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"I raise my
voice not
so that I
can shout,
but so
that those
without a
voice can
be heard."
Malala Yousafzai, Youth leader
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Introduction

Today there are over 1.2 billion adolescents (aged
10-19) in the world. Nearly a quarter of the people
in Sub-Saharan Africa are aged 10 to 19.
The health and nutrition of adolescents are
becoming global priorities, and your participation
is so important. You have the best understanding
of young people’s needs, how to address them,
and how to get them involved. Because of this,
your voice can be an incredibly powerful force for
bringing about the changes you want to see.
With this in mind, this toolkit was created through
a participatory and collaborative process with
Scaling Up Nutrition (SUN) Youth Leaders for
Nutrition, supported by Save the Children, GAIN,
and Anthrologica.

Although activities like fundraising
and conducting surveys can support
an advocacy campaign, they are not in
themselves considered advocacy.

To help you on your way, this Toolkit
includes:
- Advocacy planning booklet
- Briefs on nutrition issues
- Briefs on issues that impact nutrition
- Templates and forms
- Additional resources

Identify
the
issue

A toolkit for youth advocates,
designed by youth advocates.
What is advocacy?
Advocacy is a set of organised
activities designed to influence the
policies and actions of others to
achieve positive changes, based on
the experience and knowledge of
working directly with communities.

Who is this toolkit for?
Any young person with a desire and drive to create
change can become an advocate. This toolkit
focuses specifically on helping you to improve
the nutrition of adolescents and youth in your
community, but the approach can be applied to
other issues too.

Identify
the
causes
Set goals
and
objectives

Monitor
feedback

Funding
and
budgeting

Advocacy
cycle

Plan tactics
deliver
messages
Develop
messages

Anticipate
obstacle

Identify
targets
and allies
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What is in this toolkit?
a) Step-by-step guide: This toolkit will help you
design, develop, and implement an advocacy
strategy for improving adolescent nutrition. It will
take you through identifying your issue, planning
your campaign, delivering your messages, assessing
your progress and reporting back to your
community. But remember, advocacy is an ongoing
effort. It is not a straight road but a ‘cycle,’ which
may often mean going back to a previous step to
adjust your plan.
b) Nutrition Briefs: This toolkit also contains a
series of short briefs with important facts about
adolescent nutrition and how nutrition connects
to other issues affecting young people. There is
also a map showing the links among those issues
and their connection to adolescent nutrition. The
links with other issues are key to understanding
the nutrition issues and the ways you might
address them.
c) Tools and templates: The toolkit also includes
a glossary of key terms, additional resources
and templates to help you as you develop your
campaign.
Any time you see bold red text, this points you
to another part of the toolkit where you can find
more information.
You can make change happen good luck!
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"Young people always
surprise you. Never
underestimate their
innovation, what they
feel, what they sense,
and what you think they
don't know. They may
be young and have less
experience, but they're
perceptive and sharp.
That spark is what we
need to focus on, nourish
and grow."
Kgomotso Seko,
Graça Machel Trust

Step 1: What do you want
to change?
Identifying the issue
The first step in developing your advocacy strategy
is to decide what the key nutrition problem is
for young people where you live. The box below
highlights the broad issues impacting adolescents
globally:
• Undernutrition, including thinness and
stunting
• Micronutrient deficiencies (e.g., anaemia
among adolescent girls)
• Overweight/obesity and diet-related NCDs
• Double/triple burden: A combination of two
or more of the above problems
Check out the Nutrition briefs for more
information on these topics.
Talk to other young people: It’s important to
talk with other young people in your community
to understand what matters most to them. Have
they noticed problems that you haven’t? What do
they think about your ideas?
There are lots of ways to bring people together,
including:
• Existing groups: go to where young people
already are, e.g. schools, youth groups, sports
groups.
• Self-organising: gather a group of young
people from your community. Post a notice
in a place where young people meet up (e.g.
a community centre, football pitch, health
centre or water well). Send out a notice to a
WhatsApp or Facebook group.

Remember to be inclusive: Consider how
you can involve young people who are often
excluded (for example, children who don’t go to
school, children with disabilities or children from
indigenous communities).
Safe spaces: Find a space where young
people feel safe to speak openly. Think about
what could prevent them from taking part
and what you can do about it. Who will they
feel most comfortable talking to? When and
where can the meeting be held to make it
easy for people to attend?
The first thing I do when
planning an advocacy campaign is...
"Research. I can't learn enough about
a topic, the main players, the [pressure]
points, it's all important data and
education to use towards building
a campaign."
Sloane Davidson. Founder/CEO, Hello Neighbor
Research, research, research: Once you have an
idea of the problem you want to solve, you need
to really understand it.
• Consult with others: Continue to discuss
the problem with other young people. Who’s
impacted, how and why? Why hasn’t the
problem been solved yet?
• Existing research: What has already been
done that you can learn from and build on?
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• Ask experts: Talk to other organisations
working on similar issues to see what they’re
doing, particularly in your country or area.
Think about how you could work together
and support each other. In the Additional
Resources section in this toolkit, you can find
information about nutrition and other linked
issues to get you started.
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Who, what, when, where, why: Here are some
questions to try to answer during your research.
To help identify the problem, think about:
• Who is most affected (what population
group: by gender, by status – such as out-ofschool adolescents)?
• What most affects them (the key nutrition
issue, as discussed above)?
• When they are affected? Is this a continuing
problem? Does it only affect younger
adolescents or older adolescents?
• Where do you need to target your efforts?
Are there particular communities, or
particular locations, such as refugee camps?
• Why are they affected? What are some of
the causes of the problem? (We’ll look at this
in more detail in the next chapter).

REMEMBER!
Nutrition and other issues, such as child
marriage, youth pregnancy and education,
are closely linked. Talk to your peers about
how different issues have an impact on the
nutrition of young people in your community.
Check out the briefs on links between
nutrition and other issues for more
information!

"Young people should
be at the forefront of
global change and
innovation. Empowered,
they can be key agents
for development
and peace."
Kofi Annan, former UN
Secretary-General

CASE STUDY
Finding your advocacy focus from
personal experience
Loveness Mudzuru and Ruvimbo Tsopodzi
Loveness and Mudzuru were two girls
that were forced into marriage at only 16.
Ruvimbo says she was made to sleep outside
when she was pregnant and was beaten, until,
as she says, ‘I realised that this abuse should
not happen to me or to another girl child.
This motivated me to take the issue of child
marriage to court’.
With support from two NGO and Girls Not
Brides, an international organisation working
to end child marriage, Ruvimbo and Loveness
appealed to the Zimbabwe constitutional.
Their appeal asked the court to amend the
Marriage Act, which at that time allowed girls
under 18 to marry with parental permission,
and outlaw child marriage. The girls won their
case in 2016, a huge step towards ending a
practice that affected nearly a third of all girls
in Zimbabwe.
(Courtesy of Girls Not Brides)
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Step 2: What are the roots
of the problem?
Identifying the causes
Now that you’ve identified your issue, you need to
figure out what’s CAUSING that problem in your
community.
Root Causes: A very helpful tool for identifying
the root causes of your issue is a Problem Tree
Analysis.
• Start by researching your issues to find out
some of the underlying causes. The briefs in
this toolkit and links in Additional Resources
are a good place to start.

• Do the problem tree analysis as part of your
consultation with other young people.
• Try to confirm your analysis with experts,
such as other organisations working on
this issue
Below is an explanation of the problem tree
analysis, and you’ll find a simplified example on
the next page. There’s also diagram in the Tools
section you can use as a template.

Leaves
These are the effects and
consequences of your problem –
how does it affect people.

Roots

Tree Trunk
This is your
defined problem,
from Step One.
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These are the root causes of your
issue (why it exists), and defining
them can help you target your
proposed solution and to narrow
your issue. It can be really helpful
to think through the roots in detail.
Most root cause analyses follow a
structure of cause until you arrive
at a root cause.

EXAMPLE: Root causes
When doing a root cause analysis, it’s important to keep asking ‘WHY?’ at each step.
• For example, if your issue is adolescent obesity, you might ask, WHY are young people in my
community overweight? You might think about a couple of main causes: inactivity and poor diet.
• For each of these, ask why again: WHY do adolescents have poor diets? There may be a few
causes, such as people are not able to get diverse, nutritious, fresh foods and/or are eating too
much fast or processed food.
• For each of these, ask why: WHY are young people eating too much processed food? Again,
there may be several reasons, each with its own cause.
• Keep asking ‘WHY’? to get to the root of the problem. You can then look at the analysis to decide
where you want to focus your efforts.

