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The origins of advocacy are connected to the development of pluralist democracy after the fall of the communist regime.

There are a number of theories concerning advocacy. This chapter is based upon conceptions drawn up by two American organisations – OMB Watch and the Advocacy Institute in Washington – and also upon a generalisation derived from many remarkable examples of advocacy in Central and Eastern Europe, which are being implemented by non-profit organisations.

In the first part of the chapter, we shall define terminology and speak about where and when advocacy begins. In the second part of the chapter, we will concern ourselves with the basic instruments of advocacy and preparation for individual advocacy activities. We shall also speak more about campaigns and possible problems in their organisation.

The definition of advocacy

A significant authority on advocacy in the USA, David Cohen, offers the following definition of advocacy: „Advocacy consists of organised efforts and actions that use the instruments of democracy to establish and implement laws and policies that will create a just and equitable society. These instruments include elections, mass mobilisation, civil action (including civil disobedience), lobbying, negotiations, bargaining and court actions.

„Advocates design their efforts and actions to persuade and influence those who hold governmental, political, and economic power so that the formally constituted decision makers will adopt and implement public policies in ways that will improve the lives of those with less conventional political power and fewer economic resources…

„…As people participate in organised actions that involve non-governmental organisations, media and public decision-making bodies, democratic processes are strengthened“.

In their activities, advocates naturally come into conflict with those holding political and economic power. They are aware that politics exceed the framework of political parties and state institutions. In view of reality in the region, this area is complex, and within the framework of a developing political culture, unfamiliar. In general, the opinion is still prevalent that ordinary people should not involve themselves in politics. There is a widespread, vague belief that citizens may vote their representatives into local and national bodies, but should then leave them to get on with their work and ‘not mix with politics’. In the event that they wish to become involved in politics, then they should join a party, or take a job in some public institution. Scepticism is still rife regarding the opportunities to influence the activities of the ‘elite’. We often hear: „Basically, nothing has changed, and people still have no chance to affect anything“; „Don’t poke your nose into politics – you’ll regret it. The people ‘up there’ have the power, not you“; „You should pay attention to your work instead“, or „In any case, it’s all decided by money“.

Terminology corner: Defining new terms

Advocacy consists of organised efforts and activities by citizens and their organisations using democratic instruments to establish and implement standards and laws that lead to the creation of a just and equitable society. Instruments of advocacy include various civil activities (informing and educating the public, petitions, campaigns, civil disobedience, etc.), along with elections, mass mobilisation, lobbying, negotiations, and court actions.

Lobbying is a specific way of defending public or private interests, the objective of which is to change (implement, abrogate) a specific law, its part, or a by-law.

When and Where Advocacy Begins

The application of advocacy in a totalitarian regime, which controlled political, economic, and social life on the basis of the constitution and laws, had little meaning. Advocacy in the true meaning of the word can only be applied and developed in a democratic system that ensures fundamental human rights such as the freedom of association, speech, obtaining and disseminating information, etc. In a democratic state, citizens may associate and establish their own organisations – civic organisations, clubs, associations, and foundations. These carry out their activities independently of governmental power; people learn how to involve themselves effectively in decision-making processes on local, regional, national, and international levels, and influence them.

Box 1: The relationship between political and public benefit activities1

In this area, some very interesting research has been carried out in India. Researchers asked: „What is the life of women, who engaged in political or social activities in their youth, like? How do these women leaders/activists feel after 20-30 years? Are they still interested in others, or has the flow of time washed away their public involvement along with their youth?“

After interviewing over 800 women, an exceptionally interesting difference emerged. Women who had engaged in politics in the 1940s and 1950s, and had championed the Marxist and communist causes popular in India at the time, were not interested as a rule in politics or public life in the 1990s. They kept themselves to themselves and regarded their political activities as part of their reckless youth. Women who were not engaged in politics, but in direct services to people – those who worked in non-profit organisations, in the satjagraha (a movement supporting non-aggression in political contest), in apolitical women’s organisations, etc. – had not lost their interest in society and helping others. In the 1990s, these women were generally more settled, better educated, and had their own children, but most of them were still involved in some kind of public benefit activity. Despite their advancing years, they were still active. They ran self-help nurseries, educational courses, or had established some kind of non-profit organisation. Those who had felt compelled to help others in their youth had not renounced this in later life. This is the difference between political activity and specific service to people in need. It is a difference in motivation. A difference between motives of power and principle.

