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“Be an advocate for the people and causes
important to you, using the most powerful
tool only you have—your personal stories.”
-John Capecci and Timothy Cage
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About our Project
“Challenging the Crisis: promoting citizens’ engagement in a time of uncertainty” is a 3-year Development Education project
led by IDEA, in Ireland, with partners in 5 other EU countries - Portugal, Italy, Slovenia, Spain and Greece. The Project Partners
include IDEA (Ireland), Fairtrade Hellas (Greece), CIPSI ‘Coordinamento di Iniziative Popolari di Solidarietà Internazionale’
(Italy), Fondazione Culturale Responsabilità Etica (Italy), Instituto Marquês de Valle Flôr (Portugal), SLOGA (Slovenia) and
Fundación Economistas sin Fronteras (Spain).
Development Education is an educational response and a process aimed at increasing people’s awareness and
understanding of the interdependent and unequal world we live in through active and creative learning, debate, action and
reﬂection. It encourages people to consider and question the social, political and economic relations within and between the
Global North and the Global South with the aim of taking action to challenge power imbalances and the unequal distribution
of resources that currently exist.
Through Development Education practices, “Challenging the Crisis” engages 16 to 30 year olds from highly indebted EU
countries to increase their understanding of the interdependencies of local and global justice issues and to enable them
to become active advocates for global justice through supporting national and EU development policies despite austerity
measures at home. These 16-30 year olds are known as Young Global Advocates. The overall objective of “Challenging the
Crisis” is to contribute to a more just and sustainable world through awareness raising and empowering EU citizens as global
development advocates.
This advocacy manual has been tried and tested by our Young Global Advocates (YGAs). Throughout this document you will
notice testimonials from our YGAs, explaining how they used the advocacy tools and whether or not they were useful and/or
successful.
This unique aspect will allow you to see the development of our project and its resultant campaign and get practical advice
on how to use these tools!
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Introducing Advocacy
Advocacy means to speak up, to plead the case of another or to ﬁght for a cause. In a more detailed deﬁnition, advocacy is
a process aiming at bringing change in the policies, practices and attitudes of individuals, inﬂuential people, institutions and
groups.
Through advocacy, we put a problem on the political agenda providing a solution to that problem and building support for
applying the solution in order to change the situation. It is about achieving speciﬁc outcomes - a measurable change in
policies and practices.
Advocacy happens at all levels – local, national, regional and international. It is a political action, but it does not mean “doing
politics”. It is not about campaigning against a political candidate or a party, but about trying to inﬂuence their political
decisions and holding them accountable for those decisions.
In advocacy, it is essential to appreciate the interrelationship between change and power. However, advocacy is often
undertaken without a clear understanding, or proper analysis, of how change occurs. Advocacy should go far beyond
changing one policy into changing the power structure and how ordinary people perceive their own ability to inﬂuence the
decision making processes.1

Advocacy Methods
Advocacy involves delivering messages that are intended to inﬂuence the actions of policy makers. It can be direct, like asking
a policy maker in person to take action, or indirect, such as trying to inﬂuence public opinion, or both of the above.
In practice, there are three key methods/paths to pass the message to the target group: lobbying, public mobilisation and
mass media. In fact, mass media normally co-exist with one or both of the other paths.

Lobbying

Advocates
and
Allies

Public Mobilisation

Targets

Mass Media
Lobbying is the process of trying to directly inﬂuence decision-makers.
Public Mobilisation (or public campaigning) is the process of mobilising the public, inﬂuencing their behaviours and engaging
them in taking action in order to achieve a social or political change.
Media is a powerful force in shaping public opinion and inﬂuencing the way that decision-makers act.

Research

Networking

Capacity
Building

Define
For an understanding of power relations in efforts to bring about social change,the
visit www.powercube.net
Issue

1
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Develop and
Implement
Action Plan

Research

Set an
Advocacy
Goal

The Advocacy Planning Cycle in Brief
Advocacy is a systematic and logical process with distinct steps and activities. In order to design an advocacy strategy, we
need to be able to answer all of the following 12 questions:2
1. Who are we?
2. Who do we represent?
3. What do we have and what do we need?
4. What do we want?
5. Why do we want it?
6. Who can make it happen?
7. How can they make it happen?
8. What do they need to hear?
9. Who do they need to hear it from?
10. How do we begin to take action?
11. What are the risks and how are we going to manage them?
12. How can we tell if it’s working?
There are several ways to present the different stages of an advocacy strategy. 3
1. Strategy is not a linear process; it is a cycle, the end of which coincides with a new start.
2. There are three foundations for effective advocacy, which we need to deal with before even starting the actual planning
process:
a. Networking: building the added strength by forming coalitions.
b. Capacity building: assess organisational preparedness for advocacy and cover our gaps of internal capacity.
c. Legitimacy: secure our legitimacy; conﬁrm that our cause is legitimate, our constituencies are strong and our
accountability lines clear.
3. Research: gathering evidence, which will allow us to identify our cause and build our advocacy case is a precondition for an
evidence-based advocacy strategy.
4. Risk assessment is an area to be considered during various stages of our advocacy planning and implementation; needs to
be revisited regularly.
5. Monitoring and Evaluation (M&E) sits at the core of the advocacy strategic planning. As it is often seen as an obligation
towards donors or as the ﬁnal step – the end – of the process, it is important to underline that M&E must be present from day
zero of the planning process.
6. The aforementioned steps should be present in all the phases of the strategy cycle. New alliances can be formed during
the process. Evidence needs to be gathered to inform monitoring and evaluation, and decisions on tactics will identify new
areas where gaps in capacities need to be covered.

2 Inspired by www.unicef.org/evaluation/ﬁles/Advocacy_Toolkit.pdf
3 Developed by Gerasimos Kouvaras, Country Director, Action Aid Greece
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To help visualise the Advocacy planning cycle we use this diagram:

Capacity
Building

Networking

Research

Define
the Issue
Develop and
Implement
Action Plan

Assess
Risks

Choose
Tactics

Research

Monitoring
and Evalution
Capacity
Building
Develop Key
Messages
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Set an
Advocacy
Goal

Design a
Policy

Networking
Set Advocacy
Objectives

STAGE 1: Who are we?
Now that we were introduced to the concept of advocacy, it is important to say who we are and what we want to change.
We, the Young Global Advocates (YGAs), all come from the European Union. We are citizens of the countries most affected
by austerity such as Greece, Ireland, Italy, Portugal, Slovenia and Spain. We span different educational and economic
backgrounds. We are aged 16-30, meaning that some of us where only children when the ﬁnancial crash occured in 2008.
Austerity is all we have known. We did not cause this economic crash, yet we are determined to ﬁnd a way out of this crisis
which is fair, just and goes to the core of addressing global inequality.
We applied to be Young Global Advocates after the Partner Organisations engaged with us through Development Education
workshops. We committed to be part of the “Challenging the Crisis” project and to work on a campaign for social change.
Having ﬁnished college and entering the traditional workforce, it’s so disillusioning to come across
negativity and nonchalance, day in, day out.… Everyone in the Irish group has a unique opinion which
is fantastic; nobody is pushing a certain agenda or dominating a discussion. I think we work really
well as a group and every member brings something different to the discussions. I learn at least
three new things at each meeting.
Orla, aged 23, Ireland
It is really interesting to know that there are other people around Europe, young people just like me,
full of excitement and commitment to make a change.
Fotini, 23, Greece
I loved the fact that we are such different people but still we could ﬁnd similarities and differences
in our thoughts that really helped us move on with our topics for our campaign for social change.…
The passion that we all have, meant a lot to me since its really great knowing that there are young
people that really want to ﬁght for a better future and they want to take responsibility for a better Europe.
Elvina, 22, Greece
This new generation has the potential to analyse and solve problems, and, above all, we are a group
with a huge diversity of ideas, professional, educational and cultural experiences, that ﬁghts for a
better future in Portugal and in Europe.
Alberto, 29, Portugal
Being involved in Challenging the Crisis Project gives me the possibility to make the difference, to
make a change in this beautiful world, and to be an active young adult who ﬁghts for justice and just
development in Portugal and for integrated development in the European Union… The
enthusiasm, the exchange of different perspectives on global justice and an open-minded debate
have been the best things about being involved in this project.
Daniel, 21, Portugal

Working in Coalition
Although it is possible to do advocacy work on your own, it is more effective to work in collaboration with others. Partnerships
can start small and can either stay small or grow during the advocacy process. Partnerships should include partners
committed to our cause, but this does not mean that we should include NGOs, academic and institutional bodies only. We
may also consider inviting “non-traditional partners” with whom we can deﬁne shared problems, identify solutions that are
acceptable to the larger community and accomplish mutually beneﬁcial goals.
Working in coalitions has both advantages and disadvantages. An important precondition for effective advocacy is the
optimization of the pros and minimization of the cons.
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PROs
1. Can involve groups with different skills and experience.
2. Can reach wider variety of donors, policy-makers, and media.
3. Coordinated activities mean less duplication.
4. Broad participation increases credibility and legitimacy.
5. Ensures coherence of policy positions and approach from network members.
6. More groups mean a larger ‘voice’.
7. Participants operating in different geographical locations can create momentum and impact on public opinion.
8. Cooperation allows for division of labour and sharing of resources.
9. Required consultation and communication can enrich understanding of issues and create new
opportunities for implementation.
10. Any backlash from authorities will be diffused among participants.

