Process through which, on a specific theme, a collection of 

actors persuads decision-makers to  join, adopt and 

implement a decision serving the general interest.

Advocacy relates to a common or of general interest matter, in an 

area where we are legitimate, it aims at impacting on public 

policies, pushing decision-makers for decisions, in order to get a 

result contributing to social change

Advocacy is a collective process of agents, a transparent one.
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Advocacy, a plural approach

Advocacy is an approach which stands at the confluence of a 

collection of practices,  aiming at impacting on public policies in 

a tension between collaboration (dialogue, cooperation…) and  

confrontation (question, claim) with public decision-makers.

Advocacy

Communication Claim

Participation

Information Confrontation

Negotiation
Conciliation

Awareness-

raising
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+
2d part : Emergence cycle of 

and advocacy strategy
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8 sequential steps

Emergence 

cycle of an 

advocacy

strategy

Problem

Identification 
Information 

searching

Determine

targets

Set 

objectives

Define a 

message

Decide an 

alliance 

strategy

Define an 

action plan

Assessment

method
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Identification phase of a problem

Ask the right questions:

Will the fact to work on this issue:

 lead to a genuine improvment of people’s life?

 be experienced in a large and deep way?

 forge sustainable organizations and alliances?

 offer opportunities to women, for instance, learning to better know 
politics field and get involved in it?

 promote rights awareness and respect?

 link local concerns and broader issues, perhaps even at a global 
scale?

 offer fundraising possibilities?

 have a chance to succeed? Does a precise target exist, a set 
timetable and a clear political solution?
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Problems tree/ Solutions tree

 Once acted that the question is relevant, it

deserves an analysis as a whole, thus trying to 

depict causes and effects tree which will allow to 

identify the issue, and possibly solutions. To that

extent,  the tandem problems tree/ solutions tree

should be used, of which is here an example

adapted to advocacy matter:
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+
Exercise : problems tree
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Information searching/data 

mobilization

Information searching and analysis should ensure:

 An effective understanding of the context in which we

intervene (political decision-making mechanisms, political

schedule at local and national scale, agents impacting in this

field scale…)

 More globally, a good understanding of political, economic,

religious and ethnic issues that could impact on the problem

at hand.
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+
Set a timetable of important 

events
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Stakeholders analysis

Stakeholder Interest in the 

action

Influence as 

agent

Attitude

towards the PO

Strategy to 

implement to get

its support

1stlevel

PO

Communities

Women

2d level

Government

Civil society

Funders

Private sector

Media

Agri-food

groups

IN
F

O
R

M
A

T
IO

N
 

S
E

A
R

C
H

IN
G

16



+
Sources and documents assessment

useful for searching

IN
F

O
R

M
A

IT
O

N

S
E

A
R

C
H

IN
G

17



+
An argument

 Based on your actual experiences (case studies)

 Convincing, clear, illustrated, relying upon real experiences,

sufficiently substantiated and analysed.

 Present potentials/assets of your practices and methods,

constraints you are facing and solutions you are offering.

 Demontrate in what way applications you make are a matter

of general interest (both for other types of agents and for

decision-makers)
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+
Set objectives

 Be sure to well differentiate objectives and goal. The goal 

is the problem we contribute to solve by our action. The 

objectives are a collection of specific actions that

contribute in reaching the goal stated.

Contribute to poverty decrease in the world or supporting family

farming are goals; sending 10 tonnes of rice to beneficiaries or

helping producers to organize themselves within a cooperative,

are specific objectives.

S
E

T
 O

B
JE

C
T

IV
E

S

19



+
SMART indicator

Specific, Measurable, Acceptable, Realistic, Time 

bound

 Specific :What are we exactly willing to do?

 Measurable : Is there a way to know if objective is reached?

 Acceptable: Is the proposed solution relevant regarding the

problem, acceptable for all populations we are trying to

help?

 Realistic : Can we reach our objectives, given constraints and

time available?

 Time bound :When will objectives have to be reached?
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Advocacy targets

If the direct target of advocacy actions is of political matter, so

we could :

 Try to directly discuss with while relying for instance on an

attractive speech, highlighting advantages that might come

with satisfying demands, or at the contrary the possible

disadvantages that may come with ignoring them.

 Prefering an indirect approach by advocacy actions targeting

the « general public » by more media-covered actions

(awareness-raising/denunciation, strikes), highlighting

symbolic aspects of the problem (injustice, illegitimacy,

human rights infringement, non-fulfilment of the

committments…).
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Advocacy targets

If the direct target is an economic agent, it will often be difficult

perhaps even impossible to directly discuss, and even more to

win acceptance of revendications. Someone will in most of the

cases have to foster an indirect approach such as:

 Drawing attention of authorities relevant in case of illegal

methods.

