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INTRODUCTIONCONTENTS

The purpose of this document is to provide you with a step-by-step approach to developing 
your own advocacy campaign. It is the fourth component of ENABLE's five-step advocacy 
process that has already seen the preceding guides in the series published covering:

1 Issue Identification
2 Understanding Issues
3 Formulating Your Policy Position

“How to Influence Policy Makers” focuses on using media, research and coalition building as 
the simplest and most effective way to convince policy makers that the changes you are 
advocating are worthy of adoption and implementation.

BEFORE YOU START

Before you rush into creating your own advocacy campaign it is first important to have an 
audit of what you currently do  so that when you have completed the development of your 
campaign you can see just how far you and your organisation has come.

Media-led Experience

Ask yourself does anyone have experience of issuing press releases, holding news 
conferences or organising media events?  Record how many and the level of their 
experience.

Ask yourself how often in the last year your organisation has issued press releases, held 
news conferences or organised media events?  Record how often and the media coverage 
they generated.

Research-led advocacy

Ask yourself how often in the last year your organisation has used its membership to 
compile statistics about their activities such as profits, turnover, number of people 
employed etc. that might help show the importance of your organisation. Record the level of 
activity.

Likewise, has your organisation commissioned research in the last year or has it used official 
statistics provided by federal agencies to support a policy platform?  Record any such 
activity.

Coalition-building

Finally, you need to ascertain just how effective you organisation is at building coalitions to 
help with your advocacy process.

Does your organisation ever receive “third party endorsements” from local celebrities such 
as sportsmen, entertainers or people that are popular celebrities?  Likewise, do you receive 
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such support in letters or quotes from business 
leaders or other figures in the community?  Record 
any such names and what they have said.

Does your organisation have friendly relations with 
other BMOs that might join with you or at least 
publicly support something you want to advocate?  
Likewise do you have any such relationships with 
Non Governmental Organisations (NGOs) that might 
support you?  These might be Nigerian NGOs or 
international agencies.  Record your links with such 
organisations.

Having summarised your media, research and coalition activity put it to the side and begin to 
plan your campaign…

KNOW YOUR GOALS 

1. DESIGNING YOUR CAMPAIGN

Have you identified your goals?

The first requirement you must meet is to establish your goals  ask yourself “what does my 
organisation wish to achieve?”

The answer may be more than one goal, it may be a 
number of goals that fit together or build upon 
each other.  Make a list and circulate them with 
your colleagues and ask for their reactions.  Hold a 
brainstorming meeting with colleagues to talk 
them through before committing them to paper 
and making supportive arguments in favour of 
them.

If you are not sure what your goals should be here's 
some help in finding them. Your goals might be influenced by the following factors:

?Legislation  new or abolish old?

Are there any laws that cause great problems for your organisation or your members?  Would 
they benefit from such legislation being reformed  or abolished altogether?  If so then your goal 
might be to have a law repealed or amended? Maybe the government has some laws it is not 
happy about but is not keen to act by itself and is just waiting for some support to make the 
necessary changes  could you give it that support?
Changing legislation is a good starting point for finding some goals to set your organisation.

?Budget spending?

Governments, be they Federal State or Local all have spending decisions to make and have an 
organised process for deliberating over, consulting upon and finally announcing their budget 
spending.  You may feel that some of those spending commitments could be changed to the 
benefit of your members (as well the government) but have never lobbied for spending on a 
particular cause (such as a new road or bridge) or to have it increased in general.  

Deciding to have public spending altered to support your members' work could be one of your 
early goals.

?Reducing regulation?

As well as legislation there are many rules that can easily be changed simply by the government 
deciding to make alterations by itself  without needing to go through the full parliamentary 
process.  Such rules often require to be renewed every year and this makes challenging them 
easier.  You might want to establish which regulations are most costly or troublesome to your 
members and then advocate removing or reforming them.
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To start planning to achieve your objectives and deliver your goals you have to know the 
landscape you are walking in.  To do that you need to take the following steps:

?Who are YOUR policy influencers?

You need to identify who the people are that influence the policies of the politicians or 
governments that you wish to win over.  You need to make a list and then convince them to 
support you.  These people will come from the following spheres of influence:

?Media?