CONs
1. Requires active management.
2. Progress towards aims may be slower, as substantial time is spent trying to convince one another about
issues instead of focusing on decision-making.
3. Can limit efforts to ‘lowest common denominator’ consensus.
4. Some participants may take more than they give.
5. Often relies on one or two key leaders – but when they leave, networks struggle to continue.
6. Each organisation’s individual proﬁle may be lost.
7. Some participants may grab public proﬁle for themselves.
8. Issues of accountability, credibility and responsibility are more complicated, particularly as networks
become larger and more institutionalised.
Challenging the Crisis has several layers of partnership. From the beginning, the project was a product of a partnership
between seven organisations from six different countries, which helped the dissemination of the campaign amongst
different countries. The second layer of collaboration consisted of the YGAs working in partnership. This was one of the most
rewarding, yet challenging parts of the project!
Sometimes the challenges seemed insurmountable. Firstly, there was the language barrier because not all of the YGAs spoke
English, which was the chosen language of the project. The location was also a big challenge as it formed an obstacle for
direct and frequent communication among the organisations and the YGAs in the six different countries. As all the YGAs were
volunteers, it was challenging to ensure everyone worked symultantiously. Also, due to the fact that it was a long term project,
participants changed occupations, cities or even countries during the course of the project. Keeping everyone engaged was
difﬁcult at times, but we stayed realistic while still trying to put a positive spin on things!
Everyone is bringing something different to the table, everyone can validly contribute to any
discussion, and everyone gets on very well. The combination of all these factors results in a
buzzing, creative group with a great atmosphere at every meeting. I leave each time with a smile,
excited at the next step. I am very optimistic about what this group can achieve together.
Emmet, 23, Ireland
It was great to meet people from different backgrounds, professions etc. with same worries,
anxieties and mentality. You soon ﬁnd out that the crisis may as well be an opportunity to unite
and to turn to more qualitative ways of living.
Theodora, 22, Greece
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I loved the fact there are so many young adults out there who are tired of the apathy and are willing
to discuss, debate and suggest new ideas and put their minds together to work in the construction
of a better world. They [the partners] tell us: “here, you have the opportunity to create change –
what are you going to do with it?” The very best thing is this incredible feeling of hope. And even
better: the feeling of not being alone in this path.
Maria Teresa, 25, Portugal
Being involved in this project as a YGA has already given me the chance to meet a group of amazing
Portuguese young people who, like me, are concerned about global issues and are willing to make
a change in the world…I am happy with this experience, and very conﬁdent that we will manage to
achieve signiﬁcant results!
Ana Catarina, 25, Portugal
We have a group of different people from different parts of the country with different experiences
and on top of all that, we all have an enormous will to learn from each other in order to build
something great, something that can help the people that surround us!
Hélder, 21, Portugal
With such a busy life we have with university, work, other activities, it’s not every day you have the
opportunity to share your ideas, listen to others, discuss and reﬂect about the days we are living…
So the best thing about being involved as a YGA is to have the opportunity to talk and share ideas
with other people of my age that, I’ve realized, have interesting points of view and are involved,
conscious and concerned citizens about the future of my country, of Europe and the world.
Beatriz, 23, Portugal
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STAGE 2: Who do we represent?
We are a broad range of young people from the countries most affected by austerity in Europe. We therefore represent
young Europeans most affected by the economic crisis.
Securing Legitimacy
Legitimacy is one of the most crucial concepts in doing advocacy work. If CSOs are asking ofﬁcials and power holders to be
accountable to them, they must ﬁrst prove their legitimacy to those ofﬁcials and power holders. There are three pillars for
legitimacy: cause-based legitimacy, people-based legitimacy and impact-based legitimacy.4
Cause-Based Legitimacy
Having a legitimate cause is a prerequisite in social justice advocacy. A campaign that is “right and just” will always be more
successful.
People-Based Legitimacy
It is important to ask: on whose behalf do we speak? Who grants us the authority to speak? How is that authority granted?
We believe that as a group of young people from across Europe who all believe in one cause, we have a strong people-based
legitimacy.
Impact-Based Legitimacy
Advocacy organisations gain legitimacy by showing their ability to make an impact and through successful advocacy
campaigns. As a group of young people working together for the ﬁrst time, it was not possible for us to rely on impact-based
legitimacy supplied by previous campaign activities.
Our mission must be to protect future generations with solutions based on sustainability, focused
on wealth distribution and the population’s well-being.
Joao Carlos, 25, Portugal
The best thing about being involved as a YGA has been the feeling of a common will to make Europe
and the EU a better place to live, to realise that even if we are not a huge group with a lot of political
inﬂuence, there are still high expectations on what we may be able to accomplish.
Francisca, 24, Portugal
We have to consider that not every young person has the possibility to even think about these
matters: people who have to quit school in order to work, people from poor families, people who
have been devastated by the crisis. We are not just making our voices heard but theirs too.
Beatriz, 23, Portugal
My suggestions would go towards working on an international level. Being aware of the language
barrier I think we should have had some training on the other’s countries economic and social
situations in order to empathize when debating and making decisions.
Alba, 29, Spain

4 “Advocacy: People’s Power and Participation Guide” by UNICEF available at: www.advocate-for-children.org/advocacy/important_concepts_social_justice/legitimacy
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STAGE 3: What do we want?
We knew that we wanted to campaign for social change, but we needed to ask ourselves what that campaign would look like
and what it would represent.

Identify the Issue
Problem Tree
A Problem Tree is a useful tool for analysing the issue that you are campaigning on, identifying root causes and ﬁnding
solutions. The key concept of the Problem Tree is that you work as a group and challenge yourselves by always asking the
question ‘Why?’
Problem Tree analysis is best carried out in a small focus group of about six to eight people using ﬂip chart paper. It is
important that factors are added as the conversation progresses.
The ﬁrst step is to discuss and agree on the problem or issue to be analysed. The problem or issue is written in the centre
of the ﬂip chart and becomes the trunk of the tree. This becomes the ‘focal problem’. The second step is to identify the
causes of the focal problem – these become the roots of your tree – and then identify the consequences, which become the
branches.
The following diagram is an extract of our Problem Tree:

Consequences
Effects
Problem
Immediate
Causes

Underlying
Causes

Root Causes

Lack of Solidarity
Racism

Isolation

Migration

Apathy,
Disengagement

Unemployment

Global economy does not serve Interests of people
(Economic, social and ethical crisis)
Unsustainable
Development
Focus on consumption
Hyper
and finance instead of Production Corruption
human and environment
Neoliberal ideology in
companies, states, etc.

No
Transparency
Lack of
Ethics

Lack of
Regulation

Lack of
Awareness/Belief
in Alternative
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What did we do?
The process of creating the problem tree in Spain turned out to be one of the most useful activities
we have done so far. In the meeting the dynamic was explained to us and we started debating about
the trunk and how the economic crisis affects our countries and others in Europe and the world in
a local-global scale. We agreed that the global economic crisis doesn’t respond to the people’s
needs. After, we cut pieces of paper and started doing a brainstorming about the possible causes
and pasting the papers under the tree’s trunk. After the tree was created we shared it with the
other groups in Europe and a common one was created by all.
Alba, 29, Spain
We started identifying some of the most prominent symptoms of the ﬁnancial crisis and their
basic causes. Once that was done it was mainly a case of repeatedly asking ‘why?’ We identiﬁed
the obvious causes and then tried to determine what were the results of these causes. In this way,
we arrived at the root cause of the problem.
Emmet, 23, Ireland
We discussed and through an analysis of the present crisis and its causes, we agreed that the
capitalistic nature of the present economy privileged proﬁt over the people and their values.
Giovanna, 25 and Manuel, 23, Italy

What were the main difﬁculties/challenges?
The main difﬁculties came from the huge amount of causes and effects and the need to be more speciﬁc.
Alba, 29, Spain
Inevitably there is disagreement about what may have caused a speciﬁc problem, and it was
important to have an open discussion to agree on an answer.
Emmet, 24, Ireland
To ﬁnd a valid and common alternative to the consolidated economic system.
Giovanna, 25 and Manuel, 23, Italy

What worked well?
This was an activity that was able to traverse borders with our partner countries, as we could all
follow the given format and then combine our answers, ensuring our ﬁnal problem tree would have
input from a wide range of perspectives and countries.
Emmet, 24, Ireland
The diversity of the YGAs and their different backgrounds allowed a positive and wide debate on
the issue; the sharing of our experiences eventually led us to identify a solution.
Giovanna, 25 and Manuel, 23, Italy

What could have been done differently?
It’s important before engaging in this type of activity that clear guidelines and objectives are set
and understood by all. It’s important to take each step on its own merits, rather than skipping
ahead/predicating your answers on the root causes you want or expect to ﬁnd.
Emmet, 24, Ireland
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Choosing our Campaign Topic
The practical starting point of an advocacy strategy process is the identiﬁcation of a need or a challenge to address. We
conducted a series of meetings and workshops in each country before we all met at the Global Youth Forum in Brussels
in July 2014. Each country came to the Forum with an idea about how to “challenge the crisis”. Each national group had to
present their idea and then we had choose one of the concepts presented to be our campaign issue. The procedure was
long and difﬁcult because everyone believed in their proposal. There was also the added difﬁculty of the language barrier.
We worked for hours and the Partner Organisations had to take a step back to give us the space to mutually agree the subject
of the campaign. In the end, we unanimously agreed to promote ‘Cohesion through Social Economy’. It wasn’t until a lot
of research and webinars had taken place that the subject of our campaign was slightly amended to: Social and Solidarity
Economy (SSE). This is clearly reﬂected in the root causes of our problem tree, namely: neoliberal ideology in companies,
states and education and a lack of awareness or belief in alternative models.

So what does Social and Solidarity Economy mean to you?
It means forgetting about the cheapest way of working and remembering the people and
communities involved. It means inclusion and giving support. It means reinforcing the values of
humanism... That is what our campaign topic means; learning, working and taking action together
to really make a change!
Deirdre, 20, Ireland
I understand this topic to mean that we would like to see different areas and groups brought closer
together through the development of social economy enterprises, which would provide social
beneﬁts rather than operating with a purely proﬁt-focused goal.
Maeve, 28, Ireland
Cohesion through social economy means the development of communities and improving the
quality of life of citizens.
Henriqueta, 22, Portugal
To put people ﬁrst is an alternative way to promote the growing of a nation, to create more jobs
and to help a better development of a country.
Alberto, 29, Portugal
Put people before proﬁts, investing in social inclusion and social responsibility of enterprises at the
same time we’re creating jobs and stimulating economy…through social economy we can achieve
more social and territorial cohesion in our countries, Europe and the rest of the world.
Maria Teresa, 25, Portugal
An alternative type of economy. One that would be people centred where businesses operated for
the beneﬁt of society as a whole not just proﬁt.
Eleanor, 24, Ireland
A sustainable way of looking to the economy.
Theofano, 25, Greece
The social economy is a good tool for territorial cohesion because it allows territories to have found
sustainable development models that evolve the community and it is a way to resist the
“standardized development models” that some countries (sometimes deliberately or unconsciously)
try to implement in regions with problems. The social economy is one of the ways that the EU
creates an economic value added that is one of the goals of the EU, since the EU has started to lose
capacity to compete with other economies.
João, 26, Portugal
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STAGE 4: What do we have and what do we need?
Once we knew what we wanted to campaign on, we needed to ﬁgure out how we were going to do it.

Capacity Building
A key question which an organisation or a group of organisations need to answer before getting involved in any advocacy
effort is “How effective are we with respect to our capacity to carry out a successful advocacy program?”

EXTERNAL ORIGIN

INTERNAL ORIGIN

A very popular and easy to use tool that helps you assess internal preparedness for advocacy and external direct inﬂuences
is the SWOT analysis. Users of SWOT analysis need to ask and answer questions that generate meaningful information for
each category to make the analysis useful and to determine their competitive advantage. Strengths and weaknesses are
internally oriented, while opportunities and threats are externally oriented.

Strengths

Weaknesses

What are your strengths, according to your selfassessment; according to others?
• skills, capabilities, resources
• links with partners
• funding base
• brand awareness
• commitment
• political credibility

What are your weaknesses? According to your selfassessment; according to others?
• lack of staff skills
• uncertain funding
• internal squabbling, low morale
• limited community support
• no common vision of advocacy

Opportunities

Threats

What external trends or conditions may positively
impact you?
• elections
• a reform process
• new policy initiatives
• incidents that have caught public attention etc.

What external trends or conditions may negatively
impact you?
• lack of coordination among NGOs
• religious or political forces which go against social change
• limited political freedom
• lack of transparency in the political process etc.

We also carried out a simpler version of the SWOT analysis. It is important to acknowledge that some of our strengths could
also be perceived as weaknesses and so our SWOT analysis reﬂects this challenge.

STRENGTHS

WEAKNESSES

1. Timing - EYD/SDGs *
2. Youth Led
3. People are tired of
austerity and the
Euro-zone crisis

1. Youth Led
2. Not experts
3. Limited time frame to
complete campaign

OPPORTUNITIES

THREATS

1. EYD - Lots of development events this year
that we can work with
2. Youth led - Youth at
the centre of SDGs

1. Our message might get
lost because there are
so many development
events this year
2. MEPs hijacking SSE for
narrow political aims
3. We are not experts on SSE

*EYD – European Year for Development, SDG – Sustainable Development Goals
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STAGE 5: Why do we want it?
We believed that Social and Solidarity Economy could make our societies and economies more equitable and could tackle
some of the root causes of the ﬁnancial crisis in Europe.