Effects
Adult NCDS

Adolescent
health issues

Psycho-social
issues

Adult
obesity

Early onset
NODs

Bone
fracture

Osteoarthritis

Problem

Adolescent obesity

Causes

Overnutrition
(too many
Kcalories)

Overeating

Lack of
knowledge

Not enough
healthy food
available

Too much junk
food

Junk food
more available

Lack of
exercise
Lack or
knowledge

Lack of
education

No place to
exercise
Unfriendly
environment
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Step 3: What's your high
5 moment?
Setting goals and objectives to make
change happen
Now that you know the problem you want to
tackle and understand its root causes, it’s time to
think about what you want to change.
What’s being done now? It’s important to
understand who else is working on an issue, to
see what has or hasn’t worked, and also to see
if there’s an opportunity to work together with
others.
What kind of solution will work? The solution
to a nutrition issue might involve behaviour
change, like motivating people to make healthy
food choices where they have good options
available. It could also involve policy change,
such as lobbying for the government to spend
more money on nutrition, working to change a
law, or getting the government to issue a policy
statement.
Brainstorm other solutions: Your perspective
as a young person may not have been considered
by others who have worked on your issue. You and
your peers are likely to understand better than
older adults how best to reach other adolescents.
When deciding on your issue and solution, here
are some questions to consider:
• Is this a big win? Is it worth doing? Is it both
important and urgent?
• Is this an achievable win? Is it politically and
practically possible?

12
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• Can we add value? Will this happen only if
we are involved? Is someone else better able
to do it?
• Do we have the expertise? Do we have
the knowledge and evidence to make this
happen?
• Do we have the capacity? Can we do it
really well?
Next you need to have a clear vision of what
success looks like. This is often set out through
goals and objectives.
Goals: Your goal is the change you want to see
– the long-term result of your advocacy. It could
be a change in the law, or additional funding for
nutrition, or nutrition programmes in schools.
Objectives: Your objectives are specific changes
you’ll bring about to help you reach your goal.
Make sure that you don’t have too many objectives
– 3-5 is a good number. Objectives can usually be
accomplished in 1-3 years.
It’s important that your objectives are SMART:
• Specific: they are concrete and well-defined.
• Measurable: they are expressed in terms of
numbers and quantities.
• Achievable: they can be accomplished.
• Realistic: you have the resources and
expertise to achieve them.
• Time-bound: there is a specific time frame
(date) for accomplishing them.

A SMART objective can be expressed like this:
By [when], [who] will have [done what
measurable action].
For example, by August 1, 2020, the government of
Lugovia will have added $2 million to the national
budget for nutrition programming in primary
and secondary schools. There’s a template in the
Tools that can help you develop your own SMART
objectives.
To help you focus your goals and objectives, one
great activity is to decide what the moment you
have won will look like.

"Never doubt that
a small group of
thoughtful, committed
people can change the
world. Indeed it is the
only thing that ever has."
Margaret Mead, anthropologist

EXAMPLE:
Goals and SMART objectives
Let’s go back to our obesity example from
the last chapter. After drilling down into the
root causes of obesity, you’ve decided to
focus on the root cause of too much cheap,
available junk food. To make your issue even
more specific you narrow in on young people
drinking too many sugary drinks. (Check out
the brief on Overnutrition for some data!)
You might find in your research that Mexico,
South Africa and other countries that have
high rates of obesity have reduced sugary
drink consumption by putting a tax on them,
and you want to make that your focus.
Your GOAL might be to reduce the number
of sugary beverages adolescents drink by
passing a tax on them.
One OBJECTIVE might be that by 2021 your
MP will have submitted a law to parliament
calling for a 20% tax on sugary beverages
(for them to debate).
Is that SMART?
• Specific: Yes, it has a defined action on a
particular policy measure.
• Measurable? Yes, success is measured by
submission of the law.
• Achievable? Your research should have
shown that one or more lawmakers are
willing to support this cause.
• Relevant? Yes, taxes have an impact on
sales of sugary drinks, and submitting a
proposed law is the first step.
• Time bound? You’ve set a deadline of 2021.
You’re ready to roll!
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"We have a world to
conquer... One person
at a time... Starting
with ourselves."
Nikki Giovanni, poet
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Step 4: Why hasn't the
change happened?
Anticipating obstacles
In order to overcome the barriers to change,
we need to really understand them and how
to overcome them. This is a core part of your
advocacy strategy. Understanding obstacles early
in your advocacy journey can help you:
• Be ready to deal with obstacles
(take steps to avoid them or revise
your plan if you need to).
• Avoid spending time and resources if the
obstacle is a serious threat to your project
and can’t be overcome.
Here are some reasons why change may not have
happened yet, and approaches to dealing with
each one.
Challenge

Possible
Approaches

Decision-makers don’t
know about the problem,
or its solution

Inform them! This is the
simplest form of advocacy

They know, but have no
incentive to act

Get powerful supporters for
your project

The people opposing
change are more powerful

Identify reason for
opposition and try to
neutralise them. Hold them
accountable through the
media

Another group or issue has
crowded you out

Find other organisations
you can form alliances with
or reframe your issue

There are major problems
Refine your approach
with your proposed solution

This last issue underlines the importance of
consulting with experts about your proposed
solution – something we talked about in Step 3.
Keep examining your approach throughout your
advocacy journey to make sure it’s accomplishing
the change you want to bring about!
Being prepared for opposition means
understanding it. For engaging with individuals
and groups, it’s important to know:
• Their motivations
• Their goals, strategies and tactics
• Where their strength comes from
(who supports them?)
• What their messages are and whether
they’re accurate
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CASE STUDY
Overcoming obstacles: GMT Youth Advocates, Zambia
The Graça Machel Trust (GMT) Youth Advocates programme
supports young people to advocate for Reproductive, Maternal,
Neonatal, Child and Adolescent Health and Nutrition (RMNCAH-N).
The GMT Youth Advocates work in their home countries with the
support of GMT (through the Bill & Melinda Gates Foundation) and,
when possible, in coordination with an organisation in their home
country.
The programme was launched in four countries. In Zambia, however,
no organisation could be found to support the GMT Youth
Advocates. This could have been a problem for the Youth Advocates,
as they had expected to coordinate with an existing organisation
when they planned their campaign strategy. But this didn’t stop
the Zambia Youth Advocates! They quickly revised their campaign
goals and objectives and decided to focus on a project they could
accomplish more independently: to raise awareness of Sexual and
Reproductive Health and Rights (SRHR) among the youth in Zambia.
The Zambian Youth Advocates carried on with this project and
went on to work on a Budget Analysis project, which tries to
understand how much of the government’s money is spent on
health programmes. The project was due to be completed by end
of February 2019. The research collected will be used to develop
an Advocacy Strategy on SRHR services and information on young
people, aimed at targeting young people, government and private
sectors.
This case study highlights: a) the importance of revising your
objectives if you face a problem; and b) the benefits of working with
an organisation that can help to support you when things don’t go as
planned!
(Courtesy of Graça Machel Trust)
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EXAMPLE: barriers and obstacles
When you decided on your goal and objectives, you knew that the soda companies would oppose
your tax. But as word about your campaign plan started to get out, you started to hear that some
local shop owners are also going to oppose you. You didn’t expect this, but it’s still early in your
planning process, so you try to figure out how you’re going to deal with it.
The first step is to gather information on the barriers that have appeared:
• Goals and messaging: You find out that the shop owners are telling people that they shouldn’t
support a sugary drink tax. They say sodas are good for people because they’re cheap energy and
they help people who are too thin to put on weight.
• Motives and supporters: You find out that the shops make a lot of money from soda sales and
that the soda companies pay shop owners to have soda brand names painted on the side of their
shops.
Knowing this information, you can deal with this obstacle! You can craft messages that give
people the real facts (sodas are empty calories and not healthy and can contribute to obesity and
diabetes) and you can tell them that the shop owners may be influenced by the money coming to
them from sugary drinks. But remember, be careful to use only factual information and not spread
rumours or make personal attacks.
You’ll learn more about messaging in the next chapter.

Adolescent Nutrition Advocacy Guide
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Step 5:
Who can help make change?
Identifying targets and allies
Once you’ve decided what you want to change,
you need to figure out who can help make that
happen – your stakeholders. Remember to think
about people who can support you, but also
people who might oppose you.
• Primary Targets are people who can
directly bring about the change you want
(e.g. lawmakers, ministers, school principals,
anyone that makes or enforces policy).
• Secondary Targets (influencers) are
people who can influence the primary targets.
These are the people you’re most likely to
directly connect with.

Power Mapping can help you to identify who
to target and how to connect with them. Start
with your main target in the centre and then map
the people who can influence them. The graphic
below gives an example and describes the ‘Five Ps’
– the categories of people who may influence your
target. If you can’t reach a target directly, maybe
you can reach one of their influencers.
After you’ve brainstormed targets, you may need
to do more research so you know their positions
on your issue. Have they spoken/written about it,
or voted on it?

