@1TC®

Toye International Training Centre

’ Lobbying and Advocacy
Essentials



&
21

> 1. Building a lobbying /
Advocacy strategy— key
principles



What are
Employers’ an
Business
Membership
Organization?

+ A membership based organisation set

‘ up topromote and advance the
i ests of employers (a person or

anization that employs people)

Must be independent and apolitical




Membership mustbe:

Who can be a ey
me mb e r? Open to all private companies (and/or

sectoral o territorial business [
associations) a




Which are roles
and functions of EBMOs?
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+Advoeate for a business

environmentconducive to
enterprise creation and
development, generating
employment and
contributing to socio-
economic development of
the country
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The main role of EBMOs

1 2
Represent business interests and Provide services to members
concerns
Building better businesses through training,
Helping to build a policy environment and public information and upskilling
license to operate which contributes to business
success and national prosperity

» This makes money for the EBMO
* This costs the EBMO
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The goal of EBMOs

All EBMO advocacy and lobbying efforts should contribute
towards a general goal:

Improving the business environment
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What is the business environment?

 The business environment is the set of factors

shaping the opportunities and incentives for firms smﬂ@ TS i
to invest, create jobs, expand and grow @w “pien m
« Itinvolves a complex set of policy, legal, A B
institutional and social conditions that govern and 1 - @ e Bl
affect business activities potgis a2 &
» ltis shaped by international, national, regional “mivmer. JL R - e ',':,..EMQ oy
and local factors i'; Y.
« ltinvolves laws, regulations, institutions and \ ;‘MM /
social norms and beliefs e
@mmm
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Improving the business environment

The business environment is complex! It means
that employer organizations now need to
advocate more widely than just about
employment issues

It is not just about business — it is about
improving and maintaining the country’s
prosperity

Everyone has an interest in this — and their
contribution should be encouraged

In order to improve the business environment,
EBMOs need to persuade many other actors
that doing so will be good for them too

To champion a thriving New Zealand through successful
business — BusinessNZ

To make Australia the best place in the world to do business —
so that Australians have the jobs, living standards and

opportunities to which they aspire — Australia Chamber of
Commerce and Industry

To build a Canada of thriving business opportunity, a strong
economy and a better life for all— Canadian Chamber of

Commerce
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How

To Do

It ?

Advocacy
and
Lobbying

nnnnnnnnnnnnnnnnnnnnnnn



What does
Lobbying and
advocacy mean?

Advocacy and lobbying are two key
strategies used to influence decision-making
in public policy.

Advocacy: Raising awareness, educating, and
shaping public perception on issues.

Lobbying: Direct engagement with
government officials to influence legislation,
regulations, policies.

Employers’ organizations play a crucial role
in representing private sector interests in
public policy.

A combination of advocacy and lobbying is
often the most effective approach to long-
term policy change.
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 |advocay __________llobbying

Raise awareness, educate or
Target change perceptions about an
issue

Influence government
decisions or draft legislation

Communication campaigns,Direct contact with decision
discussion forums, mediamakers and delivery of data
debate and arguments

Policymakers, society at

large, stakeholder groupsLegislators, policymakers and
(youth, women, state officials

unemployed)




What are the most common challenges to lobby?

1. Financial Constraints: High costs of lobbying campaigns and
resource limitations.

2. Political Barriers: Resistance from policymakers, bureaucratic
delays, and political instability.

3. Legal and Regulatory Issues: Complex lobbying laws and compliance
requirements.



What are the most common challenges to lobby?

4. Public Perception & Disinformation: Negative portrayals of lobbying
efforts and misinformation campaigns.

5. Coordination Issues: Aligning diverse stakeholders with different
priorities.



Potential advocacy lobbying topics

* Ease of doing business

* Labour markets

* Infrastructure

* Education and Training

* Sustainability and climate change
* Trade and exports

* Productivity

* Tax
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Advocacy and Lobbying without a plan?

