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Advocacy as a three-legged stool
As an advocate, you work with the community, the government, and the media. If you can only cover one leg initially, that’s okay. Begin with your strength. Other groups can help you later. 

The community leg

Organizing the community (grassroots) 
Recruiting help

Ideal traits in your helpers include advocacy experience, perseverance, a detail mindset, passion (even if the person is soft-spoken), and modesty. Specific roles for volunteers include writing letters, making phone calls, getting facts, issuing reports, working with the media, strategizing, lobbying, discussing, and simply showing up.

Develop a visual brand so that lawmakers can easily identify your volunteers. This branding also helps members of your network recognize advocacy messages in their inbox.

Make participation easy, cheap, and enjoyable, but be direct and clear about what you want. For example, you might set up a phone bank. This gets many calls to people in the community asking them to take action by contacting a legislator. However, before you thrust volunteers into visible roles, ensure they feel comfortable talking about your issues and programs.

Build in an early, easy victory for your fledgling group. They will share some of the credit and be more willing to press on.

Be strategic about identifying, converting, and cultivating powerful supporters, or super-evangelists. Have them talk to politicians on their own after you give them proposals that are big on the bullet points and talking points. A strong executive summary might be all you need to prep your advocate.

Use your social networks too.

"Take five minutes to advocate for ..."

Set up a “take five” table in a public place. Here you will help others write or call their elected officials in five minutes or less right there at your table. Provide sample letters, brief fact sheets, volunteers to answer questions, blank paper, pre-addressed envelopes with stamps, cell phones, laptops, the names and addresses of your legislators, a sign-up sheet to receive your group’s e-newsletters; and a big sign reading, “Take five minutes to advocate for ____.” (your cause)

To make sure supporters’ letters fall in the “real” category, make sure they

· sign and print their names on paper,

· spell out their full name on emails,

· include their home address, and

· add a personal note, even something as brief as “I really care” or, “This means a lot to me.”

Use telephone-shaped advocate cards

Make cardstock “telephones” listing the capitol website, telephone number, and the dates when the legislature is in session. Add your logo, website, and agency name, and a request that the holder of the card makes one toll-free call every week the legislature is in session. Give a paper phone to everyone you know: board members, staff, friends, neighbors, family, and the general public.

The government leg

This might be your city or county council, state legislature, or Congress. Know which parts of your goal need government action and which ones do not. Elected officials do not like being asked for help that is available through the private sector, and vice versa.

Interacting with the legislative branch

Get on a list for regular information about legislative actions that are likely to affect your issue/program. This list will keep you informed, provide a sample “message,” and help you know when your voice is needed most.

The more supporters you have from a legislator’s district, the more easily you can influence them. It strengthens their hand when they can tell a colleague, “I support it because I am getting mounds of mail and telephone calls from my constituents who want me to support it.”

The job of getting a bill through hearings and out to the floor will be much easier if the Chair or highest-ranking minority members of the subcommittees and committees are sponsors of the bill and use their influence on its behalf. To reach these officials, you will need highly influential volunteers who have relationships with them. 

Legislators and their staff note the issues that generate the most letters and calls. Ask yours what their communication preference is for hearing from constituents.

State legislatures

Many state legislatures meet for a limited number of days each year (nine are in session all year; a few only meet every other year). Most have little or no staff. If your state has a very short legislative session (6-12 weeks each year), then it may be critical to have a good, on-going relationship with the people who work in the governor’s office or executive branch agencies. Every government entity has a web site explaining how it works and how its staff or elected officials can be contacted.

Making online petitions

A petition shows an elected official that many constituents support the issue and that they want the official to support it too. Presenting officials with a list of constituents who agree with your cause is powerful. Doing this in person provides your constituents with tangible results and possibly media coverage too.

Good petition software is available for free. The one you pick should 

· let signers enter their name and contact information and opt in to your email list (not opt out),

· let you store and report on this data,

· integrate mobile and social media along with sharing buttons for the signers, and

· let you publicly display the list. 

However, if you do a lot of petitions, consider paying for the service since the free platforms usually do not have auto-responses, thank-you pages, visual branding, space for images you can imbed, and/or spaces for signers to leave comments for the official to read. 

