
Lobbying and Advocacy 
Essentials 



Date: Monday / 24 / February / 2025

1. Building a lobbying / 
Advocacy strategy– key 
principles 



What are 
Employers’ and 
Business 
Membership 
Organization?

+ A membership based organisation set 

up to promote and advance the 

interests of employers (a person or 

organization that employs people)

+ Must be independent and apolitical



Who can be a 
member?

+Membership must be:

+ Voluntary

+ Open to all private companies (and/or 

sectoral o territorial  business 

associations)



Which are roles 
and  functions of EBMOs? 



Main Objective

+Advocate for a business 

environment conducive to 

enterprise creation and 

development, generating

employment and 

contributing to socio-

economic development of 

the country



What do EBMOs
do?

1. Represent business 

interest

2. Provide services to 

members

Cross-cutting roles : 

Industrial relations, Skills 

Training



The main role of EBMOs

1

Represent business interests and 

concerns

Helping to build a policy environment and public 

license to operate which contributes to business 
success and national prosperity

• This costs the EBMO 

2

Provide services to members

Building better businesses through training, 

information and upskilling

• This makes money for the EBMO 

The role of EBMOs is to advocate on behalf of all businesses:
Collective action through EBMOs in representation of the 

business community 
EBMOs are NOT specialized commercial lobbyists & should 

NOT exercise any direct representation 



The goal of EBMOs

All EBMO advocacy and lobbying efforts should contribute 

towards a general goal: 

Improving the business environment



What is the business environment?

• The business environment is the set of factors 

shaping the opportunities and incentives for firms 

to invest, create jobs, expand and grow

• It involves a complex set of policy, legal, 

institutional and social conditions that govern and 
affect business activities

• It is shaped by international, national, regional 

and local factors

• It involves laws, regulations, institutions and 

social norms and beliefs



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



Advocacy 

and 

Lobbying



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.



Advocacy Lobbying

Target

Raise awareness, educate or 

change perceptions about an 

issue

Influence government 

decisions or draft legislation

Mechanisms

Communication campaigns, 

discussion forums, media 

debate

Direct contact with decision 

makers and delivery of data 

and arguments

Target actors

Policymakers, society at 

large, stakeholder groups 

(youth, women, 

unemployed)

Legislators, policymakers and 

state officials



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.



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

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

What are the most common challenges to lobby?



Potential advocacy lobbying topics 

• Ease of doing business

• Labour markets

• Infrastructure 

• Education and Training 

• Sustainability and climate change 

• Trade and exports 

• Productivity 

• Tax



Advocacy and Lobbying without a plan?



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”.



Advocacy is an organizational effort

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

Senior Management 

Membership 
Unit

Communication 
/ PR  / 

Marketing Unit 

Research 
Institute / Team 

Policy strategy / 
Advocacy Team 



No internal coordination = no results



It is not about you

• 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

Some common mistakes made in lobbying and advocacy 



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





Reactive or Proactive Lobbying



Date: Monday / 24 / February / 2025

3. Steps for a Lobbying 
Strategy



What are the steps to develop a coherent strategy?

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?

Focus your argument on the outcome or benefit that they 

will most align with – in the context of community and 

nationwide good and prosperity



STEP 2 – Stakeholders 
mapping



Stakeholder Analysis: What are the 3 important groups?

Types of stakeholders:

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

2. Mobilizing Groups: Media, 
academia, and international 
organizations that support or 
oppose efforts.

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



• EBMOs.

• Enterprise 
sector

Issuing sector

• Media

• Academia
• External 

sector

Mobilizers
• State

• Civil society

• General public

Recipients



How can you conduct a stakeholder mapping?

Stage Description

1 Identifying actors

2 Identifying functions and roles

3 Categorization

4 Stakeholder matrix

5 Power versus influence diagram

6 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



Analysis of Political Forces

Actors OpposedActors in Favour



Who needs what?

Level of interest

Level of POWER 
and INFLUENCE

Involve them &
Build 

relationship

Keep them 
informed

Involve them & 
build 

relationship

Consult with 
them

Keep them 
informed

Consult with 
them

Consult with 
them

Join forces

Keep them 
informed

Low

Mediu
m

High

Low Mediu
m

High



Step 3 – Your organization capacity 

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

Senior Management 

Membership 
Unit

Communication 
/ PR  / 

Marketing Unit 

Research 
Institute / Team 

Policy strategy / 
Advocacy Team 



Step 4. Develop and implement the lobbying and 
advocacy Plan (research, policy papers, key 

messages, channels)

• 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.

• Analyzing trends, policy implications, and 
public perception.

• 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)

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.



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?

Step A: Thinking (Problem, audience 
and outline)



Length of 1 to 2 pages with the 
following structure:

Solutions



Step B: Write, a draft

What is a draft?

- It is 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.)



Step C: “User-friendly” revision:

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

*

- 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 

paper “skimmable?” Use underline/bold.

- Can the audience find the problem,
key data points, and solution by 

skimming?

• Use white space to please the reader.

(If you can’t, cut down words).

• Footnotes are uncommon.

• Consider: is the structure
logical for your audience and

not repetitive?



A cohesive structure always
starts with problem and ends with

solution:

Lead with 

problem or 

opportunity. 

(Note concision 

here!)

Follow with 

solution.

Audience is not 

ready for it until 

they know

what it fixes. 

(Note bullets 

but use of 

verbs!)

Could follow on 

with a cost –

like education 

or economic 

disparities (but 

that’s not the 

problem itself 

that you are 

solving!)



Example from a CBI Position Paper



Bring the bottom line upfront (BLUF) -- (your 

audience should know What’s wrong and What to do 

about it in the first paragraph).

https://www.cfr.org/report/stabilizing-venezuela

https://www.cfr.org/report/stabilizing-venezuela


Clear 
messages

Visual tools 
such as 

graphs and 
maps 

Use of 
different 

colours for 
different 
purposes

Narrative and 
story

From investigation or policy papers to 
concise take aways for media and social 
media 



What strategic communication can you implement?

Events and 
campaigns

Social media 
and digital 

media

Mass media Strategic 
spokespeople



Choosing and providing media 
training to spokespersons



Step 5. Monitor progress and evaluate results



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.



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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