YOU
Friends family
colleagues

Friends family
colleagues
Academics

Target
voters

Reporters

Trade
unions

Business

Friends family
colleagues
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Friends

Family
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Friends family
colleagues

Public
Members of the public that the decisionmaker cares about. Think about their target
voters, or respresentatives of important
groups.
Peers
Friends, family and colleagues - people the
target lives with, plays with, has dinner with
etc.
Policy community
Respected academics and commentators
Press
Think specifically about name reporters,
editors, opinion-formers that the decisionmaker or large group or his influencers read
regularly.
Partners
Groups/people who support and strengthen
your decision-maker and are critical to their
functioning - business, trade unions, etc.

YOU DON'T HAVE TO DO THIS ALONE (AND YOU SHOULDN'T)!
In Swahili, the phrase ‘umoja ni nguvu’ means ‘unity is strength’. As you identify your targets,
this is the time to think about working with others.
You may find organisations with shared interests in your issue, or in an issue that’s interlinked
with yours (for more information, check out the briefs on education, child marriage, gender
inequality, adolescent pregnancy and WASH and adolescent nutrition).
Alliances with other groups will increase your visibility and the strength of your message and may
give you access to valuable support and resources. If you can connect your work with an existing
project, you’ll really benefit!
It can be helpful to map your targets based on
how much they care about making your change,
and on their position (whether they support your
campaign and how much). You can use a grid like
this one, also included in the Tools, which gives
you some tips on how to deal with people who fall
in each area.
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It’s also good to think about their ability and power
to help (or oppose) you. How much can they help
you achieve your objectives?
While you’re analysing targets, it’s a good time also
to look for allies and partners (who may at first
be among your targets).
Engage: They are already on board! Engage with these

HIGH INTEREST

targets and try to form an alliance or connection to help
your adocacy campaign gain momentum
Persuade: Little interest in your issues. Engage

Lawnmaker

Shop owners

showing data and highlighting you supporters.

Community youth
Parents

AGAINST

Religious leader
Local government

LOW
INTEREST

Convince: No opinion on the issue. Persuade them
IN FAVOUR

Community
members
without
adolescent
children

to support by sharing knowledge backed by research.
Show that you can provide an effective solution to an
important issue.

Monitors: Against the issue/no interest. Monitor them

incase their position or interest levels change.

Neutralise: Opposition. Neutralise influence by
researching their position and arguments to counter
them on their own data. Always be careful and use
ethical practises.
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CASE STUDY
Jade Delgado, Hanitra Rarison, and
the power of coordinated action

EXAMPLE: Mapping your targets
So, how might you evaluate some of your
targets for the soda campaign?

Jade and Hanitra are SUN Youth Leaders in
the Philippines and Madagascar, respectively.
Jade is also a Girl Scout in her home country,
the Philippines and Hanitra is a Girl Guide
in her home country, Madagascar. Both
have created campaigns that tap into the
existing Girl Powered Nutrition programme
supported by the World Association of
Girl Guides and Girl Scouts (WAGGGS).
Jade’s campaign, SHEroes for Girl Powered
Nutrition, involves lobbying youth councils
in the Philippines to support Girl Powered
Nutrition and to include Adolescent
Nutrition in the Youth Development
Plan. Hanitra’s campaign involves raising
community awareness about adolescent girls’
nutrition needs and training other young
people as nutrition advocates and educators.

This issue directly affects young people in
your community, so you might put them in
the ‘high interest’ and ‘partially in favour’ part
of the grid. Many of your activities will be
working to convince your peers to join your
advocacy campaign. You can think of them as
having medium-high power (their support is
key, but they can’t directly change the law).
During your research you found a lawmaker
who is in favour of our proposed soda tax;
he’s also pretty high in power because he
can actually introduce the soda tax law to
parliament. You’ll want to focus a lot of
attention on engaging him.

Jade and Hanitra’s campaigns are completely
their own creations, but each is able to
coordinate with the bigger WAGGGS
programme. This means they have access
to WAGGGS support, resources, and
mentorship. They also benefit from the
bigger reach of a large organization, as well
as from the good reputation of WAGGGS.
The connection to WAGGS means their
messages have more power when Jade and
Hanitra take them to their campaign targets.

20
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Then there’s the shop owner group that
plans to oppose us… we talked about how to
neutralise them in Step Four!

"If you ever think
you're too small to
be effective, you've
never been to bed
with a mosquito."
Wendy Lesko, President,
Youth Activism Project

Step 6: How to communicate
your change?
Developing your key messages

ISS

N
IO

Make sure it speaks to your targets and allies:
Think about how your issue impacts different
people and what kind of language will best reach
them. Different targets will also have different calls
to action.

T
LU

But just including these elements isn’t enough!
A good message is:
• Simple, clear and direct. Don’t use jargon
and technical language.
• Evidence-based. This is where all your
research becomes really important. Include
data and facts to show the impact of the
problem.
• Engaging. You need to make people care
about your issue, and to inspire them to act.
Be memorable! This is where personal stories
and key facts become so important.

SO

Your message should include a statement of the
issue (the problem), your proposed solution
(your goal and/or objective), and a ‘call to action’
(what it is you’re asking them to do). The message
triangle (on the right) can help you remember
what your message should include.

UE

Your next step is to develop key messages that
get other people involved in your campaign.

CALL TO ACTION
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The EPIC pitch
You should prepare and learn a ‘pitch’, a short message that you can share any time you get 30
seconds of someone’s time. Include the elements below to make your pitch EPIC!
Engage your listener (snappy opener)
Present the problem (fast facts)
Inform about a solution
Call to action (what can they do?)

EXAMPLE: Key messages
For your sugary drink tax proposal, you may need to come up with different messages for each
of your targets. The samples you see below have the same content, but very different tones for two
different targets. You also may want to use different channels to deliver these messages (see Step 7).
For an MP who has been open to helping get the law submitted to parliament, you may want to be very
factual and a bit formal, and put your message into a formal letter:
‘The rate of obesity and overweight among adolescents in our district is 30% and it’s growing every day.
Young people are starting to develop diabetes and heart disease while they’re still teenagers. A major
cause of this is ‘empty calories’ from sugary drinks; half of all teenagers in this country drink a soda every
day, and a quarter of them drink 3 or more sodas. We need to do something here to discourage young
people from these unhealthy beverages. South Africa, Mexico and other countries have enacted taxes
on drinks that contain added sugar, and consumption has gone way down. We need you to introduce a
law proposing a 20% tax on sugary drinks here in this country as well’.
For other teens: Your language might be more casual, and you’ll want to think about delivering it in
an engaging way – can you turn it into a rhyme? Perhaps you can perform it and post it on social
media. The basics are still here:
'People our age used to be pretty healthy
And diabetes once was a disease for the wealthy
But now lunch is some chips and a sugary drink
Gotta do something now - so let's all think
Stop drinking that soda, put down the lemonade
Or you'll find out soon that there's a health price to be paid!
And one more thing, I wanna share some facts
We can help fix this problem with a sugary drink tax
Need to talk to our people, let them know that we care
This message is something we all have to share!'
You can find more examples and tips on communication methods in the Tools section
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CASE STUDY
Olalekan Sipasi and the importance
of story-telling
Olalekan Sipasi almost lost his life because
of the poor health care system in Nigeria. He
was on his way to a rural village to speak to
young people when he had an accident and
was badly hurt. Through sheer dedication,
he made it to the village and gave his
presentation. However, for the next several
days he lived through the nightmare of going
to several hospitals and clinics and being
refused help. He was told that there was no
doctor on duty, that the doctor on duty was
at his home and wouldn’t come in without
payment, or that no sanitary supplies were
available to clean and bandage his wound.
He finally made it back to his home in Lagos
after losing a lot of blood and ended up
hospitalised for two weeks.
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Shortly after this, Sipasi joined the
#MakeNaijaStronger campaign of ONE in
Africa and became a health care activist – in
addition to his sustainable agriculture and
climate change work. Today when he goes
out to advocate for improved health care
and health care funding in his country, he
uses his own experience in his messages,
giving people a powerful and personal
example of what poor health care looks like.
As he puts it, ‘story telling is key in advocacy’.
As a result of the #MakeNaijaStronger
campaign, the government of Nigeria
dedicated a big piece of its budget to funding
primary health care. That’s real impact!
(Courtesy of Sipasi O. A., CEO/Founder,
Protect Ozone Sustainable Livelihood
Initiative)
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Step 7: How can you make
change happen?
Planning your tactics and
delivering your messages
You’re making great progress!
You’ve identified your issue and its causes
(Steps 1 and 2), your goal and objectives are set
(Step 3), and you have a strategy for dealing with
different types of obstacles (Step 4). You know
who can help you (or block you) (Step 5)
and have developed your messages (Step 6).
Now’s the time to plan your campaign tactics –
to figure out how you’ll spread your messages,
influence your targets and overcome the barriers
to change. This is the fun stuff!