Petition-creation websites

· Change.org (www.change.org), 

· Avaaz (www.avaaz.org/en), 

· 38 Degrees (www.38degrees.org.uk), 
· MoveOn (http://petitions.moveon.org), 

· Causes (www.causes.com), 

· Care2.com (www.thepetitionsite.com),

· Act.ly, a Twitter-based petition (http://act.ly), and  

· http://petitions.tigweb.org/home/index.html 

Petitions using Twitter
On http://Act.ly, you can petition those politicians or corporations that have profiles on Twitter to take action on legislation or an issue. Supporters simply tweet the petition to sign on. Each tweet mentions the politician or corporation and prompts the supporter to follow your nonprofit on Twitter. If your petition has mass appeal, it can result in hundreds or possibly thousands of new followers and flood the targeted politician or corporation with mentions demanding action.
Petitions using YouTube

With a video petition, you can 

· urge your community to respond to your video by creating one of their own,
· provide examples and a suggested script,
· feature video responses from the community in a playlist on your channel, and 

· create a compilation video with the video responses to amplify your message.

Petitions using a CRM package

Some constituent-relationship management databases have petition functionality. Examples include Nationbuilder (www.nationbuilder.com) and Blackbaud (www.blackbaud.com). You create the form on either their proprietary platform or on www.wufoo.com or www.formsite.com, and pre-populate it with the text of an email for supporters to modify or personalize. 

Lobbying

Lobbying is defined as sharing your views with a legislator (“direct lobbying”) or the general public (“grassroots lobbying”) on a pending or proposed piece of legislation. “Legislation” means anything a legislative body must vote to adopt or reject—whether a law, resolution, proposal, nomination, treaty, zoning rule, or anything else. It also includes referendums, initiatives, and constitutional amendments that must be placed on the ballot and voted on by the general public. 501(c)(3) nonprofits are restricted in the amount of lobbying that they can do. 

Grassroots lobbying is very effective if lots of voters become involved, and it includes mass mailings, public meetings and rallies, press conferences, websites, advertisements, and all other efforts to encourage the general public to share their views with public officials about a pending or proposed piece of legislation.

A lobbying website for nonprofits

The Center for Lobbying in the Public Interest (www.clpi.org, www.clpi.org/why-advocacy), is a great resource for nonprofits interested in advocacy and lobbying.
Advocacy by nonprofits but not lobbying

Advocacy that doesn’t fall within the IRS definition of lobbying is completely unrestricted for nonprofits. Such non-lobbying advocacy includes

· Advocating for administrative action: Lobbying only involves something a legislative body can vote on. It does not include items voted on or otherwise approved by administrative bodies, whether they are elected or appointed. You can try to persuade members of administrative bodies and their staffs to take any action within their authority, including voting on laws, rules, proposals, budgets, or other items. However, the IRS calls it lobbying if your nonprofit asks an administrative body to propose, support, or oppose legislation that would have to be voted on by a legislative body.
· Advocating for an executive action: An executive action is anything an executive—such as the president, governor, mayor, or other elected executive—can do without obtaining approval from a legislative body. For example, it is not lobbying to ask the governor to commute the death sentence for a prisoner on death row because this does not require a vote by the state legislature. However, requesting an executive to support or propose legislation is lobbying because adopting the legislation would require a vote by the appropriate legislative body. For example, it would be lobbying to ask the governor to support a bill outlawing the death penalty.
· Lobbying by individuals: Only official acts are attributable to an organization. Thus, lobbying by individuals is not attributed to the nonprofit if it is done without this organization’s consent or approval. Similarly, lobbying by an employee, officer, or director of a nonprofit is not attributed to the organization when it is done in a purely private capacity, not as a representative of the nonprofit. A person’s actions on behalf of a nonprofit are “official” if the person acted within their authority, or the actions were later approved by the nonprofit.
Contacting legislators

Calling them
Elected officials and their staff usually prefer phone calls to email.

If distance is an issue, ask your legislators to “meet” via Skype. One member (or your lobbyist) can be present in their office while a group joins via Skype from back home in the district.

Politicians and decision-makers pay attention when citizens call and convey their views. Let them know who you are, what you are calling about, and what you want from them (e.g., support for a bill, opposition to a budget cut, or an action on a proposal). If there is a message machine, state your name, what you want them to support or reject, and then spell your name and address. Follow up later with another phone call.

Announce a call-in day 
Often the people you want to involve as advocates cannot get to the meeting with your legislators. So, use your newsletters and email lists to announce a “Call-In Day.” Urge everyone to call three elected officials (the same ones - perhaps your two senators and your representative) and provide a sample script. This way, legislators spend one day in personal visits from those who visit and another day on phone calls/phone messages from those who can’t. It is doubly effective without being twice as costly.

