
Leadership Webinar 
“Advocacy in Action”

Advocacy Toolkit - Overview



What is 
Lobby and  
Advocacy?



Advocacy

Is generally defined as arguing in favor of a cause or an idea…



Examples of common advocacy / 
advocacy campaigns

● Demonstrations

● Petitions

● Press releases - press conferences 

● Newspaper articles, columns (e.G. By the president of ETCMA)

● Media campaigns

● Lawsuits



Lobby
Lobbying can generally be defined as any attempt to influence a politician or 

public official on an issue. Lobbying is further broken down into: “Direct 

lobbying” and “Grassroots lobbying”



Lobbying

Direct lobbying

Any attempt to influence new or existing legislation via 

communication with a member of the legislative 

body or other government representative who has 

a say in the legislation.

Grassroots lobbying
• Asking the general public to contact members of their 

national parliament and/or mobilizing the public around 

a legislative issue;

• Creating an online petition to generate public support 

for TCM cause;

• Distributing flyers;

• Organizing a public demonstrations;





Vision

“Is for Acupuncture & Chinese Medicine to be 

equally accepted and integrated into the 

national healthcare systems offering freedom 

of choice in the healthcare options for citizens 

worldwide.”



Advocacy is the deliberate process, based on demonstrated evidence, to directly 

and indirectly influence decision makers, stakeholders and relevant audiences to 

support and implement actions that contribute to the fulfilment of the rights of 

TCM practitioners and the population free choice of health system.



Strengthening the Foundation for Advocacy with ETCMA members

01

04

07

02

03

05

06

08

Creating a common language for advocacy
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Capacity to generate and communicate evidence

Ability to assess risks

Partners and networks



Creating a common language for advocacy 
The key to understanding what constitutes advocacy in ETCMA is 

asking these questions:

• Why are we carrying out this activity?

• Why are we targeting that decision-maker?

• Can the action be incorporated into, or is it already part of, the 

vision statement of ETCMA?

• Are we improving the quality of the TCM practitioner as a 

profession?

• Are we taking in consideration the quality of the health of the 

general public?





Credibility



Credibility

A few question we need to ask ourselves:

• Can ETCMA or their members legitimately speak on behalf of those affected by 

the issues?

• Is ETCMA or their members known and respected by decision makers?

• Is ETCMA or their members perceived as objective and trustworthy, or 

politically partisan?

• Is ETCMA or their members fully compliant with ethical standards of 

engagement with partners?



Skills



Skills

• Does ETCMA or their members have staff with strong core advocacy skills for analysis, 

research and communication? 

If not, can it draw on such people from partners or other parts of the ETCMA 

organization?



Skills

• Do members inside the societies have adequate technical knowledge to develop an advocacy 

strategy and implement it? 

• Is there someone who has the capacity and skills to effectively monitor and evaluate 

advocacy?



Intra-society coordination and leadership



• Is there a strong degree of coordination and communication across sectors inside the 

organization to work together on a coordinated advocacy strategy?

• Is there strong leadership in the society for advocacy, including support from the board or 

general assembly?

• Does everyone in the society understand their advocacy roles and responsibilities?

• Are mechanisms in place for all members involved to be aware of advocacy priorities and 

messages?

Intra-society coordination and leadership



Capacity to generate and 
communicate evidence



• Are research priorities informed by advocacy strategies, and do they involve colleagues working 

in communications and other areas?

• Is there capacity for collecting and analysing data, and conducting research towards drawing 

conclusions that can be addressed by policy changes? 

If not, is there access to other forms of reliable data and evidence? 

Capacity to generate and communicate evidence



• Are processes in place to assess the potential risks of using different types of evidence? 

• Are there processes to ensure data and evidence (particularly if gathered from a pilot project 

or another region/country) is applicable in the context in which you are conducting advocacy? 

• Is there communications capacity to translate research into shorter, non-technical materials, 

and to develop multiple messages to reach diverse and pertinent audiences?

Capacity to generate and communicate evidence



Ability to assess 
risks



• Are the members willing, encouraged and supported in taking calculated risks in advocacy?