You need to identify the media that influence your influencers.  Firstly that means is it television 
in general or a particular programme, is there a particular newspaper or radio show.  

Having identified the different media then identify who the writers are, who the broadcasters 
are including the editors and producers of a radio or TV show.  Often a presenter is just a front 
man or woman for the views of the editor or the producer  so look beyond the face or the voice.

?Politicians?

Remember  politicians influence other politicians. 

It is important to win round some politicians to your views and to encourage them to advocate 
your goals on your behalf. Indeed it is a good idea to start with some politicians already backing 

KNOW YOUR AUDIENCE
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?Infrastructure commitment?

Your members may have problems caused by poor infrastructure such as irregular and 
unreliable power supply, poor water quality and availability or dangerous or congested roads.  
Changing infrastructure for the better may be a goal that your members would want you to set 
and give extra help towards you achieving.

SETTING YOUR OBJECTIVES

Once you have chosen your goals you need to 
decide what your objectives will be.  An objective 
is a step you have to take to achieve your goal.

For instance your objectives in abolishing a piece 
of legislation might be holding a briefing with 
parliamentarians by sending a letter to all 
members of an assembly and asking for a meeting 
to discuss your views; another will be to convince 
a majority of politicians or to convince the 
government.

Simply work out what the steps are that will 
achieve your goal or goals, place them in chronological order of when you would start them 
(some may start after but finish before others) and then you have your list of objectives.

WARNING! NEGOTIATING IS VITAL 

Before we go on it is important to 
remember the importance of 
negotiation and the effect this has on 
how you manage your expectations.

You are very likely to end up in a 
position of negotiation  either 
directly (face to face) or indirectly 
(through the media reporting what 
you say). You must therefore be 
willing  and able  to provide some 
concessions to other parties so that 
they are willing to support you. Bear 
the following points in mind:

?Do not box yourself in 

Do not make unrealistic demands.  There is no point in having a list of demands that are 

unrealistic from a government's point of view.  Your goals have to be achievable and within 
the scope of a government, at whatever level, to deliver. You need to be flexible.

?Give yourself room to manoeuvre

Make sure you have room to manoeuvre by asking for more (even if it is only slightly more) 
than you are looking for (400 million Niara spending when you will settle for, say, 300 million)

?Have a position you are able to concede

As well as overestimating your first bid you can also include bids that can be completely 
conceded or postponed until a later date.  Think of your goals in terms of priority and think what 
order they are of importance to you.

?Be magnanimous in victory

If you get what you want thank the government and welcome the new partnership.  Do not be 
bombastic or humiliate the government for making a concession  remember, you will want to 
come back and do business with the same people again  so you want them as friends, not 
reluctant and begrudging about what they have agreed to.  If anything, you want them to think 
it was all their idea in the first place and they want to do more business with you.  You need to be 
the solution to their problems  not an irritant.



you so that you have some momentum from the start.  
If it is more than one or two, that's good  but if you 
have a bigger number it is better to get some of them 
to “sign-up” to your advocacy campaign after it has 
been launched so that you are seen to have 
momentum as people  important people  join your 
campaign along the way. Create your own 
bandwagon!!

?Other business leaders?

The same reasoning goes for business leaders  you need to sign-up some business leaders in 
advance of going public about your advocacy campaign and what changes you wish to achieve.  
Again, don't play all your cards at the start  arrange for someone business leaders to join your 
campaign as the momentum gathers in your favour.

?Community figures?

Community figures are especially important as they will be noticed and listened to by 
politicians.  Be they faith-based, from local villages or from local families of importance, 
community figures can give your advocacy campaign a degree of weight and credibility that 
would be absent without them.  They help to show that your campaign is indeed rooted in the 
interests of the people and not a single self-interested pressure group.

?NGOs, international organisations? 

As well as individuals there are some organisations that work locally that have respect  they 
might be local NGOs or they might be international organisations (although they are often 
precluded from supporting any local initiatives in a public manner).  By approaching them and 
asking them for help or advice  or simply eliciting their views you can help your campaign be 
more finely-tuned into what is achievable and desirable.  