Tactics and activities: There are a lot of
advocacy activities you can plan, but it’s important
to prioritise. What are the activities that can have
the most impact with the least effort? Think back
to the barriers you identified in Step 4, too, and
what approaches might best address them.
Activities you might consider include writing
letters, policy briefs, blog posts and opinion pieces;
meetings with targets and influencers; petitions
and letter-writing campaigns; appearances at
public events; radio, television or newspaper
interviews.
Also think about what resources you need to carry
out your activities. Will they cost money? Do you
need other people to help? What about supplies
and location?

Make sure you think SMART about your activities.
Who will do what specific task, by when? This will
let you keep track of your progress (take a look
at Step 9: Monitoring and evaluation, for more
information). Make sure that what you’re planning
is achievable in the time-frame you’ve planned.
Remember, you may need to work around your
school or work schedule, or a lawmaker’s meeting
schedule.
Delivering your Messages: When planning your
tactics, think about how and where to best share
your messages with each of your targets. The table
below gives some tips on deciding how, when and
where to reach different groups. More examples
and top tips can be found in the Tools.
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Think about what would interest you. Be creative! Can you start a club,
communicate your message through a public dance or song performance,
coordinate with other youth organisations, etc.?

Other youth

Try to reach a larger audience. Can you post photos or recordings of
the event on social media? Start a blog? Post fliers? Can you start a hashtag
trend or a challenge? Tell a digital story?
Include hard-to-reach youth. Do you need separate meetings for girls
and boys, or for young people who aren’t in school? The more voices and
viewpoints you gather, the more powerful your campaign.

Community
(parent,
grandparents,
teachers,
local civic
groups)

Local leaders
& government
officials
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Think about where people share information in your community.
Do different groups of people meet in different places? What media do
they use? Could you get your message on a local radio station? Write an
op-ed for a popular newspaper?
Use your youth members as advocates of change. Your members
can speak to their parents, grandparents, other family members, teachers,
neighbours, etc. Personal conversations about the health and nutrition
issues that affect the youth in their lives can be incredibly compelling!

Direct is best. A one-on-one meeting with local and government leaders
can be very effective. It’s a chance to give them the facts to support your
position and your proposed solution. Setting up these meetings can be a
challenge.
Can someone introduce you? Can you call or write to request a meeting?
Use your contacts and network, and ask your mentor for help.
But indirect can work too. High-profile public events (regional meetings,
global nutrition conferences, World Food Day) can all be opportunities for
you to get your campaign in front of officials. And don’t forget social
media!
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Remember, for every message and every target,
think about WHO you’re targeting, WHAT you
want to say, and HOW, WHEN and WHERE you’ll
deliver it.
Above all, be creative! Creativity, passion and
understanding how to connect with other
youths are key things that only young people can
contribute to nutrition advocacy!

YOU can also use your talents to make
important changes. Find your voice and use
your strengths and passions – art/music, vision/
commitment, organisation/planning, or any other
important skills.

CASE STUDY
Sonita Alizadeh and the power of creativity and passion
Sonita was almost a child bride at age 10, and again at age 16. At that time, she wasn’t famous,
she just wanted to find a way to make her voice heard and to bring about change on issues that
affected her and other young people. She used music to express her views, writing songs like
‘Brides for Sale’, about child marriage.
She soon posted a music video on YouTube and it went viral. Through her passion, talent and hard
work she brought attention to her cause, and has since become an advocate for social change,
with a particular focus on child marriage. Sonita is a Girls Not Brides champion, which is the global
partnership to end child marriage. She has used influence to speak out at various events to call for
an end to child marriage, including as part of a panel on child marriage ahead of the 35th session of
the Human Rights Council.
She used her talent to get people to listen and to change!
(And check out the video of Brides for Sale;
the images are as powerful as her words.)
(Story courtesy of Sonita Alizadeh)
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EXAMPLE: Activity planner and timeline
The table below has a couple of the key activities for your sugary drink tax campaign.
You decide to start off with a fun event for local teens, to let them know about how bad sugary
drinks are for them and get them talking about our campaign. Marisol, a member of your core
planning group, is in a theatre group and she has written a skit that spreads your message.
You’re going to follow that by preparing a policy brief to be sent to members of parliament to
inform them about the issue. (A later activity will be for David to send copies of the brief to 30
lawmakers by July 30 – SMART!).
SMART
Objective
20%
tax law
presented
to
parliament
by 2021

Activity

Target(s)

Resources Needed

Kickoff event
in local park
to sensitize
community
Prepare
policy
brief for
lawmakers

100
Adolescents
in
community
30
Lawmakers

Permit to use park;
supplies for posters
announcing event;
volunteers
Library and computer
access

Who is
By date
responsible?
Marisol
1 July

David

15 July

You may also find it useful to put together an advocacy timeline, setting out your activities by
month. Here’s an example, and there is an Activity Planner template in the Tools section as well.
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Date

Activity

July

Kickoff event
Preparation of policy briefs

August

Distribution of policy briefs
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Outcomes and outputs
(what does success look like?)
100 adolescents attend kickoff event.
One brief supporting soda tax drafted.
Cover letter to lawmakers drafted.
Briefs sent to 30 lawmakers.

Step 8: How can you pay for it?
Funding and budgeting

A lot of your campaign activities won’t cost you
much, if anything. But you may need to do some
fundraising along the way and it’s important to
know how to find and then approach potential
funders. You also need to plan your expenses.
Identifying funders: Start with individuals,
businesses and organisations in your community
who might have an interest in your campaign.
You can also research grant opportunities on line;
there are some ideas in Additional Resources.
Making the ask: Write to your potential donors
or visit them in person. You’ll find a sample letter
to a donor in the Tools. Some donors may have
a specific process to apply for funding, either a
paper application or an online form, so try to find
this out.
However you contact them, be ready to:
• Inform them about your issue and your
campaign, including the impact you expect it
to have
• Tell them exactly what the funds will be used
for
• Give them a timeline for completion
• Show them that you have the ability –
the skills and commitment – to succeed
• Show them that this is an issue worth
caring about – let them see your passion!

Budgeting: It’s a good idea to write out a basic
budget that includes your expected revenue and
expenses.
Revenue is the money you have available to spend
and includes any grants, fundraising or money you
expect to receive from other sources.
Expenses are the costs of your planned activities
and any other general costs your campaign
might have, like phone cards for volunteers,
transportation, office supplies, postage for your
letters, permits or equipment you might have to
rent for a public event.
As you plan your activities, try to be as specific
and detailed as possible in listing your expenses.
There’s a basic budget template and expense
tracker in the Tools that you can use for this.
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EXAMPLE: Budgeting and expenses tracker
Remember the planned kickoff event from Step 7? Let’s try to figure out how much that would
cost. This number will be just one part of the expenses in your budget – you need to add together
the costs of each of your planned activities.
Description
Permit to use park
Poster printing
Loudspeaker rental
Water for
volunteers
TOTAL

Expected Cost
$5
$10
$10
$5

Source and date of expected funding
Bake sale, May 30
Donation from local business, June 15
Bake sale, May 30
Donation from local business, June 15

Actual Cost

$30

As you begin your fundraising planning, you can add target dates and funding sources into this
tracker as well. Later, when the activity happens, you can fill in your actual costs for each of these
things, as well as any other expenses you didn’t plan for.
A simple budget might look like this`;
REVENUE
X Foundation Grant
Bake sale fundraiser
Total Revenue

Year 1
$150
$25

Year 2
$200
$25

TOTAL
$350
$50
$400

EXPENSES
Printing & Copying (for all of our publications,
not just the poster above)
Postage (for mailing things like letters to targets)
Equipment Rental
(for all events, not just the rally!)
Food & drink
Total Expenses

Year 1
$75

Year 2
$50

TOTAL
$125

$10
$75

$20
$65

$35
$140

$50
$210

$50
$185

$100
$395

(You’ll have more categories of expense in a real budget; this is just an example.)
Remember, you need to make sure that your expenses (costs) are not more than your revenue
(the money you expect to have available). Watch out for any unplanned expenses or things that
cost more than expected so that you don’t go over budget!
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CASE STUDY
Webster Makombe and approaches to funders
Webster is a SUN Youth Leader from Zimbabwe. He campaigns to reduce stunting in his
country by focusing on how it impacts human and economic development. His strategy includes
working to change economic policy, and sensitising lawmakers and the public to the importance
of good nutrition.
Webster is in the process of obtaining funding for his campaign. At a SUN Youth Leader event, he
used his networking skills to make contact with a senior official of an important prospective funder
with international reach. This official put him in touch with the country director for Zimbabwe,
who asked to see his campaign plan. The funder then asked Webster to prepare a detailed budget
proposal so that they could look seriously at providing the funding he asked for. Using the tools
in this toolkit, Webster was able to do so. In considering his success so far, Webster says, ‘I think
showing a high level of commitment and passion when talking to or speaking in front of potential
funders is key’.
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Step 9: How do you
assess your progress?
Monitoring and evaluation…
and feeding back
Monitoring is about whether you’re making
progress on the way to accomplishing your
objectives. It’s focused mainly on whether you’ve
completed your planned activities on time, on
budget, and in the numbers you planned. This
links back to your objectives in Step 7 (remember,
you have to think SMART!).
It’s important to think about WHAT you’re hoping
to accomplish, HOW you’ll measure it, and WHO
will keep track of what you’ve done. Keep track of
your progress as you finish each activity.