Interest in entering the arena of public life is often accompanied by dissatisfaction and protest. However, there is much more to it than this. People simply desire to influence issues that affect their lives to a much greater extent; they are increasingly less passive in regard to issues that are decided upon by someone else. They express themselves on the most diverse problem areas – social inequality, unemployment, the violation of human rights, rising crime rates, corruption, drug use, the destruction of the environment, or the neglect of cultural heritage. And this is not all – they often come up with alternative concepts and solutions to problems.

Box 2: Does the public interest exist at all? 2

There are a number of opinions concerning the term ‘public interest’. Conservatives deny that any such thing exists. There are only a number of individual or group, but above all, specific, interests that struggle with each other. This viewpoint maintains that it is meaningless to argue about the public interest, and that the term was invented by liberal or left-wing thinkers in order to legitimise their own beliefs on what people ‘really’ need. Fortunately, this extreme view is not widely accepted. Common sense tells us that a healthy environment, unpolluted water, healthy children, or a low crime rate is in the public interest, the achievement of which will increase public well-being.

Why is it worthwhile supporting non-profit organisations that endeavour to act in the public interest?

1. They supplement the formal political system (elections, political parties). They strengthen people’s direct participation in the political process so that the political system does not merely provide a framework for parties’ political activities. In non-election years, contact between the voters and their elected representatives is negligible, and various lobby groups battle secretly or openly with each other for the opportunity to influence them. If non-profit organisations try, through campaigns, leaflets, and media presentations, to motivate people to express their own opinions, this can only be a good thing. The fulfilment of election promises will not even be mentioned; the credibility of such assurances is truly minimal.

2. Non-profit organisations oriented towards advocacy have the opportunity, in the public interest, to ‘look behind the scenes’ in the case of elected representatives and the government, or to observe whether they misuse their power. Organisations that galvanise the public, call attention to the misuse of power, and carry out the role of a democratic ‘guard dog’. This is particularly important for disadvantaged groups and minorities, which often become the victims of uncontrolled power.

3. Such non-profit organisations also assist in the creation of political culture and increasing interest in politics. Although the election turnout may be high, interest in political activity between elections is low. Non-governmental organisations involved in public benefit issues may thus provide (alongside informal public education through experience) an incubator for politically active leaders. These have the potential to bring other ideas and viewpoints into high-level politics as officials and party apparatchiks. Through criticism, they help to correct politicians’ mistakes, which is vital in a period of transformation, when the fundamental rules of public life and politics are being formed.

4. The introduction of new themes, and increasing public sensitivity to new problems. The resources of such organisations are sometimes provocative and shocking, often leading to a tough response from security forces (in the area of nuclear energy alone, let us mention, for example, the activities of Greenpeace in Slovakia or the Rainbow Movement in the Czech Republic – people climbing the cooling towers of nuclear power stations with banners, blockades of these stations or the buildings of important energy institutions, banners and activists suspended from bridges, etc.). However, apart from the element of glamour or direct pressure on the competent authorities, there is an ever-present aim of raising the awareness of the public at large to a new problem, which although is not initially perceived on a large scale, is nevertheless extant. In this way, these organisations strengthen the diversity of social discourse and often endeavour to propose alternative solutions.

5. Asserting values in political dialogue. Advocates rarely act with low motivation. Rather, they are motivated by the effort to improve the society in which they live. However we may disagree with their methods, their honest effort to improve the world is beyond reproach. Even though the road to hell is paved with good intentions, cynicism in this case is inappropriate, and the role of non-profit organisations as ‘a social conscience’ is justified.

