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Agenda:

10:00-10:15 Welcome and 

introduction to advocacy

10:15-10:30 Case-study of 

Behind the Brands

10:30-10:45 Case-study of 

Transparency International 

in Cambodia

10:45-10:55 Introduction to 

power analysis

10:55-11:15 Group exercise 

(3 tables)

11:15-11:30 Introduction to 

advocacy strategies

11:30-11:50 Group exercise 

(3 table)



11:50-12:10 Report back 

from each group 

12:10-12:25 Plenary 

discussion on key learnings, 

new perspectives

12:25-12:30 Summary and 

conclusion



1. Welcome 

and 

introduction 

to advocacy



OXFAM AROUND THE WORLD

Source: Oxfam International Annual Report 2012/13



Long-term 

development 

programmes

Campaigns & 

advocacy

Humanitarian 

assistance in disasters 

& conflicts
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pollution

access to river

stock of fish

market for fish

culture

affordability of boats

health/disease

infrastructure

processing



Because the world looks like this



What is Advocacy? 

Systematic efforts to change power relationships, attitudes, and

beliefs, and the formulation and implementation of official policies, 

laws/regulations, budgets, and company policies and practices, to 

promote more just societies without poverty.

 Disseminating evidence and research strategically

 Leveraging of projects, investments and practices

 Lobbying, and campaigning (including coalition building, 

research, policy development, lobbying, media, digital tools)

 Mobilisation (of activists, supporters, citizens)

 Coordinated worldwide communicating and networking

 Capacity development (of citizens, partners, civil society, duty 

bearers)

 Partnerships and alliances



It’s about shifting power, 
not just decisions



MAIN STEPS IN ADVOCACY

2. WHAT DO WE WANT TO 
CHANGE?

Is it a law or policy?  Is it 
the implementation of a 
law or policy ? Is it 
behaviours? 

3. WHO WILL BE OUR 
TARGET?

Who are the people or 
institutions that have power 
to change the things we want 
to change on our issue? 
Where are they? 

4. HOW ARE WE GOING 
TO DO IT?

How are going to achieve 
these changes?

Which tools are we going
to use? 
Research, media, 
alliances, lobby, public
engagement…etc

1. WHAT IS THE PROBLEM AND 
SOLUTIONS?

What is the situation we want to 
change? What is happening?  
And what are the solutions?



Policy

Practice

Ideas

Beliefs

Changing what?





Prioritising what to work on

(1) Important to the people we want to help?

(2) Are we (and allies) well placed to focus on this issue 

• e.g. right expertise, programme evidence, networks, credibility

(3) External opportunity

• e.g. reform process, market disruption, public interest

(4) Is there energy 

• e.g. Emerging movement



Issues are complex but 

the problem must be 

communicated 

clearly



Must know what 

we’re trying to 
change, why 

and have 

positive 

vision for 

alternative



Sometimes it’s about 
changing attitudes 

and challenging 

misconceptions







Captains of the food industry



Forces to Shape Business

3. Consumers

1. Power

Of workers, 

communities

and farmers

2. Government 4. Investors

+ Hunger

+ Inequality



What do we assess?





Feb 

2013

Apr 

2016





GENDER





LAND















Others now following Coke’s lead





CLIMATE













LESSONS



1. Race to the top 
Leverage the competitive spirit



2. Critical Friend 
highlight good & bad



3. Deep engagement 
with companies & industry



4. Engage Influentials
with industry, investors & thought leaders



5. Focus on public information
Assessed publicly available data only 

(to incentivise transparency)



6. Full Transparency
Scorecard Details Fully Disclosed



7. Update Scores & Sharpen Indicators
key = regularity and remaining objective



8. Engage the Public
Information must be accessible, need to simplify



Feb 

2013

Apr 

2016



Case study 2 –
Transparency 

International



Policy, 

practice, 

attitude or 

behaviour

al change 

objective

Who are the key 

decision-makers?

What is their 

current position 

on the issue:

Champion 

(potential driver 

of change) 

Swingers 

(undecided and 

persuadable) 

Blocker (opposed) 

Who can 

influence them?

(e.g. regulator, 

competitor, peer, 

customer, 

supplier, the 

public, financier, 

employee etc),

Their current 

position on the 

issue (champion, 

swinger or 

blocker)? 

Level of influence 

(high or low)? 

What will 

influence the 

decision-

maker(s)?

Ideas: evidence & 

research, peer 

pressure, popular 

pressure, interest 

from employees, 

political interest, 

pressure from 

customers, 

shocks (e.g. 

economic crisis) 

What strategies and activities 

should you adopt?