Even if they cannot help by supporting you they may know someone who can and they may 
have some important intelligence that they can give you that will be helpful.  You have to build 
up a network of supporters even if some are no able to declare themselves publicly.
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SELECT YOUR ADVOCACY “MIX”

You have your goals, your objectives to deliver them and you have identified who you need 
to influence to achieve your objectives.  You now need to choose your “Advocacy mix” so 
that you can target your audience accurately.

?Media? Research? Coalitions?  or a mix of all three?

There are essentially three types of methods for running an advocacy campaign  a media-led 
campaign, a research-based campaign or a coalition-based campaign.  You can of course mix 

these ingredients depending on your situation.

?Plan each situation uniquely

Each campaign will have different audiences to 
reach and have different nuances reflecting the 
local circumstances or the financial constraints so it 
is important to recognise that each campaign is 
unique and each campaign should be built from the 
bottom up  f\do not just repeat what you might 
have done before or what you think others have done.  Make your own bespoke campaign 
tailored to your situation.

?Media is usually indispensable 

Making your campaign public through the media is usually indispensible.  You want people to 
know what you are saying and be influenced by it or by how popular it is.  This means applying a 
range of media techniques to ensure you have positive coverage of what you are saying and by 
commentators giving you support.

It may be that there are times when you have to brief a politician in confidence so he or she is 
well versed in what the issues are.  In such a situation you would have a face-to-face meeting 
and not advertise it to the press.  You need to win over the confidence of politicians and in such 
circumstances having a respect for confidentiality is important.  

Nevertheless, this does not preclude you from making the majority of what you do suitable for 
reporting and you should have plans for how you will raise the profile of what you are doing and 
saying in the media.lResearch is helpful  but may not be available or credible

A research-based campaign uses some information as the core justification for advocating 
change.  It may be some societal information you have gleaned from a national or local census, 
it may be some economic information from local or sectoral chambers of commerce or it may 
be some original research that you commissioned a statistician to pull together  whatever the 
research is it should be saying something new or confirming a long-held perception that 
justifies your call for change.

This can be very powerful as there may be no other information to counter what you are going 
to say and so you will have a clear run at convincing a politician.lCoalitions are advantageous  but you may be isolated

A coalition-based campaign is a result of finding you are a lone voice and that you are therefore 
not going to be listened to seriously. To change this you need to identify groups or individuals 
that will support you because they might share your views (but have not previously expressed a 
public position) or because what you are advocating actually fits in with their wider aims and 
objectives.  For instance if you are advocating a new road it might reduce the congestion in a 
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local town and this can be hugely popular with a number of groups that are not linked to you or 
are not members of your organisation - such as taxi drivers, environmentalists, residents etc.

WHAT SUITS YOUR ADVOCACY CAMPAIGN?

These three types of ingredient for campaigns  
Media  Research  and Coalitions  are what will make 
your campaign unique and you need to think what 
amount of each is important to deliver your 
objectives and achieve your goals.

What influences your audience?

?Media coverage? 

What they see, hear or read in the media?  Think of 
what you need to do in the media to influence the 
influencers.

lWhat politicians are saying or doing?

What are politicians saying or doing  this can tell you who your friends are or who might be 
sympathetic to your cause (or indeed implacably against it). It can help you decide what type of 
campaign will have the most effect. If to bring about change requires going through a 
committee of politicians you are going to need some evidence rather than just opinion to 
support your case.  This means getting some research behind you.lStatistics and researched arguments?

So be prepared to commission some investigation of statistics  even if it from your own 
members about what their experience is, what their turnover might be and what the potential 
for them to expand their business would be if they had more power or better roads.lCase study examples?

Case studies are very helpful as they can show real life examples of why changes are needed and 
how it can be helpful to real people and real businesses.  The case study may come from a 
neighbouring state or country where something was changed in the manner of what you are 
advocating and it brought about a desirable effect.  It may be something that the government 
did itself and how it improved local business and why it should therefore be repeated.