Gathering Evidence
If it is to be taken seriously, advocacy work should be based on evidence. Individuals and organisations seeking to transform
society and to sustain gains over time use evidence to justify the course of their actions.

Data =
Information =
Evidence =
Research =

facts or representation of facts about situations including statistics, capacities etc.
data that has meaning, arranged in logical or empirical categories
information that affects beliefs of important people (including you) about
signiﬁcant features of the problem and how to solve it
any systematic effort to increase the stock of knowledge

Gathering evidence is not just one of the preconditions for carrying out an advocacy strategy, it is a continuous effort
informing all the steps of an advocacy plan, going hand in hand with a strong Monitoring and Evaluation framework.
We created a research group with YGAs from all partner countries. Our task was to ﬁnd information about SSE in the YGA’s
own countries and in Europe. We also organised webinars with academics and SSE actors.
What did we do?
We collected all the social economy initiatives that exist in Greece and made an EXCEL document
with the list. Other YGAs focused on the existing framework on how to make an SSE initiative.
Fotini, 24, Greece

What were the main difﬁculties/challenges?
It was difﬁcult to keep all the YGAs engaged in this process.
Fotini, 24, Greece
Trying to ﬁnd clear information was immensely difﬁcult. SSE being a new subject to me much of
the information I ﬁrst found was on social economy and social entrepreneurship.
Laura, 27, Ireland

What worked well?
I learnt a lot about SSE and met a lot of people that facilitate their SSE initiatives in Greece. I found
out about places and ideas that I didn’t know they existed and took the opportunity to join a lot of
seminars and conferences.
Fotini, 24, Greece
As a YGA that joined the project later I believe that the links to webinars were by far the most
helpful - very detailed and informative.
Laura, 27, Ireland

19

Challenging the Crisis - Advocacy Manual

Setting the Advocacy Goal
Once we had researched and better understood our campaign topic of Social and Solidarity Economy, we needed to set the
goals that we wanted to achieve.
A goal is the overall purpose, the desired result of the advocacy initiative. An advocacy goal relates to the long term change
and it may take years of advocacy work to achieve.
The main characteristics of any advocacy goal can be summarised as follows:
• States the overall purpose of a project.
• Refers to the beneﬁt that will be felt by those affected by an issue.
• Gives direction.
• Long-term.
• Linked to the mission statement of your organisation/network.
We also asked ourselves the following questions when deciding our campaign goals:
• What is the change you want to achieve?
• How will you achieve that change?
• Whose life is it that you want to improve or change?
• Who is the campaign aimed at?
• Do you want to ask Governments or the EU to subscribe to something?
• Do you want to simply raise awareness among the public or do you want them to engage in an action?

REMEMBER
All goals should be SMART:
Speciﬁc
Measurable
Achievable
Realistic
Time bound

We then agreed upon the following goals:

CAMPAIGN GOALS
Raising Awareness of the public
about SSE and European year

Outreach to Public
at events. Explain
SSE and get Petition
signatures for the
European Year

Inﬂuencing EU/National policy makers about SSE
and get SSE on the political and economic agenda
Gather support from key European Actors and Policy Makers to
put SSE on the political economic agenda. So far we have achieved
this by inﬂuencing MEP’s to develop a Written Declaration asking
for a European Year. Our political work will culminate in the ﬁrst
European Parliament Forum on SSE in Brussels in 2016 where we
Propose a European Year for SSE in 2018

Gain support from NGO/CSO/
Media for SSE and European Year.
Outreach to NGOs/
NGDOs/CSOs and the
media to raise awareness
of SSE, gain support for
the campaign and for
European Year

In 2015, while we were deciding our goals, we became very aware of the successes of the European Year for Development.
A European Year means that all 28 member states make a commitment to raise awareness and devote resources to a
particular issue. We decided that this was the best thing that we could offer to the Social and Solidarity Economy was raising
awareness of the sector to the public and put pressure on MEPs to get the subject on the political and economic agenda.
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STAGE 6: Who can make it happen?
As a pan European campaign directly targeting MEPs, we felt that they were the people to make a European Year happen, but
as you will see when you design your policy map it is essential to lobby at many different levels.

Design the Policy Map
Having identiﬁed the issue to address and clariﬁed your policy advocacy goal, your next and most critical step is to analyse
the policy context around the issue. Identify the key factors which may inﬂuence the relevant policy process and map your
policy inﬂuencing map. A policy analysis should help you identify options for policy change and determine the relative impact
they may have on the problem.

Step 1: Analyse the Policy Environment
The policy environment includes all aspects surrounding policy-making. The key questions you need to answer when
analysing the policy environment are:
• Are the problems you have identiﬁed important to society?
• What are the existing policies and laws that cause these problems and how are they implemented?
• How could changes in policy help resolve the problems?
• What type of policy change is needed (legislation, regulation, legal decision or other)?
• What are the ﬁnancial implications of the proposed policy change?
What makes national advocacy particularly contextual is the different legislative system in each country. Research should
include existing laws, but also enforcement of international conventions and agreements that may need to be incorporated
into national legislation or to be implemented. Good knowledge of the legislative environment is only one element of the
policy environment. A critical element of it is the policy-making system which includes the formal and informal ways in which
policies are made at different levels. In many cases, laws are agreed on paper, but they are not enforced. Factors affecting
implementation include: the nature of the bureaucratic processes, incentives, capacity and the level of practicality and
acceptability of the policy.
This analysis helps to understand the major barriers to overcome and the opportunities that exist or the future ‘policy
windows’ for inﬂuence. The easiest tool to use for the analysis of the external context is the STEEPLE analysis, that is – Social,
Technological, Economic, Environmental, Political, Legal, Ethical factors.
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Ethical

Legal

Political

Environmental

Economic

Technological

Social

STEEPLE Analysis

22

People come from different social classes and different educational levels. Their religion and beliefs vary and so
do their attitudes towards economy, politics, renewable energy, work, career, leisure, customer service etc. We
must focus on the forces that operate within the society, such as friends, family, media because they have a huge
impact on people’s attitudes and perceptions of the surrounding environment and reality.
Between the YGAs, we must bear in mind other people’s backgrounds, limitations and abilities and use them to
the best of our knowledge. We must be respectful of one another and we must not let social differences come
between us and jeopardise the campaign.
It is vital when engaging with the public and particularly young people to use all forms of new media. We will set
up a Flickr and Tumbler account for the campaign, as well as a funky website. Remember, when holding events to
make a Tweet sheet of suggested Tweets and Hashtags. Perhaps we could do a Thunderclap across the countries
at key moments.
Internally we need to continue to engage and encourage the YGAs to engage on NING and Facebook.
People in the Eurozone are exhausted by austerity. They should be open to discussions on alternative views of
economy. However, we should be prepared that the public may have become jaded by economic issues.
In terms of our internal work, we need to be aware of not only tight budgets in the campaign, but that our YGAs
may be struggling economically and may not be able to meet frequently or attend events nationally. We all need to
be economically strategic when asking for YGAs’ input.
SSE has good environmental links. This will be important to highlight this year as the UN are having a climate
change summit in Paris.
From an internal campaigns perspective, we should use recycled, fair trade and ethically produced materials as
much as possible. We should practice what we preach.
In terms of the political landscape of Europe, it is important to remember that while economics is a top priority,
there may be many politicians who are only concerned with traditional economic models or who only see SSE as a
means of creating jobs. It is important to reﬂect on our deﬁnition and to bear our vision in mind.
In terms of campaigning for a European Year, we need to be aware that there are many other interest groups
lobbying for European Years for their causes and agendas.
Some countries in the campaign will already have laws on SSE – use these! Tap into legal knowledge on the issue
and see if there is anything you can do to improve or support the law in your country. Some countries will not be
able to do this and will not have the capacity – that is not a problem.
When campaigning, it is extremely important to be aware of the law. Be aware that you need to get proper legal
permission to do something like a protest or have a stall at an event etc.
It is crucial to deﬁne ethical considerations of all the partner countries, as well as the European Union itself.
We need to be aware of the code of ethics when entering events and dealing with people, both on national
and international level. The concept of social responsibility should also be discussed and used throughout the
campaign. It is also crucial to abide by any codes of conduct surrounding campaigning, social media and use of
images that your NGO is subscribed to.

Step 2: Brainstorm your Stakeholders
Whatever tool you use, making a detailed list of all stakeholders is your ﬁrst critical step to designing your policy map.
Stakeholders are those who have rights or interests in a campaign. Stakeholders can be individuals, communities, social
groups or entire organisations. In most of the modern democracies, the key stakeholders (groups or bodies) inﬂuencing
public policies are the following:
•Political
•Parliament
•Interest Groups
•The Public Service
•The Media
•The Corporate Sector

What did we do?
After the topic was agreed upon, we discussed it in our group. Social economy was already a
concept, developed in Slovenia beforehand and anyway we have a cultural and political heritage of
former Yugoslavia that enabled us to understand the context in a very broad sense. Now we only
had to apply it to actors in our country. Who are the companies, social entrepreneurs, cooperatives
and what were the good examples of SSE in Slovenia?
Andreja, 29, Slovenia

What were the main difﬁculties/challenges?
Knowing the context of SSE, we also had difﬁculties because some businesses like cooperatives
have a negative connotation in Slovenia because of farmers in communism (who were exploited in
the name of common good). We also thought that SSE sector is way too small to promote it big
scale and to compete against big corporations. At least that scared me. We were only allowed to
make small steps.
Andreja, 29, Slovenia
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STAGE 7: How can they make it happen?
1. Group your Stakeholders
In advocacy, stakeholders could be divided into the following general categories.
STAKEHOLDERS TYPE

DEFINITION

TARGETS

Decision-makers, those who have power to make change or to inﬂuence
decisions

CONSTITUENTS

Directly affected by the situation and could beneﬁt from our advocacy

ALLIES

Those sharing the same aims and can help to achieve the advocacy
objectives

OPPONENTS

Opposed to what we want to achieve, blockers of change

COMPETITORS

Compete with you for the same space or opportunity, may have the same
goal with different approach or vice versa

2. Evaluate your Target Audiences
The Agreement of your Audience
Using the information you have collected about the categories of audiences, you should then group the audiences by how
much they agree with your campaign. It is important to ask the following questions before completing your table.
Do the actors agree with our approach?
Do the actors agree with our assumptions?
Do they want to do the same things that we think need to be done?
Are they thinking what we are thinking?
Evaluate by
AGREEMENT

Important formal
decision-makers
(ministers)

Important informal decision-makers
(Committee or government departments)

Strong supporters

SSE workers

Moderate supporters

MEPs who are members
of the Social Economy
Intergroup

Advisors and MEP Assistants

Undecided

MEPs who are members
of the Development
Committee

Advisors and MEP Assistants

Moderate opponents

MEPs who are
in conservative
Parliamentary groups

Advisors and MEP Assistants

Strong opponents

Private sector and Euroskeptic MEPs
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Important pressure
makers
(e.g. public or media)

NGDOs

The Interest of your Audience
Using the same technique, evaluate the interest of your target audience in our campaign. Use these questions to help you:
Are they committing time and money to this issue?
Do they want something to happen (whether it is for or against what we propose)?
Do they participate in the events related to the subject?
Are they publicly speaking about this?
Evaluate by
INTEREST

Important formal decision-makers Important informal decision-makers Important pressure makers

Keen

Development NGOs

Lobby groups working on
development issues and networks

Members of NGDO

Moderate

MEPs who are members of the Social
Economy Intergroup

Secretariat to the Intergroup

Parliamentary Assistants

Low

National Finance Ministers

Voters and members
of the public

The next step is to compare these groups and ﬁgure out the best way to approach them, e.g. meetings or letters, and the best
way to change their mind, e.g. facts and ﬁgures, or the best way to encourage their support, e.g. public petitioning.