Monitoring might look at things like:
• Did you get the expected number of
signatures on your petition?
• Did you send the planned number of letters
to representatives?
• What percentage of surveys that you sent
out were returned completed?
• Have you attracted as many new members or
followers on your twitter feed or Facebook as
you planned to?
Track your progress with the sample monitoring
framework you’ll find in the Tools!
Evaluation is usually done at the end of your
campaign, and it looks at whether your objectives
have been achieved: the strengths and weaknesses
of your strategies, how effective your campaign
was, and the lessons learned.

In advocacy evaluation, you probably won’t look
at the impact of your project on nutrition (for
example, whether malnutrition has improved
in the target community). Instead, you’ll usually
look at the impact of your project on your policy
outcome. You might look at:
• Whether key lawmakers changed their view
on your policy
• Whether (and how many) lawmakers voted in
favour of your proposal
• Whether a policy was changed/enacted
Feeding back is part of being accountable to
the communities you engage with. If you’ve
asked them to help with your campaign, it’s your
responsibility to keep them up-to-date!
• Use your monitoring results to let them know
what you’ve accomplished.
• Ask them for their input on how the project
has affected them and what they see as
positive and negative things about the
campaign so far.
• Use their feedback to constantly review and
adjust your advocacy strategy and activities.
There’s no set way to do this. You can talk to local
leaders, hold a town hall meeting, send out written
progress reports, or, if you’ve compiled a good
contact list (see Step 7), send out a WhatsApp or
other social media message. The important thing
is to keep them involved. Their participation is key
to your success.
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EXAMPLE: Monitoring and evaluation
Monitoring doesn’t have to be complicated. Look back at your planned activities from
Step 7 – the preparation of policy briefs and the kick-off rally.
Did David finish the policy briefs by July 15? If so, you get to put a great big tick next to that
(and you have a reason to celebrate!)
Did the kick-off rally happen on time? Yes. Did the drama show go off as planned?
Yes. Did the crowd respond to it? Yes. Did 100 adolescents attend? No, only 40.
So what can you learn from that? This is the time to look at WHY you didn’t quite do what you
planned and HOW you might do things differently next time. Was your activity held at a bad time?
Was it poorly advertised? Was it unappealing to your target audience? Or did you maybe set your
attendance goal too high for your target community?
Activities that rely on other people – like a rally – can be more of a challenge than those that rely
on one person. Don’t be discouraged if things don’t work out as planned – just adjust and keep
going!

"There's a radical - and wonderful - new idea...
that all children could and should be inventors of
their own theories, critics of other people's ideas,
analysers of evidence, and makers of their own
personal marks on the world. It's an idea with
revolutionary implications. If we take it seriously."
Deborah Meier, educator
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Tools
Advocacy Planning Checklist
Adapted from IPPF, ‘Young People as Advocates:
your action for change toolkit’
Step 1: Identify the issue

In progress

Done

In progress

Done

In progress

Done

In progress

Done

In progress

Done

Talk to other young people
Research issues impacting your community
Ask who, what, when, where, why?
Talk to others working on this issue and experts
Refine your issue
Step 2: Identify the Causes
Research the causes of your issue
Fill out the Problem Tree Analysis Template
Confirm your analysis with experts on the issue
Step 3: Set goals and objectives
Brainstorm solutions
Research what’s already being done
Develop your long-term goal
Fill out the SMART Objectives Template
Step 4: Anticipate obstacles
Brainstorm obstacles you might encounter
Research responses to opposition
Prepare strategies for overcoming these obstacles
Step 5: Identify targets and allies
Identify primary targets
Identify secondary targets
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Research your targets positions on your issue
Fill out the Target Grid Template
Brainstorm strategies for your targets
Think about the power of your targets
Identify and reach out to allies & mentors
Step 6: Develop messages

In progress

Done

In progress

Done

In progress

Done

In progress

Done

Develop your key message
Become confident and comfortable with your message
Tailor your message for your audience
Develop your “elevator pitch”
Step 7: Plan tactics and deliver messages
Plan how and where to deliver messages to your targets
Brainstorm what resources you will need
Fill out the Activity Planner Template
Build in ways to expand your network
Step 8: Funding and budgeting
Identify potential funders
“Make the ask”
Fill out the Budget Template
Step 9: Monitor and feedback
Brainstorm what you will measure to monitor success
Fill out the Monitoring Template
Use feedback from your supports to refine your activities
Report your results back to your supporters
Adjust things that aren’t working
Evaluate if you’ve achieved your objectives
Celebrate successes!
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SMART Objectives Template
OBJECTIVE 1
Specific

What do I want to accomplish?
How will I do it?
What, when, where, and how?

Measurable

How will I measure it?
How many? How much?
What milestones should I set?

Achievable

Is this something that I can really do?
What and who does it depend on?
Do I have the resources I need?

Realistic

Can I do it?
What are my expectations?
What the barriers?

Time-bound

When do I want to accomplish this
objective by?

OBJECTIVE 2
Specific

What do I want to accomplish?
How will I do it?
What, when, where, and how?

Measurable

How will I measure it?
How many? How much?
What milestones should I set?

Achievable

Is this something that I can really do?
What and who does it depend on?
Do I have the resources I need?

Realistic

Can I do it?
What are my expectations?
What the barriers?

Time-bound

When do I want to accomplish this
objective by?
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Activity Planner
SMART
Objective

Activity

Objective #1

Objective #2

Objective #3
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Target(s)

Resources
Needed

Who is
responsible?

By Date

Activity Timeline
Date

Activity

Outcomes and outputs (what does success look like?)
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Activity Expense Planner
Activity

Expense Items

TOTAL

TOTAL

TOTAL
GRAND TOTAL
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Expected Cost

Actual Cost

Budget Template
REVENUE

Year One

Year Two

TOTAL

Total Revenue
EXPENSES

Total Expenses
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Monitoring Framework

Adapted from Youth Power, “A Manual on Youth Led Advocacy
SMART
Objective

Activity

Planned
outputs

(planned number
of signatures,
meetings held,
letters sent, targets
reached, etc)

Objective
#1

Objective
#2

Objective
#3
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Actual outputs
(planned number
of signatures,
meetings held,
letters sent, targets
reached, etc)

Challenges
faced (what

stopped you or
made it hard to
accomplish your
planned outputs?)

Progress
towards
objective –

how did this move
you forward?

Letter to a donor
(Adapted from World Association of Girl Guides and Girl Scouts, “Be the Change”)

Your contact details
Their contact details
Date
Re: Title – Use your project’s name, followed by a short (3-10 word) explanation in parentheses
Dear XXX: Try to find out the specific person you should write to, rather than ‘to whom it may
concern’. (Use their title and surname, e.g., Dear Dr Smith, or Dear Ms. Khan.)
[Proposal Summary]: Begin with a short paragraph outlining your proposal. You can use your EPIC
pitch to write this!
[Issue]: Provide an overview of your issue and the community it affects, using facts and data to
support your case that it’s important. If this is included in your proposal summary paragraph, you
don’t need to do it here, but you can also include a very short summary of additional facts.
[Background]: Introduce yourself; mention your background in nutrition/advocacy and any
organisation you’re working with. Outline any examples of other successful, related or similar projects
that you and your organisation (if any) are working on or have worked on in the past. It’s important
to show them if you have experience related to what you are trying to do, or if you are allied with
others who do.
[Your Change]: State your goal and objectives, then present your timeline, planned activities and
your expected results. Explain your plan to monitor and evaluate your project and how it will
contribute to the change you hope to bring about.
[Your Budget]: Summarise your budget, including both your anticipated expenses and your expected
income. You have a resources in the Tools to help with this paragraph!
[Your Request]: You can tell the donor how much funding you will need for your project, and they
can decide what, if anything, they’ll contribute; or you can ask for a specific amount. This may depend
on their donation process, so make sure to try to look that up before applying. Remember that
you may need things other than money; you may have more success if you ask people (especially
local businesses) for goods or services. And even more success if you offer to credit them for their
donation. For example, you might ask them to donate photocopying services for your posters, and
offer to add an acknowledgement at the bottom of each copy.
[Follow up]: Tell them you will follow up (in person or by phone) on your request. And do so! If they
know they will hear back from you, they are less likely to ignore your ask.
[Thank you]: Thank the potential donor for their time and consideration.
[Close]: Yours truly, Sincerely, or whatever is used in formal (business) writing in your community,
[Signature]
Your Name
Project Name, SUN Youth Leader for Nutrition, [add your country]
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Sample letter to a donor
(Adapted from World Association of Girl Guides and Girl Scouts, “Be the Change”)