Ask your members for positive examples of how change helped them and helped their 
communities  remember it is natural for people to fear change so you can counter this by 
showing how change can work for people.lCompassion for others?
Despite what the bad press that politicians get it is my experience that practically all of them go 

into public life with a sense of duty to help their brothers and sisters and their communities.  
You need to appeal to the better nature of politicians and not be cynical or negative.  

They are looking for ways to help people  while they are usually better communicators than the 
rest of us or are good about making balanced judgements they often do not have the answers  
you can provide the answers in a respectful and helpful way so that they can discharge their 
duty to help people.  

Let's look at the advocacy mix in more detail.  The first in this mix is the Media.lKnow your media inside out

You need to know the media you will be 
engaging with inside out.  This means not 
just being aware of the TV channel and its 
programmes but the people who make it 
i.e. the people behind the scenes.  These 
details are usually listed at the end of a 
broadcast, on a website or published in a 
journal.  You need to look this up.

The same goes for a radio show  who 
actually produces the show, who 
researches it and who writes it?  You need to know more than just who presents it.

lFor newspapers and magazines the approach is the same.  You need to know more than 
who writes a story, you need to discover who put a newspaper or magazine together  who 
makes the decisions? lDo you know the specialists and commentators?

Who are the specialist correspondents that maybe cover the issue dear to your heart?  Who is 
the editor, is there a features, news or business editor who make the decisions at an 
intermediate level?lAre you on first name terms?

Once you have identified these people you, or one of your team, has to get to know the 
people on first name terms.  You want to build up a close relationship so that they trust your 
credibility, trust your research and trust your judgement.  Good personal relationships with 
the media can pay dividends in getting your issues discussed.  (It does not mean that they will 
go easy on you, however, if you make an error of judgement or your figures are found to be 
faulty).lHave you researched the viewing, listening or reading figures  and the audience profile?

MEDIA?



In addition to knowing the people involved (and the list will keep getting bigger  but more 
accurate) you need to know the viewing (TV), listening (radio) and readership (print) figures. 
Knowing the audience numbers of the media and putting that together with the frequency of 
how often a show is broadcast or a periodical is published will tell you how that particular 
media reaches the audiences you are interested in.

You are therefore building up an audience profile and working out which media is the most 
important to you.  Remember a small audience may be better than a large audience if the 
quality of that audience is closer to the people (the influencers) you are targeting.

A research-led campaign will involve the 
media but its core message will be based 
upon  some interesting trends or facts that 
you are exposing more daylight on.lProvoking thought and interest is 
key!

The research you publish has to reveal new or 
thought-provoking information.  It has to 
point out a worrying trend in health or social 
outcomes; it has to reveal the opportunity 
costs (the lost production or profits that might 
be realised if your goals had already been delivered) and how this is bad for the nation, the state 
or the local community; and, it has to be something that can spur people on to change things for 
the better.lCan you provide original research?

Original research is when you commission someone to investigate through a survey, or 
interviews or compiling other statistics into new composite picture, new information that no-
one has otherwise been aware of before.  (Of course you may not know what the research may 
reveal yourself when you commission it but you should have a good idea).lIs it from a credible independent source?

Research is most effective when it is credible and not open to attack or refutation.  This means 
that it is better if it is produced independently from your organisation so that no-one can say it 
was distorted or influenced by your organisation.  Even I you commissioned it the research can 
still be seen to be independent if it was produced for you by an academic (such as a university?) 
without your involvement.lIf not, can you use “official” statistics to support your case?

If you cannot commission original research you can always look to use a government's own 
statistics to support your argument.  Again, the government may have looked at its own 

RESEARCH?

information in isolation, but by bringing together a number of pieces of information you may be 
able to show a worrying trend. 

For instance you might be able to show that in the states where electricity is available more 
often the productivity and profits of companies is higher.  This may seem obvious to those in 
industry but you have to ask yourself have any of these assumptions actually been quantified in 
an economic sense.  

Even if they have  have the social benefits been quantified?  Has anyone taken the trouble to 
estimate the average income of a family where there is more electricity for more hours in the 
day than in other neighbouring areas?  What about infant mortality? Is it affected?

By linking different pieces of government statistics together you can paint a picture that argues 
for your goal of, say, more electricity being available for longer periods for businesses.lCan your research be repeated and updated?