3. Develop and Implement an Action Plan
An action plan is how you will achieve the goals laid out in the strategy. In order to achieve a strategic objective, we need to
plan our actions and list the activities. Each action must have a target, timeline and an owner.
Example of an action:
GOAL: Gain European Year for Social and Solidarity Economy
OBJECTIVE: Create an Institutional Task Force to lobby for a European Year on Social and Solidarity Economy
The table below allows us to examine who we are aiming to goal towards, for example the Government, NGO or a youth group.
To be completed for every goal listed in the strategy, for example:
WHAT

TO WHOM

BY WHEN

BY WHOM

Publish a report on SSE

Government

15/10/2014

Research Group

The next table allows you to assign the activities which are needed to fulﬁl the goals and, more speciﬁcally, to assign roles
within your group of YGAs. This is similar to the question posed before, who needs to do what and by when?
Below is an example of activities related to the table above:
WHO

WHAT

WHEN

Jack

Arrange MEP meeting

April-July 2014

Rosa

Organise an event for young people

1/9/2014

Miguel

Social media management

1/10/2014

Soﬁa

Send copies of lobbying letter to ofﬁcials/parliamentarians

15/10/2014

Nika

Upload report on website and issue press release

15/10/2014
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There were 4 main categories of stakeholders: NGO/CSO, Political, Media and Public. We broke
down the main ways we could connect with these groups and what our project could offer them
while listing reasons how they could help further the project. For each group we set up contact
groups to establish connections and organise events. Example: For NGO’s/CSO’s we had a number
of workshop events as well as a Mixer. These organisations needed direct links to how SSE could
improve their work so we focused on those using development education models as well as
Charities and other NGO’s who would already be using aspects of SSE in their work and just needed
it highlighted.
Laura, 27, Ireland
We invited guest speakers who had worked in or interacted with the SSE and who were able to give
us a detailed description of SSE in an Irish context, the public awareness of the concept, the
stakeholders currently involved and the direction in which it was heading.
Deirdre, 22, Maeve, 26, Emmet, 24, Ireland
We met different people who we thought could get involved into the campaign, having found in
them a certain afﬁnity of thinking.
Giovanna, 25 and Manuel, 23, Italy

What were the main difﬁculties/challenges?
I think for me it was the lack of knowledge of the political parties and how the power is distributed
within them. Unlike many other YGAs, I have never had any experience with political parties.
Anna, 24, Ireland
Some of these contact groups disintegrated between meetings so it was hard to tell if any progress
had been made in establishing any interest. The media group had very little success in mainstream
media. Any mainstream media coverage was photo op based.
Laura, 27, Ireland
In the early stages of the campaign, particularly when meeting MEPs and NGOs in Brussels (after
the Global Youth Forum), we struggled to communicate the topic clearly and concisely as it was
quite new, abstract and convoluted, and we had not had sufﬁcient time to master it.
Deirdre, 22, Maeve , 26, Emmet, 24, Ireland
To ﬁnd moments in which the different stakeholders where available.
Giovanna, 25 and Manuel, 23, Italy

What worked well?
Most events went well, and as a result of the planning and target approach, got people engaged.
Laura, 27, Ireland
Each of us were requested to ﬁnd one example of an SSE organisation in our communities, what
they were doing, who was involved and share these details with the rest of the group. This helped
build the contact log and give a general, more concrete understanding of what SSE meant and who
was involved.
Deirdre, 22, Maeve, 26, Emmet, 24, Ireland
I think that brainstorming is always a great idea. It challenged us to come up with innovative ideas
that we wouldn’t have come up with on our own - the power was in the team work and it was amazing.
Anna, 24, Ireland
Visiting Cloughjordan was useful to forge a partnership with a whole community involved with SSE,
who proved very motivated to help build our campaign. The participatory learning aspect provided
us with hands-on experience of SSE in action.
Deirdre, 22, Maeve, 26, Emmet, 24, Ireland
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STAGE 8: What do they need to hear?
Developing Key Messages
In order to run a strong campaign across many different countries, it is essential to develop clear shared messages. Due to
the complex nature of Social and Solidarity Economy, we needed to have an agreed upon deﬁnition. This was not supposed
to be an exhaustive list, but it helped us to focus on the principles and concepts we found most valuable. We all worked on
the deﬁnition as a group and we agreed upon the following:

Deﬁnition of SSE
Social and Solidarity Economy is an alternative way of understanding the economy; it puts people in the centre. It
encompasses organizations and enterprises that:
1. have explicit economic and social (and often environmental) objectives
2. involve varying degrees and forms of cooperative, associative and solidarity relations between workers,
producers and consumers
3. practice workplace democracy and self-management

Examples
SSE includes traditional forms of cooperatives and mutual associations, fair trade organisations, associations of informal
sector workers, social enterprises, and community currency and alternative ﬁnance schemes – such as micro ﬁnance
groups or credit unions. 5

Purpose
Social and Solidarity Economy:
• Stimulates democratic participation in economic decision-making
• Strives for a participatory and transparent management system
• Makes it possible for everyone to have access to various resources
• Promotes respect for individual, social and economic rights
• Pushes for the adoption of environmental and social responsibility criteria in production, distribution and
consumption
• Strives for equality, such as social and gender equity in wealth distribution for the present and future
generations on a local and international level 6
Social and Solidarity economy is globally applicable. It is as useful in Europe as it is in the Global South. In simple terms, it puts
people ﬁrst.

Principles
Social and Solidarity Economy has many diverse meanings, however the ultimate aim of Social and Solidarity Economy is to
satisfying the needs of individuals and communities across the world. It is based on the following core values: Human Rights,
Democracy, Solidarity, Inclusiveness, Diversity, Sustainable Development, Equality, Equity and Justice for all.
Once we had agreed our deﬁnition, we felt that we needed to develop one clear core message. A good message should
encapsulate everything you need and want to say.

5 Based on information obtained from UNRSID - unsse.org/ and the UN Interagency Task Force on Social and Solidarity Economy
- unsse.org/wp-content/uploads/2014/08/Position-Paper_TFSSE_Eng1.pdf
6 Based on information obtained RIPESS
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A clear message
Content
Summarises the change you want to bring about
Includes a deadline for when you want to achieve it
Includes the reasons why the change is important
Includes any action you want the audience to take in response
Nature
Is short and catchy
Is understandable by anyone ( jargon free)
Is memorable 7
To be able to develop an effective message you need to take into consideration four interrelated dimensions of effective
communication which include the target, the messenger, the format and the time (and place).

What did we do?
We researched what makes a good slogan, we found the following information:
1. Identiﬁcation: a good slogan must stay consistent with the brand name either obviously stated or strongly implied.
2. Memorable: some of the best taglines or slogans are still being used today, even though they were launched
several years ago.
3. Beneﬁcial: reveal your purpose and beneﬁts of the product by conveying the message in consumer-friendly
language. Turn bad into good. Suggest the risk of not using the product. Create a positive feeling for
the consumers.
4. Differentiation: in an overcrowded market, companies in the same industry need to set themselves apart
through their creative and original taglines or slogans.
5. Keep it simple: use proven words and short keywords, one word is usually not enough.
Following from that, we came up with a number of options and voted on them through a democratic process.
For choosing the slogan, we had a simple procedure whereby YGAs could submit suggestions for a
slogan; once all submissions had been received we conducted an online poll whereby YGAs could
choose their ﬁrst, second and third preference from approximately 20 slogans.
Deirdre, 22, Maeve, 26, Emmet, 24, Ireland

What were the main difﬁculties/challenges?
The main difﬁculties were those of lack of common understanding of the term SSE and whether or not
the term ‘solidarity’ should be included.
Theodora, 23, Greece

Other Comments
Our slogan is Change the Economy: Think Social!

I love our slogan.

Fotini, 24, Greece

7 Kouvaras, G & M. Sarli “Making your case: Advocacy Toolkit for Development Education and Awareness Raising” DEEEP, 2012
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The Message
Once we had decided on our deﬁnition and our slogan, we needed to develop our messages and ensure that they were
targeted.

The Target
Most of the time, you need to customise your core message to tailored messages directed at different audiences that
you have targeted in your advocacy objectives. When adapting your core message for a speciﬁc audience you will need to
consider:
• What do they already know?
• What new information do you offer?
• What information can be persuasive for them?
• What action do you want them to take?
• What are their political and self-interests in relation to the issue?
• What group of people do they represent?
• What is their opinion or position (if any) in relation to the issue?

The Messenger
The role of the messenger is critical, sometimes even more important than the message itself. The same message has a very
different impact depending on who communicates it. What you need to do is choose the most credible and/or inﬂuential
messengers for each of your audiences.

The Format
The format or medium is the communication channel you choose for delivering the message. Some general categories of
formats include person-to-person, print or electronic. You need to ﬁnd the most compelling format to reach your target
audience.

The Time
Timing can be very important, for example, an advocacy message sent by the public to a politician before the elections can
be more effective than the same message sent at any other time.
We then worked on shaping our messages, format and timings for each of our target audiences:

8 www.hongkiat.com/blog/77-catchy-and-creative-slogans/
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Audience (Target) Message
Finance Minister
Make your messages to
politicians full of facts to
prove that this concept
works

NGOs, CSOs
NGOs etc. want to hear
how the campaign
relates to them, make
your message connected
to their work. We
need their help to get
our message out, so
remember to ask!

Young People
Generally(!) young
people want to know
how they can make a
difference without having
to do something really
big, explain how to make
small changes and how
to support the campaign
in an easy way.
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SSE is already contributing to economic growth and development in the EU. It integrates 10%
of the two million European companies (over 200,000 cooperatives) and employs 11 million
people or 4.5% of the working population in the EU. It has proved to be economically viable
across the developing world, particularly in South Asia and Latin America.*
National examples: Cloughjordan Eco-Village
European examples: Banca Etica a bank based on ethical ﬁnance
Internationally: the Grameen Bank in Bangladesh created by Mohammed Yunus; Fairtrade is
the biggest international example.
We would like you to pledge your support! You can support our goal of a European Year for
Social and Solidarity Economy. We would like to request a meeting with you to discuss this
issue further.
* Stats from The European Confederation of Workers’ Cooperatives, Social Cooperatives and
Social and Participative Enterprises and European Commission

2015 marks end of MDGs, the beginning of the Post-15 agenda, European Year for
Development. It is a crucial time to engage the public and particularly young people on
development issues. The key concept of the Sustainable Development Goals is universality.
This means that it is applicable to everyone across the world. This campaign is very
aspirational and it may be difﬁcult to achieve all of our goals. But Social and Solidarity Economy
is about tackling the ROOT CAUSES of poverty and inequality; without which we will never
achieve equitable human development.
As a network of Young Global Advocates, we want to make a change in this world. We need
to get the message of our campaign out to the public, policy makers, NGOs, CSOs and other
young people. We need your help to do this!
We are available to hold workshops, facilitate training and attend events. We are passionate,
enthusiastic young people and we want our voices to be heard. WE will work towards a fairer,
just society and economy – will YOU help us get our message out? We would like to request a
meeting with you to discuss some joint work with you.
We are a group of young people aged 16 to 30, that means that some of us where only children
when the ﬁnancial crash happened in 2008. Austerity is all we have known. And for some of us,
we graduated into the worst economic crisis since the 1920s. We did not cause this economic
crash but we are determined to ﬁnd a way out of this crisis which is fair, just and which tackles
inequality.
Social and Solidarity Economy puts people ﬁrst. It is an alternative way of understanding the
economy; putting people at it’s centre. You may not have heard the term but you will have
heard of things like Fairtrade and ethical ﬁnance these are included in SSE.
You can incorporate SSE into your life. Be a multiplier! Go out and tell people about Social and
Solidarity Economy. Be a change maker! Make small changes in your life – our choices matter
– buy Fairtrade, support co-operatives, use micro and ethical ﬁnance. Remember to sign our
petition pledging your support for SSE!