Preparing and Planning Advocacy Activities

In planning advocacy activities (whether this be a one-off event or a long-term campaign, simple guidelines are of no assistance. However, let us present a number of recommendations based upon the experiences of successful advocates throughout the world, along with the first steps in planning advocacy activities.

Creating a group of people, with whom you wish to realise an activity

This should be a small group of approximately 5-9 dedicated and enthusiastic people who will realise and direct the activity (a coordination committee, steering committee, etc.). These people need not necessarily be close friends; they may have various characteristics and experience. They should be united by a common objective – the willingness to act upon the issue and to comply with agreed rules within the joint activity. If the activity is concerned with a wide-ranging theme, it is important to include people who are able to perceive the problem from various viewpoints – those of geography, gender, experience, etc.

The success of the activity depends upon the level of political knowledge possessed by the members of this core group. This means that they must be aware of the division and function of power, and must understand the basics of the legislative process and working with public opinion.

It is advantageous for the committee to decide from the very beginning upon:

•
a contact location, a secretariat, and one main address;

•
with regard to operability, a small, perhaps three-member, executive committee that may be modified as necessary;

•
a spokesperson for the activity who will provide information to the public and especially the media, and mould the image of the advocacy activity;

•
methods of internal communication – the approval of decisions, meetings, etc. – and methods of external communication;

•
an approximate division of tasks between members of the group, based upon their abilities and time restrictions (this may change over the course of the activity).

Identifying problems and setting targets

Although, at first glance, this may seem simple and clear-cut on the basis of the given circumstances, this is usually a demanding part of advocacy activity. In order to define an issue concisely and comprehensibly and set out objectives that everyone will agree with, contemplation and a certain degree of skill is essential. It is necessary to:

•
invent a name for the activity – as brief, comprehensible, and appealing to the widest range of people as possible;

•
clearly and concisely describe the problem that led to the commencement of the activity;

•
identify the group that decided to act towards resolving the issue – its members, and who they represent;

•
define the objectives that this group has set out for solving the problem. It is important that the objectives be set out in individual points – very clearly, concisely, and objectively. There should not be more than three main goals;

•
explain how people may involve themselves in the activity. It is a good idea to set out a definitive summary – „What You Can Do“;

•
identify a person who may be contacted by the public and those interested in the activity, along with an address.

These points may be used to create a simple leaflet or booklet, which may be used by all of the group’s members as a basic communications medium and published on the internet. If it is a wide-ranging, long-term activity, a logo for the advocacy activity is very effective, and may be used in various ways. In such an event, we recommend the services of a professional; it is not a good idea to over-improvise.

Acquiring reliable data

The advocacy plan must not rely upon sensational or unverified reports. The commencement of an advocacy activity without sufficient and reliable information on the issue in question would very probably lead to failure.

Immediately at the beginning, it is important to determine the causes of the problem and where involvement is necessary for its elimination. It is essential to know the level upon which decisions are made concerning the problem in question (local state administration, local government, the government, parliament, etc.).

Data collection and the acquiring of information must be systematic. In this area, the work of volunteers may be employed, who must be appropriately approached and cooperated with in order that their potential be fully utilised. It is best to begin with research by organisations and institutions concerned with the problem area. This may include various state, research, and educational organisations, together with libraries, but also specialised media and non-governmental organisations. It is a good idea to research resources accessible on the internet. You may be surprised how much data you acquire on an ‘unknown’ problem this way. They will be worth their weight in gold when composing a successful strategy.

Drafting a strategy

When the problem has been clearly defined and a sufficiency of reliable information has been collected, it is time to draft an advocacy action plan. This is composed of similar elements to those of any other planning procedure in which you have certainly been involved. If you have not, you can find more about this in the chapter entitled ‘The Strategic Planning of Non-Profit Organisations’, and you may also use, for example, a simplified approach to the planning spectrum.

