
Zooming Out: Using 
Your Persuasive 
Writing Skills to Build an 
Advocacy Campaign

Presented by Alisa Mairone
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Learning Objectives

1. Dis till a  complex policy is s ue  into a  s imple , powerful mes s a ge .

2. Segment tha t  mes s a ge  for diffe rent  a udiences .

3. Apply emotiona lly re s ona nt  vs . da ta - driven a ppea ls  s tra tegica lly.

4. Us e  pe rs ua s ive  pieces  in a  coordina ted ca mpa ign.

5. Unde rs ta nd how to move  from “good writ ing” to “a dvoca cy writ ing 

tha t  drive s  a c t ion.”

By the end of the session, 

participants will be able to... 
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Complex Issue  →  Core Message
Complex Policy: Political battles  over the Medicaid 

rebase  funding formula and allocation . Political 

disagreements  have prevented  a clean funding bill from 

being passed  in both  chambers . Currently, Medicaid 

funding is $190m short,  and NCDHHS has determined  

that  to  equitably  distribute  these  cuts,  a 3- 10% across  

all Medicaid programs  and services  will be implemented 

retroactively  to  October  1. A full $690m is necessary  to  

adjust  for  the rebase  and  keep Medicaid programs  

funded at  current  levels. 
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Distill
Core Message : Fully fund Medicaid to  

protect  medically- fragile  North Carolinians 

who want  to  be safe  in their own homes.
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• Human Interest Stories

• Data

• Close with the Solution

• Empower Voices

• Clear Actions

• Mobilize

Media
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Legislators

Advocates

• Proof points that resonate

• Human impact

• Close with CTA

2 Segment



(1) Turnover rate for in - home nurses is 52%. Nurses often leave home care for better paying roles 

in nursing homes and hospitals. (Caregivers are leaving the industry)

(2) Current State funding levels are already so low that home care providers cannot attract the 

workforce and are declining >30% of referrals. Individuals who are authorized to receive home care 

are unable to access it. Often, they must seek care in costlier settings like nursing homes and 

hospitals. (Therefore, individuals with disabilities can’t get care)

(3) The State of NC can save $80,000+ per year per individual that is diverted from nursing home 

care with home care nursing. (Thus, the State spends more)

Apply emotional vs. data-driven 
appeals strategically
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Emotional Appeal: Humanizing 
the Issue



Use Persuasive 

Pieces in a 

Coordinated 

Campaign
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Distill 1

Fully fund Medicaid to protect medically - fragile North 

Carolinians who want to be safe in their own homes.



• Identify the targets & associated media markets

• Pitch: Human Interest  Da ta   Solut ion

• Empower Voices   We  need your he lp

• Clea r Actions   Why you s hould he lp

• Mobilize   How to he lp

Media
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Legislators

Advocates

• Proof points: Fiscally responsible, cost - saving

• Human Interest (Constituents)

• Close with CTA

2 Segment



Advocates: Empower, Clear Actions, Mobilize
Subject: Urgent: Help Us Stop Medicaid Cuts in NC

Calling all NC home care advocates —we need you!

 Lawmakers are proposing 3 –10% cuts to Medicaid, threatening our clients’ ability 

to access care. The BAYADA Way tells us that we must be creative, flexible, and 

determined to get the job done . 

We need your help right now to identify local pediatric clients, families, and nurses 

who are willing to share their stories and join our campaign. Their voices are 

critical to show legislators the real impact of these cuts.

Please reach out to your clients and encourage them to get involved today — 

together, we can protect home care and the people who depend on it.

Thank you for doing the right thing, taking action to serve our clients, and 

standing up for NC’s most vulnerable families.

We need your help

Why you should help 
(The BAYADA Way)

How to help



Media Messaging: Human 
Interest, Data, Solution Subject: Meet 10- Month Old Kinsley – Her family fears 

Medicaid cuts will leave kids like her without care

NC’s proposed 3–10% Medicaid cuts could strip medically 
fragile children—like 10- month- old Kinsley Daniels, born 
with complex heart defects —of the in- home nursing care 
that keeps them alive and out of hospitals.

“Kinsley can’t just be babysat,” says her mother, Jessica 
Reynolds. “This care is a lifeline for our family.” But a 50% 
nursing turnover rate  has left Kinsley’s family with few 
options, and a revolving door of nurses that leave home 
care for better - paying jobs. 

We can connect you with the family to show how these 
cuts would devastate NC’s most vulnerable children unless 
lawmakers take action to fully fund Medicaid at the $690 
million level.

Contact: [Your Name] | [Title / Org] | [Email / Phone]

Sample Media Pitch

• Target Legislator: President Pro Tem Phil Berger

• Media Market: Greensboro, NC

Human 
Interest

Data

Solution



Legislators: Proof Points, Constituents, CTA
Op- ed: Penny Wise and Pound Foolish: North Carolina Must Protect Home Care

As a BAYADA Home Health Care area director, I oversee care for more than 200 medically 

fragile Winston - Salem area children and adults. I know firsthand that home care is the 

most compassionate and cost - effective option. Our 300+ nurses provide one - on- one 

care that keeps people safe at home and out of hospitals and nursing homes.

Yet North Carolina’s home care funding hasn’t increased in years, and we can’t compete 

with hospital wages that pay nurses $10 or more per hour higher. Cutting Medicaid funding 

by 3–10% would worsen this already - dire crisis that’s hurting families.

Home care saves the state money —$83,000 to $200,000 per person each year —by 

preventing costly institutional care. On behalf of Winston - Salem’s most vulnerable 

populations, I urge State lawmakers to fully fund Medicaid at $690 million when they return 

to session this October . 

It’s not just fiscally smart —it’s the right thing to do for families across our state.

• Target Outlet: Hyperlocal 

paper in key district 

• Share published version 

on social & send paper 

copy to legislator’s office

Legislative Call To Action

Proof points: Fiscally responsible

Localized / Constituency
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Campaign Impact – 

How It Fits Together
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•One clear message: Protect Medicaid for vulnerable residents

•Tailored by audience: Media, Advocates, Lawmakers

•Multiple mediums reinforce one another

•Builds momentum and pressure



Key Takeaways: 
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•Distill → Segment → Mobilize

•Emotional + economic appeals

•Writing is not the end—it’s the campaign driver



Thank You! 
Alisa Mairone
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amairone@heartsforhomecare.com

Heartsforhomecare.com
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