Audience (Target)
Broadcast media
and the press
Media people like
examples of how your
work impacts people’s
lives. They like human
stories.

General public
Imagine that you are
stopping someone in the
street to tell them about
SSE – remember to keep
it simple and quick!!

Message
This is an example from the Guardian Newspaper in the UK. You should try to ﬁnd human
stories in your own country.
Gerardo is a coffee farmer in Llano Bonito, San José, Costa Rica:
“In the 1980s, the price of coffee fell so low that it didn’t cover the cost of production. Many
farmers abandoned their land and went to the cities to ﬁnd work. Some even left the country.
In the mid-90s, I decided to go to America to make money and support my family. After eight
years, I had earned enough to buy the family farm so that my parents could retire. But coffee
prices were still so low that I was forced to go back to the States for another two years.
The coffee market was so unstable. We did not have a local school, good roads or bridges.
Now that our consortium is Fairtrade-certiﬁed, prices are stable and we receive a guaranteed
premium. We spend the money on education, environmental protection, roads and bridges,
and improving the old processing plant. We have sponsored a scholarship programme so that
our kids can stay in school. I believe that my cooperative would be out of business if it wasn’t
for Fairtrade. Free trade is not responsible trade. When prices go down, farmers produce more
and prices drop further. Fairtrade is the way trade should be: fair, responsible and sustainable”
* www.theguardian.com/sustainable-business/fairtrade-partner-zone/fairtrade-coffeeproduction-costa-rica
In times of austerity in Europe it is easy to focus on the crisis at home and not consider the
wider global issues. We have identiﬁed a potential way out of the European debt crisis which is
widely used across the developing world – Social and Solidarity Economy.
SSE puts people ﬁrst. It encompasses cooperatives, Fairtrade organisations, social enterprise,
community currency and micro ﬁnance groups. SSE leads to an inclusive economy based on
social justice. Without knowing it many of us practise SSE everyday by saving with the credit
union or buying Fairtrade.
Pledge your support! You can support our goal of a European Year for Social and Solidarity
Economy – Ask your MEPs and government to support this concept, and sign our upcoming
petition. Be a multiplier! Go out and tell people about Social and Solidarity Economy. Be a
change maker! Make small changes in your life – our choices matter – buy Fairtrade, support
co-operatives, use micro and ethical ﬁnance.

The OneMinute Message
You should always be able to summarise and present your advocacy messages in three to four sharp sentences. On many
occasions, and in particular in TV interviews, one minute is the time that you will normally be given to communicate your
message. So, even if you are prepared for a longer talk, your ﬁrst 130-150 words (equal to one-minute of speaking) are those
that matter. Although in a normal conversation you develop your arguments before you conclude, the one-minute message
should always start with the conclusion and the message. If you have more time afterwards, you can explain your arguments.

What did we do?
We did various activities during our meetings to practice the campaign message and how to talk to
members of the public, the media and MEPs. We have also collected signatures in various locations
such as the Dublin Food Coop, conferences etc. this has improved our advocacy skills.
Kate, 23, Ireland
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We did a ﬁshbowl activity to develop and practice messaging to different stakeholders. We put
ourselves in the positions of politicians, the media and NGO representatives to ensure we had a
message(s) that connected with each of these disparate groups, and that SSE could potentially
appeal to all of these. 4 people would sit in the middle and role-play the different roles, while team
members would ‘tag in’ after a period of time to ensure everyone practiced and contributed to the
messaging process.
We used our research on examples of SSE in the community to explain the concept in a relatable
way. We were able to show that ordinary people actually know about SSE in practice even if they
were hearing the term for the ﬁrst time.
We emphasised the opportunities for cooperation, particularly with the NGOs - describing the ways
in which our objectives overlapped, how we could tap into our respective networks for mutual beneﬁt.
Deirdre, 22, Maeve, 26 , Emmet, 24, Ireland

What were the main difﬁculties/challenges?
Communicating the campaign and explaining SSE in a few words is challenging. We have all
experienced this at some stage during the campaign.
Anna, 24, Ireland
Having the conﬁdence to start the conversation and then to answer negative questions. Also to
accept that we can’t have all the answers at this stage but we still believe in the idea of the campaign.
Kate, 23, Ireland
For some people the process was a little intimidating because they were not comfortable with
public speaking.
Laura, 27, Ireland
The main difﬁculty is that people seem to be quite hesitant. There is a misperception of what
volunteering means. They get it a general idealistic attempt to change the world. As long as this
impediment is overridden and they realise that our goals are quite realistic, they are much more
willing to help us.
Philip, 23, Greece

What worked well?
I think showing some passion and relating it to the reality of young people’s lives has been very
effective in gaining support.
Kate, 23, Ireland
Outside of expected social and group dynamic difﬁculties the ability to speak ﬂuidly on such a large
topic took us some time to get to grips with and then present in an accessible way.
Laura, 27, Ireland
The fact that this campaign is organized and promoted by young people with different educational
and societal backgrounds. This social diversity proves that social and solidarity economy is an issue
that affects every member of society.
Philip, 23 , Greece

What could have been done differently?
We had a chance to practice at various conferences and events so I don’t think there is anything I
would have improved. This part of the campaign was done really well, I don’t think anyone can say
anymore that they wouldn’t be able to explain our campaign to different groups.
Anna, 24, Ireland
We could have focused even more on passionate youngsters so as to spread the word. From my point
of view, it is quite weird (myself included) that there are so many young people studying economics
and social sciences, being unaware of what social and solidarity economy actually means.
Philip, 23, Greece
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STAGE 9: Who do they need to hear from?
Choosing Tactics
Choosing between the different methods depends on the position and function of the organisation advocating, the nature of
the advocacy issue, the target(s) and the change the organisation hopes to make.

Lobbying
Lobbying can be formal (meeting with a politician at their ofﬁce) or informal (talk during a lunch or coffee or chance
meetings). Although ideally lobbying should lead to face-to-face meetings with decision makers, it can also be done by using
reports or position papers, detailed follow-up letters and follow-up telephone calls. Opportunities for lobbying are also given
in public meetings and conferences.
Some useful tips on using some of the key lobbying tactics are presented below.

1. Sending a Report, Policy Brief or a Position Paper
How you present your data to policymakers is crucial in determining whether or not your message is received the way you
intended. Everyone is busy and policymakers are no exception. Oftentimes, they do not have time to read through lengthy
reports, no matter how well-written. A single sheet (can be double-sided), commonly referred to as a “fact sheet” or “onepager” that highlights your position and top arguments presented in a clear format is the most effective way to summarise
your issue. Ideally, you should bring the fact sheet with you when you meet with the policymakers. Any lengthy document or
report is better to be sent as a follow-up after the meeting. An effective sheet summarises the problem in two sentences,
uses current data and statistics, is written simply, but professionally avoiding jargon and includes name, address, phone and
email of a contact person. We had several documents that we could use – a small pamphlet about the project and a guide to
SSE which was full of statistics and facts.

2. Arranging a Visit or a Meeting
Before, during and after a face-to-face meeting with a targeted decision-maker you need to remember the following:
• Choose the right time for meeting decision-makers, when your issue is already on their agenda or most likely
to be taken up – for example, before an important vote – or when they are able to take action in support of
your advocacy – for example, during the budget-setting process, or at the time of an annual meeting.
• Try to imagine how the issue or problem looks from the decision-maker’s point of view. Why should they
support your advocacy objective? How can they beneﬁt from taking the action you are requesting? This can
be answered more easily if you have fully researched the ‘target person’ that you are meeting with.
• Before arranging a meeting with the highest in hierarchy decision-maker, make all possible preparatory work
with key people who inﬂuence them. We particularly found it useful to engage with Parliamentary Assistants
who work directly with a particular MEP.
• Have persuasive case studies, statistics, facts and ﬁgures to hand.
• Anticipate the counter-arguments.
• Make realistic requests/policy queries, ideally one at a time! If you work with allies, encourage them to also
lobby the same decision-maker, conveying the same message.
• Have minimum and maximum positions and be ready to negotiate.
• Prioritise your points.
• At the end of the meeting, re-state what you have understood as the other person’s commitments.
• Follow up the meeting with a thank you letter to your lobby target including a summary of the points that
were raised and referring to any agreements or disagreements made and what the next steps are.
• Follow up on any action points that were agreed at the meeting and share the information and details of
what was discussed during the lobbying meeting with colleagues/allies.
We found it particularly useful to meet MEPs and their Parliamentary Assistants in person. This was how we managed to gain
support for our Written Declaration calling for a European Year for Social and Solidarity Economy. As a result, we travelled to
Brussels to lobby for our cause.
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Personally, as a YGA, getting the opportunity to go to Brussels and the European Parliament was an
unforgettable experience. I was honoured to meet with Lynn Boylan and a number of other
MEPs from Ireland and abroad. I was equally honoured to represent my fellow YGAs who were not
in attendance. To be able to sit down with politicians in Brussels and discuss our campaign, for me,
was a sign of how far ‘Challenging the Crisis’ has come. It was extremely rewarding to come back to
Ireland and to tell the YGAs about the launch of the written declaration, it is the pay-off of
dedication and hard work of everyone involved in the campaign from start to ﬁnish.
Stephen, 19, Ireland

The Lobbyist
Lobbying needs to be carried out by people who know their subject well and they have built the desired skills and capacities.
Many people involved in lobbying activities do not identify themselves as lobbyists. Lobbyists can come from a variety of
professional and academic backgrounds, but need to possess certain personal skills.
Qualities of an ideal lobbyist:
• Expert in the issue
• Committed to the issue
• Deep knowledge of the political context
• Good interpersonal and communication skills
• Strong negotiation skills
• Strong personality
• Integrity
• Optimism
• Patience
• Persuasive, not argumentative

