
Planning for Advocacy 
dvocacy is the process of 
conveying a 
message more broadly 
to a mass audience on 
behalf of others. It seeks 

to draw attention to an important 
issue or problem and build support 
for acting on both the problem and 
the solution. The intended out-
come of advocacy is a change of 
policies, positions or programmes 
of any type of institution. 

This may be, for example, influ-
encing public policy and resource 
allocation decisions within politi-
cal, economic, and social systems 
and institutions — that directly af-
fect people’s current lives.  It is not 
just about advocating on behalf of 
other people. Affected communi-
ties should also be capacitated to 
advocate on their own behalf. 

Advocacy is part of communica-
tions -- how we put things in a new 
way to make people understand 
what we are talking about and, by 
so doing, changing value systems/
worldviews. 

Advocacy needs careful planning 
to be effective. The change you 

seek will not happen automati-
cally. It is a process that can take 
months and, in some cases, even 
years. This is why it is important to 
plan your advocacy and recognize 
that the results may require some 
re-strategising along the way. 

Below is a step-by-step approach 
to developing your advocacy plan 
so that you are clear about your 
objectives, target group, actions 
and methods of evaluating the 
success of your strategy toward 
achieving your objectives. 

Step One: Understand and define the 
issue

You will need to do extensive re-
search (see Research toolsheet) 
on the issue or issues you plan 
to campaign on so that you 
understand the problem or issue 
thoroughly, are able to articulate it 
within various contexts, in particu-
lar the impact it has on the 
affected group or community and 
so that you can come up with a 
proposed solution. 

Clear – speak conversationally to the point, and don’t use jargon   
 Concise – should be able to be expressed in a short paragraph   
Compelling – should speak to the values and concerns of the target of 

        the advocacy;

Contrasting – should lay out the difference between what you are 
        advocating for and  what others are advocating for (whether it is the 
        status quo or new legislation); and

Credible – it must be believable and able to be accomplished. 

 A good advocacy message is:  
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“The action plan 
should spell 
out your goals,            
target audience,          
partners you will 
work with and 
the time frame.”
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Women in Politics

An important part of your research 
will be to identify the affected 
group or groups who will benefit 
from the change and how. For 
example, the problem may be 
gender-based violence (GBV) at 
university campuses. 

Your affected group would be 
young women attending tertiary 
institutions and your proposed 
solution may be increased budg-
etary allocation to the Ministry 
of Higher Education so they can 
improve security and campus 
lighting. 

You also want to identify groups 
that are likely to oppose the 
change you are proposing so you 
understand why and how you can 
work together to sway them to 
supporting your proposed solu-
tion. 

Step Two: Define the target 
group

Be clear on who your target group 
is. Is it the general public that you 
want to recognize the problem and 
make personal changes or push 
for policy changes? Is it legisla-
tors who you would like to make 
new laws or revise existing ones in 
line with your proposed solution? 
It may be the leadership of your 
party that you wish to influence to 
commit to equal representation 
within party structures, a gender 
policy, greater allocation of funds 
to women candidates or main-
streaming gender in the party 
manifesto. You may have more 
than one target group, for example 
the general public and legislators. 
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The “Women in Politics” Advocacy Series is the product of a                               
partnership between IPS Africa and UN Women as part of a wide 
programme to strengthen the capacity for advocacy and transforma-
tive leadership of women in politics, support institutions and political 
parties. For more information, resources and training opportunities, 
go to: 
http://www.ipsnews.net/new_focus/polls/index.asp.

Once you are clear on your target group 
you need to be aware of what their cur-
rent stance on your issue is so you can 
develop the right approach to getting 
their attention and action. 

Step Three: Develop a 
message

Once you have understood the issue 
or problem you plan to campaign on 
you need to define it through a consist-
ent message for your target group or 
groups. 

Your key message is the central idea 
around which all advocacy on a par-
ticular issue revolves. The message 
answers the “why” of your advocacy 
campaign. In order to be effective, it 
should be well thought out and explana-
tory. 

It is important here to consider how you 
“frame” your message. That is, how 
your message can be put across in a 
way that challenges and changes the 
way that people see the world and what 
counts as common sense (see Framing 
Issues toolsheet). Be consistent with 
your message at all times so that people 
hear, internalize and adopt it. Once they 
have received it they are more likely to 
be interested to hear what else you have 
to say. 

You can develop other messages, for 
example slogans, which elaborate or 
encapsulate your main 
message. 

Step Four: Develop an action plan

Your action plan will cover the range of 
activities that you plan to carry out as 
part of your advocacy campaign. These 
may include media outreach, public 
talks, meetings with politicians, building 
networks and coalitions, public rallies, 
exhibitions, petitions and many other 

creative ways of getting your message 
out. 

Rather than undertaking isolated actions 
that are unlikely to have much impact, 
your activities should build on each other 
for greater effectiveness.  Focusing first 
on raising the profile of the issue you 
are advocating on in the media or other 
platforms, for example, may convince 
decision makers to meet with you to 
discuss your recommendations. 

The action plan should spell out your 
goals, target audience, partners you will 
work with and the time frame. It should 
be flexible to allow you to deal with a 
changing environment and new develop-
ments. This may require you to drop or 
replace actions that prove to be unnec-
essary or ineffective. 

Your action plan should be accompanied 
by a detailed budget. Determine the 
resources required, including human 
resources, for you to be able to achieve 
your actions and where those resources 
will come from (see Resource Mobilisa-
tion toolsheet). 

Step Five: Partnerships and Public 
Support

You will need support to achieve your 
advocacy goals. You can seek specific 
kinds of support from your networks 
(see Networking toolsheet) and general 
support from the public, which will help 
to build pressure on decision-makers to 
adopt your proposed recommendations. 
The media is one way of raising aware-
ness and building public support (see 
Media toolsheet).  

Step Six: Monitor and Evaluate 
As you implement your advocacy, you 
need to continuously monitor your re-
sults in achieving the goals of your cam-
paign. Monitor your strengths and build 

on these, assess your weaknesses and 
come up with ways of overcoming these. 
Identify any opportunities, such as tim-
ing, for example an international day like 
International Women’s Day or the period 
of “16 Days of Activism Against Gender 
Violence” that you could use to get your 
message more widely heard. 

Alternatively, monitor the political 
and social climate and see how your 
campaign can fit in within the chang-
ing environment and the agenda that 
is being set. As part of this you also 
need to assess existing or potential 
threats to your campaign and work 
around these. Threats may come as 
a result of a changing social, political 
or economic environment or opposing 
views and mindsets to your proposed 
recommendations. 

At the close of your advocacy cam-
paign you will need to consider the 
success you have had, the failures and 
the mistakes you made and why. 

You also need to follow-up on any 
outcomes. For example, if the deci-
sion makers in your political party have 
committed to putting a party gender 
policy in place, what steps are being 
taken to develop that policy and have 
it implemented? 
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