Lobbying, public campaigning, 

coalition building, Leveraging of 

programme experience,  

research, media, digital tools, 

mobilisation, capacity 

development

Include looking at: which actors 

need to be involved, what 

information/evidence is needed, 

how will the public be engaged, 

how will potential allies within 

companies be supported, what 

tone will be taken?

Group work



2. Power 

Analysis



Governor Bangladesh Bank

National 

Media

International 

Donors

President

Shareholders & 

executives in 

national banks

Family

Rich Farmers

Agrobusiness 

Peers, other influential 

and powerful people

Who influences the power holder?



Decision Maker

Decision Approvers

Decision

Adviser

Decision

Adviser

Stakeholders Stakeholders



Allies, blockers or swinger?



A visual power map



Power mapping

High Influence

Medium 
Influence

Low Influence

Opposed –
likely to block 
change

Neutrals –
could be 
persuaded

Supportive –
could be 
Champions



Policy, 

practice, 

attitude or 

behaviour

al change 

objective

Who are the key 

decision-makers?

What is their 

current position 

on the issue:

Champion 

(potential driver 

of change) 

Swingers 

(undecided and 

persuadable) 

Blocker (opposed) 

Who can 

influence them?

(e.g. regulator, 

competitor, peer, 

customer, 

supplier, the 

public, financier, 

employee etc),

Their current 

position on the 

issue (champion, 

swinger or 

blocker)? 

Level of influence 

(high or low)? 

What will 

influence the 

decision-

maker(s)?

Ideas: evidence & 

research, peer 

pressure, popular 

pressure, interest 

from employees, 

political interest, 

pressure from 

customers, 

shocks (e.g. 

economic crisis) 

What strategies and activities 

should you adopt?

Lobbying, public campaigning, 

coalition building, Leveraging of 

programme experience,  

research, media, digital tools, 

mobilisation, capacity 

development

Include looking at: which actors 

need to be involved, what 

information/evidence is needed, 

how will the public be engaged, 

how will potential allies within 

companies be supported, what 

tone will be taken?

Group work



3. Advocacy 

Strategy



Main Steps

2. WHAT DO WE WANT TO 
CHANGE?

Is it a law or policy?  Is it 
the implementation of a 
law or policy ? Is it 
behaviours? 

3. WHO WILL BE OUR 
TARGET?

Who are the people or 
institutions that have power 
to change the things we want 
to change on our issue? 
Where are they? 

4. HOW ARE WE GOING 
TO DO IT?

How are going to achieve 
these changes?

Which tools are we going
to use? 
Research, media, 
alliances, lobby, mass
mobilization…etc

1. WHAT IS THE PROBLEM AND 
SOLUTIONS?

What is the situation we want to 
change? What is happening?  
And what are the solutions?





A Power and Systems Approach

• How we think/work

• The questions we 

ask (and keep 

asking)



Shocks & disruptions: planning 

and adapting

Rana Plaza



Who plays which role?

• Different organisations / individuals need 

to play different roles

• Surprising voices can be most powerful, 

lend credibility

• Broad-based alliance can sometimes be 

key, sometimes less effective



E.g. Myanmar



Myanmar 

Minimum 

Wage, a race 

to the bottom 



Flipping the narrative, 

when only business can



Business advocating for 

progressive policy

1. Busting myth that a policy is bad 

for business / growth (e.g. Climate 

change) – evidence of commercial 

support

2. Credibility for position (e.g. Coca 

Cola and land rights)

3. Perception of diverse support 

(e.g. Myanmar wages)

4. Your networks and contacts



Policy, 

practice, 

attitude 

or 

behaviou

ral 

change 

objective

Who are the key 

decision-

makers?

What is their 

current position 

on the issue:

Champion 

(potential driver 

of change) 

Swingers 

(undecided and 

persuadable) 

Blocker 

(opposed) 

Who can 

influence them?

(e.g. regulator, 

competitor, 

peer, customer, 

supplier, the 

public, financier, 

employee etc),

Their current 

position on the 

issue 

(champion, 

swinger or 

blocker)? 

Level of 

influence (high 

or low)? 

What will 

influence the 

decision-

maker(s)?

Ideas: evidence 

& research, 

peer pressure, 

popular 

pressure, 

interest from 

employees, 

political 

interest, 

pressure from 

customers, 

shocks (e.g. 

economic crisis) 

What strategies and 

activities should you adopt?

Lobbying, public 

campaigning, coalition 

building, Leveraging of 

programme experience,  

research, media, digital 

tools, mobilisation, capacity 

development

Include looking at: which 

actors need to be involved, 

what information/evidence 

is needed, how will the 

public be engaged, how will 

potential allies within 

companies be supported, 

what tone will be taken?