LOBBYING
Is the art of
persuasion

What did we do?
First of all we decided to divide the Spanish group into two: communication and awareness and political
inﬂuence. The political inﬂuence (or lobbying) group decided to contact all the Spanish MEPs regarding
the campaign and encouraging them to add their name as co-authors of the Declaration on Social
and Solidarity Economy. After some MEPs reply to the emails (each of us was in charge of the emails
sent. e.g. if I emailed one MEP I am in charge to reply to that MEP) and getting aware of the European
Congress on SSE to be held at the end of January 2016, the group started planning meetings with
different MEPs in Brussels during the congress. On a local basis, some meetings with politicians
regarding the campaign and not only the declaration but also the signatures and support for the SSE year.
Alba, 29, Spain
I got involved in the process of lobbying in Brussels DEAR fair when I asked the Campaign Coordinator
if I can come with her to meet the Irish MEPs. I wanted to be acquainted with the process of lobbying
on a formal level ﬁrst before even attempting to do it in Slovenia with our MEPs (since before that not
much was done in that direction in our group). The response from the Irish MEPs was really good and
therefore I knew what the process is like. We then tried to make it happen in Slovenia. Firstly we wrote
an ofﬁcial e-mail to the MEPs and their assistants. We needed quite some time to revise and check the
e-mail, back it up with facts and things done in our advocacy campaign. After sending the e-mail to the
MEPs there was no response from the MEPs for about a month. After that we decided to call their
assistants in Slovenia and we got a much better response. Since it was already towards the middle of
December, most of them were on holidays already, but we managed to meet two of them. Both were
in favour of our campaign and decided to co-author the Written Declaration. In January we met two
other MEPs in person and they also agreed to co-author.
Andreja, 29, Slovenia
We contacted MEPs via email and requested a meeting in person. We managed to meet some of
them in Brussels in October 2015 and it went well.
Katerina, 23, Greece
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I got involved quite late in regards to lobbying, we already had two MEPs signed up and I had helped
present CtC at a Lynn Boylan event by this time. I was only engaged in writing reminder emails to Irish
MEP’s that the campaign was looking for their input and referencing how the campaign would
complement their committee work.
Laura, 27, Ireland
Both on national and international level, we came in contact with members of the European Parliament.
The ﬁrst contact was made in Brussels and we continued in Greece. We had short meetings with them,
explaining the goals, the means and the funding channels of our campaign. We sent them the
documents that they possibly asked from us. Then, we communicated with them in Greece, during
various events, or even invited them in some of our initiatives.
Philip, 23, Greece

What were the main difﬁculties/challenges?
The biggest challenge is to get all the MEPs to like what you say and try to make SSE accessible for
all the ideologies and points of view. Sometimes it was difﬁcult to know what work had been done
as a lot of the work was via emails but we managed with a google worksheet.
Alba, 29, Spain
The difﬁculties were that we did not know the steps at ﬁrst and we were afraid to approach the MEPs
the formal way. One of the main difﬁculties was that we as a group got jobs or were involved in other
projects, so we didn’t have much time to focus on writing e-mails or calling the MEPs.
Andreja, 29, Slovenia
We could have established contact earlier than three weeks before going to Brussels because the
MEPs were very busy and for example some responded to our email during the week we were actually
in Brussels so it took time for them to go through all the emails and respond to all of them. it was difﬁcult
arranging the meetings because one of us was in Brussels and the other in Athens and one had to
arrange the meetings and the other attend them so it was very last minute and perhaps could have
been more organised if we had contacted the MEPs earlier.
Katerina, 23, Greece
Trying to ﬁnd a unique selling point of the campaign to each of the MEP’s was hard. Some of the MEP’s
are not very visible or active outside of the EU so it can be very limiting to go solely off the
Euro-parliament website information.
Laura, 27, Ireland

What worked well?
Even though it seemed the MEPs’ didn’t respond to our e-mails, after calling them, they said they’d
read the email and would like to meet us. The MEPs that promised to meet us really kept the promise,
met us and supported our cause. We as a group of YGAs also managed to bond more as we all went
to at least one MEP meeting. We also discussed contacting other stakeholders, like MPs, representatives
of the EC in Slovenia, etc.
Andreja, 29, Slovenia
Being in Brussels made our work easier because meeting in person is better than just
email communication.
Katerina, 23, Greece
The assistants were much more easily accessible/approachable and they were willing to help us
and bring us in contact with their bosses.
Philip, 23, Greece

Other Comments
The most useful way of contacting MEP’s was probably done by the MEP’s that got on board early
and committed to the campaign. An ally in the right place is a strong asset.
Laura, 27, Ireland
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STAGE 10: How do we begin to take action?
Public Mobilisation
Public mobilisation (or public campaigning) is the process of mobilising the public, inﬂuencing their behaviour and engaging
them in taking some action in order to achieve a social or political change that you propose with your advocacy project. It is a
series of short-term actions to reach a long-term vision of change.
There are several ways of gaining public support, through letter writing or signing petitions to a decision-maker participating in
a protest or public demonstration. New media have already started and will continue to play a critical role in raising awareness
and mobilising people.

Types of Public Campaigning
There are different types of advocacy campaigning listed below:
• Mobilising and involving people to act
• Pressurising decision-makers
• Changing behaviours and attitudes
We held a lot of workshops throughout our campaign, with the aim of raising awareness, mobilising the public to sign our
petition and asking people to change their consumer choices to support SSE initiatives. We always tried to make our
workshops and presentations interesting and engaging!
The Young Global Advocates arrived with a bang and to the soundtrack of Pink Floyd’s famous track
Money. On the panel were our proud Young Global Advocates from Ireland, Slovenia, Portugal and
Greece. ‘Challenging the Crisis’ opened the DEAR Fair’s very ﬁrst plenary session in a unique style,
drawing in the audience through ﬂashcards.
Nathalie, 23, Ireland

Campaigning Guidelines
When developing a public campaign, follow the list of the 12 guidelines suggested by Chris Rose on his website
www.campaignstrategy.org
1. Motivation not education: Campaigning maximises the motivation of the audience, not just their knowledge.
However, from a DEAR point of view, the educational and “empowering” elements of the campaign should be
explicit.
2. Analyse the forces: Why what you need hasn’t happen already? Try to map the forces for and against. This is
an overlapping exercise with the power and stakeholders analysis.
3. K.I.S.S. Keep it simple, stupid! Effective motivation needs simplicity in message and purpose. Communicate
only one thing at a time. Use a simple unambiguous ‘call to action’ which requires no explanation.
Nevertheless, provide possibilities to engage further and learn more and don’t leave the contributor with a
feeling that “It’s ﬁne, I have done my part!”
4. Right components…right order: follow the sequence awareness > alignment > engagement > action
5. Start from where your audience is: Do market research before, get to know the current attitude and
knowledge of the public.
6. Construct critical path: All issues are complex but your campaign must not be. Plan a campaign as a series
of steps where one leads to the next - like dominoes. Identify the milestones in between and some short term
achievements besides your ultimate goal.
7. Campaign against the unacceptable: Choose your battlefront. Find the pieces of an issue which are
unacceptable to a big enough group of people to get the effect you need
8. Make real things happen: Too often campaigns become absorbed in circulating information to people who
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already agree with the cause. Set the pace and change real things!
9. Say what you mean: Every day we are exposed to many thousands of messages. Almost all are ignored or
immediately discarded. So, be direct and straightforward.
10. Find the conﬂict in events: This is often misunderstood. Conﬂict is inherent to campaigns. Without a conﬂict
of interest, a campaign would not be needed. A campaign is about forcing a change to the status quo.
11. Communicate in pictures: Create a chronological story board - your critical path - and work out how you will
make that happen. Follow the ﬁlm-makers’ rule ‘show - don’t tell’.
12. Don’t send messages: Campaigning is a conversation with society - a two way process like a phone call. What
are the activities going to be that you do with your target group? How will you campaign together? What are
the ways the public can actually shape the campaign? 9
We also used some creative campaigning topics to get the wider public engaged with SSE concepts and we developed a very
successful animation.
The use of the CtC animation explained the project an SSE in a more accessible format than a
presentation could. The petition being handed around as well as badges and stickers being distributed
at the end got the participants to re-engage with us and asking questions on a one to one basis.
Laura, 27, Ireland

Activism
Activism is the practical face of public campaigning and is characterised by non-violent direct actions which are a peaceful
form of conﬂict. Various forms of activism range from writing letters to newspapers or politicians, boycotting companies,
organising rallies, street marches, strikes, sit-ins - to name just a few.
New media have created new space and added new opportunities for people’s engagement both as a tool for disseminating
information quickly and openly and for mobilising people to act. Viral campaigns, twitter appeals, Facebook causes, online
petitions and mobile activism are among the methods recently introduced by new media.
The founder of the Inﬂuential Marketing Group Rohit Bhargava, outlines 8 reasons why advocacy might work better online:
1. Overcomes boundaries of distance and national borders.
2. Makes it easier for “observers” to participate.
3. Gives you a destination to place all supporting content and messages to change minds.
4. Reduces the necessity for celebrities, politicians and governments to raise issue proﬁle.
5. Provides less-intrusive way for people to pass on the message through email.
6. Supports word of mouth activity and provides more venues for messages to travel virally.
7. Allows individuals to support sensitive/political causes anonymously.
8. Encourages “impulse” donations and makes it easier for organizations to manage donations. 10
Although social media has created a new reality with great opportunities for advocacy, there are some drawbacks which we
should not overlook. First of all, the exclusion of the elderly, technologically illiterate and the poorest due to the fact that they
do not have access to internet. Secondly, the danger of turning activism into “clicktivism”.

What did we do?
We encouraged people to sign our petition, both on-line and in person at various events and
amongst our friends and acquaintances. We also talked to people, teenagers, members of
non-proﬁt organisations, politicians, friends and families to familiarise them with the concepts of
SSE and CtC and to make it easier for them to understand and support our agenda.
Anna, 24, Ireland

9 Rose, Chris. “12 Basic Guidelines” campaignstrategy.org
10 Bhargava, Rohit. “Does advocacy work better online? Web Blog post, IMG 27 Jan. 2006
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We have run our workshop “”#LosTendalESS”” several times in different spaces with different publics
(colleges, SSE fairs, international youth exchanges). We have gone to several SSE related events where
we have taken pictures of individual people, organizations and SSE personalities posing with our
slogan. So far we have launched two main online actions. First, we launched a Thunderclap to get
more signatures and we had a much higher social reach. Also, along December, we have been
posting one SSE initiative per day under the slogan “Dare to change the economy”; the idea was to
show that we can use SSE in our daily life, and it wasn’t hard, or utopic (and also to get more
signatures! We also contacted every initiative before posting, so they would be aware and they would
spread the word as well).
Belén, 23, Spain
We organised various events including workshops, talks, stands for gathering signatures and other
events such as radio interviews, newspaper articles and public activism.
Kate, 23, Ireland
In Greece several activities took place. We organized a local stand of Fair Trade in downtown Athens
where we promoted the campaign, gathered signatures. Furthermore we were also part of the
Festival that promoted the social economy along with other organisations.
Panos, 20, Greece
I personally represented our national group (Greece) in SOLIKON 2015 (Berlin), where, along with the other
groups, had the chance to participate in workshops from all ﬁelds of SSE and also have our own presentation.
Theodora, 23, Greece
We took part to the initiative of the approval of the national law on SSE, meeting the Vice Minister for
forests and agricultural policies. On that occasion we had the chance to present CtC campaign and
to gather the signatures of associations, and civil, military and political authorities.
Giovanna, 25 and Manuel, 23, Italy

What were the main difﬁculties/challenges?
The difﬁculty was choosing the right style in which to talk to people. Different groups require different
styles and it was a challenge. You had to know what examples would appeal most to teens, what to
say to the non-proﬁts and what not to say to the politicians and I think that was really hard.
Anna, 24, Ireland
Adjusting the workshop to different types of people.
Elena, 22, Spain
Online actions were more work that we realised and we didn’t have the big impact we expected, so it’s
been a bit disappointing some times. It’s been also difﬁcult to ﬁnd spaces to present the campaign
not-related in some way to SSE, so in the end it seemed that we were talking to people who already
knew everything about SSE, instead of spreading the word beyond.
Belén, 23, Spain
Making sure we had enough people to get to all the events and be able to alter our content and plans
to suit very different audiences. For example in one week we organised a youth workshop about
campaigning and a meeting with a high level policy think-tank and therefore it is hard to make sure we
have the right message and approach for these varying scenarios.
Kate, 23, Ireland
The distance was a problem since many of the participants moved abroad or did not actively
participate in the campaign.
Panos, 20, Greece
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What worked well?
We had good results with the young people that became immediately interested in our campaign.
Giovanna, 25 and Manuel, 23, Italy

What could have been done differently?
We could have worked better if we had had clear commitment and availability of all of us (volunteers).
Sometimes we had planned actions that didn’t go as well as they could have gone because people
who committed to it didn’t have the time or the consistency to follow through.
Belén, 23, Spain
We could have made sure that we targeted as many different people as we can so the campaign can
have grassroots legitimacy while also achieving progress at the higher levels. We held a speed dating
workshop for local and international NGOs and this worked very well and very much tied into the
Development Education element of linking local to global.
Kate, 23, Ireland
To attract also ‘mainstream’ groups of people.
Theodora, 23, Greece

Other Comments
The more we knew about SSE and the campaign and other countries, the easier and more pleasurable
it got for us to explain it too.
Anna, 24, Ireland
Online actions work well, but not as much as you may think, and they take A LOT of effort, so in the
future I suggest we take into consideration if it’s worth it.
Belén, 23, Spain
An ability to remain ﬂuid in your plan is another important lesson.
Laura, 27, Ireland

Working with the Media
As already explained, working with the media is very rarely used alone as an advocacy method. On the contrary, working with
the media is in most cases a necessary tactic that supports and promotes our lobbying or public mobilisation efforts.