NNING TO FAIL

PLA
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How to fix policy priorities

« Members views first

« EBMOs leaders as front runners — anticipating needs and
issues

“Pick Battles Big Enough To Matter, But Small
Enough To Win”.
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Advocacy is an organizational effort

Members needs — channeled through the
Board or committees or directly by members

Research
Senior Management Institute / Team

Membership Communication [ Policy strategy /

Unit /PR / Advocacy Team
Marketing Unit
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No internal coordination = no results
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It is not about you

Some common mistakes made in lobbying and advocacy

Misuse of arguments and evidence
Putting business at the center

Not emphasizing the link between business
success and community success

Using business language
Using business deadlines
Insufficient consultation with others

Arrogance

Exaggerating that everything is an emergency
and being aggressive in your message
delivery

Embarrassing your target or other
stakeholders

Thinking it is all going to happen immediately
Thinking that you are correct

Misunderstanding what needs to be done to
help you even if others agree to do so

Not focusing on political and public policy
contacts until you need them
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Even a great research can lead to no result

Common issues / mistakes

No members buy in

Great analysis, but no solutions

No analysis of possibilities of success

Weak support from external stakeholders

No “translation” of a good research into a

policy paper

* No proper communication with internal
stakeholders

* Lack of a strategy to engage with media
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DON'T BRING, PROBLEMS,
BRING SOLUTIONS'...

VS

PROBLEM SOLUTION

...DOESN'T WOIRK!/
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Reactive or Proactive Lobbying

nnnnnnnnnnnnnnnnnn




> 3. Steps for a Lobbying
Strategy



What are the steps to develop a coherent strategy?
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Key Steps:

1. Determine the objective of the lobbying
campaign (success)

2. Stakeholders mapping (policy making process)

3. Evaluate our organization capacity regarding
the execution of the campaign

4. Develop and implement the lobbying and
advocacy Plan (research, policy papers, key
messages, channels)

5. Monitor progress and evaluate results




Step 1 - Determine the objective of the
lobbying campaign (success)

What do we want to get out?
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Stakeholder Analysis: What are the 3 important groups?

Types of stakeholders:

STAKSEODER MAPPING

Ppbid A0 mtm © TV

|, Government Busineens GO Business Busines
2 Associations Associations Associations Assocatic

" | — stakesoder 4|—l
Business Mapping NEDla

1. Issuing Groups: Organizations
initiating advocacy (e.g., business
associations, NGOs).

2. Mobilizing Groups: Media, _
academia, and international A IR
organizations that support or el LLLLY .,
oppose efforts.

w

3. Target Groups: Policymakers,
legislators, and the general public.




e EBMOs.

4 ™
e State
e Enterprise e Media e Civil society
sector e Academia * General public

e External




How can you conduct a stakeholder mapping?

Stage

o B W N

Description
|dentifying actors

|dentifying functions and roles
Categorization
Stakeholder matrix
Power versus influence diagram

Relationship diagram



Get to know the decision-making process

very well

Step A: Step B: Step C:

Actors Involved Actors Involved Actors Involved

Understand who are the key decision
makers and their pathway to a decision
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Analysis of Political Forces

Actors in Favour Actors Opposed
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Who needs what?

Level of POWER
and INFLUENCE

High

Mediu

Low

Involve them &
Build
relationship

Keep them
nformed

Keep them
informed

Low

Involve them &
build
relationship

Consult with
them

Keep them
i~formed

loin forces

Consult with
them

Consult with
them

High

Level of interest
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Step 3 — Your organization capacity

Members needs — channeled through the
Board or committees or directly by members

Research
Senior Management Institute / Team

Membership Communication Policy strategy /

Unit /PR / Advocacy Team
Marketing Unit
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* Research

* Policy paper

* Key messages

* Lobbying and Advocacy channels — open and closed doors,
spokespersons, media and social media



What type of research do you need?

* Collecting data from primary (surveys,
interviews) and secondary (reports,
academic sources) sources.

: - A& °* Analyzing trends, policy implications, and

§||||I|||||| 8. public perception.

POLICY DOP’JN'S

Using statistical and qualitative methods
to support arguments.

