
MEDIA CAMPAIGNS FOR 
ADVOCACY
Mobilisation, Partnership 
& Advocacy
Day 4

Canvas Parts 8 + 9 + 10



WHAT YOU NEED 

Smartphone

Camera on, mic off

Notebook and pen

Mural

OLA account



AGENDA
DAY 4

Mobilisation 

Key Partners & Working with Media

Campaign Branding

Creating an Advocacy Plan



RECAP AND 
REFLECTION



CASE STUDY
Aksi Asi: The Power of 

Breastfeeding

WHO? Wahana Visi/World Vision 
Indonesia

WHEN? August-September 2015. 
Riding the momentum of the global 
breastfeeding week.

TARGET AUDIENCE? Family 
members of breastfeeding working 
mothers and the private sector in big 
cities of Java island.



Mobilisation 

Key Partners & Working with Media

Campaign Branding

Creating an Advocacy Plan



WHAT IS 
MOBILISATION?

“A set of organised activities that create 
an enabling environment for national 
and international political and policy 

change.”

➤ Engage public audiences with key issues 
to inspire widespread support, motivate 
people to take action, and harness and 
demonstrate popular support

➤ Can also be seen as a mainstreaming 
process



WAYS TO MOBILISE

THROUGH SOCIAL 
MEDIA

THROUGH 
TRADITIONAL MEDIA 

Organic Promotion

Paid Promotion

Idea Promotion 
Within Broader 

Online Channels

THROUGH OFFLINE 
ACTION

Radio 

Television

Press 
Conferences

Event
s 

Debates 

Rallies and 
Marches



HOW TO 
FORMULATE CALLS 

TO ACTION

➤ Clearly communicated, 
coherent and logical

➤ Simple, doable and short
➤ Desirable and fun
➤ Useful, valuable and rewarding
➤ Don’t tell people to stop doing 

something, but provide a fun 
alternative they should do.



MOBILISATION: 
➤ online campaigns
➤ offline events
➤ media campaigns on broadcast and print 

media
➤ office roadshows

CALLS TO ACTION:
➤ support breastfeeding mothers
➤ breastfeeding mothers are heroes
➤ breastfeeding requires teamwork

CASE 
STUDY



CASE 
STUDY

Screenshots of
some posts as part of 
the online campaign.

Emotional 
payoff: proud



CASE 
STUDY



Broader policy change via actions 
➤ Nationwide breastmilk campaign
➤ Increased paternity leaves (for government officials)
➤ Increased nursing rooms in public facilities

CASE 
STUDY

Photos taken at Soekarno Hatta Airport & Bogor Train Station
Source: medcom.id and gatra.com



You and the policy maker do not share a 
joint interest 

You and the policy maker do share a joint interest 

The policy 
maker is

not in your 
network 

Public action ~ making the policy maker 
aware of and responsive to the issue through: 

● Demonstrations 
● Petitions 

● Media campaigns 
● Awareness raising - Campaigns 

● Legal processes 

Advising ~ process of formal exchange and 
negotiation involving: 

● Consultations 
● Expert meetings 
● Conferences 

● Round table conversations 
● Research presentations 

The policy 
maker is in 

your 
network 

Networking ~ making contact and building 
relations through: 

● Drinks, social meetings 
● Political party gatherings 

● Conferences 
● Coincidental meetings 

Lobby ~ informing and influencing policy maker from 
within an informal relationship through: 

● One-to-one conversations 
● Telephone consultations 
● Drinks, social meetings 
● Coincidental meetings 

CAMPAIGN TOOLS & ACTIONS
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MOBILISATION 
RISKS

➤Safety & security
➤Public reaction
➤Visibility vs. privacy



Mobilisation & Advocacy

Key Partners & Working with Media

Campaign Branding

Creating an Advocacy Plan



WHAT KIND OF 
PARTNERSHIPS 

ARE THERE?

Strategic Partner: A partner with 
the same vision and values to work 
together on the same goal.

Implementing Partner: A partner 
that will help you implement parts of 
your campaign without necessarily 
sharing the same long-term goals.

Distribution Partner: A partner 
that will help share/disseminate your 
content to your audience or 
stakeholders.



CATEGORY IDENTIFIED PARTNERS

Strategic Partner – A partner with the same 
vision and values to work together on the 
same goal.

- Maternal & Child Health Movement NGO 
Coalition

- Ministry of Health
- Sub-national district Leaders

Implementing Partner – A partner that will 
help us implement parts of our campaign 
without necessarily sharing the same long-
term goals.

- Breastfeeding mothers & their family
- Employers/ corporations
- Pediatrician association
- Breastfeeding counsellors
- Startups

Distribution Partner – A partner that will 
help share/disseminate your content to your 
audience or stakeholders. Generally these 
are more traditional media sources. They 
also do not need to share the same values or 
goals.

- Key opinion leaders
- Insta-celeb (male & female)
- Senior doctors
- Mass media
- Nutritionists
- Nenek ASI, Ayah ASI, tante ASI (support 

groups for breastfeeding mothers: 
grandparents, fathers, aunts, etc)



➤A stronger support 
base

➤Access to more 
resources

➤Access to new skills
➤Access to new 

networks

WHAT ARE 
THE BENEFITS?



KEEP WANJIKU SAFE



➤Control Message
➤Waste Resource
➤Time to Coordinate

WHAT ARE 
THE RISKS OF 

PARTNERSHIPS?



CASE STUDY 
Breastfeeding Partnership Risks

A few months after we 
launched our campaign, one of 
the celebrity moms accepted a 
job as a brand-ambassador for 
formula milk. What would you 
suggest to communications 
team to do in this matter?