Dr. I.M. Donor, CEO
The Giving Fund
2000 Hope Highway
Bigtown, Lugovia
January 21, 2020

64 Advocate Way
Bigtown, Lugovia

Re: Sugary Beverage Tax (Combatting adolescent obesity)
Dear Dr. Donor:
Young people in our country are getting more obese, more quickly, than ever before. Sugary beverages
are a big factor, and we need to find a way to address this. A tax on sugar-sweetened beverages (SSBs) is
the best approach.
In Lugovia, nearly 30% of adolescents are obese or overweight. Most eat fast food daily and drink SSBs
daily—sodas, energy drinks, sweetened juice drinks and more. One in three adolescents drink 3 or more
of these drinks every day. These drinks have a huge number of ‘empty calories’, with no nutritional value.
They are a significant contributing factor to adolescent obesity. An obese adolescent has an increased
risk of becoming an obese adult and also of developing obesity-related diseases like diabetes and high
blood pressure.
I am a Youth Leader selected by SUN (Scaling Up Nutrition) to advocate for nutrition issues important
to adolescents in our country. SUN is a global movement dedicated to promoting nutrition priorities
around the world. Before becoming a SUN Youth Leader, I worked with the NGO Eat Right here in
Lugovia. With Eat Right, I worked to promote healthy food choices in secondary schools and to advocate
for better nutrition education. I am supported in the current project by SUN and NUTRITA, a national
network of nutrition-related network of CSOs working to improve nutrition for everyone in Lugovia.
My aim as a SUN Youth leader is to reduce obesity among adolescents in Lugovia. With this project,
my objective is to get an SSB tax introduced into our legislature by 2020. In order to do this, we have
planned a series of activities to build support in the community, especially among adolescents. These
activities include a community-wide kick-off rally, town halls and social media campaigns. In order to
reach legislators, we plan round table discussions with local, regional and national government, a letterwriting campaign, and other grassroots advocacy activities.
Our budget for the above activities is $500. This includes the cost of renting speakers and other
equipment for our events, permits, printing and publishing, and other miscellaneous costs. A copy of our
complete project budget is attached.
We would greatly appreciate a donation in the amount of $500 to cover these costs. I will follow up with
you next week to discuss our request, and to answer any questions you might have.
Thank you very much for your time and consideration.
Yours truly,
Martin Abembo
Sugary Drink Tax Advocacy Project
SUN Youth Leader for Nutrition, Lugovia
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Letter to Your Government Representative: Top Tips
(Adapted from Advocates for Action “Advocacy Toolkit”)
Writing a letter to your national, regional or local
government representative is a great way to let
them know about your campaign. The more
legislators hear about an issue from the people
they represent, the more likely they are to take
action. As a constituent, your voice matters!

keep it simple and direct. Advocates for Action
suggest following this 3-step guide:
• Introduce yourself
• Set out the problem and why it is important
• Clearly state what action you want them to
take and thank them in advance for this

There is no set formula for writing to elected
officials, though it’s important that you keep it
simple and direct. It’s important, though, that you

As with other forms of advocacy, being polite
is very important!

John Smith, MP
The House of Commons
Bigtown, Lugovia

64 Advocate Way
Bigtown, Lugovia

January 20, 2020
Dear Mr. Smith,
As a young person in Lugovia I am concerned that 30% of all adolescents in our country are overweight
or obese. Despite the importance of this problem, our government has so far paid very little attention
to adolescent nutrition issues. I am Scaling Up Nutrition Youth Leader for Nutrition in Lugovia and I am
writing to ask you to change that.
The epidemic of obesity and overweight among adolescents is driven in large part by overconsumption of
sugary beverages and other unhealthy foods and drinks. The average Lugovian teenager drinks between
one and three sugar-sweetened beverages (SSBs) every day. Research has shown a strong link between
SSB consumption and obesity/overweight in young people. Obesity and overweight, in turn, lead to
many serious health problems including diabetes and heart disease.
I believe It is time for our government to take action to address this serious issue. I am asking you to
propose in parliament that Lugovia implement a 20% tax on sugary drinks. These taxes have been put
in place in other countries, including Mexico and South Africa, and they have been effective in reducing
consumption of SSBs. This is an urgent issue – the health of a generation is at stake.
Thank you for your attention, and I look forward to hearing from you.
Yours sincerely,
Martin Abembo
Sugary Drink Tax Advocacy Project
SUN Youth Leader for Nutrition, Lugovia
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Letter to the editor: top tips
(Courtesy of ACTION Global Health Partnership)
Letters to the editor (LTEs) are common and
effective advocacy tools. They are addressed to
the editor of a newspaper or other publication
and are always free to the public; they are useful
to expose issues that have been ‘under the radar.’
Unlike funding letters, letters to government
representatives, and other letters you want to
reach a specific person, LTEs are often addressed
more generally – for example, ‘Dear Sir/Madam’
or ‘To the Editor’. You’ll need to check out some
local/national newspapers in your country to see
how they’re done and address yours the same way.
Policymakers follow the media; letters to the
editor get their attention, publicize issues and
enlist support of the broader public.

LTEs are an easy way to engage policymakers, but
some may be offended if they feel outed and find
ways to punish the writer, as a result.
Best Practices:
• Anyone can write a letter
• Write to the editor of a newspaper that your
target policy maker(s)/influencer(s) read
regularly.
• Address only one issue per letter.
• Ask for something specific.
• Mention policy maker(s) by name if relevant.
• Keep your letter short (150-200 words).
• Address your letter correctly.
• Include your contact information.

LTEs are a basic approach to engage media
and often lead to news stories and op-eds by
established writers

SCHIP veto incomprehensible
The president’s veto of the State Children’s Health Insurance Program is incomprehensible.
There are 9 million children in our country who do not have health insurance coverage. Covering kids is a
smart investment. It saves money and helps kids do better in school.
I applaud Sen. Orrin Hatch and Congressman Jim Matheson for their vote last week to cover 3.8 million
uninsured children. The annual cost of this is what we spend in Iraq in 41 days! The State Children’s
Health Insurance Program has been bipartisan and has helped cut the number of uninsured children by a
third over the past 10 years.
Our members of Congress will have another chance to vote in a veto-override. I hope the rest of our
delegation will change their votes.
Scott A. Leckman
Salt Lake City, Utah
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Press Releases: Top Tips
(Courtesy of ACTION Global Health Partnership)
A press release is a news story written from an
organisational perspective to distribute to media
to record its position on something newsworthy
to the organisation and its publics.

Boilerplate. This is a short paragraph about the
organisation whose interest the release represents.
This includes information on the history, mission,
vision and core values.

When is a press release appropriate?
1. To announce important news.
2. To respond to negative news in the media.
3 .To get media attention for your event/
activities/
accomplishments.
4. To reach key stakeholders.
5. To increase visibility for your organization.

Close: A press release traditionally closes with a
specific marker, recognisable to journalists: “-Ends” and more currently “###”.

