
CONCLUSION
Clear goals

Target audiences

Concise messages that resonate

Good planning

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

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 to the right.

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.

For more information on campaigns listed 

in this report, visit the following websites:

Give Swordfish a Break:
www.seaweb.org/campaigns/swordfish

International Campaign to Ban Landmines:
www.icbl.org

The Truth:
www.thetruth.com

Campaign for Tobacco Free Kids:
www.tobaccofreekids.org

Charge Against Hunger:
www.strength.org/see/chargeagainst.htm

Friends of the Earth International:
www.foei.org

Mothers Against Drunk Driving:
www.madd.org

Don’t Mess with Texas:
www.dontmesswithtexas.org/home.htm

Fenton Communications
www.fenton.com

Acknowledgments

Special thanks to the following people for contributing 

to the content of this report:

Barbara Beck, Pew Charitable Trusts

Larry Bohlen, Friends of the Earth

Robert Bray, SPIN Project

Marlena Brawer, Fenton Communications

Simon Bryceson, Burson-Marsteller

Sandra Chambers, Fenton Communications

Mike Coda, Nature Conservancy

Ken Cook, Environmental Working Group

Candy Cox, DDB

Chris DeCardy, Environmental Media Services

David Fenton, Fenton Communications

Andy Goodman, Communications Consultant 

Jon Haber, Fleishman-Hillard

Denis Hayes, Bullitt Foundation

Monica Jain, Consultant

Celinda Lake, Lake Snell Perry and Associates, Inc.

Peter Loge,The Justice Project

Alan Metrick, Natural Resources Defense Council

Bobby Muller, Vietnam Veterans of America Foundation

Caitlin Murphy, Fenton Communications

Bill Novelli, AARP

Will Novy Hildesley, David and Lucile Packard Foundation

George Purlov, Ad Council

Chris Rose, formerly with Greenpeace

Patricia Sadiq, Fenton Communications

Carl Safina, National Audubon Society

Michael Shellenberger, Communication Works

Billy Shore, Share Our Strength

Art Silverman, Fenton Communications

Vikki Spruill, SeaWeb

Lynn Taliento, McKinsey & Company

Judy Trabulsi, GSD&M

Maggie Williams, Consultant

Produced with generous support from the 

David and Lucile Packard Foundation.


