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Your Voice, 
Your Community, 
Your Power.
Have you ever participated in Earth Hour, switching off your lights
for an hour to raise awareness about climate change? Or perhaps
you've grown a moustache for Movember, supporting men's health
initiatives? These are simple examples of advocacy in action –
collective efforts to raise awareness and drive change. 

Advocacy, at its core, is simply using your voice to
make a difference. It's about speaking up for what
you believe in, whether it's a local issue affecting

your neighbourhood or a broader societal concern.

This handbook is your guide to unlocking the power of community
advocacy. It's designed to empower you, a community member, to
become an effective advocate for positive change in your own
community. We'll equip you with the knowledge and skills to
identify issues, build support, craft compelling messages, and
engage with decision-makers to achieve your goals.

Advocacy can take many forms. Sometimes, it's a personal act, like
writing a letter to your local council member. Other times, it's a
collective effort, like organizing a community campaign to improve
local parks or advocating for better public transport. This handbook
will explore both individual and collective advocacy, providing practical
strategies and tools for each approach.

We'll delve into the art of storytelling, the importance of building
relationships, and the power of working together to achieve shared
goals. We'll also explore how to measure your success, celebrate your
wins, and learn from any challenges you encounter along the way.
Get ready to discover the power you hold to create positive change in
your community.
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Discovering Your
Community's Voice

Chapter 1

Put simply, Advocacy is speaking up for what you believe in to improve things for
yourself, your family and your community. It's about using your individual voice –
and collectively, the voices of others – to influence decision makers to make a
positive change on issues that affect your community. 

Advocacy isn't just about complaining; it's about finding solutions and working
together to achieve them.

Often, we tend to focus on what’s wrong. 
I really like to think positively about advocacy as an ‘opportunity’. This is an
opportunity you’re highlighting for decision makers to help them change the
status quo. 

Advocacy is about using your voice to create positive
change. It empowers communities, solves problems, and

improves lives. Community advocacy is about people
campaigning for change, from individual actions to

collaborative group efforts.
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“Advocacy is...the act of promoting and supporting the rights
and well-being of individuals, groups, or communities.”

https://www.socialworkportal.com/

What is Advocacy?



Types of Advocacy
There are two main types of community advocacy we’ll be discussing in this
handbook: individual and collective. Both are important and can be used together for
greater impact.

Individual advocacy
Individual advocacy involves speaking
up for yourself or others. While
advocacy might seem daunting, you
can start to create change as an
individual.
 
Examples of actions you can take
include:

Writing a letter to a councillor or
Member of Parliament.
Build your networks and
relationships with decision makers
and share your personal story.
Raise awareness of the issue
through social or printed media.
Speak about the issue at your local
council meeting.
Provide information on the issue
and opportunities for people to ask
you more about the issue.

You can also motivate others to join
you in a collective action.

Collective advocacy involves working with
others towards a shared goal. Even
though collective advocacy involves
groups, individual actions are essential to
its success. This could include joining a
campaign group, organising a petition, or
participating in a community protest. 

Examples of collective action include:
Become a member of a larger group to
amplify your voice and combine your
efforts with others. This shared effort is
far more impactful than individual
action alone
A single person can initiate a petition,
gathering signatures from others to
demonstrate widespread support for a
cause. When more people share this
petition, there will be more signatures
and support. This collective action can
put pressure on decision-makers. 
You can participate in advocacy events
to show your support for the campaign.
This could be information events,
media events, protests or information
stands.

Collective advocacy
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As an individual, you can have an impact, but together as a collective you
can have a bigger impact. Collective action also draws more attention and is

likely to influence decision makers more than individual action would.



Individual or
Collective Advocacy?

Individual Advocacy Collective Advocacy

Pros

Allows for immediate action on
personal concerns without
needing to build consensus or
coordinate with others.
You can develop a more
personal connection with
decision-makers, which
provides them with an
understanding of your
concerns and the impact. 
 Individual advocacy can be
initiated quickly and easily.
 Requires minimal resources or
organisation, making it
accessible to anyone. 

Combines the voices and
resources of many individuals,
creating a powerful force for
change. This amplified voice is
more likely to be heard by
decision-makers. 
Shared resources of time,
skills, knowledge, funding
equals greater capacity
Increased resilience and
sustainability, less vulnerable
to setbacks or individual
burnout.
A united front can enhance
credibility, demonstrating
stronger impact
Collective action builds a sense
of community and solidarity.