A good press release should have the
following elements:
A strong, interesting headline. This should grab the
journalists’ attention and give a brief overview of
why the following story is newsworthy.
Contact information. The name, phone number,
email, mailing postal address, and other contact
information for the person who is distributing the
release to the media.
The dateline. This is in the first line of the first
paragraph containing the date of the press release,
the city, and state. The date must be current and
all information correct from the organisational
perspective.
Body. In this section, which could consist of
several paragraphs, you should explain details,
statistics, background, and other relevant
information. Follow the Inverted Pyramid style:
Start with the most important information (who,
what, when, where, how, why). Follow with
additional information that’s less important but
helps them understand the issue, and end with the
less important material.
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Sample Press Release
Source: (http://www.action.org/newsroom/news/countries-set-to-lose-fundingfrom-global-health-organizations-are-not-read)
Countries set to lose funding from global
health organisations are not ready, ACTION
study finds
Posted on Sep 18, 2017
Washington, D.C. (Sept. 14, 2017) – While at least
24 developing countries are at risk of losing
funding from multiple multilateral institutions
for key health programs simultaneously in the
next five years, government and key stakeholders
either do not believe or are not aware that these
transitions are likely to take place. Additionally,
despite their individual transition policies, there is
little evidence of serious efforts by institutions like
Gavi, the Vaccine Alliance; the Global Fund to Fight
AIDS, Tuberculosis, and Malaria; the Global Polio
Eradication Initiative (GPEI); or the World Bank,
to tackle the multiplier effect of simultaneous
transitions in a coordinated way.
These are the findings of a policy analysis with case
studies from Côte d’Ivoire, Nigeria, and Vietnam,
carried out by ACTION Global Health Partnership
from April to August this year. “This is a very
sobering study,” says Hannah Bowen, secretariat
director at ACTION. “Tremendous gains have
been made in global health in the past fifteen
years. If the transition process is not handled
well, we could lose a lot of these gains and key
populations, especially children, will again be at risk
for preventable childhood illnesses.”
The report, Progress in Peril? The Changing
Landscape of Global Health Financing, which
will be launched in New York during the United
Nation’s General Assembly, Sept.19, looked at
Côte d’Ivoire, Nigeria and Vietnam in various
stages of transition. With a weak health system
and significant inequities in accessing health,
Côte d’Ivoire will need to dramatically increase
investments before transition begins. Nigeria’s
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health system is also extremely weak and
dependent on external funding. However, Nigeria
faces accelerated transition from Gavi, and will also
face transition from GPEI funding, likely in the next
five years, posing significant risks to immunization
systems and surveillance.
Already experiencing reduced access to external
support, Vietnam faces transition from grant
support by Gavi, reductions in the level of Global
Fund support, and less concessional loan support
from the World Bank and the Asian Development
Bank (ADB). While Vietnam has made progress
in expanding health care, key populations such as
men who have sex with men, and injecting drug
users, are at risk for a reduction in critical health
services because of reduced external funding.
“Among our key recommendations are stronger
coordination from all global health stakeholders;
multilateral institutions, bilateral donors,
implementing partners, low- and middle-income
country governments and civil society must work
together to ensure that transition doesn’t result in
less access to critical health services and poorer
health outcomes. Countries that will face transition
from multiple funding sources are particularly at
risk, “says Heather Teixeira, lead author. This study
is a call to action for the global health community.”
ACTION is a partnership of 12 locally rooted
organizations around the world that advocate
together to build political will and increase
investments for global health. Our partners:
Æquitas (India); CITAMplus (Zambia); Global
Health Advocates France; Global Health
Advocates, India; KANCO, Kenya; Princess of Africa
Foundation (South Africa); RESULTS International
Australia; RESULTS Canada; RESULTS Educational
Fund (U.S.); RESULTS Japan; RESULTS UK; and
WACI Health (Kenya).

Op-Eds & Blog Posts: Top Tips
(Courtesy of ACTION Global Health Partnership)
Op-eds are written (typically) to call attention
to alternate positions on an issue to what is
generally accepted, or to a parts of an issue
insufficiently covered or exposed.
• They are highly effective tools to set the
agenda and build momentum on public policy
issues.
• They are essential to image-building – to brand
the writer as an authority on the subject and
enhance his/her credibility
Blogs (like op-eds) are useful tools to build
issue awareness explain new concepts or alternate
points of view.
• They are especially useful when there is a need
to react immediately to an issue, without the
need for gatekeepers
• They are effective in establishing thought
leadership on select issues and in driving traffic
to related websites
• Because blogs are personal, informal and
unfiltered, compared to op-eds, they are best
used in series to establish authority and build
trust in the writer or institutional brand.
Best Practices (the hook):
• One of the most important steps in writing
a good op-ed or blog post is composing its
introduction.
• The beginning of your op-ed or blogpost is
the place to “hook” your reader – catch his or
her attention in a compelling way.
• Think about: based on your audience and
subject matter, what would best hold their
attention?
• Think along the lines of:
− A surprising fact
− An interesting anecdote or a striking

		
−

quote from an authority in the field
A personal story or human interest angle.

Best Practices (context):
• Regardless of what you chose as the hook,
you need to provide context or background to
the issue. Essentially, explain (briefly) to the
reader why your anecdote/fact/quote is
important.
• Without these one or two sentences, your
piece will not mean anything to the reader –
particularly those unfamiliar with the issue.
Even if they are familiar, the context is required.
Best Practices (thesis):
• Once you’ve hooked your reader and provided
context – present your main argument (your
“thesis”).
• Establish your position on the issue.
• What side are you on?
• Make your argument; persuade the reader to
accept it.
Best Practices (body):
The body of your op-ed or blog post lays out the
core argument supporting your thesis. Provide
evidence!
1. First paragraph
• Evidence 1: Describe the central piece of
evidence that supports your position.
• Connect the evidence to your main argument
- explain how it supports your position/thesis
statement.
2. Second Paragraph
• Evidence 2: Try using another piece of evidence
to support your position.
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Op-eds are written (typically) to call attention
to alternate positions on an issue to what is
generally accepted, or to a parts of an issue
insufficiently covered or exposed.
• They are highly effective tools to set the
agenda and build momentum on public policy
issues.
• They are essential to image-building – to brand
the writer as an authority on the subject and
enhance his/her credibility
Blogs (like op-eds) are useful tools to build
issue awareness explain new concepts or alternate
points of view.
• They are especially useful when there is a need
to react immediately to an issue, without the
need for gatekeepers
• They are effective in establishing thought
leadership on select issues and in driving traffic
to related websites
• Because blogs are personal, informal and
unfiltered, compared to op-eds, they are best
used in series to establish authority and build
trust in the writer or institutional brand.
Best Practices (the hook):
• One of the most important steps in writing
a good op-ed or blog post is composing its
introduction.
• The beginning of your op-ed or blogpost is
the place to “hook” your reader – catch his or
her attention in a compelling way.
• Think about: based on your audience and
subject matter, what would best hold their
attention?
• Think along the lines of:
− A surprising fact
− An interesting anecdote or a striking
		
quote from an authority in the field
− A personal story or human interest angle.
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Best Practices (context):
• Regardless of what you chose as the hook,
you need to provide context or background to
the issue. Essentially, explain (briefly) to the
reader why your anecdote/fact/quote is
important.
• Without these one or two sentences, your
piece will not mean anything to the reader –
particularly those unfamiliar with the issue.
Even if they are familiar, the context is required.
Best Practices (thesis):
• Once you’ve hooked your reader and provided
context – present your main argument (your
“thesis”).
• Establish your position on the issue.
• What side are you on?
• Make your argument; persuade the reader to
accept it.
Best Practices (body):
The body of your op-ed or blog post lays out the
core argument supporting your thesis. Provide
evidence!
1. First paragraph
• Evidence 1: Describe the central piece of
evidence that supports your position.
• Connect the evidence to your main argument
- explain how it supports your position/thesis
statement.
2. Second Paragraph
• Evidence 2: Try using another piece of evidence
to support your position.
• Connect this evidence to your main argument;
explain how it supports your thesis
3. Third Paragraph
• Counter Argument: Acknowledge key opposing
argument and rebut - explains why it doesn’t it
apply in your context.

Best Practices (conclusion):
• Briefly summarize your main argument and
supporting evidence. Remind the reader of
your position on the issue and tell them why it
matters – why they should care.
• End with something memorable – a call to
action or a compelling statement of what
might/could happen if your position is not
advanced by those who have the power to.
• All parts combined should amount to no more
than 800 words; blog posts can be as short as
300/400 words
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Tools: 9 Steps
To build your adolescent nutrition
Advocacy campaign
THINKING about these QUESTIONS can help you focus & build each step
Step 1: Identifying the issue

What do
you
want to
change?

TALK TO
YOUNG PEOPLE

Decide what the key
nutrition problem is
for young people where
you live

RESEARCH!!!
ASK EXPERTS

Step 2: Identifying the causes

What are
the roots
of the
problem?

Drawing out a
problem tree analysis
can help you think
through the causes
and impacts

The impacts
The problem
The Causes

Research the root
causes of your
nutrition problem:
Ask WHY?

Step 3: Setting goals & Objectives

What's
your high
5 moment

GOAL: The
long-term
change you
want to see

OBJECTIVES:
Specific changes
you'll bring about
to reach your goal

Make SMART objectives:
S pe c if ic
M e as u rabl e
A c h ievabl e
R e al is t ic
T im e - bo u n d

Step 4: Anticipating obstacles

Why
hasn't the
change
happened?
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Drawing out a
problem tree
analysis can help
you think through
the causes and
impacts
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1. Brainstorm obstacles
2. Research responses
3. Prepare strategies

Understand the
obstacles that you
may encounter and
BE READY for them!

Step 5: Identifying targets & allies

Who can
help make
change?

Decide WHO you
can target to help
you accomplish
your change

TEAM UP! Finding
allies can make your
campaign stronger
and reach bigger!