Briefly, let us introduce a few basic principles. The plan must be written down, not held in your head. Even though advocacy activities require many unexpected reactions and adaptations of measures, a framework timetable and a division of competencies must exist. The estimated costs of the activity must be clear, along with the sources of financing. At this point, it is necessary to know what you are capable of alone and in co-operation with others, what volunteers are capable of, and what must be paid for. Sobriety and realism, combined with the group’s enthusiasm for the issue, are important.

It must not be forgotten that every advocacy activity will be realised in the same environment and atmosphere, and will also reflect the psychological capabilities of the group. This must be taken into account when planning strategy; idealistic schemes should be avoided.

Getting to know those who decide

Advocates must understand the system of power, the legislative process, and decision-making methods. They must be familiar with:

•
the structure of the system – how the government, ministries, regional and district councils, and local government are composed;

•
the functions of the system – who has what competencies and obligations, and how decisions are approved;

•
the nature of the system – aside from the formal aspects, there are a number of informal elements, which affect decision-making on individual levels of authority. It is an advantage to know the influence and interests of individuals.

Knowledge of the system is important in order to effectively influence it. It is not necessary to study details of the political and legal system – you can cooperate with specialists for this – but a certain amount of political wisdom is simply essential when entering the arena of public policy and representing the interests of others.

It is also important to be personally acquainted with people involved in decision-making, their characters, powers, formal and informal aspects. Effective advocates endeavour to build relationships with people in crucial positions, along with their staffs. It is always helpful if these relationships are non-confrontational, and if the partners try to understand their limits and abilities. In advocacy, however, unpleasant conflicts with those in power are often unavoidable.

Members of non-profit organisations are frequently prejudiced towards communication with politicians; however, the basics of communication with politicians are very similar to regular communication, and can be learned. One very important rule is that, whenever possible, communication between the participants should be easily controllable and pleasant.

Politicians are generally very busy people who deal with a number of problems and topics. Therefore, it is necessary to prepare carefully for meetings with them, and you should be interesting, persuasive, and inspiring at meetings; your arguments and information should be clear, precise, and brief. It is also important to provide the politician with written information on the organisation, its viewpoint, and means of contact. It is also important to agree on further methods of communication.

Success in contact and co-operation with politicians will depend to a great extent upon whether you convince the politician of your abilities, and upon your influence on public opinion, or the opinion of voters if these are elected representatives. The power of advocates rests largely in these capabilities.

The creation of alliances and coalitions

In the arena of public policy, the success of the majority depends upon the extent to which your efforts are supported. Anyone may become an ally  (regular or influential individuals, citizens’ groups, or various types of organisation), or anyone who shares your interest in the solution or elimination of a given problem to a greater or lesser extent. Obtaining allies and sympathisers has a great effect on the success of advocacy activities (see also exercise 7 in the chapter entitled ‘Citizens and Public Decision-Making’).

However, experience teaches us that, wherever they take place in the world, most advocacy efforts are dependent upon small, dynamic groups of people serving as a catalyst. The creation of coalitions between non-profit organisations in advocacy activities is one of the most important, and most complex, issues. In post-communist countries, not only the representatives of political parties, but also advocates, are learning to live in a pluralist environment, to negotiate, and to achieve a mutually beneficial consensus. In a decentralised third sector, composed of a number of independent organisations, coalitions and partnerships are achieved with relative difficulty. It appears that this is easier in crisis situations.

Although the most important reason for creating a coalition of non-profit organisations is to increase the power and ability to achieve objectives, good co-operation within a coalition has a number of advantages. Coalitions of non-profit organisations:

•
provide a forum for the joint consideration of a problem;

•
combine financial, material, and human resources;

•
reduce competition for access to resources;

•
mobilise the interest of other people and groups;

•
attract the attention of the media and people in influential positions;

•
strengthen solidarity and unity in the third sector;

•
build the image and significance of the third sector in the eyes of the public.

Coalitions may be local, regional, or national in nature. In view of the character of advocacy activities, they may be composed of similar types of non-profit organisation (oriented towards youth, social issues, the environment, for example), or a variety of organisations.