OOPS! 



WORKING WITH THE 
MEDIA

NEWS 
PEG

STORY 
PITCH

SOUND 
BITE



TIPS & TRICKS FOR WORKING 
WITH JOURNALISTS

1. Share information. 
2. Take your time and don’t expect 

instant returns.
3. Develop a personalised, friendly 

relationship with journalists. 
4.Check which journalists other NGOs 

are speaking to, for possible 
contacts.

5. Keep your promises. 
6. Meet journalist contacts face to 

face. 
7. Don’t just call when there is a big 

story. Call in quiet times too. 



WORKING WITH 
THE MEDIA: 

➤ Woman radio
➤ Mother & Baby 

Indonesia
➤ Fimela.com

CASE 
STUDY



WORKING WITH 
INFLUENCERS: 

➤ Beauty Bloggers 
➤ Miss Indonesia
➤ Doctors
➤ Nutritionists
➤ Ayah ASI
➤ Socio-preneurs 

CASE 
STUDY



QUESTIONS



Mobilisation & Advocacy

Key Partners & Working with Media

Campaign Branding

Creating an Advocacy Plan



➤A name: make sure it 
represents your campaign and 
can be easily linked to the 
message of your campaign. 

➤A colour scheme: a good 
colour scheme is extremely 
important as it is the first thing 
people will notice when they 
see your campaign. CAMPAIGN BRANDING



➤Hashtags: Hashtags are an 
excellent way to grow and get 
noticed. Consider making one 
hashtag hyper local, one regional 
and one national (or international).

➤Visuals: Use words visuals and 
language that is right for your 
audience.

CAMPAIGN BRANDING



1. It’s to the Point: Your slogan 
should communicate the number 
one reason why you exist.

2. It’s Memorable: What's a catchy 
way to talk directly to your target 
audience?

3. It Shares Your Vision: A great 
slogan shares a vision for your 
audience. 

4. It’s Believable: A great slogan is 
one that is simple and true.

Bonus! Make It funny, if you can.SLOGAN



CASE 
STUDY

HASHTAGS: #AksiAsi

TAGLINE: Aksi ASI: Ibu bekerja, ASI beraksi. 
The Action/ Power of Breastmilk: when mothers have to go back 
to work, they can continue breastfeeding if they get the required 
support.

IMAGERY: infographics, instagram posts, 
breastfeeding guidebook, merchandise. 



CASE 
STUDY



CASE 
STUDY



CASE 
STUDY

http://drive.google.com/file/d/19Gxnx9SctdDapkL2vGw3kV9KHGUagFxK/view


CAMPAIGN IDENTITY

http://www.youtube.com/watch?v=3BVa0JUVInA


CAMPAIGN IDENTITY

#NiUnaMenos #NiñasNoMadres



QUESTIONS



Creating an Advocacy Strategy & Plan

Key Partners & Working with Media

Campaign Branding

Mobilisation



Why are you doing this in the first 
place?

What needs to change? ISSUE

Why do you believe this is an 
important value add to your 
campaign?

What do you hope to achieve?

What’s the value of an 
Advocacy strategy & 
plan?



• more depth and breadth to your 
campaign

• show your ( M&E based ) 
campaign results and advocate 
higher up

• connect with your campaign 
mobilisation strategy

• more legitimacy

• show and share your success

Why an advocacy plan? 
Conclusion



USING CAMPAIGN 
RESULTS FOR 
ADVOCACY



Create your advocacy 
plan/strategy

60 min

Assignment: 

Develop your advocacy strategy & plan, which will serve 
as the basis for your campaign

By the end of workshop, you will receive from your trainer 
on how to improve this advocacy plan and strategy and 
integrate it into your campaign canvas



STEP 1: Work first on your  ADVOCACY STRATEGY and answer 
the questions: WHY, WHO, WHAT and WHERE

STEP 2: Create your ADVOCACY PLAN

STEP 3: Share your draft with your trainer and you will receive 
first feedback by end of this day

Create your advocacy 
strategy and plan



WHY

Strategy/methodology

WHAT

Issue + Message WHERE

Why are you doing this in the first place?

My overall objective is...

What needs to change? ISSUE

What stops your audience supporting your objective?

Where is the ‘battleground’ for

your advocacy?

Why will this advocacy campaign achieve that objective?

My tactical objective is…

What is the key message you want your targets to receive? 

(which you will keep repeating in all your communications)
Where can you reach your

audience physically?

WHO

Target/Decisionmakers

WHAT

Actions / Advocacy activities
Where can you reach your

audience online?

Who do you need to campaign *at* to achieve your 

objective?

…

What combination of activities will give you maximum 

influence? Lobbing, advising, media, mobilising the 

public….?

…

Check out RNM Media’s: Love Matter’s India video for some 

inspiration of activites where 10,000 young people where 

together through a series of activities
Love Matters Conclave 2016 - KiiT University, Bhubaneshwar - 

YouTube

Where do they get information

they trust from?

Who do you need to campaign *with* to influence that 

audience?

…

What time-bound opportunities do you see for events, 

significant dates or government decisions which might be 

important to you?

…

https://www.youtube.com/watch?v=3lHUweOjb8U&t=1s
https://www.youtube.com/watch?v=3lHUweOjb8U&t=1s


Go to Google Drive/OLA: 
Use the Day 4 worksheets 

and fill them in.







QUESTIONS



Vithika Yadav

Vithika@devcons.org

WWW.RNTC.COM

THANK YOU
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