CHANGE
PRIMARY TARGETS
SECONDARY TARGETS

Step 6: Developing your key messages

How to
communicate
your change

Make
sure your
message is:

clear and simple
direct point
evidence-based
engaging

Your message should
include the problem,
your solution & a
CALL TO ACTION

Step 7: Planning your tactics

How can
you make
change
happen?

BE CREATIVE
HOW will you share your messages?
WHAT resources will you need?
WHO will be responsible?
WHERE is the best place?

Plan out activities that
will have the most
impact for your change

Step 8: Funding & budgeting

How can
you make
change
happen?

Identify funders &
make the ask for funds

You may need to do some
fundraising and plan
expenses for your campaign

Plan & budget your
revenue & expenses

Step 9: Monitoring & evaluating

How can
you make
change
happen?

Throughout & after your
campaign you will want
to measure your success

Did you get
the results
you planned?

WHY
or
WHY NOT?

Adjust things
that don't
work
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Additional resources
1. Nutrition and Health Data
WHO has a variety of resources providing nutritionrelated data, including: Nutrition Landscape
Information System (NLiS) (https://www.who.
int/nutrition/nlis/en/); Global Database on the
Implementation of Nutrition Action (GINA)
(http://www.who.int/nutrition/gina/en); e-Library of
Evidence for Nutrition Actions (eLENA)
(http://www.who.int/elena/en/)
The Demographic and Health Surveys (DHS)
Program website collects data DHS surveys (which
include key nutrition and nutrition-related data) from
countries around the world. https://dhsprogram.com/
The DHS Program STATcompiler can help you
compare your country to others and create charts,
graphs and maps for a large variety of health and
nutrition-related indicators. https://dhsprogram.com/
data/STATcompiler.cfm
The Global Alliance for Improved Nutrition (GAIN)
has an extensive knowledge centre with material on
nutrition issues. https://www.gainhealth.org/knowledgecentre/search/
The Global Nutrition Report includes global,
regional and national nutrition profiles, including
key statistics on over- and under-nutrition, nutrition
spending, intervention coverage, and more. https://
globalnutritionreport.org/nutrition-profiles/
The Global School-based Student Health Survey
(GSHS) collects data on behavioural risk factors and
protective factors among 13- to 17-year-olds. Topics
covered include physical activity and dietary behaviours.
https://www.cdc.gov/GSHS/
The Health Behaviour in School-Aged Children survey
covers 48 countries in North America and Europe and
collects data on a number of health-and nutritionrelated topics. Data is collected from 11-, 13-, and 15-yearold boys and girls. http://www.hbsc.org/
The Centers for Disease Control and Prevention
(CDC) website provides a list of UN Agencies,
international NGOs and academic institutions that

54

Adolescent Nutrition Advocacy Guide

provide significant information about global nutrition,
as well as links to their websites.
https://www.cdc.gov/nutrition/micronutrientmalnutrition/resources/index.html
Nutrition International has a knowledge centre with
various resources, and the ability to sort by topic and
region. https://www.nutritionintl.org/knowledge-centre/
knowledge-library/
Save the Children has a resource centre organized by
thematic area, including nutrition and health. https://
resourcecentre.savethechildren.net/
Many National governments have websites that
include country-specific dietary recommendations for
their citizens. Some examples include the Government
of Mexico’s guide to adolescent health: http://www.imss.
gob.mx/sites/all/statics/salud/guias_salud/adolescentes/
guiaadolesc_nutricion.pdf and the US Government’s
My Plate website: https://www.choosemyplate.gov/.

2. Infectious Diseases
WHO has a wide range of resources on infectious
diseases such as HIV/AIDS, Malaria, Tuberculosis and
others that are related to nutrition. https://www.who.
int/topics/infectious_diseases/en/

3. Education
The Malala Fund website has extensive information
about education, with a particular focus on girls’
education. https://www.malala.org/
The Global Partnership for Education has data and
other information about education and a wide variety
of other linked topics. https://www.globalpartnership.
org/data-and-results/education-data
Save the Children’s resource centre includes
information on education. https://resourcecentre.
savethechildren.net/

4. Child Marriage
The Girls Not Brides website has a broad range of
excellent resources on child marriage.
https://www.girlsnotbrides.org/

5. WASH
The CDC website, listed above under nutrition and
health, also has information on WASH issues.
https://www.cdc.gov/healthywater/global/index.html
UN Water has facts and figures related to WASH, as
well as links to other UN websites with information.
http://www.unwater.org/water-facts/water-sanitationand-hygiene/
WaterAid has a wide variety of resources on WASH
issues. https://washmatters.wateraid.org/

6. Gender Inequality
UN Women, which focuses on gender issues, has a
broad library of resources. http://www.unwomen.org/en

10. Workshops and participatory
exercises
Girls Not Brides Stand Up, Speak Out: Trainer
Manual has detailed information on holding workshops.
Although focused on child marriage, much of the
material is equally applicable to other adolescent
issues. https://www.girlsnotbrides.org/wp-content/
uploads/2018/08/1.-GNB_Trainer_Manual_FINAL.
compressed-1.pdf
The Let Girls Lead Guide to Girl-Centred Advocacy
includes workshop facilitation tips, sample agendas, and
much more. https://resourcecentre.savethechildren.
net/library/let-girls-lead-guide-girl-centered-advocacy

The Nutrition International website, listed above
under nutrition and health, also has information on the
link between gender inequality and wash. https://www.
nutritionintl.org/about/gender-equality-nutrition/

7. Adolescent Pregnancy
The United Nations Population Fund (UNFPA) has
data and a number of publications on issues related
to adolescent pregnancy. https://www.unfpa.org/
adolescent-pregnancy

8. Monitoring and Evaluation
UNICEF’s Monitoring and Evaluating Advocacy has
detailed guidance on how to monitor and evaluate
progress in the context of an advocacy campaign.
https://www.unicef.org/evaluation/files/Advocacy_
Toolkit_Companion.pdf

9. Fundraising and Budgeting
The Awesome Foundation offers microgrants through
their chapters in a number of countries around the
world. https://www.awesomefoundation.org/
Girl Up! has a detailed set of tools for fundraising
on their website, including forms, templates and
fundraising ideas. https://www.girlup.org/fundraisingtoolkit/
The Global Fund for Women website has a long
list of possible funding sources for campaigns
related to women’s rights issues. https://www.
globalfundforwomen.org/
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Acknowledgements
and methods and
a note to NGOs
This toolkit is the product of a collaboration between
the SUN Youth Leaders for Nutrition, Save the
Children, GAIN, Anthrologica, and representatives
of leading NGOs that are active in nutrition and
adolescent advocacy. It draws on the input of all
of these actors, but the participation of the Youth
Leaders was essential. This is because they had
informed us of their needs for a toolkit to support
their efforts to advocate for meaningful change
related to nutrition problems in their countries.
Methods: To prepare this toolkit, Anthrologica
reviewed more than 50 advocacy toolkits and other
resources prepared by organisations working on
adolescent advocacy issues, nutrition, and policy
advocacy in general. We held multiple workshops and
feedback sessions with the SUN Youth Leaders and
conducted interviews with senior representatives
of Girls Not Brides, Restless Development, Nutrition
International, GAGE, Graça Machel Trust, the ONE
Foundation, Accountability Labs, WAGGGS, and the
Gates Foundation. ONE champion Olalekan Sipasi
also generously gave his time to talk to us about his
own projects, which informed one of the case studies
included in this toolkit.
We thank all of you for your input and for kindly
sharing your time and resources, including the
toolkits developed by your individual organisations
and the lessons you learned in putting them together.
The content of many of those toolkits was used to
inform this one.
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Notes to NGOs: All the NGOs we spoke with
emphasised the critically important contributions
that young people can make to effecting meaningful
change on issues of adolescent health and nutrition.
Without exception, they emphasised the importance
of, and their receptivity to, including young people
in their work. Young people are uniquely positioned
to identify and understand the issues affecting them,
and to develop creative approaches to help solve
these issues. But young people need your help.
They need mentorship and support, and they need
you to actively seek to engage them in advocacy on
issues that concern them.
We heard from NGO leaders that some young
people find it challenging to raise their voices
and be heard. Many have not been in positions of
responsibility before, and may need guidance as they
grow into their advocacy roles. Adolescents, like the
rest of us, may falter and need support, but their
passion, creativity and dedication to the nutrition
issues that impact them can’t be underestimated.
Not only is it worth investing in youth, but as
organisations continue to address issues that affect
them, it’s also essential that they be included. They
must have a seat at the table, and space must be
created for their voices to be heard. We can’t tackle
issues affecting the youth of today and tomorrow
without their direct involvement. It’s impossible to
get it right without them.

Notes
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