Despite its many undeniable advantages, working in coalition also has its drawbacks. Above all, some of the problems include: more complicated organisation and logistics, the achievement of a consensus in dividing competencies and in directing the activity, and possible rivalry between the participants.

In establishing a coalition, it is a good idea to understand, and continually repeat, the reasons why you are trying to form the coalition. Essentially, there are three main reasons:

•
The power of coalition through strength in numbers. The more entities involved in advocacy and lobbying on public issues, the more powerful the effect. This is not an area for petty squabbles; it is self-destructive to become insulted in disagreements and say, „OK, so we’ll go it alone“.

•
The power of coalition through the diversity of its members. Various types of organisation have various natural groups of supporters, and therefore various bases for public and political support. A coalition is much stronger if it associates groups that are usually not regarded as partners.

•
The power of coalition enables the diversification of competencies, capabilities, and expertise. Various groups have various knowledge, capabilities, and talents, which they can provide for a joint project. Know-how, contacts, and experience possessed by any member of the coalition (in working with the media, in organisation, creating strategies and tactics) can enrich the coalition as a whole.

There are tried and tested rules for composing and maintaining a functional coalition. If you want to draw inspiration from the experiences of others, read the rules – a kind of coalition etiquette – in the following box. The third sector in Central and Eastern European countries has achieved many valuable successes, social authority, and international recognition often due to the increased ability of non-profit organisations to work in coalition. In Slovakia, for example, this was most noticeable in the nationwide OK ’98 campaign; in Croatia, the Glas 99 campaign, and in Serbia, the Izlaz 2000 campaign.

Box 3: Coalition etiquette: The basic rules for building unity

Understanding

1.
Each member of the coalition should understand not only the way in which other members make decisions within their own organisations, but also the impact that this has on procedures and the functioning of the coalition.

2.
Members of the coalition should clarify the areas in which they have similar interests – i.e., those in which they want, and are able, to cooperate – along with those upon which they do not agree and in which they have conflicting interests.

Standards
1.
Accept the diversity and division of tasks. A coalition cannot expect uniformity from its members in their actions and beliefs, but must respect their diversity and learn to utilise it.

2.
Before causing a commotion, collect and verify information. Do not depend upon one source of information – listen to various viewpoints before you make decisions. Issues are rarely simple and uncontroversial.

3.
Learn to politely disagree. If you are to work together, you must learn to disagree in a way that allows your further co-operation.

4.
Strictly divide your role as a member of an organisation from that as a member of a coalition. It is particularly important to avoid speaking in the name of the coalition (or sounding as if you are doing so), if you, as an individual or an organisation, have not been entrusted with this role by the coalition.

5.
Do not use the media to express your disagreement with the coalition. If you disagree with it, resolve this problem within the coalition itself.

6.
Share the credit and successes. If people and organisations work diligently, they should also receive praise. It is better to praise people too often than too infrequently.

Procedures
1.
Early on, decide upon the method of decision-making within the coalition. Each member should be familiar with the decision-making procedure; it should be clear, accepted by everyone, and thoroughly applied.

2.
Decide upon the method of directing meetings of the coalition’s steering committee (the length of the meeting, regularity, basic rules, the minimum number of participants, etc.). Procedural issues of this type may lead to sharp conflicts despite the goodwill of members. It is therefore a good idea to prevent them with clear and mutually accepted rules.

3.
In advance, clarify the areas and level of decision-making freedom for the executive arm of the coalition. According to decision type, divide them into areas in which the steering committee must decide, and those in which the executive arm may decide.

4.
Agree upon the decision-making process in situations where a sharp conflict arises or persists between members. If these are important differences between members, which you are not able to resolve alone, you may use an independent mediator, arbitrator, or panel. It is a good idea to agree upon procedure before such problems arise.

5.
Agree upon the conditions under which it is possible to re-discuss an already-approved decision. Effective decision-making is very important for the effective functioning of the coalition, and part of this is a common awareness of when it is appropriate to return to an approved decision and when it is not.