Cons

May have limited impact
compared to collective action,
especially when dealing with
systemic issues. Your voice
may be easily overlooked.
Individuals can feel vulnerable
and feel them may be open to
retaliation.
Individuals may not have as
many resources as a collective
would, to effectively advocate,
particularly on complex issues. 
Individuals may feel isolated
and lack the support network
that collective advocacy offers.

Requires significant effort to
coordinate actions and
maintain consensus among
diverse individuals and groups.
Building consensus and
coordinating actions can be
time-consuming, potentially
slowing down progress.
Potential for internal conflict if
there are disagreements.
Success may depend on
securing sufficient resources
If you don’t focus your
message, it will be diluted and
reduce impact
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While collective action often yields greater
results, individual advocacy plays a vital
role in initiating change, raising
awareness, and building momentum for
larger movements. Even small, individual
actions can be the seeds of significant
change.

 

The best approach depends on the specific issue, available resources, and the
context. Sometimes, individual advocacy can be a precursor to collective action,
raising awareness and building support for a larger movement. Often, a combination
of both approaches is most effective. 

For example, if you are advocating for a change for Migrant access to healthcare,
you can ask the individuals to write a letter to the Minister for Health, talking about
the impact this has on them and their families. Your group could then go and meet
with the Ministers’ staff and share a collection of those stories.
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Do Decision Makers Listen?
I know it’s easy to think that decision makers don’t care. But that’s not always true.
Often, they know it’s an issue, but alone, they’re power is limited. They need a
public collective voice to back the issue so that they can point to your advocacy to
show that change is needed and wanted by the community. 

Think of it this way; by publicly advocating for change, you’re also helping them
direct the resources and funds needed to make change. 

What is needed, is a show of strength. Your voice is amplified and stronger when
there are many voices, and this is what’s needed to show how important it is for
change to happen.



Why Advocacy Matters
Advocacy is crucial because it empowers communities to solve problems

and improve lives. It gives a voice to those who might otherwise be
unheard. It can lead to significant changes, from improved local services

to national policy shifts. Consider the impact of advocacy on improving
access to healthcare in remote Aboriginal communities. Even small

actions can make a significant difference. A group of parents advocating
for better school resources, for instance, can greatly enhance the learning

environment for their children.

Movember Earth Hour

Here are two examples of Australian advocacy campaigns that
stared with a few people and now have a global impact:

“In 2003, two mates (Travis Garone
and Luke Slattery) meet up for a quiet
beer in Melbourne, Australia, and the
idea that sparked Movember is born. 

This movement started with 30 Mo
Bros. Now, it claims a headcount of
over 6 million. And we're not done
yet.” 

Source:
https://au.movember.com/about/foun
dation 

“In 2007, the Sydney chapter of the
World Wildlife Fund (WWF) organised
a lights-out event to encourage
people to take an active role in
environmental issues. On its launch
on March 31, 2.2 million Australians
turned off their lights for an hour to
reduce their energy”

Source:
https://www.earthhour.org.au/
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“Never doubt that a small group of thoughtful,
committed citizens can change the world. Indeed,

it is the only thing that ever has.” 

Margaret Mead

https://au.movember.com/about/foundation
https://au.movember.com/about/foundation
https://www.earthhour.org.au/


Action Steps

You may feel that you should start a new not-for-profit organisation, particularly if
it’s a change that’s a systemic, complex or legal change and may need a lot of
funding and resources. However, it’s often better to join another group that is
already working in the area you want to create change in. They will have
established relationships, and they have probably identified this issue needs
changed, but they’ve been waiting for someone as passionate as you are about
this change to join them!

For example, if you are wanting to make an area more accessible for wheelchairs,
you could search out for a local accessibility committee or alliance. Your local
council may have a list of community groups. There might also be a subcommittee
of council you can talk to. You’ll often find this information on council websites or
search social media pages.
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1
Think of an issue in your
community that you care
about. Write down three
actions you could take to
advocate for change. This

could be as simple as
writing a letter or joining a

local campaign group. 

2
Now, look at what

you’ve written down. 

