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9.	 Bring in the experts.

Some people reflexively think they have to do everything
themselves rather than relying on people who have the
core competency to do communications really well.

The nonprofit world brainwashes people to believe they
don’t have access to these kinds of resources. Billy Shore
gave this example: “An unnamed university brought
together 12-14 brain scientists to spend a morning
presenting research on cognition, nutrition and early
childhood development. These were the smartest people
you’ve ever heard. Then they spent the afternoon talking
about how to communicate their research results, but
they don’t know anything about that. They know how
to do brain research. Their conversation about
communications was at the level of ‘let’s have a bake
sale.’ It’s a real problem.”

“When you are working on really important issues, use 

all the firepower you can get your hands on.”

— Ken Cook, Environmental Working Group

Rely on people who have the core competency to do communications
really well.

Effective communications is a key component of a
successful social change campaign. It has value just like
fundraising, grassroots organizing, and lobbying. If you
want to communicate effectively with target audiences,
hire strong communications counsel either in-house or
out-of-house.

This doesn’t necessarily mean hiring a firm with a big
retainer. Find a board member, a friend, somebody that
looks at issues from a marketing and communications
perspective and get their advice. Ken Cook of the
Environmental Working Group notes, “I find people
who eat, live and breathe communications to be valuable
and useful. It provokes me to consider methods not
always readily apparent on first blush.”

“Americans in France are convinced that if they simply
say it LOUDER and s-l-o-w-e-r they will get directions
to EuroDisney. It doesn’t work,” says Peter Loge of The
Justice Project. “Policy experts make the same mistake 
—details about Medicare Part B don’t make sense at any
volume. Smart tourists hire experts — guides — to
translate for them. Smart nonprofits do the same. They
bring in communications experts to bridge the gap
between policy details and public motivation.”
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Conclusion

The key to creating and implementing successful 
advocacy communications efforts is to honor the process. 
Make sure you account for all nine components when
contemplating communications activities to support
your goals. Use the checklist below.

If we go through this rigorous process, campaigns will be
stronger and we will meet the common goal of running
incredibly successful social change campaigns.

Our issues not only deserve this kind of attention and
thoroughness, they demand it.

Create clear goals•	
Target audiences•	
Utilize concise messages that resonate•	
Develop good planning skills•	
Tell people what to do•	
Make a case for why action is needed now•	
Match strategies and tactics with audience•	
Budget for success•	
Rely on experts when needed•	
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