Working with the media

In developed democracies (and not just there), the media and journalists have often contributed to the success of a good idea, the protection of human rights, or the uncovering of a scandal. The significance of the media is undoubtedly great, often representing a catalyst for social and political development. This is one of the reasons why the media, and working with it, is an extremely important part of advocacy activities. Through the media, it is possible to attract public interest, obtain support, and in particular, to come to the attention of those who make the decisions – these are the people who you want to influence the most. The broadcast and printed media churn out a huge quantity of information every day; it is not always easy to get precisely our idea and our viewpoint into the headlines. However, it can be done, and more importantly, it can be learned. There are a number of guidebooks and useful documents for non-profit organisations containing guidelines and successful techniques for working with the media.

Journalists are always looking for interesting and informative stories. They need dependable, up-to-the-minute, precise information. In the same way as advocates, they also like to contribute towards exposing and solving problems that affect people. And after all, the media is involved with monitoring those in power. Therefore, it is up to our abilities as to how we utilise it in advocacy efforts.

If you decide to start working with the media, then activities in this direction should become a component part of the advocacy action plan. In the area of media work, as in that of strategic planning, it is important to determine what you wish to achieve, where you are coming from, and what steps you will take towards fulfilling the objective. Along with the contents themselves, the form in which they are presented is also important. There is no such thing as a typical or universal reader, listener, or viewer, but if you want people to listen to you, then speak about problems that affect them using their own personal system of needs and values, in a language that they understand.

In the same way as it is important to understand the political system when lobbying, you should also utilise more intimate knowledge when working with the media – which medium is read, watched, or listened to by whom, how high their level of popularity and trustworthiness is, how the editorial office works, and what kind of information is preferred by journalists and when.

Target group 

When working with the media, and in any kind of relations with the public, you must not forget who you are talking to. You may regard people according to the level to which they are persuaded by the idea you are offering, but also according to the particular target group, with particular needs, that they represent.

Experience has shown that those who are convinced do not need further convincing. They are familiar with the arguments, and may begin to feel bored or insulted by the repetition of accepted issues. Most of them need support and praise, not powerful arguments. Consider whether it is necessary to waste your oratory talents on people with opposite views. They will resolutely defend their positions and reject out of hand any attempts – whether rational or emotional – to influence them. Their negative attitude will often serve to strengthen your efforts. A large group of undecided, although generally non-hostile people will look on hesitantly. They have yet to make up their minds, but if you interest them, they will not refuse to listen. They offer the widest possibilities to gain support – turn directly to them! What are they most interested in? It has been shown that information itself is not always the key to changing attitudes. People are influenced by non-verbal communication and appealing words, comprehensible language, narratives that strike a chord, connections with their own problems, in whose name you are speaking, whether they can agree with you, and whether they can believe you.

Do you know who you wish to appeal to, your target group? Is this group large or small? Can you define it? Will it change during the campaign? To begin with, the objective may only affect a small target group, such as specialists; later, however, you may try to approach young people, housewives, or the public at large…

Steps in the media strategy :
• Define the objectives that you wish to achieve (awareness, a change in opinions, a change in the consideration of a certain problem, public debate), and the target group to which you wish to appeal.

Create the main concept of your campaign – the message, a slogan, a comprehensible motto.
The message should be simple and original, appealing and comprehensible. It should be stated in your own words, but in such a way that it be understood by the target group. The slogan is not the same as the message, but should be based upon it. A message is a safe containing valuable treasure, and a slogan is the combination that unlocks it. A slogan is a colourful scarf worn by a well-dressed person; something we can see from a distance – a signal banner attracting attention. A good slogan is the central motif of the campaign. It is also advantageous to find a well-known personality to support your message.

• Prepare a calendar or plan of media events.

What has already been set out by circumstance – what is the situation? What can you react to? What other events will take place? How often will it be necessary to write to the newspapers or organise press conferences? What do you want to achieve in a week, a month, or a year? And be careful: does your organisation need a media plan at all if, for example, you organise an event once a year?

• Identify the possibilities of, and approaches to, the media.

