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Experience I bring



How would you define
“digital advocacy”?

Type in the chat box*







https://www.linkedin.com/pulse/public-affairs-relations-lynn-lowe/

● Brand’s connection to public
● Push campaigns
● Campaign & promote
● Aim to control the conversation
● Direct influence

● Issues that concern the public directly
● Pull constituents/grassroots/influencers
● Conversations + inform
● Coalitions to enhance credibility
● Persuade stakeholders, often indirectly



Your “client”



Your “client”



6-step digital advocacy plan

1. Objectives
○ 3 main advocacy goals
○ 3 main SMART communication objectives (‘success’)

2. Audience & Intelligence
○ Stakeholder, position, audience mapping
○ Identify policy influencers, journalists, multipliers
○ Public sentiment analysis

3. Define channels
○ Social media (which?)
○ Direct email outreach
○ Campaign landing page
○ Traditional media



What could be the 3 main 
comms objectives for MME?

Type in the chat box*
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Source: eulytix.eu

Strongest cosponsoring relations amongst 
EP AGRI committee members
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6-step digital advocacy plan

4. Content creation & curation
○ Thought leadership content (own & curated)
○ Visual formats (infographics, videos, memes, articles, webinars)
○ Find (or create) a community of like-minded individuals
○ Creative & cutting-edge (AR, VR, PR)  

5. Implementation
○ Who, when, process
○ In-house and/or outsource
○ Own assets (website, channels), earned/organic & paid

6. Track, analyize, evaluat
○ Communications output metrics
○ Advocacy impact metrics











6-step digital advocacy plan

4. Content creation & curation
○ Thought leadership content (own & curated)
○ Visual formats (infographics, videos, memes, articles, webinars)
○ Find (or create) a community of like-minded individuals
○ Creative & cutting-edge (AR, VR, PR)  

5. Implementation
○ Who, when, process
○ In-house and/or outsource
○ Own assets (website, channels), earned/organic & paid

6. Track, analyze, evaluate
○ Communications output metrics
○ Advocacy impact metrics



Quick poll: does your organization outsource 
some/all of your digital advocacy work?

A. All is done in-house
B. Some work is outsourced
C. All the work is outsourced
D. We don’t yet do any digital advocacy
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What KPIs would you use to measure MME’s 
impact?

Type in the chat box*



Coffee break
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What’s a narrative?

Type in the chat box*





Consider plastics: 
how it became a 
global issue





How plastics 
got on the 
agenda
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How to create 
memorable content

6 ingredients
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1. Simple
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Use what they 
already know
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2. Unexpected
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3. Concrete
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4. Credible
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What makes an organization, a study, a 
message, or a person ‘credible’ ?

Type in the chat box*
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Credibility is like a coefficient in a 
formula.

If it’s zero, the
communication will fail.
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5. Emotional
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6. Stories
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What are the components of a ‘story’ ?

Type in the chat box*
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Simple
Unexpected
Concrete
Credible
Emotional
Stories *repeat consistently
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Questions &
Comments?

andras@baneth.eu | linkedin.com/in/andras-baneth