Once you have produced your research remember that you can repeat the exercise every 
month, quarter or year  whichever is the most applicable  and then publish the new statistics 
and explain if the issue is getting better or worse.  You can point to a worrying trend or to how 
something has brought about a positive change.

Update your research regularly and your investment in producing it should be rewarded with 
repeat coverage.

In organising a coalition-based campaign you have to do 
a great deal of networking in advance so that you have a 
strong and lasting relationship  especially as any 
campaign is likely to have some stressful moments 
when the various partners are put under different 
tensions. Here's what to do:lFinding unlikely allies can make a difference

Having allies allows you to share the load, it means 
there are more people commenting on your side, in 
support of you, in the media and you are not seen as 
isolated. It means that politicians that trust one group may find it easier to consider your 
views even though they have never heard of you before  it can open doors for you.

Remember  just as you are looking for help from other groups so other groups might look for 
help from you.  Be prepared to support groups if you can find a reason to do so as you may 
want their help in future in return. lDo you network with groups beyond your sphere of interest?

COALITIONS?
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You are probably networking with groups that are in your locality or cover the same economic 
sphere as yourself  but do you reach out beyond your local, state or national boundaries?  Do 
you reach out into other economic spheres?

Remember that what might be en obstacle to economic achievement in your organisation may 
also be a similar obstacle in a completely different economic activity that you do no represent  
but together you will be a more persuasive and formidable force.  You therefore need to bridge 
the gap and build up new links with groups that may not seem the obvious partners.lHave you links to groups on the environment, social justice or community-building?

Do not limit your networking to the groups that are in your field or business sector.  Remember 
there are many stakeholders that are interested in the outcomes of what you are proposing and 
you need to try and maximise the support across all the interest groups while minimising the 
opposition from them.  This means building up contact with environmental and social groups.  

There will be some that are completely opposed t you that it is best to leave alone but there will 
be some that are more moderate in tone or positively open-minded.  Only you can make the 
judgement  but there is usually no harm in having an exploratory meeting to hear each other 
and discover if there is any shared or common interest before ruling out a working relationship.lDo your members have links you don't use?

You may not have enough links to other groups or organisations  but your members may have 
those links.  Make an appeal to your members for names and contact information about the 
groups THEY network with so you can see who you might be missing out on.  Then ask them to 
make an introduction for you.

your organisation or your members' activities  to be public about supporting your cause you 
will raise the profile of your cause and get more people to consider supporting it.  They should 
not be seen as a justification for support but as a way to get people to listen.

?Other leaders that might come on board?

Are there other business leaders that might support you  again if they are from a different 
economic sector this will look better as they will not have an obvious self interest but will be 
thought of as commenting for the greater good.

?Can you give the beneficiaries of change a voice?

Do not forget the beneficiaries of the changes you wish to achieve.  Customers  be it the public 
or other businesses  are often the last people to be given a voice.  Think about the benefits to 
the end user and not just your members.  If your members become more efficient and more 
productive then there may be more work, there may be better supply of goods and at more 
affordable prices  are there any people willing to say that a certain service has improved or how 
they would support a change that made their lives easier.

Think of the customer and not just the producer (your members) and think how to reach them  
possibly through some interviews or polling surveys.
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FINDING THIRD PARTIES WHO WILL PUT YOU FIRST

As well as networking to find group 
partners for a coalition there will also be 
i n d i v i d u a l s  w h o  c a n  g i v e  y o u  
endorsements.

?Do you have a list of sports, 
e n t e r t a i n m e n t  o r  c o m m u n i t y  
personalities that might support you 
because of their sense of public duty, a 
strong geographical link or they just want 
to wear their compassion on their 
sleeves? Do you have any contact with 
these types of people  if not you then what 
about your members?  Can you use any of their good contacts?

?Objective endorsement?

By getting these people  who are seen as objective because they are not directly involved in 



lPublishing of official information & reports?

Governments and official organisations have their own timetable for publishing information 
(the monthly inflation rate for instance) and you may want to include such events in your 
advocacy campaign.  If there is an annual publication that reveals information you think 
important then you should consider making a fuss by campaigning around that publication date  
therefore build that into your timeline.
 ?Availability of key people?