Writing them

Since each letter is counted separately, ask every member of your group to send one, rather than sending a single letter with multiple signatures. Personalizing each letter also makes an impact. 

Your letters do not need to be on fancy stationery or written in technical, legal language. At a time when mass-produced letters are common, handwritten notes are often the most powerful.

Most state legislators say that 10-15 letters on a single issue will get their attention. To a part-time legislator with little or no paid staff, three or four dozen letters loom very large.

· Include your name, phone number, and address so they will know you live in their district;

· Cite the bill, policy, or budget item (by name or number if you know it);

· Say whether you support or oppose it, and briefly why;

· Be factual and speak from your own experience or knowledge; and

· Ask for them to vote in line with your opinion.

If you are emailing them, mention the bill number or issue in the subject line. 

Visiting them
Make an appointment. You can call the state capitol for your state legislator’s number; members of Congress are listed in the blue-edged pages of the telephone book, and all have websites. If you don’t know who your legislators are, find the district number on your voter registration card, call your county clerk, or go to your state website.

If you make an appointment when the legislature is in session, there is no guarantee the legislators will be able to keep it. Legislative schedules change at a moment’s notice. Don’t take it personally; it is just “how it is.” Meeting with staff is also a good thing; they have a lot of influence with their bosses, know the issues, and do much of the work.

Often you will only get a few minutes to make your point so have ready a short, 60-second version of what you want to say, and a 30-second version too. Focus on the impact in the legislator’s district. Start with the 30-second version, then move to the 60-second version, and then add more details if there is time. Regardless, bring a fact sheet to leave with them. 

What to say when meeting them

· your name and where you live in their district; 

· your group or agency and its location in the district; 

· the issue you came to talk about, along with the name and/or number of a bill;

· any coalition your group is a part of, and the number of members in the official’s district; 

· how your current efforts help in that district, such as putting public dollars to work there;

· how the issue in question will affect you and other voters in that district; 

· how you want the legislator to vote on the issue (Please vote for/against ….); and

· that you will share the results of this meeting with the other members in your group/coalition.

Put the above in your fact sheet, along with your contact information. 

If you don’t know the answer to a question, don’t panic. Say that you don’t know the answer but that you will find out and get back to them, and then do. Before leaving, ask with whom else you should meet. Follow up with a thank-you note and any information that was requested.

Methods for new or shy advocates

Go with an experienced buddy

Go with an experienced “buddy,” someone who has spent a lot of time at the capitol. You will not have to say anything unless you want to; just being there is a learning experience and a contribution. After tagging along a few times, you will feel competent to lobby on your own.

Carry a folder with your logo

Whenever you go to a meeting with public officials, carry a folder with fact sheets and other  information about the issues on your legislative agenda. Make clear, large-type labels that identify your group and/or key issue and put them on your folder. 

Badges/t-shirts

Wear a badge and t-shirt with bold colors on a neon background, and sell the t-shirts to others to raise money and visibility for your cause.

Role-play calling

At one of your member gatherings, do a two-person role-play of a legislative call to the capitol for all to hear. One person plays the operator, and the other plays the constituent. A volunteer can do an actual call and put it on speakerphone for all to hear. Then ask everyone present to do this with a partner. Also pass out business cards cut from brightly colored card stock with the telephone number of the capitol (or in some cases, the names and numbers of the legislators from their district), the hours the switchboard is open, and the legislature’s web site.  

Calls

Calls are good for the politically shy because as often as not, they are answered by a receptionist, operator, or machine. Callers just need to leave a brief message, name, address, and/or phone number. No questions are asked, and no positions are challenged.

Testifying at public hearings

Open hearings are a great way to make a public record, to bring an issue before the public, to get questions and points of opposition out in the open, and to inspire your advocacy group. Citizens can urge committee members and staff to schedule a hearing. Do so well before the date of a vote so there is more time for changes to be made. 

You may need to contact the staff of the legislative committee and ask to be a witness. The preference is for witnesses who represent organizations and coalitions with many voters. Or, you may just need to arrive early and sign up, which is common in part-time or local legislatures. 

When testifying, have a short summary with just a few highlights because you might get cut short. Know the material well so you can look committee members in the eye, and rehearse your answers to the most likely questions. In some cases you can tell friendly staff in advance those questions you would like to be asked.

