
Advocacy Strategy and 
Communications with 
Decision-Makers 



Learning Objectives 

At the end of this module, you will be able to: 

• Understand the policy and advocacy environment 

• Describe ways you can advocate for policy change 

for your issue 

• Use the template provided to create a PowerPoint 

to present your policy brief 

• Develop an effective Elevator Pitch 
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Module Requirements 

For this module, you will need to have the following ready: 

• The Participant Guide 

• Presentation: “Motorcycle Helmet Case Study Presentation” 

• An Elevator Pitch for The Vietnam Helmet Case Study: Take 1 

• An Elevator Pitch for The Vietnam Helmet Case Study: Take 2  

 

 

You can find these in the “Slack  

Channel #d2p_module_resources” 
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Why Change Policy? 



Why change policy? 
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• Can benefit entire population 

• Can be cost-effective   

• Contributes to social norm changes 



Policy Strategy 

Research/Science 
+ 

Advocacy 
+ 

Communications 
= 

Policy Action, Environmental Change,  
and Behavioral Change 
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What is Advocacy? 
 

“The art of converting the impossible 
into the inevitable” 



What is Policy Advocacy? 

Policy advocacy is the process of negotiating and 

mediating a dialogue through which influential 

networks, opinion leaders, and, ultimately, decision 
makers take ownership of your ideas, 

evidence, and proposals, and subsequently act upon 
them. 
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Young, Eóin and Lisa Quinn (2012) Making Research Evidence Matter: A Guide to Policy Advocacy in Transition 
Countries. [Online Publication - International Centre for Policy Advocacy]. Available: http://advocacyguide.icpolicyadvocacy.org 

http://advocacyguide.icpolicyadvocacy.org/


5 Principles of Policy Advocacy 

• Two-way process: give and take 

• Takes time, commitment, and persistence 

• Most likely outcome is policy influence 

• Involves appealing to interested stakeholders, building 

of coalitions  

• Context is key 
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Advocacy Strategy: Key Questions 

• Which policy makers are the real decision-makers? 

• Where are they on our issues? 

• What will influence them? 

 Information/Education 

 Direct pressure (lobbying) 

 Public pressure (grassroots) 

 Pressure from elites (grasstops) 

 Influence from the media 

• Who do we know that can influence them? 
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What Can I Do From Within Government? 

1. Identify policy change that works and help draft legislation that 

reflects best practice   

2. Advocate within government for policy change 

3. Help educate policy makers about policy change 

4. Share information with media and public about the problem, the 

cause, and the impact of policy change 

5. Work with civil societies, advocating for policy change 

 

Then… 

• Document impact of policy change, once passed 
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Partner with Advocates 

• Partnerships can help get your message out 

• Meet regularly with advocacy partners so they can 

help you tell the story – in ways you cannot 

•  Arm advocacy partners with data on: 

–  Scope of the problem 

–  Evidence that policy works 

–  What the policy means in dollars and lives saved 

• Create media opportunities with new data, etc.  
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Role of Ongoing Communication 

Creates an environment supporting policy change by: 

• Keeping the issue visible, framed as a critical public health issue 

• Exposing evidence to policy makers and the public 

• Educating public on solutions to the policy problem 

 

 

 

13 

Non-certified motorcycle helmets, Vietnam 



Determining Your Role 
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• How can you advocate for your policy brief? 

• Who can be your advocacy partners? 



Communicating to Decision-
Makers: PowerPoint 



What’s a Policy Brief Without 
Effective Communication?  