What should the scale of the campaign be, and through which media will you address the target group? What is the structure of individual media – what is their level of popularity, trustworthiness, and accessibility? What resources (human, material, financial), and what contacts do you possess?

• Find words and arguments – outline the theme.
Present ideas and activities to the public comprehensibly and in an appealing way. Prepare keywords, and arrange your arguments thoroughly. You can find a way to address every person through their personal system of needs and values.
Exercise 1: Forming a media strategy

This exercise will help you to form your media strategy, so try to answer the following questions as exactly as possible:

• What are your media goals? What are their time limits?

• What situation are you in now (resources, the internal and external environment)?

• What target group do you want to address?

• What is your message?

• What arguments and keywords will you choose?

• What do you want the headlines to say about you? What articles would you like to read about yourself?

• What forms of cooperation with the media will you choose?

• What types of media do you want to use?

• How will activities be scheduled?

................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................

Try to ask yourself some questions in reverse:

• What would be the worst headlines to appear in the media?

• What are the worst articles you could imagine?

• What keywords would you rather avoid?

• What can I do about this?

................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................................

Through both negative and positive means, you may achieve a clear notion of what you wish to achieve. The most important result of your efforts should be, apart from a clear plan for creating a simple and comprehensible report (your message), a kind of mini-mission concerned with a specific campaign, activity, or concept.

Ways of working with the media 

In the next paragraphs, we will present a number of specific ways of working with the media. These are press conferences, briefings, documents and telephone calls to the press, press reports and announcements, and press interviews. Always remember whom you are planning to speak or write to, and whether the chosen method is appropriate for the objective you wish to achieve. After each interview or press conference, meet up and offer feedback. Do not forget to monitor every appearance in the press. This way, you can improve communication with the target group and increase the effectiveness of your work.

Press conferences

Only organise them when you really have something to say and when a press conference is the most appropriate method of achieving your objectives. Do not forget that you are proactive and providing information in an environment that you have chosen yourselves. In a press conference, you may also react to specific events – a newly-ratified law, scandals… It is important to set out your targets – what the results of the conference should be and what should be published – and to make a supreme effort to ensure that journalists attend, observe, and take away important information with them. Do not neglect to advertise the conference, its length, and materials to be provided.

Briefings

The aim of a briefing is to provide information to journalists more regularly and in greater depth. A smaller number of people allows more concentrated and thorough edification. A briefing is more relaxed in nature, and press appearances are not expected; those invited are primarily journalists who have expressed an interest in the theme.

Telephone calls to the press

The quickest way in which journalists can get access to you (and you to them). If you send a press report to a journalist, you should follow it up with a confirmation telephone call. In this way, not only do you confirm that a certain event has taken place, but you also establish contact and begin to form a relationship. The telephone also provides you with a means by which you can provide rapid information concerning unforeseen events.

Press documents

Once you have decided that the documents in your possession are precisely those that need to be shown to journalists, check to see if they are objective, up-to-date and timely, interesting, appealing, and cut to fit. However, you need not restrict yourself to articles or booklets – you may also provide annual reports, analyses and studies, and photographs.

Press reports

A press report should answer the questions: Who? Where? When? What? Why? and How? This sequence of questions need not be observed to the letter, but the core issues should be presented at the very beginning. It is best to write it in the form of an inverted pyramid, with the most important information at the start, because newspapers edit articles from the end. Do not forget the technical details; keep to a maximum of one page, use double spacing between lines, and affix your signature, contact details, and the date and time. If you fax your report to the publication, always state to whom it is being sent, and telephone to check that it has arrived in one piece.

Interviews with the broadcast media

Above all, ask yourself what the organisation will gain if you participate in an interview or programme. When preparing, ask yourself the following questions:

· Why, and in what context have I been invited? What attitude will I represent?

· At what time will the programme be broadcast? Where will it take place, and how long will it be? Will it be a news report or a discussion programme? What is the target audience?

· Will the programme be recorded, or live? Will the audience be able to phone in? Will I be alone, or accompanied by others?