 Drawing attention of general public and calling for militant

measures (boycott) in case of methods deemed illegitimate.
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Target identification table

Objective

of the 

advocacy

Direct target Position 

towards

the 

question

Assumed

interest of 

the target

Influence 

of the 

target on 

the

question

Indirect 

target
(assumed as 

impacting on 

the target)

Local 

authorities, 

provincial 

decision-

makers…

Media, 

general

public…

National 

authorities, 

Ministries,

members of 

Parliament…

Advisors,

policy

officers…

Targets of 

economic

nature 

(enterprises…)

Consumers

…
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Message framing

Three advices to frame and present messages:

 Present a constant to targeted public through various channels
over an extended period. Constancy is also very important
because you can’t change the underlying message until your
public “absorbed” it.

 Make sure that the message is carried through a credible source
in the eyes of the targeted public. The messenger often is as
important as the message in itself.

 Create a message that public will understand. In other words, use
the « language » of the targeted public. Avoid technical terms or
jargon. Use words and sentences that have positive and striking
images and not terms that might have negative connotations.
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Policy brief
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Policy brief

 « The policy brief defines an urgent political

challenge, identifies and evaluates policy options

and makes recommendations for alternative

policies » (FAO 2008)

 It is limited to the objective it wants to achieve, is

based on a precise and concrete argument, is not

too long, is easy to understand, accessible,

practical, illustrated.

 It allows wide dissemination of ideas and

proposals.
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The template of the policy brief

 The visual identity !

 First page: Title, authors (logo), abstract (main conclusions, most

important arguments, recommendations related to the

arguments), general recommendations.

 The corpus:

- The description of the issue: political / historical context,

case studies, figures… Goal : Provide a framework for the

proposed recommendations.

- Solutions options (= Proposals for policy measures) Goal:

Clarifies how each option can solve a specific issue.

- Conclusions and recommendations
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+
Dissemination of the policy brief

 During meetings in the presence of public 

authorities and donors.

 During seminars and symposia

 On the website of the campaign

 The monitoring: list of contacts and sending, 

number of printed copies ...
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Others proposed forms for the 

message

 Solicitation letter for a meeting with leaders and/or advisors

of the targeted organizations.

 Background information, in the form of fact sheets easy to 

use.

 Postcards or petitions sent by general public to the target.

 Posters, flyers, TV spots…
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Set an alliance strategy

Characteristics at the external level : 

 It strengthens the change process : skills pooling among the
group at different times

 It gives greater weight to demands and causes defended in
the advocacy campaign : those demands are expressed by a
great number of organizations

 It adds credibility to your campaign since demands are not
received as emanating from narrow interests of one
association only

 It provides more opportunities for mobilization of wider
support and human and financial resources
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+
Set an alliance strategy

Internally : 

 In contrast to traditional organizations, network can be 

flexible, participatory, non-directive and fast acting; 

 Coalition allows to reinforce the capacities of its members 

through exchange and mutual learning; 

 It allows pooling from organizations and people sharing 

common objective and missions;  

 It allows strengthening of values of pluralism and solidarity 

management; 

 It allows costs decrease, since resources are pooled
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Steps for coalition building

Step 1 : Identify ally(ies): farmers organizations, NGO, unions, 

institutions, research centers, personnality… 

Step 2 : Study them to find out about them (functioning, positions, 

activity fields, experiences etc.) 

Step 3 : Get ally(ies) interested in advocacy objective

Step 4 : Set responsibilities and roles of each ally(ies): who will do 

what?

Step 5 : Create a steering committee comprised of  at least one 

representative of each organization member of the coalition.
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Set an action plan

A
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Activities Deadline Total cost Manager

Concertation of 

agents

March 500 € Campaign

launcher

Study making June 3 000 € 1 of the 

coalition 

members

Fora organization October 2 000 € 1 of the 

coalition

members
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Actions timetable (GANTT table)

A
C

T
IO

N
 P

L
A

N

Actions Apr. Mai June July. Aug Sept. Oct. Nov.

Concertation of 

agents

Study making

Creation of tools

Organization of 

fora

Meetings with

decision-makers
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Budget implementation
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Activities Costs

Service provision for study making 3 000 €

Campaign documents (visual creation, modelling, 

printing…) 30 000 copies

15 000 €

Video spot making 10 000 €

CampaignWebsite 8 000 €

Public mobilization (Launching event…) 6 000 € 

TOTAL 42 000 €
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Set a monitoring and assessment

method

 Assessment and monitoring are two processes aiming at 

comparing reached results with initial objectives, as well as 

estimating likely evolution of advocacy action over time

 In advocacy actions, monitoring/assessment processes have

less to focus on material aspects (inputs, logistics..) than on

impacts (difficult to measure given the slowlyness of change

that we are trying to bring, and by the changing nature of

political activities)
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+
Define a monitoring and 

assessment method
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Questions to wonder about regarding

monitoring and assessment.

 Does your advocacy objective advance properly or did you

face obstacles? What are these obstacles and how can it be

overcome?

 If your objective doesn’t seem achievable, should you modify 

it? Would it be achievable? 

 Did your message reach your key public? If not, how could you 

facilitate a better reach of your public? 

 Did you get coverage in media or press? Did it help your

efforts? How could you improve your media relations?

 Were data presented in a clear and convincing way? How 

could you improve your presentation? 
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Exercises in sub-groups

Now to practice!
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