Effective testimony includes

· a jargon-free, 5-10 minute statement (3 minutes at the city or county  level) about the issue;

· the facts, including those you represent and your involvement in the issue;

· your points of agreement or disagreement with what others have said;

· changes you would like made;

· examples of who will be affected by the issue; and

· a rebuttal of the opposition’s main argument.

Testimony by a non-profit official is not considered lobbying by the IRS if you receive an official invite from a governmental body or legislative committee. The request must be made in the name of the body or committee rather than by an individual member. If requested to do so by the legislators, you may even offer your opinions or recommendations regarding specific legislation.
Hearings are usually recorded for public-access cable television. Post your segment in a video clip on your website for your members and donors to see.
Hosting a site visit with your legislator

Site visits – whether at your office or at one of your projects – are a great way for legislators to see what you do and the people you serve. Consider these aspects of the visit:

1) The message: What do you most want to get across to your visitors? 

2) The setting: Given the message, what locations or circumstances would be best? 

3) The messengers: Who can best make your points? Consider board members, volunteers, staff, clients, neighbors of the project, and people familiar with your funding. What would you want each participant to say or do? What programs, classes, or activities should they highlight?

4) The supplemental materials: What written materials should your legislator take away from the visit? Are there any charts, graphs, or photos with helpful information?

Hosting a forum for legislators

You may also want to hold community forums on issues and invite legislators. Have a panel and use these panelists for what amounts to a seminar for the legislator. This is great for explaining a complex community issue not easily summarized in a fact sheet.  

Importance of thanking

Elected officials deserve to be thanked for policies that work and for helpful budget decisions, and thanking your supporters is an essential part of any political movement, even if you don’t win.

After getting their support

Do not stop once your representative supports your cause. A supportive legislator can add value by talking to other legislators, publicizing your cause in their district newsletter, writing an op-ed piece, giving you advice on approaching others, speaking on the legislature floor or in caucus, and by doing other tasks to help you win your issue. As time passes, values can change or advocacy from opponents can take its toll. Stay proactive so your supportive legislators won't change their minds.

Know when a compromise is acceptable. You can build on a small good version. 

Interacting with the executive branch

Once the legislative branch passes a bill, an executive agency drafts its regulations as well as a notice that invites comments from the general public. As an advocate, you need to analyze these documents, clarify them for your members, and let them know when comment letters are needed. New federal regulations are published daily and can be found in the Federal Register, in the nearest office of the relevant agency, and on www.nara.gov. State regulations are published less frequently and can be found in a state library or the secretary of state’s office.

Each notice includes the name of the agency, the final date for comment letters, a phone number for questions, and an explanation of the regulation. Your letters should describe your group, your expertise, and why you are interested in the proposed regulation. Acknowledge which points you agree with and which ones you don’t. Also describe the potential negative impact of the regulation, and if possible, suggest alternative language.

Each letter is counted separately, so ask every member of your group to send one, rather than sending a single letter with multiple signatures. Have the writers personalize their letters. Email might be an option. Lastly, send a copy of each comment letter to your senators and representatives. 

The media leg

This refers to everything we do to spread the word to more people, whether through the traditional media or through social media, newsletters, and public notice boards. We need this leg because elected officials follow the media, because we need to reach more people, and because we must counter the misinformation that often appears elsewhere in the media.

Start by making a media kit for your organization. Get ideas from others about what to include. Anyone associated with you has to be on the same page with this information. You may want to develop a set of guidelines, maybe even a formal policy.  You may also want to assign someone who is personable and articulate to be your media relations contact. If you do this, everyone else should funnel media inquiries to this person, who should know which reporters cover your issue.
You can also try inviting someone from the local media to explain to your group how they work. They are always looking for good stories, and you may have one.

If you run an online community

Whenever there is a topical issue, issue a statement on behalf of the group, a statement that can be collaboratively edited. This tells your members that they are making an impact, but more importantly, other people will learn about your community and decide that it’s worth joining.  

The process of pitching

Call to confirm the most appropriate person for your story at each outlet, and ask for the preferred format for your submission. Most outlets will want a press release, so paste it into the body of your emailed pitched letter. This way they won’t have to open an unknown attachment. 

If you don't receive a clear response to your initial release, call again in a few days.

If a reporter covers your event, introduce yourself and be available to answer questions or to introduce the reporter to key people, but don't be a pest. Let the reporter find his own story.