* Transforming research into persuasive
advocacy campaigns.




From a research paper to a policy/position paper
Best principles by Harvard Kennedy School and
Harvard School of Education



Writing process:

Three steps, plan accordingly:

A. Thinking (problem definition, options/solution, outline)
B. Writing (draft!)
C. Editing/revision & formatting




Step A: Thinking (Problem, audience
and outline)

o

It is important to write about a policy problem, not an issue. What's
the difference?

Issue: The geopolitics of the Arctic are shifting.

Problem statement: The U.S. government lacks tools to
protect its interests in the Arctic.



Step A: Thinking (Problem, audience
and outline)

Determine audience: from the choices in the assignment prompt. And then consider:

Can your audience solve this problem? With what tools?

Know your audience:

What is their job? What keeps them up at night? What are their restraints?




Step A: Thinking (Problem, audience
and outline)

Who is your audience?




Step A: Thinking (Problem, audience
and outline)

Create an outline with an understanding of

memo expectations/structure:

Start with problem/data, end with

options/solution.

Recommendations can be nuanced
(more than 1) but must advise decision
maker.

- Articulate an understanding of trade-
offs, counterarguments.

- Articulate first choices, fall back
positions.

- Articulate implementation steps -
how does this actually happen?



Length of 1 to 2 pages with the
following structure:

Main Point/Takeaway
Background



Step B: Write, a draft

What is a draft?
- Itis the bones of a well-structured position / policy paper.

- But... the writing isn't yet strategic, concise. You can fix that by revising.

Editing your position / policy papers is not a quick skim for typos. It is shifting

your writing from draft to polished, useful document.




Step C: “User-friendly” revision:

Edit for concision: Write short sentences, often not always.
Don't use: actually, generally, practically, very, therefore, moreover - i.e. “fillers.

Simply cut these out whenever possible.

Edit for clarity:

Define all acronyms, or important terms, even if you think audience knows them,
upfront. (Except UN, NATO, etc.)
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Step C: “User-friendly” revision:

Edit for simplicity/clarity: i.e. bring important information up:

k

- Rather than: It is important to note that, in Eastern states since 1980, acid
rain has become a serious problem.

- Try: Acid rain has been a serious problem in Eastern states, since 1980.

- Rather than: Because the press is the major medium of interaction between
the President and the people, how the press portrays him really influences his

popularity.
- Try: How the press portrays the President impacts his popularity, as the press
is the major medium of interaction between the President and the people.




Step C: “User-friendly” Format:

How can I make my position / policy
aper “skimmable?” Use underline/bold.
Key Message 1 paper s underline/
/ - Can the audience find the problem,
key data points, and solution by
skimming?
Key Message 2 >

Use white space to please the reader.

(If you can’t, cut down words).

Key Message 3
e Footnotes are uncommon.

Consider: is the structure
logical for your audience and

not repetitive?




A cohesive structure always

starts with problem and ends with

Follow with

solution.
Audience is

ready for it until

solution:

joebiden ¢ B3

1,286 posts 18.1m followers

Joe Biden

Husband to @DrBiden, proud father ¢
all Americans. Official account is @P(
joebiden.com

Lead with
/ problem or
opportunity.
‘ 35% PP y

(Note concision
*RURAL herel)
AMERICA

LACK ACCESS

TO RELIABLE HIGH-SPEED INTERNET

AMERICAN Joss PLAN

Could follow on
with a cost —
like education

n;\ THE AMERICAN
JoBS PLAN WILL:

th ey kn ow 8 ,@ | FIX highways, rebuild bridges, and upgrade .
What it ﬁXeS ENSURE the future is made in America Or eCOn OmIC
(Note b UIle té § by all of Amerirca’s workers disparities (but
bUt Use Of @é’%ﬁ in;;ﬁ::eclean drinking water thatis nOt the

i R L roblem itse If
verbs!) oA p

that you are
solving!)