• Does the organization have effective processes for risk mitigation and risk management?

• Does the organization have strong, reliable evidence, internal coordination & leadership, and 

partnerships, which can help minimize risk?

Ability to assess risks



• Is careful consideration given to the long-term and short-term risks and gains, especially with 

regard to impact on children and women, staff, credibility, funding and strategic objectives?

• Has a vulnerability and capacity analysis been conducted?

Ability to assess risks



Partners and networks that 
form a broad base for 

Advocacy



• How strong is engagement with governments agencies (e.g. national ministries of health and 

education; MP in the European Parliament)?

• How strong is engagement with the International TCM institutions?

• How strong is your participation and engagement when working with other local TCM societies 

in your country?

Partners and networks that form a broad base for 
Advocacy



• How strong is engagement with domestic research centres, think tanks and universities to 

generate evidence?

• How strong is engagement with the private sector (e.g. TCM supplies company)?

• Are your members of any coalitions, alliances or networks (e.g. ETCMA, EUROCAM)? 

If so, does it engage in a leading role on issues that affect TCM?

Partners and networks that form a broad base for 
Advocacy



Reciprocity, responsiveness, and responsibility 

helps to strengthen, build, and sustain 

partnerships.



Sufficient resources



• Are there adequate resources in your organization – financial, time, skills, knowledge – for 

advocacy?

• Are efforts under way to mobilize additional resources, both financial and non-financial, through 

donors, individual supporters or the private sector?

• Are there efforts to show how resources for advocacy could yield substantially larger gains than 

the cost in money and time?

Sufficient resources



• Can advocacy objectives be integrated (for example: combine awareness of TCM on the public 

opinion with education standards to TCM students) or work together with other 

society/organization and divided the costs? 

• Use the social media to create fundraising campaigns. If necessary, create a donate button on 

your website, explaining the role of the fundraising campaign on your advocacy goal. 

Sufficient resources



Developing an Advocacy 
Strategy



Ten steps approach to an effective lobbying and 
advocacy strategies 

1. Clarify the objectives of your organisation, network or programme coalition 

• What is the mission of the organisation, network or coalition? 

• What are the objectives, and what is the target group?

2. Define your target group 

• For whom are you doing this?

• Also define the interests and perceptions of your target group (beneficiaries).



Ten steps approach to an effective lobbying and 
advocacy strategies 

3. Choose your lobbying and advocacy goal and set objective(s) 

• Elaborate SMART-C (Specific, Measurable, Achievable, Realistic, Time-bound and 

Challenging) lobby and advocacy goals and objectives. 

• Differentiate between the scope of concern and the scope of interest: what do you want 

to achieve and what can you achieve realistically? Less is more!



SMART-C
• (S)pecific. The more specific you can be about what it is you want your group to achieve and

by when, the better.

• (M)easurable. Put your goals in measurable terms. The more precise you are about what you

want to get done, the easier it will be to see what and how much your group has

accomplished. This may prove to be essential if you are carrying out a systematic evaluation

of your campaign.

• (A)chievable. It's great for you to be ambitious, but you should also remember to set realistic

goals that your group can actually achieve. Real change takes time and resources. If you bite

off more than you can chew, your group and the community may become prematurely

disappointed or discouraged.



SMART-C
• (R)elevant (to your mission). You should be setting goals that will start your group on the

path to successfully accomplishing its mission. If you stray too much from that path, you may

lose sight of what it is you're trying to accomplish.

• (T)imed. A date for completion should be set. Even if circumstances change and your date

must be altered later, it's much better to start off knowing when you can expect to achieve

your goals, so you will know when it may become necessary to make adjustments.

• (C)hallenging. Goals should also stretch up. If we know we can get 500 people out to vote,

but need 2,000--and can get that with extra effort--we should set the more challenging goal.



Ten steps approach to an effective lobbying and 
advocacy strategies 

4. Define the decision-makers 

• Who do you aim to influence? 

• Who are the decision makers? 

• What are their positions and interests? 

• What are the various (official) procedures? Which phase in the decision-

making process have you arrived at? 

• Is there still room for influencing?