You may want people to be available for giving evidence, for endorsing your stance, for 
attending key events or being available for media interview  make sure their availability is 
checked and that you have factored their availability into your timeline.

ARE YOU OFFERING SOLUTIONS?
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2. DELIVERING THE CAMPAIGN

FIRST  YOU NEED TO FOLLOW THE BASICS

Having developed and designed your advocacy 
campaign you now need to deliver it.  First you 
need to consider these basic issues.

What are the timing parameters?

There will be timing issues and factors that are 
limits to how you deliver your advocacy 
campaign.  You need to prepare a timeline for 
what will be done when (and by whom) with 
your advocacy campaign so you need to be 

aware of the timing constraints (or opportunities) that will be important to you. To help you 
think about what these might be here are some examples.

?Legislation?

Changing or abolishing existing laws or introducing new ones has to work to a legislative 
timetable and this can be quantified and planned for.  You need to look at the particular process 
in a state or National assembly and see what order it comes in and how much time is allowed for 
each part of the process  such as committee discussion and the gathering of evidence.  You may 
need a whole year or even longer to bring about legislative change and so you need to build 
that into how you deliver your campaign.

?Budget cycle?

Just as important may be the budget cycle of a government be it local, state or Federal.  Budgets 
are normally published with a consultation period or a hearing process  and you need to be 
involved before that when the budget is being compiled  not just when it is public.  Take advice 
from the people who compile the budget about when they would like any assistance and what 
their timing parameters are and work to what will suit them  not what will; suit you o your 
members.  You need to work with the grain of government  at all levels  not against the grain.

?Media regularity?

The regularity of media coverage on either the legislative or budget process  or other timing 
issues  has to be factored in.  How many TV shows will be aired on a business topic between 
publication and the passing of a budget?  How often will a magazine or a newspaper want to 
cover an issue before they get tired of it  when do they publish before an important committee 
meeting  these types of questions have to be asked by you when designing how to implement 
the plan.

TIMING

You now need to decide what 
are the key messages that will 
best  communicate your 
arguments and present your 
evidence in the best light 
possible. This is how you 
construct your key messages, 
ask yourself these questions…

KEY MESSAGES

lWhat are your most 
important points?

Who is going to benefit from the changes you are advocating?  
Think of this in terms of people rather than profits, productivity 
or other cold statistics.  Which people are going to benefit and 
how? For written material these key messages can be 
accompanied by case studies about people who have 
benefitted from similar changes in other parts of Nigeria or 
other countries.

Give a priority to what you think are the most important points 
and then start developing the key messages in this order.  
When you present your case you need to structure your talk, 
presentation, media interview or written articles in this order 
so it begins to come as second nature to you.

It also means that if you ever run out of time you will have 
communicated the most important key messages first. 
By constantly repeating these key messages over and over they 
will become more memorable  so once you have found a form 
of words that you are comfortable with you should not deviate 
from them but use them over and over again.

lT h e  p e o p l e  w h o  
benefit?
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How will the country benefit?  This is where you begin to look 
at the colder statistics that are about economic benefit  but if 
there are human benefits in a health or social way you should 
consider these too.

lHow the country  
benefits?

You need to impress how easy the change you are advocating 
will be  find arguments to support this claim, such as showing 
how it will receive a great deal of support and because there 
are real beneficiaries  so that the politicians are more 
receptive to the idea.

It is all very well convincing politicians you have a good idea  
they need to know it will be practical to implement and not 
give them a headache which brings us to...

lHow easy the 
proposed change is?

You also need to show that there will not be any significant 
opposition to the change you are advocating  or that if there is 
it can be managed and overcome.

lHow painless the 
proposed change is?

It is worth at this point to take a step back 
and ask yourself the question  “Is what I 
am advocating offering a solution?”  You 
should also consider “Is what I am 
advocating saying something positive?”lDecision-makers need solutions

The reason for this is that decision makers 
such as politicians, government ministers 
(at all level of government) and civil 
servants are always looking for solutions 
and especially ones that they can see will 
offer positive outcomes.  The problem they face is that they themselves do not have a lot of 
ideas at their fingertips, they are looking for others to give them good positive and workable 
ideas and this is where your advocacy could work for them.