If your situation changes and the press release is no longer accurate, immediately call in the change and, if necessary, revise and resubmit your original release.
Lead times and when to pitch

Even after a media outlet expresses an interest, an appearance can take up to three months. So, for example, if you know that a lead time for a magazine is three months, contact the appropriate writer four months in advance. Her team needs time to discuss it internally before deciding.  

Aim for government holidays, which are the slowest news days. If you pitch on a day when the media is starving for news, you're much more likely to get coverage.

Newspapers
· daily newspapers: between a few hours and two weeks, depending on the section
· weekly: two to four weeks

Magazines
· weekly: two to four weeks, unless the topic is extremely timely and newsworthy
· monthly: three months
· quarterly: four to six months

Radio shows
Most shows book guests between a day and several weeks in advance, depending on the topic. It helps if you can fill in on a last-minute basis in case another guest cancels at the last minute.

Television shows
News shows may book guests a few hours before the broadcast while a national show may book several weeks in advance unless the topic is extremely newsworthy.
Who to pitch to

After you gather your list of outlets to target, call and verify the name of the person at each outlet who is responsible for covering the topic you're pitching. 

Shows: segment producer or talent booker

For shows, pinpoint the exact ones that interest you. Call their production office and ask for the name of the segment producer or talent booker who is responsible for booking guests. Don't pitch directly to the executive producer or host. At smaller shows, especially at local stations, you may discover that the right person is the show's executive producer or host; first contact a segment producer or talent booker unless you know that this is true.

Print journalists

If you're pitching a print journalist directly because you saw something that she wrote, let her know what you liked about it and then show how your work is appropriate for her readers.

Try to identify the journalists or reporters first. Get to know them better by visiting their websites and possibly accessing their archived writings. Many journalists put their e-mail addresses right there in their bylines. Send an email, making it short and to the point.

Bloggers
If you haven't met the person, try to get a referral from someone who knows both of you. Or try to meet them at events they might be attending. 
“Circle,” “like,” or “follow” them on Google+, Facebook, Twitter, and their blog. Then comment on their posts with something positive, helpful, and insightful. You may also want to share their posts with others (ie, retweeting). Bloggers notice who has spread their posts and tweets, so do this for the posts/tweets that you like. The process is all about them getting familiar with your name.

Customize your pitch and keep it short. The ideal length for a pitch to a blogger is a five-sentence email: who you are, what the name and subject of your project is, what the gist is, and what you would like her to do. Send your email during the weekend or first thing in the morning (recipient's time). After two to three days follow up on your e-mail. Send an even shorter e-mail to ask if she received your previous e-mail and if she would consider blogging about your work. A week later, send one more e-mail. Then give up; it wasn't meant to be.
Email a pitch letter

In the first paragraph, introduce your group; in the second, talk about why you are credible; in the third, explain why that outlet’s audience would be interested in your work; and in the final paragraph, invite the journalist, editor, or producer to review your press kit on your website and to contact you if she’s interested in booking an interview or receiving more information.
Keep the length to a page, and use the 1st person.

Keep a pitching spreadsheet

Categories to include 

· Media organization name
· Media contact name and title
· Area of expertise/interest
· Email address
· Phone and fax number

· Notes
· Date log

You may want to assign this task to a team of volunteers with each one researching a different sector, such as print, radio, television, online news services, etc. Exchange your lists with coalition partners.

Writing a good press release

Make sure your topic is relevant. Have a news hook and help the journalist or blogger by providing information, analysis, or assistance. For in-depth help, see one of the press-release websites below. Keep your press-release boiler plate updated with new appearances.
Format

Have a link in your letterhead to your online press kit (photos, graphics, videos, previous media coverage, social-media pages, website, and blog). For your margins, have 1” on the top and bottom and 1- ½” on the sides. For the font, use TNR, Helvetica, or Arial. Double-space the body with justified text; use 1-1/2 line spacing to fit the text on one page. If you go to a second page, put More. . . at the bottom-right corner of the first page, and at the top center of the second page, display a phrase like "Page 2 of 2." Lastly, print on 8 ½”-by-11” white paper.  
Letterhead
Contact: Your PR person's name (10 pt., no bold)   
    FOR IMMEDIATE RELEASE (12 point) 

Phone number: align left
E-mail: align left
Headline: Use 1-2 lines (no more than 10 words). Format it in bold 14-16 point size. Centered
City, State -- Date with year - First paragraph includes your name, title, and Who? What? Where? When? Why? How? (justified)
The next 1-2 paragraphs: what sets you apart, who you are targeting, and why people may be interested. If your first paragraph doesn't fully answer the "w" questions, then do so here. If you have a great blurb from a well-known person who can speak to your subject, include it here and edit it down if necessary. Also have info about upcoming events of yours, such as speaking engagements, workshops, or lectures. Have more info about your work and a quote from you, plus a quote or two from outside experts.