CREATE good-paying union jobs and train
= Americans for jobs of the future
o




Example from a CBI Position Paper

CBI POSITION PAPER: THE ESTABLISHMENT OF A BRITISH
ADVANCED RESEARCH PROJECTS AGENCY

The creation of a British Advanced Research Projects Agency (BARPA) s an exciting
opportunity to make the UK the envy of the world in research, if done right.

As we enter a8 new decade and the UK seeks to esiablish itself as an innovation and sclence powerhousa, proposals
o create a new research agency madelled on the US ARPA should be seized. It is an opportunity to increase long-
term. high-risk RA&D across the UK and to solve intractable soctal and technical challenges. BARPA must represent &
bold new brand for UK innovation which ean atiract the brightest and best talent, serve as an international lynchpin for
business investment and uitimately dediver new products which make a dfferance.

Existing proposals are right to highlight big data and Al as the two areas of priority for the new agency and iis
research. This compliments findings from the CBI's latest Tech Tracker survey which suggested Al to be one of the
key technologles’ businesses will ivvest in over the next five years.”

To achieve the goals sat out above, the CBI recommends that govemnment consides three priorities when establishing
the new agency: an ambitious long-term funding model, creating & new culture far developing high-risk innowation and
strong engagement between govemment and business.

1) The new agency cannot be a flash in the pan so long-term funding is non- negotiable for
SUCCESS,

High-risk research requires high levels of long-term funding

Despite its potential benafts, high-risk research i costly, and the kack of funding can semve as a detement 1o
businesses wanting 1o undertake this research through fear of the unknown.

Thi EBOD rmilkon proposed over five years by the government to fund the new agency represents a good starting
polnt. As any new Institution will likely need to be pilcted, this surm would be enough to test an early prototype and
gather operational insights.  H successful, ths funding would need to be reviewed, and put on a sustained footing.
Fomer Universties Minister David Willetts recently suggested that funding would need to be around £200 milllen a
year 1o be propartonate to DAPRA, a sight increese on the initial funding suggested.?

Funding the new agency outside of London could serve as a catalyst for reglonal growth

Establishing the new institution in one of the growing reglonal hubs for research should be factored into initiad
govemment investment plans. Mot only would this suppont the levelling up of reglons it could also help to unbock &
wider pool of talent.

It s estimated that a greater focus on accelerating RED investment in the worst pe regions could provide a
£7.3 billion boast 1o UK RAD spend, yet RAD investment is concentrated in South East, East of England and London.®

2) Creating a new culture for developing high-risk innovation should be prioritised.
BARPA needs to operate within a strong innovation envirenment

The US ARFA model s Independent and operates outside of the tradibonal oversight structures of depanments such
as defence and energy. This independence should be mirmored by BARPA as it allows the agency to own the delivery
of high-rigk innovation without instiutional restrants.

This independence would mean that BARPA would have to sit away from the exsting innovation structure of UKRI
and Innovate UK. A close relationship will sl be vital. UKRI and Innovate UK will esseniially be responsible for
creating the wider research environment. The whaole UK innovation ecosystemn will need to work in collaboration to
meet the broader goal and pull iowards the 2.4% R&D target.
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Developing products with a clear fecus on the customer

By having a dear customer and market in mind BARFA will be better equipped to ranslate cutting edge research into
new innovations with a purpose. Much of the success of the ARPA programa in the US can be atinibuted to the

nitation of an “extended pipeline” model, where government depariments, acting as customers. support
innavation through every stage of development, helping to bridge the “valley of death” between ressarch and
commerclally viable technologles*

The Depariment of Health seems especially well sulted o act as the key driver for the new agency and serve as a
buyer for future commerciaksation. As one of the highest sowrces of government expenditure as a percentage of GDP
In the UK, publc health |s undoubtedly an area that would benefit from greater innovation. The MHS has significant
buying power and & potentially rich data pool through NHS X that would make significant developments incredibly
marketable. Grand challenge issuves such as the aging society also provide a clear focus for investrment.