Your appearance should be interesting, comprehensible, and memorable – only in this way can you help to support the attainment of the campaign’s goals, or the activities that you came to represent.

Compiling Case Studies from Advocacy Activities

A case study represents the drawing of a line under a good advocacy activity, enabling its participants to assess the progress and results of their efforts. It also has great significance in edifying and inspiring other advocates.

A case study is not academic in nature, but a highly practical document. There are a number of ways to compile a case study concisely and comprehensibly. Nevertheless, all these methods have fundamental questions in common, which must be considered when compiling a case study:

•
What individuals or organisations initiated the activity?

•
When did the initiative begin? Has it finished, or is it still continuing?

•
What was (is) its objective, and what was/is the initiative expected to achieve?

•
What situation or need compelled individual groups to begin their activities?

•
Who was (is) responsible for financing the initiative?

•
Who were (are) the key players in the initiative?

•
Who was (is) responsible for decision-making within the initiative, and how were/will the decision-making mechanisms (processes) be approved?

•
At whom was (is) the initiative primarily targeted?

•
What were (are) the most important activities?

•
What results have been achieved so far? Or how have the criteria for success been defined?

•
What further steps will be taken (if there are any left to take?)

•
How much did the initiative cost?

•
What were (are) the largest obstacles to achieving success?

•
What have you learned from the initiative? Can you perceive any general lessons you have learned? What would you do differently? What is applicable in other activities?

•
Are there any documents (to serve as examples) connected with the initiative (booklets, advertisements, special reports, etc.)? If so, where can they be found?

Exercise 2: Some questions for those who have already decided. (How would you proceed when encountering problems over the course of a campaign)?

It is not impossible that you may find yourself in the position of advisor to a campaign. How would you proceed in the following situations?

1. Your only source of information on the initiators of a campaign is its leader. He/she trusts you professionally, and therefore invites you to a meeting with the initiators as a probable consultant on the campaign. Some of the other advocates – the campaign’s initiators – welcome you, while others do not. You perceive that about half of them (4 people) are not sympathetic towards you, and have reservations concerning your possible role as a consultant… What do you do?

2. An impatient, more spontaneous faction of campaign organisers wish to rush immediately into impulsive activities. They want to organise immediate demonstrations and send appeals to the government and parliament. It is clear to you that it is too early for this, and that without sufficient public support, the campaign will end with a whimper rather than a bang. You also perceive that your reservations and objections concerning the progress of the campaign are not being accepted… What do you do?

3. The two most powerful leaders of a campaign are in permanent conflict with each other. There is a danger that this will be vented in the media… What do you do?

4. State institutions have received information on a beginning campaign. You have discovered (or the first signals exist) that they are planning to extensively discredit the organisers of the campaign in the media… What do you do?

5. Despite an original agreement stating that the campaign’s organisers will consult with you concerning all the major steps of the campaign, this has not recently been the case. They have made a number of major steps without informing you, and although they have yet to make any fundamental mistakes, this cannot be ruled out in the future… What do you do?

6. In a later phase of a campaign, a source of funding has been found. However, along with the inflow of financing for the campaign, a number of new professionals have appeared who were not involved in the campaign from its beginning. They demand a reasonably large share of the campaign’s funds… What do you do?

7. After the first stages of a campaign, defined targets have not been achieved. Everyone is disillusioned, tired, and frustrated, and all of these feelings are directed towards you – the consultant… What do you do?

8. One of the members/organisations in a campaign coalition has left the coalition with great commotion and announced that they do not wish to continue with the campaign, or that they wish to organise a new campaign that would be better organised, and which would achieve its goals… What do you do?

9. At the end of a successful campaign, all the members suddenly attribute the success to themselves – even those who, from your consultative point of view, failed to help or even had a negative effect on the campaign… What do you do?

We have offered a number of examples concerning the possibilities of achieving positive changes in society and outlined vital credentials in advocacy. We hope that, thanks to you, the readers of this textbook, a number of further, inspiring examples will emerge in the future – in the interests of us all.
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