WORKING WITH THE MEDIA
Means building relationships, not just responses
One of the misconceptions around media work is that you can take an ad hoc approach; that you can get media attention
only when you need it or - even worse – when they call you. However, working with the media means building strategic
relations and this is not an easy task.
Another misconception is that only a person with specialised knowledge and particular natural charisma should give
interviews and be exposed to media on behalf of the organisation. This is a myth. Firstly, because spokespersons are not
born, they are made. Secondly, because everyone involved in public advocacy need to be and feel comfortable to respond
to a journalist. Even if there are some people more talented to become public speakers, this is something that you can learn.
What you need is to expose yourself as much as possible, learn from your mistakes and be prepared.
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The EPIC talk!
‘EPIC’ is a methodology developed by RESULTS, an acronym to help remember the basics of creating a powerful message.
E is for ENGAGE your audience
P is for state the PROBLEM
I is for INFORM the audience about the solutions
C is for the CALL TO ACTION
Tips for delivering an Epic talk:
• Practice your talk several times before practicing in front of another person.
• Memorise as many of the details as possible.
• Choose a member of your group that your feel comfortable practicing with.
• Identify your audience – for example an MP, journalist or a new advocacy partner.
• Deliver your talk without stopping, even if you have a few stumbles along the way. The more you
practice the better you will get.
• Once ﬁnished, critique yourself. Pick two things that you liked about the talk and one thing you
would like to improve upon.
• Listen with an open mind and ear. Learn how to make your talk better when your partner gives you
feedback on your delivery.
• Learn a good repertoire of EPIC talks that you can pull out at any time. 11

Giving Interviews
One thing that you always need to remember when being interviewed by a journalist is the following: you cannot control the
journalist, but you can control your words and your mood! The impression you give is three-dimensional: visual, vocal and
verbal and all of them are important!

USEFUL TIPS FOR AN INTERVIEW
• Message driven, not question driven
• You have no control over the questions – you have 100% control over the answers
• Who speaks to whom?
- ME to the JOURNALIST > NO
- MY ORGANISATION to the PUBLIC > YES!
• Be relaxed and enthusiastic
• Be concentrated and have self-control
• Use only simple, short sentences AND slogans
• Use WE instead of I
• Avoid verbs like ‘I think’, ‘I suppose’, ‘I believe’
• Avoid jargon!
• Do not repeat the words of the journalist, do not repeat negative comments
• THERE IS NO “Off the record”! The interview ends when you return home…

Mass Media Tools
The main tools you can use to mobilise and engage mass media are the following:
• Press releases
• Media events (e.g. press conferences)
• Letters to the editor
• Television or radio interviews
• Radio dialogues and TV talk shows
• Go-and-see trips
• Photo opportunities
• Goodwill ambassadors
11 results.org.uk/sites/default/ﬁles/Create%20and%20deliver%20and%20EPIC%20talk.pdf
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The press release is the most used (and misused) tool! The way a press release is written makes it newsworthy or not.

TIPS FOR WRITING EFFECTIVE PRESS RELEASES
• On the top: For immediate release (date) or embargoed (date-time)
• Headline, ﬁrst sentence and paragraph ‘newsworthy’
• 1st paragraph: What, when, where, who, why?
• At least one direct quote in the ﬁrst two paragraphs
• Use one fact or number to show it is important
• Human interest
• Local angle
• Use only short sentences (up to 25 words) and up to three in a paragraph
• No jargon, simple language
• Active verbs (better than passive voice)
• Proofread and put END at the end
• Attach a fact sheet for reference so as to reduce the length
• Provide photo(s) – with details on when, where, what

New Media
Online newspapers, portals, independent online media, blogs, Facebook pages, Twitter, YouTube have all changed the
environment of mass media and in many countries have taken over the role of traditional media in informing and shaping
the public opinion. Therefore, not including new media in your advocacy tactics might signiﬁcantly reduce your potential to
succeed.
We created a Facebook page and a Twitter account and used various hashtags of which #SSEyear was the one that prevailed.
We also created a website so that everyone could ﬁnd out about us and sign our petition online. The website was supported
in the languages of all the countries involved. The YGAs had the opportunity to write articles in their own language about their
experiences and see them published on our blog. Visit our website: www.challengingthecrisis.com.

Celebrities
One of the most successful advocacy tools is engaging celebrities in your advocacy campaign. Beyond the fact that
celebrities open the door to the media world and become the hook for media coverage, they have a strong inﬂuence on the
general public. Under the term celebrities, of course, we include any well-known person be it a movie star or an important
CEO. It is important to make sure that celebrities engage with our cause in a meaningful and credible way, as role models
and not as advert faces. For example, we managed to get local mayors and the European Commissioner for International
Cooperation and Development, Neven Mimica, to publically sign our petition.
Neven Mimica (European Commissioner for International Cooperation and Development) was in
attendance; as key speaker he spoke of the importance of the Sustainable Development Goals
(SDGs) and Development Education Awareness Raising (DEAR). This was followed up by a tour of
the stands on display at the exhibition given by the Young Global Advocates. Commissioner Mimica
was impressed by the work ‘Challenging the Crisis’ is conducting, he contributed to our stall writing
that “A fair economy to me is the future of social Europe and social development”. Whilst at our
exhibition Commissioner Mimica signed our petition. The Young Global Advocates are working on
having our politicians and policy makers put SSE on the political and economic agenda whilst also
having a dedicated European Year for Social and Solidarity Economy by 2018.
Nathalie, 23, Ireland
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What did we do?
Near FM, which is a local Co-operative Radio station in Dublin, got in contact with the campaign to
organise an interview with a YGA on the CtC project, I was the YGA selected. It was a live 8/10 minute
segment that worked on a general Question/Answer format. I did some preparatory work – such as
going over messaging documents, the goals of the campaign and wording a call to action, as well
anticipating questions. The main difﬁculty was getting locked out of the ofﬁce ahead of the
interview so we almost missed it! In the end it was very successful.
Laura, 27, Ireland
In Greece, we have tried to come in touch with various journalists, bloggers and radio producers.
We recommend ﬁnding a friendly columnist because this can have the biggest impact.
Philip, 23, Greece

What were the main difﬁculties/challenges?
I think that many people still don’t know about Social and Solidarity Economy. We believed that
entities that work in this area have to spread their work, so other people can know what are they
doing, and they have the opportunity to join those groups. But many of the SSE entities don’t think
like that, and as a result it can be difﬁcult for me to talk with them about this issue.
Clara, 25, Spain

What worked well?
Social Economy is a new area, and I have noticed that people are curious about it, and journalists
and different media are interested to talk about this topic.
Clara, 25, Spain
Often live interviews are designed with the questions being combative or intended to challenge the
merit of a project, Near FM were supportive from the start so this was (besides the usual nerves) a
straightforward exercise.
Laura, 27, Ireland

What could have been done differently?
I believe that the Social and Solidarity Economy´s entities should work harder in spreading their
work, so that normal people can know about what Social and Solidarity Economy is. I think that
those entities should have a person or a department responsible for communication, so their work
can be known by people.
Clara, 25, Spain
It was unfortunate that a recorded version (of my interview) was not available to be shared on social
media later. The station has no plans on releasing it as a podcast so it was out of our control.
Laura, 27, Ireland
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STAGE 11: What are the risks and how are we going to
manage them?
Risk Analysis
Any work we do involves risk. Carrying out a comprehensive risk assessment is a crucial step before selecting advocacy
strategies and engaging in any advocacy activities, which helps you to think through and plan how to minimise or mitigate the
risks. Consideration of risks requires you to think about what the consequences of your advocacy initiatives could be or what
factors could limit the success of your campaign.
Some of the general risks associated with our advocacy initiative included loss of independence and unexpected political
changes. We were also aware that there was a strong risk that as a group of young people we would not be taken seriously.

Risk Assessment
Risk assessment is a model to be constantly updated during various stages of your advocacy planning and implementation.
Ideally, however, at least two levels of risk assessment should be considered, one at the initial stage during the development
of the strategic plan after the context analysis has been completed and one at a later stage before consolidating your activity
plan. Start with brainstorming of all potential threats and major issues and then assess them taking into consideration two
factors which are the potential impact (in terms of reputation, funding, operations of the organization or failure in achieving
key objectives) and probability (the level of likelihood that the risk could actually happen, it can be low, medium or high).

Risk Management
For risks that show a high or a medium risk value, it is important that you develop clear strategies to mitigate their impact or
avoid them altogether.
When developing a risk management plan, always keep in mind that the analysis of risk should be revisited periodically as your
advocacy develops and unexpected outcomes occur.
Below you will ﬁnd an example a risk register. Notice that I = impact, P = probability, L = low risk, M = medium risk, H = high risk.

Major Risks

Risk Value (I/P)

Actions to Mitigate

Owner

Inability to access
and inﬂuence
MEPs

H/M

Build relationships with important YGAs
inﬂuencers to the MEP such as
Campaign Coordinator
Parliamentary Assistants

Young people
will not be taken
seriously

P/H

YGAs to become educated on
Social and Solidarity Economy
so we can speak with authority
and prove that we can be taken
seriously

YGAs
Campaign Coordinator
Project Partners

43

Challenging the Crisis - Advocacy Manual

STAGE 12: How can we tell if it is working?
Monitoring and Evaluation
Monitoring and Evaluation (M&E) is an integral part of the advocacy strategy which is often overlooked. It has to be a
continuous process and not just the ﬁnal stage. M&E is a critical reﬂection and learning process that ﬁts to our theory of
change and follows strategic planning and implementation from the very beginning until the very end. Demonstrating the
results of the advocacy which are translated in signiﬁcant and lasting changes is a big challenge. Even more challenging is
claiming full credit for the impact created. There are several methodologies and models to measure results and impact.

The Logic Model
The logic model is a simple model that brings planning, evaluation and action together. It is very popular particularly within
donor communities for monitoring and reporting purposes. Its linear approach to change brings some limitations to the tool.
In fact, change is a much more complex process and this complexity cannot be reﬂected through the logic model.

