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Experience I bring



How would you define
“digital advocacy”?









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

● Brand’s connection to public
● Mostly 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…
● 3 main advocacy goals and
● 3 comms objectives for MME?
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Strongest cosponsoring relations amongst 

EP AGRI committee members
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Email writing for advocacy



#1 Is this a good email…? Why?

Subject: European Mental Health Professionals Association - conference invitation

Dear MEP Smith,

I’m contacting you on behalf of EMHPA regarding the upcoming ‘The future of brain research 

post-COVID-19’ conference.

We’d like to invite you to address the topic of “Why the EU needs to spend more on basic 

research”.

I understand you’d need to discuss the invitation with your political group, but we’d very much 

need to receive a reply within a week.

The event will take place online, using Zoom, on 25 March. We very much hope you can accept 

our invitation.

Thank you in advance,

[name]



Dear (German MEP), 

I am contacting you on behalf of [XY] to propose a short online meeting regarding the 

Digital Services Act file. As representatives of retailers and wholesalers in Europe, we are 

very keen to exchange views with you or one of your advisors and discuss our comments 

regarding the compromise amendments to the draft report.

To get a flavour of who we are, XY is the EU association representing big and small retail, 

wholesale and other trading companies in all EU Member States. Our members are both 

companies such as Lidl, Carrefour, IKEA, Metro or Amazon as well as national 

associations and affiliated federations. Our German members are the associations [..] 

and [...].

I look forward to hearing from you regarding your availability in the next two weeks and 

remain at your disposal should you need any further clarifications. 

Kind regards,

#2 Is this a good email…? Why?



7 THINGS 
MEPs & policy-makers are 
thinking before a meeting

#1 
Why care?

Is this topic relevant to 

my (political/personal) 

interests?

#2 
Why me?

Was this sent to others too? 
Am I a key player on this 
topic? If not, why do they 

contact me?

#3 
Context

is this the right time to 
discuss this? Isn’t it too 

early/late in the 
process?

#4 
WIIFM?

What’s in it for me? Will 

I get new 

information/data/

perspective? Do I NEED 

to meet them? 

#5
Cost of ‘no’

If I decline the 
meeting, will it 

have any negative 
consequence? Will 

I look bad?

#6 
Logistics & Optics

Timing, platform, 

pre-approval, 

Transparency Reg., 

Media

#7 
Expectations

How will the 

meeting run? 

What will we 

discuss? 



EXERCISE
Draft the first 2-3 paragraphs of an email that you’re 

sending to an MEP to request a 20-minute online 
meeting.

Context: you haven’t yet met this MEP and they don’t 
know your client/organization.



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











MicroMobility Europe

Create a content plan (5 items):
● Content type
● Target audience
● Channel of distribution
● KPIs
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What KPIs would you use to measure MME’s 
impact?



Developing narratives
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What’s a narrative?





Consider plastics: 
how it became a 
global issue





How plastics 
got on the 
agenda
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How to create 
memorable narratives

6 ingredients
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1.Simple
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Complexity=
Confusion=
Inaction
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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’ ?
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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

mailto:andras@baneth.eu


© Andras Baneth | andras@baneth.eu

mailto:andras@baneth.eu


© Andras Baneth | andras@baneth.eu

mailto:andras@baneth.eu


© Andras Baneth | andras@baneth.eu

mailto:andras@baneth.eu


© Andras Baneth | andras@baneth.eu

mailto:andras@baneth.eu


© Andras Baneth | andras@baneth.eu

6. Stories
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What are the components of a ‘story’ ?
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Simple
Unexpected
Concrete
Credible
Emotional
Stories
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Your “client”



Your “client”



Task: create a message (visual or text)
for MME for one of its key advocacy objectives:

● reducing electronic waste and misplacement of their scooters
● safety of passengers and passerbys
● promotion of clean urban transport



Questions &
Comments?
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