Leaders need solutions  but very few have their own ideas  so ask the question are you 
offering a solution to the problems they face and are you advocating something positive.

?Are you offering solutions or MORE problems?

If you are not offering solutions are you in fact offering more problems?  If you are offering 
problems in the future with trades unions, the media or the public then what you are 
advocating is unlikely to receive a good hearing, indeed it is likely to be given little sympathy.

It is better to review your messages at this stage and find out how to present your goal as a 
positive solution than to find out when it is too late and politicians just don't want to know you  
or your organisation.

You have completed the basics of putting together an advocacy campaign  now you need to 
make what you are saying stand out and be noticed  by being creative.

Here's a step-by-step approach to help make your campaign that little bit different…

It is very easy to write up a campaign but you have to give it a visual component - do you have an 
eye to visualise your campaign?  If not there are some tips below  but also, why not involve 
colleagues who maybe have a visual flair?  Share the load if you are not design or fashion 
conscious.

?Have you thought beyond the words?

Pictures tell a story far quicker than words while colours convey a mood that a whole 
sentence cannot begin to describe  both can convey emotion and win people's sympathy  
especially the public.

Can you see your argument in pictures?

Start looking with your colleagues at the key messages 
and consider what might help explain them in pictures.

?Can you provide photos, cartoons and music?

Photos are good but so too are cartoons  especially at 
conveying a story over a number of strips.  Music?  
Maybe if you are doing a PowerPoint presentation you 
can consider music to play in the background?

Taking music further it is possible to commission songs by local artists that advocate your goals  
this can be especially popular if local culture is used rather than Western music.

?Is there a human story to your issue?

Think of your arguments and key messages and consider if there are any human stories you can 
attach to it.  Do your key messages have any case studies that are human stories and might give 
you human faces to illustrate your advocacy campaign?  

If not, then maybe your case studies are not strong enough?  Case studies need to involve 
people and not just statistics.  Ask a colleague to research some human examples of the 

THEN  BE CREATIVE  WHAT MAKES YOU DIFFERENT?

VISUALISE AND PERSONALISE



?Don't wait on your critics replying.

By the time they think they have an answer to what you said you have in fact already said 
something else  your second message is out  and they can't cope with the speed at which you 
are issuing messages.

?Keep your opponents on the back foot.

Essentially what you are trying to do is dictate the agenda and not let your opponents decide it 
for you  they need to be responding to you  not you responding to them

?Have your momentum planned  but seize the day if opportunities come.

So have a media timeline specially constructed to make the release of your messages fast and 
detailed  not every day, not even every second day  but enough to keep the story you are 
promoting developing so it remains newsworthy.

The media will not report a story that has gone as stale as bread or as flat as beer.

Sometimes an opportunity will come your way  a news story, maybe, that is completely 
unrelated to anything you have had a hand in and it is a big opportunity to use your spokesmen 
or your political supporters to make your case.

But it's not in your plan, what should you do?

EASY  Seize the day, seize the moment and exploit is as best you can.  It may not come around 
again and because of its spontaneity the public will find it more believable.
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problems you wish to change that strengthen your story.

The media, the public  even your political targets may have a perception of what to expect 
from you.  You may have a reputation that goes before you  for all these treasons it is 
important that you surprise people.  It helps your campaign if you can catch people off guard 
so they have a more open mind to what you are saying.

In short, being different gets you noticed, so long as it is in good taste.

?Will a stunt undermine or help you?

A stunt to launch your event, such as using a band 
playing with dancers wearing coloured t-shirts with 
slogans on them can help you get noticed  but you 
have to also ask if the stunt is counterproductive.  
Does it trivialise your campaign or even worse, 
demean it?  If so then the question of public taste 
becomes very important and you should step back 
from such a stunt.

On the other hand a stunt that conveys a message 
about what you are advocating can be very powerful  it all comes down to 

If there's one thing in marketing that has been scientifically proven it is that repeating a 
message makes it far more successful  out of proportion to the number of times that it is 
repeated.