About (Your Name): 

Your bio paragraph. Describe your credentials, establish yourself as an expert, include reasons why you make for an interesting guest, and list your website. The final sentence here states, "For more information, or to schedule an interview with [your name], please call [publicist’s phone #], visit [website], or send an e-mail to [publicist’s e-mail address].  Even if contact information is already on the letterhead, repeat it here – full name, title, address, phone #, fax #, e-mail address, and website.

# # # (centered at bottom of page)
Good press-release websites

· www.PRNewswire.com  
· http://communitymediaworkshop.org/resources 
· www.prlog.org (a free press-release distribution service)  

Press kit

Put on your website as much of your press kit as possible. Then link to it when you email your pitch letter and customized press release to each media contact. 

Include the following:

· a one- or two-page general press release about your advocacy work that includes your mission statement, objectives, beneficiaries, and notable activities;
· short biographies of significant personnel (a paragraph for each);
· Q&A with one-paragraph answers for each;

· articles about you: cleanly reproduced, with the publication name and the date;

· topics for discussion, articles, workshops, and lectures; 
· a list of the shows in which you have been featured, with a link to the clips; and
· your contact information.
Sample questions for Q&A section
· Tell me about your work. What it is about and who are the beneficiaries?
· What are three ways that the beneficiaries benefit from your work?

· What initially got you interested in this topic?
· From where does your funding come?
· How can someone volunteer to help?

· What is the most interesting or unusual thing you have learned while doing this work?
· How did you know that you have followed the best strategy? 
· What sets your work apart from that of others?
Interviews

Preparing

Create a list of 20 questions you think they will ask, and write out answers that are less than 50 words (a 15-second sound bite). Think about what you most want to say. Include both your questions and answers in your press kit’s Q&A section. A good quote sounds right, is short enough to remember, touches the heart, and includes a call to action.

Record the sound bites in advance and play them back. Keep doing this until you sound authentic, as if it's the first time you've ever been asked that. Now take a second to think about your response even though you know exactly what it is. Then videotape a mock interview with a friend. Have her ask you the questions that you fear the most or other things to unnerve you.
Television in particular
Watch the show for several days before your appearance. See what people wear and dress accordingly. Avoid patterns, stripes, and white clothing. Blues usually work great on television. If it is a low-budget production, lightly powder your face to reduce the shine.

Once you are with the crew, ask where you should look, how long the interview will be, and what the signal is for wrapping it up. Also ask if your web address can be posted along the bottom of the screen during the interview. Most news channels also make links available on their website for a limited period of time.

Start the interview smiling and focus on being calm, concise, precise, and persuasive. Give your audience a concrete tip that they can try with others.
If you are in front of a live studio audience, include them from time to time with eye contact and gestures. If it's a show that has a Q&A, refer back to a previous question an audience member asked. This helps to gain their support.

For interviews at your place of work and not in a news studio, consider what you want viewers to see. How can you help viewers get a sense of your mission? Focus on the work actually being done and not from people talking about the work that's being done off-camera. If you have interesting footage, provide it to the producer to cut away to during your interview.

Other mediums
For radio interviews, speak slowly in simple sentences. Listeners can’t see you speaking. 

For phone interviews, be warmed up both physically and vocally. Use a land line and suspend your call-waiting.

For print interviews, have it someplace quiet where you're comfortable. Look good even if there won’t be a camera. 
Beware the interviewer’s friendliness

If he is friendly beforehand, don’t assume he’ll be friendly during the interview, or vice versa. Assume that he is just trying to get you to say something you'll regret. It will be carried all over the internet against your will. 

Also never say anything to a member of the press that you would not want to see in the news the next day. You are always "on the record" when speaking to or emailing anyone in the press.