Ten steps approach to an effective lobbying and 
advocacy strategies 

5. Prepare your organisation, network, coalition for lobby and advocacy 

• Which are the methods and techniques that your organisation, network or 

coalition is capable of using? 

• What are their internal procedures? 

• What is the added value of the organisation, network or coalition in relation to 

the topic?



Ten steps approach to an effective lobbying and 
advocacy strategies 

6. Identify other stakeholders 

• What are the opportunities and threats in the outside world? 

• Who are other important stakeholders? 

• Are there other groups that might undermine what you want to achieve? 

• Can you identify other networks with whom you might collaborate?



Ten steps approach to an effective lobbying and 
advocacy strategies 

7. Check whether lobby and advocacy is the right instrument 

• Is lobby and advocacy still the most effective option to influence? 

• Or should other methods and instruments be considered?

8. Develop a lobby and advocacy action plan 

• Define the methods you intend to use and the resources you have at your 

disposal. 

• Set a clear timetable and define responsibilities (who is doing what and 

when?).

• Integrate the indicators for monitoring and evaluation.



Ten steps approach to an effective lobbying and 
advocacy strategies 

9. Implement the lobby and advocacy action plan

• Carry out the lobby and advocacy action plan!

10. Ensure monitoring, evaluation and follow-up of your activities 

• Develop a practical monitoring and evaluation system to keep track of the 

results and impacts of your lobby and advocacy efforts and to allow your 

strategies to be readjusted according to changes in the internal or external 

environment.







Advocacy & 
Digital



“ of consumers admit to making 

judgements on a company’s credibility based on 

the company’s website design”



Website

of consumers in the study based 

their decisions on the credibility of websites 

on their visual appeal and aesthetics”.



Newsletter

● Newsletters are an important component of effective email marketing and 

branding;

● A newsletter opens the door to increase a better understanding and 

knowledge of your TCM society; 

● A newsletter can expand the horizons and give your audience a broader 

picture of who you are and the work you are doing to promote TCM.



Social Media



As of 2019 and 2020, the average daily social 

media usage of internet users worldwide 

amounted to 145 minutes per day.



Using Social Media for Advocacy

Social media helps amplify advocacy efforts by potentially reaching more people, 

in more places, faster than ever before. To use social media effectively, you 

should have a clear plan in mind of who your audience is, which social media 

platforms are most suited to that audience, and what results you hope to gain 

from your efforts.



Using Social Media for Advocacy

The modern digital era means that social media will no longer be stand-alone aspect of your advocacy plan, but 

rather something that should be integrated at the most basic level. According to Mike Kujawski, an international 

social media strategy consultant, “Apps and websites that were once considered ‘social technology’ are just a natural 

evolution of the modern internet.”



Using Social Media for Advocacy



Using Social Media for Advocacy





Advocacy Skills and Tips



Analysing and influencing legislation 
or policies



Advocacy Skills and Tips
Analysing and influencing legislation or policies

The skill of understanding the effects of a policy or law, or 

their implementation, is essential for advocacy work;



Preparing a briefing note/ 
position paper



Advocacy Skills and Tips
Preparing a briefing note/ position paper

A briefing note and a position paper are both documents that clearly state the position or 

opinion of an organisation (or a coalition of organisations) about a particular issue. The 

message of these documents is:

• ‘This is what we think about this topic, and this is what we recommend’.



Writing and using a press release



Advocacy Skills and Tips
Writing and using a press release

A press release (or news release) is the standard method of distributing a story to 

the media.

Top tips:

• Even if challenged, state your position clearly.

• Be clear about what you are trying to achieve when using the media in your 

advocacy work.

• Research the most relevant journalist(s) and send the release directly to them, 

using the correct contact details.



Advocacy Skills and Tips
Writing and using a press release

• Co-ordinate all your media work through one person so that there is one person for 

journalists to contact.

• Provide a 24-hour contact phone number on the press release if possible, so that you 

are contactable at all hours.

• Do not include jargon – if in doubt, explain technical words, abbreviations, initials.

• Do not quote someone without their permission.