I said repeat the message. That's right, repeat the message. In case you didn't get that, for the 
fourth time, I said, repeat the message.

Have you taken it in that you should repeat the message? Hopefully you have got the message 
now?

So, you've run your campaign and people are beginning to listen to you  but the job is never 
over until you've won. Just getting the message out does not make that happen in itself

?Once the first message is out  release the next.
Once the first message is out you need to be ready to issue your next and the next again.  Your 
timeline for communicating your messages should keep moving the issue on  crucially not 
giving any opponents any time to respond. 

Surprise people

Repeat the message

Maintain the momentum



? Review all documents for plain language

Firstly, review your documents yourself.  Then, secondly, ask someone who is in your office but 
is completely unconnected with your work to review it again, finally, ask someone who uses 
everyday language and such as a security officer or a driver.  Ask for their comments so you ca 
make sure it is digestible and easy to understand.

Remember.  KEEP IT SIMPLE

Practice role playing so you are able to defend 
your advocacy campaign by playing out 
different scenarios about advocacy using your 
own campaign and other situations  here's a 
typical example of what ENABLE has organised 
in the past:

You are a BMO for Lagos businesses and your 
members are faced with multiple taxation of 
their activities. An example is advertising tax 
and form different layers of Government for the same categories. You intend to run an advocacy 
campaign to end this practice.

FOR A BOX ON ROLE PLAYING

PRACTICE ROLE PLAYING REGULARLY
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3. BEFORE YOU START

USE ROLE PLAYING TO REHEARSE YOUR CAMPAIGN

So, you have your advocacy campaign. You have set your goals, you know your objectives and 
have a timeline so you know how to achieve them; you have worked out who you need to 
convince and chosen the best advocacy mix to reach them; you have developed your key 
messages and you have tested them to see if they are positive and offer solutions and finally 
you have added some creativity to make sure the campaign is noticed.

Now you should test run it.  

That's right, you should do some role-playing with different colleagues playing the key 
players in your likely circumstances  let's call it Scenario A  whilst using your advocacy 
campaign, its objectives, key messages and advocacy mix.

Record it, video it, transcribe it through a note taker and then review it to establish if 
something did not work well and consider why and either adjust your campaign or add to it so 
you can deal with the problem differently the next time.

Then repeat the exercise and change the scenario  call it Scenario B  and look to see if there 
are any further changes you should consider.

You can do this exercise as often as you wish, especially if new staffs join your organisation so 
that they know what you are advocating and the reasons behind it. You will also find that it 
sharpens your mind and your responses.

Keep it short and keep it simple

? Plain language is essential for communicating

It is VITAL that you use plain language 
that your readers and listeners can 
understand.  Keep it simple and avoid 
the following:

? Avoid “economese” and “legalese”
Try to avoid management jargon and 
legal or economic terms when plain 
language will do.  Try to cut down on 
acronyms especially ones that people 
don't know unless they are very close to 
a subject.

FOR A BOX ON KEEPING IT SIMPLE

Some simple Communication tips
Have colleagues taking the different roles of 

l Your BMO (representing traders)l The Government (representing a Ministry)     l The Media (representing TV, Radio and press)

As the BMO:l Consider how you would advocate change in State and Local 
Government policyl What is your Media strategy?l Do you have research to back you up?l Have you coalitions or allies to help you?



If you need further help or support, please contact 
ENABLE at 49B Agadez Street, Off Aminu Kano Crescent, Wuse 
2 Abuja.
Tel: 09-8704375
Website: www.enable-nigeria.com
Email: info@enable-nigeria.com
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As the Media:l Ask questions of both the BMO and the government that might  expose 
the weakness of their case;l Is the BMO acting in self interest or does it have a case?lAre any of the points argued by the BMO worthy of further questioning for 
lack of credibility, lack of support, unworkability, costly to deliver etc, etc?l Is the Government incompetent, or malicious or actually doing the right 
thing?lDoes the government's case make sense or are there weaknesses that 
require further examination?

As the Government:

l Consider why taxation is raised the way it is presented in the scenario and 
construct arguments that defend this position so you can resist change; What 
would you say to the media to defend your position?

 Do you have your own research to back your arguments up?
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