Afterwards

Ask when the interview will be made available on their website. If it is a video, see if your organization can embed the video on its website or social-media sites. Also get business cards for sending thank-you notes. In addition, ask if you can add their name to your email list. They might need a story someday and call you. Once you leave, write up the events while they're fresh in your mind and post them on your site.
If misquoted in an interview

First, keep your cool. Next, write down the errors in the article and call the reporter or send him an email. Calmly go over the items, and ask him to print a correction in the same spot in the next issue. He probably has to talk it over with his managing editor, but most newspapers are willing to fix errors. The good news is that the correction gets your name in print again.
Choose your battles wisely. Don't duke it out over every misspelling or piece of erroneous reporting related to an upcoming event. However, if the article compromises your mission, tarnishes your reputation, or in some other way creates a negative public image, by all means take action. You want to maintain a relationship with the publication while also contesting false or misleading statements about you.

Other ways to get media exposure

· Rewrite a letter to your senator as a letter to the editor of your local newspaper. If published, you will reach other voters. If not, you are still getting across your point of view on this issue to the editors at the newspaper.

· Relay a call to your representative’s office to the audience of a radio call-in show. 

· Consider pitching to local high-school newspapers, written by students. Suggest a five-part series on advocacy work in the community, and suggest your organization as an example. Have the students interview the state and local elected officials from their communities to learn their positions on public funds for your issue. Then when the various articles are published, urge the student editors to send copies to elected officials from their area so that they see themselves in print on the topic. Bright young high school seniors, who are also newly eligible voters, will engage with their elected officials, and elected officials will know that teachers, parents, and other school personnel are reading their replies to the students’ questions. This is a great example of low-cost, creative media work.

· Join HARO. Help a Reporter Out (HARO) is a service to help reporters find sources for stories. Sign up at www.helpareporter.com. You'll get three e-mails a day with a list of requests. When you see one that matches your expertise, contact the journalist with a pitch. If you're selected, you’ll get free publicity.

· Publicize events. Get on the events calendar for the venue in question and send your press release to the local media to get on their calendars. Do this a month before the event. Send out another release two weeks later and then a final notice three days beforehand. If you can, get the local media on the phone and pitch to them.
Larger newspapers and many other media outlets assign the preparation of calendar sections to specific editors. When you put together your media-contact list, identify the calendar editors. 
Also use social media to spread the word. Mention it in your online communities, and afterwards, share pictures or video, which should also be put on your website.  Slice long videos into five-minute clips. 
Have a media crisis plan 
Have a media plan for breaking news and crisis situations.

Levels of good advocacy

Beginner level

Every month do at least one of the following:

· Get on the mailing list of an advocacy group that focuses on an issue you care about.
· Get a friend interested in your issue and excited enough to do something about it – anything (learning more, attending a meeting, or showing up once to volunteer. Do not worry about what they do; once hooked they will learn for themselves what they enjoy doing the most.

· Inform a stranger. You can have an impact just by carrying on a loud conversation in a place where others are sure to hear: the subway, a checkout line, or elevator. You could post a fact sheet on the bulletin board in your apartment complex or local grocery store, put an informative bumper sticker on your car, or post something on a computer bulletin board for other subscribers to read. Or, you could ask your community group (e.g., Rotary, church, PTA, etc.) to consider forming a task force on this issue. 

After six months, you will be better informed, and you will have gotten more people thinking about this issue.

Intermediate level

Every month, do each of the following:

· Do one of the things from the beginner level.
· Write a policymaker (federal, state or local). The first time is the hardest. 

· Call a policymaker. 

· Visit a policymaker, or at least Skype with them. Those who start out as the most timid and the most reluctant turn out to be the best converts once they try. 

Advanced level

Every week, in addition to the intermediate level, write, call, or visit other voters. You should recast to these other voters every one of your letters, calls, and visits to policymakers. This will double (or triple) your impact with only a fraction more investment of energy and time.

For example,
· rewrite the letter to your legislator as a letter to the editor; 

· call a radio show with the message you left on your council member’s message machine; or 

· repeat at the Rotary club or in your yoga class what you said to the mayor. 

Advocacy technology checklist

· Consumer/constituency relationship management software (CRM) 

· SMS/text messages

· Online fundraising campaigns

· Online petitions

· Blog

· Social networks (Facebook, Twitter, LinkedIn, Google +)

· Video and photo-sharing services (YouTube, PhotoBucket, Instagram)

· Webinars

· Online advertising/banner campaigns

· E-newsletters

· Website dedicated to your campaign

· Social-sharing buttons on your website (www.sharethis.com or www.addthis.com).