Energy is another area that could benefit frorm high-risk, high reward mnovation, particulaty given Government's Met
Zero commitments. Using the agency to develop new carbon capture and carbon storage technologies could support
the UK’s alm to be a world leader in addressing cimate challenges.

3) Business and government engagement must lie at the heart of BARPA's strategy.

Whitst government will be driving the creaton of BARFA, indusiry expertise and funding wil be an important fackor in
i3 long-term abdity to bridge the gap between blue sky research and marketable products. Government and business
shoukd work closely together to create and develop the new agency.

Establishing an exciting new global brand which serves as a magnet for talent

The agency's brand will need to be bald if i = to make an impact both natonally and internationally. A strong brand is
especially impartant when it comes 1o competing with academia 1o attract the brightest and best scientists,
researchers and programme managers.

To do this govemment must be ambitious with its marketing of BARPA, staring with identifying a new name and
migskon statement which nspires and encompasses s purpose and vision in & meaningful way, drawing upaon the
support of industry to do so.

Proportionate IP legislations are needed to foster collaboration

Businesses have highlighted that encouraging private sector investment and collaboration will require significant
levets of contractual flexibility within the sgency. This i especially important when it comes 10 Bswes sumounding
ownership of intellectual property (IP) that often arise from innovation projects and can weaken relationships.
Regular opportunities to invest in products developed by BARPA

Az new technologies are being created and developed by BARPA businesses should be offered the chance 1o inwest
in them. This investment could take the form of financial, technical or marketing supper. For projects early in the
development phase this can help de-risk investment. Investments in projects further down the line can enable
products to reach wider audiences and markets &3 they are then sold by business.

Establishing & dedicated commercialisation team within BARPA comprsing of industry leads could support with this.



Bring the bottom line upfront (BLUF) -- (your
audience should know What's wrong and What to do
about it in the first paragraph).

COUNCILoxn ForeignAffairs.com

FOREIGN

RELATIONS Member Login Q
Trending Coronavirus Qil Immigration WHO Election 2020

from Center for Preventive Action
Stabilizing
Venezuela:

Introduction

Frank O Mora

Scenarios and
Options

The political situation inside Veneruela remains
volatile following the failed April 30, 2019, civil-
-~ . . military rebellion, known as Qperacion

Contingency Planning Memorandum ’ ’ L

Libertad, against the Nicolas Maduro regime. The Venezuelan economy also

Updaf(’ continues to deteriorate, causing widespraad humanitarian distress and large
e e e SIS e e e e e R L : : scale outflows of refugees ta neighboring countries. Potentlal state collapse
security of the United States and Venezuela's in Caracos on April 30, 2019. . and the spillover effects of the humanitarian crisis and insecurity threaten the
neighbors. The United States and regional partners stability of the hemisphere, Given U.S. interests in Venezuela and the region,

necetyprovice bmanitacidn el ichandiseciity the Donald J. Trump administration should consider how the crisis could
assistance and accelerate change to a post-Maduro

o worsen and consider a range of policy options to help stabilize Venezuela,

demaocr:

Preparing for an immediate post Madure Veneruela is as impartant as

hastening political change. “Showing the future” to regime elements, including
how they can he part of the country's stahilization and reconstruction, could

create the conditions to initiate a democratic transition. As such, this

https://www.cfr.org/report/stabilizing-venezuela
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From investigation or policy papers to
concise take aways for media and social
media

Use of
different
colours for
different
purposes




What strategic communication can you implement?

Social media
and digital
media

Events and
campaigns

Strategic
spokespeople

Mass media




Choosing and providing media
training to spokespersons
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1. Policy Changes Achieved: Laws or regulations influenced by ’
advocacy.

2. Stakeholder Engagement: Number and quality of interactions
with policymakers.

3. Media and Public Awareness: Reach and sentiment analysis of
media coverage.
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4. Grassroots Mobilization: Level of public participation and
advocacy support.

5. Long-term Sustainability: How well advocacy efforts translate
into lasting change.




Group discussion

Who will measure the success of the lobbying campaign?
What would success look like?
Which KPIs to use?
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