• Your presentation is the one mechanism through 

which your policy brief is delivered   

• Building your policy brief is not complete without a 

vehicle to communicate it 
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Elements of a Great Presentation  

• Simple: Limit text and bullets to enable understanding and maintain 
viewer’s interest 

 More about presentation, less about slides 

• As short as possible (10-15 min)  

 Be clear and succinct 

 Emphasize most important points in the brief  

• Uses high-quality photos or graphics  

• Tailored to the audience 

 If necessary, may need more than one version, with varying levels 
of detail or technical language 

• Calls the audience to action  
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PROOFREAD 
& 

PRACTICE 



Avoid These Mistakes! 
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v 

Slideshare.net “Death by PPT”   



Avoid These Mistakes! 
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• Too much text & detail 
• Text too small 

Slideshare.net “Death by PPT”   



Avoid These Mistakes! 
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v v 

• Too many words 
• Typos 

v 



Presenting Your Policy Brief by PowerPoint  
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Do… Don’t… 
Make eye contact SPEAK TO THE SCREEN! 

Use attentive body language that 
shows interest and enthusiasm  

Be still or stiff when you speak, but also 
don’t move around the room too much 

Articulate your speech, speak 
with energy, and project your 
voice to reach your audience 
 

Fidget nervously in front of your 
audience.    
 

Team Presentations: Consider if 
one person should present, or 
should team members all 
participate in some way 

Panic if you miss a slide or make a flaw. 
Stay calm and composed, and continue 
the presentation 

PRACTICE 
PRACTICE 
PRACTICE 



PowerPoint Slides for Helmet Case Study 
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GO TO #d2p_module_resources  
Download and WATCH THE PRESENTATION TITLED: 

Case Study Presentation/Motorcycle Helmet Case Study_Presentation (Carla Williams's conflicted copy 2016-11-12).ppsx


Communicating to 
Decision-Makers:  
Elevator Pitches 



What’s a Policy Brief Without 
Effective Communication?  

 

 

 

 

 

 

• A succinct, persuasive “sales pitch” used to spark the  
listener’s interest 

• Typically used during brief encounters with stakeholders 

• Meant to be delivered in the typical time of an elevator ride  
(Usually 30-45 seconds) 
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Elements of a Good Elevator Pitch   

• Concise 

 Approximately 30-45 seconds 

 Uses 1-2 key statistics 

• Catchy 

 Uses analogies that listener may find familiar (“There are more 

diabetics in this country than people who get malaria each year”) 

 Makes problem compelling: What will resonate with 

stakeholders?   

• Clear 

 Doesn’t over-use jargon; uses 2-3 select key phrases, but is 

mostly simple language 

• Call to Action 

 Invites the listener to learn more about the topic 
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Creating Your Elevator Pitch 
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Greet your 
stakeholder(s)  

What action do 
you want from 
any stakeholder? 
Introduce yourself 
if you do not 
already know 
him/her  

Pique your 
audience’s 
interest  

Begin your pitch 
with an 
attention-
grabbing 
statement 

State the 
problem  

Describe the 
problem at-
hand, and why 
it should be a 
priority 

 

ACTION! 

Gain agreement 
for further 
discussion 



An Elevator Pitch for The Vietnam Helmet 
Case Study: Take 1 
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Play first video  

../../../China Jul 2018/Tools for Participants USBs/Videos Elevator Pitch/Take 1 - Bad elevator pitch.mov


An Elevator Pitch for The Vietnam Helmet 
Case Study: Take 2  
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Play second video  

../../../China Jul 2018/Tools for Participants USBs/Videos Elevator Pitch/Take 1 - Bad elevator pitch.mov


Group Exercise 



Activity: Develop Your Presentation and 
Elevator Pitch  

Develop your PowerPoint using the Policy Brief Presentation 

Template located in the “Slack Channel #d2p_module_resources” 

• Create your Elevator Pitch for your policy brief 

 You may choose to have part of your team work on the 

PowerPoint, while the other part works on the Elevator Pitch 

 Choose someone from your team to record your elevator pitch and 

upload to the Slack #participant_lounge. Refer to slide #24 for 

“Elements of a Good Elevator Pitch” to guide you. 

• You’ll present your PPT presentations on the last week(s) 

 Include all team members in the development of your presentation 

 The entire team will be eligible to respond to questions 

• Your mentors will be available for guidance   

 

30 



END 