· An analytics service such as Google Analytics

Helpful advocacy websites
· The Advocacy Project (www.advocacynet.org/page/services) assists with content development and dissemination, needs assessment and technical support, web design, networking, policy analysis, and campaigning support.

· The SPIN Academy (http://spinacademy.org/resources) offers media technical assistance on everything from developing a media plan to photo opportunities and media events.

· TakingITGlobal (www.tigweb.org/resources and www.tigweb.org/action-tools) aims to get youth to act on the world's greatest challenges. It is one of the biggest networks of young people learning about, engaging with, and working towards these issues. 
· Bolder Advocacy has a number of step-by-step tools to help you and your organization assess and build capacity, and evaluate your advocacy. (http://bolderadvocacy.org/tools-for-effective-advocacy)

· The Building Movement Project has research, tools, training materials and partnership opportunities for advocacy-oriented nonprofits. (www.buildingmovement.org/our_tools)

· Advocacy tools from the Aspen Planning and Evaluation Program (www.aspeninstitute.org/policy-work/apep/tools)

· www.dosomething.org 

· www.idealist.org/act
Making an advocacy plan 
1. Define as specifically as possible your issue, your first goal, and your message.

2. Be accountable to the beneficiaries of your work.  

3. Make a checklist of what information you need. Collecting information is a good way to involve your volunteers, especially shy people. Librarians and Google are great resources.

4. Set some interim goals with deadlines, assign the required roles, set decision-making procedures, and make a conservative budget. Assign the advocacy responsibility to someone other than the organizational director. Rely on your commitment, persistence, voters, and your ability to attract the media.

5. Get to know the decision-makers, their staff, and their needs. Just humanize your facts and talk about people you know. Most people help someone they feel they know. Learn when to ask for something (or not). For example, don't try to get a bill introduced at the end of a session or try to seek funding for a project after the budget has been set. In your own time offer to do research, help in a campaign, and pitch in when they need extra hands. It will not go unnoticed.

6. Broaden your support. Think who your unlikely allies might be. These alliances signal that voter support is broad, and according to politicians, broad support equals more votes in the next election.

Assessing your plan

• Does your group have the expertise to carry out your advocacy plans? If not, can you get it?

• How much time will your plan require? Do you have the time?

• How much will it cost? Can you afford it?

• Will engaging in the advocacy activities have benefits beyond immediate legislative goals? 

• How will the advocacy activity help your organization’s leadership or staff?
Forming a coalition

A coalition is an organization of organizations. Partnering with other organizations can help you add resources, credibility, and sheer numbers to your efforts. If you can produce a document that ten other organizations have signed as well, you will get more attention from legislators. 

Ideally you should partner with organizations that have some influence or expertise in advocacy work, those with a track record of dealing with legislation. You should also partner with organizations that are easy to work with and that will assume their share of the responsibility.

Identify a convener and likely coalition members
You may want to be the convener – calling others to join in with you, or you might consider whether there are other groups with more experience, resources, or staff. Decide on the principles that coalition members must support. Next, think of some unlikely allies. Having odd partners sends a political signal that you are talking to more than those who already agree with you. 

Identify key contacts within each group

Identify decision-makers from each group who can speak for their members on short notice and who can disseminate information throughout their networks. If you have a good issue, share the idea with these people at a brown bag/brainstorming lunch. You will quickly see whether there is enough interest or whether there is something else on which you all can work together.

Identify a good issue
Some issues are too narrow or too localized to warrant a coalition. For these you can set up a time-limited, single-issue campaign rather than an on-going, multi-issue coalition. Campaigns could be structured so that member groups can opt in or out, provision-by-provision. Or, participants can agree that for purposes of a particular campaign, every group on the list will promise not to work against other groups on the list. They do not have to work for what the other group wants, but they will not let politicians pit one part of the coalition against another. 

Identify logistical and decision-making responsibilities

A large coalition should have a streamlined decision-making process to respond quickly to the fluid legislative environment. Responsibility for logistical support can rotate among groups.

Discuss the downsides to coalitions

· logistics and the convening of meetings;
· formal by-laws of some organizations that make group decision-making difficult;
· the difficulty of getting agreement on who votes, who takes responsibility for what, etc.;
· shared credit and shared blame; and
· the unfounded fear that everyone in the coalition has to agree on everything.
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