Meetings



Advocacy Skills and Tips
Meetings

Personal contact provides the opportunity to build relationships with decisionmakers,

which could prove very useful in future. Try to set up a channel for regular contacts. It

is important to choose the right time for meeting decision-makers, when your issue or 

problem is already on their agenda or most likely to be taken up.



Advocacy Skills and Tips
Meetings

Show the decision-maker that there is widespread support for your advocacy objective –

use the patient voice if at all possible. Encourage allies to also lobby the same decision-

maker, giving the same message. It is difficult for officials to ignore large numbers of 

advocates.



Advocacy Skills and Tips
Meetings







Advocacy Skills and Tips
Meetings

Tips – try to

• Research your target

• Listen, as well as talk – you need to hear what your target thinks.

• Link your objective to an issue the decision-maker cares about.

• Know more about the issue than the decision-maker! Gain a reputation for being 

knowledgeable.

• Be willing to negotiate, but be clear about how far you will compromise.



Advocacy Skills and Tips
Meetings

• Decide who will say what, if there is more than one of you.

• Summarise what the decision-maker has said or promised not to ask the decision-

maker to do more than one thing at a time, unless he or she seems very eager to help 

you.

• not to confuse the decision-maker with too many messages.

• not to give too much information – for example, graphs, statistics.

• not to use technical terms or jargon.

• not to give false or misleading information – it can cause you problems in future.



Writing and delivering a presentation



Advocacy Skills and Tips
Writing and delivering a presentation

A presentation is a formal way of delivering a message face-to-face to an audience. It can 

vary from a brief talk to a small group, to a formal presentation to hundreds of people at 

an international conference.

The stages in developing a presentation include planning, writing and delivering.



Advocacy Skills and Tips
Writing and delivering a presentation

Key factors that will affect your presentation, i.e.: 

• Who is the audience? 

• What are their interests and level of knowledge about the topic? 

• How much time has been given for the presentation?

• Does this include time for questions? 

• Where will it take place? 

• What equipment will be available? 

• How formal will it be? 

• What is the broader context of the event? - is the presentation the main event or part 

of something else? 

• How will the presentation fit?



Carrying out a media 
interview



Advocacy Skills and Tips
Carrying out a media interview

To do:

• Try to practise responding to questions; role-play with your colleagues!

• Try to show some emotion for radio – it shows you care

• Try to look happy to be there

• Try to answer the interviewer’s questions wherever possible – it is their interview.

• Try to be respectful and patient with the interviewer; they will not necessarily know 

the subject well – but then neither, perhaps, will the audience.

• Try to make sure you get your key messages across; if you are not asked

• Relevant questions, add your key messages to the end of one of your most relevant 

replies.



Advocacy Skills and Tips
Carrying out a media interview

Not to do

• Try not to bluff! If you don’t know the answer to a question – say so or avoid it.

• Try not to agree to interviews that could stray off topic that might lead you to make

• statements about issues you do not know about.

• Try not to get angry if a journalist tries to unnerve you – your message will become 

unclear

• and the audience will assume you are in the wrong!



Advocacy Skills and Tips
Carrying out a media interview

Not to do

• Try not to let a journalist ‘put words in your mouth’ – say firmly, "That is not what I 

am saying…"

• Try not to look at the camera during a TV interview – look at the interviewer.

• Try not to use extreme facial expressions during a TV interview.

• Try not to wear jewellery or glasses if possible as these can distract the audience from 

what you are saying.

• Try not to try to cover too many points or give too much new information.

• Try not to wear patterned clothes on TV.



Debates



Advocacy Skills and Tips
Debates

Tips for TV Debates

• Preparation of your topic

• Stay on topic

• Speak slowly, clearly and charismatically

• Be confident with your topic



Advocacy Skills and Tips
Debates

Tips for TV Debates

• Think about your body language and what it’s saying to your audience

• Listen and take notes

• Anticipate your opponent’s questions before they’re uttered

• Tell a story or give an illustration with an example to make your point

• Use a strong conclusion

• Don’t take cheap shots at your opponents



Final Remarks



“All advocacy is, at its core, an exercise in empathy.”
By Samantha Power.



Thank you