Inputs

Activities

Outputs

Outcomes

Impact

Inputs = resources invested
Activities = interventions implemented
Outputs = the direct and tangible products from the activity
Outcomes = changes resulting from the activity
Impact = outcomes minus an estimate of what would have happened anyway
You can see a blank example of our logical framework below. We used this to assess the impact of each of our activities:

“Challenging the Crisis – Promoting Global Justice and Citizens’ Engagement in a Time of Uncertainty”
Intervention logic

Speciﬁc
activities

Objectively
veriﬁable
indicators of
achievement /
progress

Sources and
means of
veriﬁcation

Assumptions

Overall objective(s)
To contribute to a more just and sustainable
world by raising awareness and empowering EU
citizens as global development advocates
Speciﬁc objective(s)
To engage EU citizens from highly indebted EU
countries to understand the interdependence
of local and global justice issues and to anchor
development policies despite austerity
measures at home.

Theory of Change
A Theory of Change (ToC) expresses the relationships between actions and hoped-for results. It provides an explanation of
the assumptions and belief systems that lead to the positive change. Although ToCs exist in endless variations of style and
content, some basic ToC components often include a big picture analysis of how change happens in relation to a speciﬁc
thematic area; an articulation of an organisation or programme pathway in relation to this; and an impact assessment
framework which is designed to test both the pathway and the assumptions made about how change happens.
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The main components that are required for a comprehensive ToC approach are listed by Danielle Stein and Craig Valters
below:
SUMMARY STATEMENT

One sentence describing the expected link between the intervention, the change process and
the ultimate goal, often given as an “If…then…” statement.

PROBLEM STATEMENT

Identify the problem and examine its underlying causes

OVERALL GOAL

Following from the problem statement, an identiﬁcation of the goal to be achieved and how
success will be identiﬁed

CHANGE PROCESS

Identify the mechanism of change linking the inputs to short-term output/outcomes and longterm goal

CHANGE MAKERS

Identify milestones, indicators or other tools to assess/measure extent of change

META-THEORY

Deﬁne the underpinning theory that justiﬁes the chosen change process

INPUTS

Actions intended to catalyse change process and corresponding timeline for change

ACTORS

Identify the actors in the change process, deﬁne their roles and relationships
- End-users / Intended beneﬁciaries
- Implementing actors
- Spoilers
- Points of collaboration with other agencies
- Additional external stakeholders

DOMAINS OF CHANGE
INTERNAL RISKS

If applicable, identify various strands or thematic areas that must be addressed in order to
achieve the change, potentially articulated as sub-theories

ASSUMPTIONS

Identify beliefs, values, and unquestioned elements for each step of the change process

EXTERNAL RISKS

Identify external risks to the programme with the potential to undermine its success and outline
plans to overcome them

OBSTACLES TO SUCCESS

Identify obstacles likely to threaten the change process and outline plans to overcome them

KNOCK-ON EFFECTS

Identify the potential unintended consequences of the project, both positive and negative 12

As YGAs, we helped with Monitoring and Evaluation by completing a campaign and events log after our events and we were
surveyed regularly to give our feedback and opinions to the Project Partners. The key to successful M&E is to keep a record
throughout, it is much harder to do it all at the end!

12 Stein, D & C. Valters “Understanding Theory of Change in International Development: a Review of Existing Knowledge”.
Asia Foundation & The Justice and Security Research Programme, July 2012
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Budgets
It is vital to ensure that you have carefully budgeted for your campaign activities. Here is an example of how we recorded our
costs during the campaign:

BUDGET CATEGORY
Research costs
(incl. research fees, travel and meeting costs)
Printing and reproduction costs
(incl. graphic design, translation, editing, printing of any kind of advocacy materials from
pamphlets to research reports)
Public activities costs
(incl. facilities rent, technical support, design costs, purchase or rent of equipment for any
public activity from press conference to a public mobilisation event)
Public relations costs
(costs related to meeting with your key targets)
Marketing costs
(incl. TV or radio spot, magazine inserts or any other advertising space, web design)
Staff costs
(lobbyist, campaigner, press ofﬁcer, advocacy coordinator – salary allocation of the time
of involved personnel, per diems when travelling, training costs, volunteer management costs)
Administration costs
(incl. telecommunications, consumables, photocopies, post etc.)
Operation costs
(incl. overheads – (part of) ofﬁce rent, utilities, database or CRM)
Information Technology costs
(incl. purchase of hardware and software, web and database maintenance and support)
Finance costs
(incl. accounting, auditing)
Monitoring and Evaluation costs
(incl. fees for external evaluator, production of printed or audiovisual
materials for evaluation and reporting)

TOTAL
Campaigns can easily fail if you do not budget and forecast your costs. This is extremely important!
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Final Reﬂections
NINE CONDITIONS FOR SUCCESSFUL POLICY ADVOCACY CAMPAIGNS
1. Functioning venue(s) for adoption: The relevant legislative, legal, and regulatory institutions are functioning sufﬁciently for
advocacy to be effective.
2. Open policy window : External events or trends spur demand for the solution.
3. Feasible solution: A feasible solution has been developed and shown to produce the intended beneﬁts.
4. Dynamic master plan: A pragmatic and ﬂexible advocacy strategy and communications plan is ready for execution.
5. Strong campaign leader(s): Central advocates can assemble and lead the resources to execute the strategy and
communications plan.
6. Inﬂuential support coalition: Allies can sway needed decision-makers and help the campaign leader to pursue the solution.
7. Mobilized public: Relevant public audiences actively support the solution and its underlying social principles.
8. Powerful inside champions: Decision-makers who can overcome the opposition support the solution and its underlying
principles.
9. Clear implementation path: The implementing institution has the commitment and the ability to execute the solution.
These nine conditions can be used three ways—as a checklist, a rubric, and a quantitative estimator—each increasing in
complexity and offering decision-makers additional information to aid their deliberations. 13
The best thing about being a Young Global Advocate is meeting the great people… The diversity of
opinion has really broadened how I see a lot of issues. I come from what would be considered a
Conservative political party, however, through my exposure to people of a Social Democratic and
Socialist background I have begun to see issues such as poverty and trade in a different light.
Shane, 21, Ireland
The best thing about being in this project, is the people I worked with until now, I love the meetings
and how the people put all their hopes and efforts to make this work.
Alexis Daniel, 24, Spain
One of the best things about being involved in Challenging the Crisis was the European Forum on
Social and Solidarity Economy which took place in the European Parliament in Brussels. I and three
other Irish YGAs along with our Campaign Coordinator and YGAs from the other participating
countries across Europe. There, we had a chance to meet with other social and solidarity economy
organisations and a large number of MEPs from across Europe. This event was where we saw our
campaign come to fruition. Lynn Boylan, Sinn Fein MEP for Dublin, who has been extremely
supportive of our campaign, ofﬁcially launched our Written Declaration to make 2018 a European
designated Year of Social and Solidarity Economy.
Stephen, 19, Ireland
As a result of the Forum, social and solidarity economy is now the political agenda in Europe. On a
local and national level, we will continue to promote it locally in our communities across the country.
On an international level, we hope to see it discussed by more MEPs across Europe now that our
Written Declaration has been ofﬁcially launched. The movement for a social and solidarity economy
does not end here.
Stephen, 19, Ireland
I became part of the ‘Challenging the Crisis’ campaign at a time when I was increasingly disillusioned and
apathetic to any sense of EU solidarity and unity. I even questioned why I should become part of a
campaign to work towards a better EU when I was ready to turn my back on it, just as it had turned its back
on me and my country. Yet through the ‘Challenging the Crisis’ campaign I have worked alongside young
people from Spain, Italy, Portugal, Slovenia and Greece and despite our differing nations, culture and
backgrounds we share a common story. There is unity and solidarity in our attempts to break free from the
prescriptive narrative of no alternative to enforced austerity. They say austerity, we say Social Solidarity
Economy. They say there is no alternative, we say there are alternatives.
Maeve, 26, Ireland
13 Barkhorn, I., Huttne N. &, J. Blau. “Assessing advocacy” Stanford Social Innovation Review, Spring 2013
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List of Acronyms
YGA/s:

Young Global Advocates

CtC:

Challenging the Crisis

SSE:

Social and Solidarity Economy

EY:

European Year

EYSSE:

European Year for Social and Solidarity Economy

EYD:

European Year for Development

SDGs:

Sustainable Development Goals

DEAR:

Development Education and Awareness Raising

CSOs:

Civil Society Organisations

EC:

European Commission

MDGs:

Millennium Development Goals:

MEP:

Member of the European Parliament NGOs Non-Governmental Organisations

NGDOs:

Non-Governmental Development Organisations

ToC:

Theory of Change
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Appendix
Challenging the Crisis campaign Website: www.challengingthecrisis.com
Sign our Petition here: www.challengingthecrisis.com/en/action
Our Videos:
Watch our animation: www.challengingthecrisis.com/en/news/article/latest-news/
If you want to learn more about SSE, watch our webinars here: www.challengingthecrisis.com/en/socialsolidarity-economy/videos/
What do the YGAs want? Check out our ‘Youth declaration’ video here: www.youtube.com/
watch?v=BNbJ20Brn3w
Our Social Media:
Challenging the Crisis Facebook: www.facebook.com/challengingthecrisis
Challenging the Crisis Twitter: @CtCrisis
Partner Organisations:
Irish Development Education Association (IDEA): www.ideaonline.ie
Fair Trade Hellas (FTH): www.fairtrade.gr
Coordinamento di Iniziative Popolari di Solidarietà Internazionale (CIPSI): www.cipsi.it
Fondazione Culturale Responsabilità Etica (FCRE): www.fcre.it
Instituto Marquês de Valle Flôr (IMVF): www.imvf.org
Slovenian Global Action (SLOGA): www.sloga-platform.org
Fundación Economistas sin Fronteras (EsF): www.ecosfron.org
Useful Campaigning Information:
www.powercube.net
www.unicef.org/evaluation/ﬁles/Advocacy_Toolkit.pdf
“Advocacy: People’s Power and Participation Guide” by UNICEF available at: www.advocate-forchildren.org/advocacy/important_concepts_social_justice/legitimacy
Kouvaras, G & M. Sarli “Making your case: Advocacy Toolkit for Development Education and Awareness
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Raising” DEEEP, 2012
www.hongkiat.com/blog/77-catchy-and-creative-slogans/
Rose, Chris. “12 Basic Guidelines” www.campaignstrategy.org
Bhargava, Rohit. “Does advocacy work better online? Web Blog post, IMG 27 Jan. 2006
results.org.uk/sites/default/ﬁles/Create%20and%20deliver%20and%20EPIC%20talk.pdf
Stein, D & C. Valters “Understanding Theory of Change in International Development: a Review of
Existing Knowledge”. Asia Foundation & The Justice and Security Research Programme, July 2012
Barkhorn, I., Huttne N. &, J. Blau. “Assessing advocacy” Stanford Social Innovation Review, Spring 2013
Organisations working on SSE
Ripess: www.ripess.org
European Parliament Social Economy Intergroup:
www.europarl.europa.eu/pdf/intergroupes/VIII_LEG_20_Social_economy_20150521.pdf
European Commission – Social Economy in the EU:
www.ec.europa.eu/growth/smes/promoting-entrepreneurship/we-work-for/social-economy/index_
en.htm
UN Inter-Agency Task Force on Social and Solidarity Economy:
www.unrisd.org/unrisd/website/projects.nsf(httpProjects)/4E0A25FB1D874CB1C1257C45004E1952?OpenDocument
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