What are actions you
can take now as an

individual? 

3
What are actions you

need to work with
others on? 

Will you join another
group to advocate for
change, or will you

create a new group?

Top Tip



Planning Your Advocacy
Power Play

Chapter 2
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Chapter 1 explored the power of advocacy and its importance in creating positive
change within Australian communities. This chapter provides a practical, step-by-
step guide to developing a successful advocacy plan. We'll explore key elements,
from identifying your target audience and crafting a compelling message to building
alliances and measuring your impact. 
You don’t need a lot of resources, you can achieve results even with small, well-
planned campaigns.

Let’s work through the ‘Community Advocacy Plan Template’. Follow along and
complete it with your issue in mind. You’ll find some examples we’ve put together for
you along the way. This is just an example using a mock-advocacy case to provide
Migrants in Australia with access to equitable healthcare.

Before embarking on your advocacy journey, clearly define the issue you're addressing
and set specific, measurable, achievable, relevant, and time-bound (SMART)
objectives. For example, instead of a broad goal like "improve local parks," aim for
"secure funding for new playground equipment at Miller Park by December (year)”
Consider the following:

1. What is the issue? 
Be specific and provide evidence. Identify the community members directly impacted
by the issue. For example, "Miller Park's playground equipment is outdated and
unsafe, posing a risk to children."

2. What will it look like when it’s fixed? 
This helps you understand the positive impacts your change will create. Remember to
think about the broader impacts here. For example, building awareness of a health
issue and the importance of getting tested can improve a person’s health, which can
positively impact their family, friends and work colleagues. 

Step 1: Define Your Issue and Objectives



3.What needs to change for that to happen? 
Set clear, measurable objectives. Critically think about the issue from every
angle, is it a funding, policy or legal change for example? It’s important to
know the exact things are. When you advocate for change, people will want
you to be clear about what needs to be done and how they can support your
campaign.
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4. What will happen if it’s not fixed? 
This helps you think more broadly about the issue. It’s important to consider the
environment that surrounds that issue and the people it directly impacts. 

5. What stories and data do we have? 
Reflecting on the points you’ve just worked through; you should now be able to identify
points where there are stories and data that can be gathered. It might highlight gaps in
information as well, which is also good because it means you can develop an action plan
to start gathering that information as soon as possible. Australia is very evidence
based, and you will need a mixture of information to support your statements.

“Stories and Stats support your statements,
everything else is just an opinion, and opinions

don’t win a lot of trust!”
Natalie Bramble
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Now it’s time to consider the organisations and individuals who can influence your
campaign. While it’s so easy to include those who are likely to be positive and
support your campaign, it’s equally as important to identify those who may be
detractors. 

You can either write down a list of people and organisations, or you can use a
stakeholder analysis tool that helps identify the power and influence these
stakeholders have on the effecting change. For example, if it’s a local council policy
you’re advocating for, then councillors will have high power. Their interest may
vary from none to high interest, and this is what you need to discover. Your
ultimate goal is for them to have a lot of interest in the campaign so that they
support the proposed change.

Consider:
Decision-makers: Who has the power to make the changes you seek? This
might be a local council, a government department, or a specific individual.
Influencers: Who can influence the decision-makers? This could include
community leaders, media personalities, or experts in the relevant field.
Community members: Who needs to be informed and engaged to support
your campaign?

Step 2: Identify the Stakeholders

Remember, collaboration is key to successful advocacy. Be sure to include Identify
potential allies who share your goals and can contribute resources or expertise.
Consider:

Community organisations: Who else is working on related issues?
Businesses: Who might be willing to provide financial or in-kind support?
Experts: Who can provide credibility and expertise to your campaign?



It’s important to be really clear about the key points in your campaign. A message
is a brief, straightforward statement based on an analysis of what will persuade a
particular audience.

Simple
To the point
Easy to remember
Repeated frequently 

They need to hear it and see it in different ways and for it to be repeated again, and
again, to retain it. In the marketing world, research states it’s at least 7 times.

Think about political campaigns and the the phrase they use over and over again.
It’s generally 3 to 5 words. You hear it regularly because they repeat it consistently
and then you begin to associate that person with that ‘catch-cry’ phrase.
You may not be able to capture everything in 3 to 5 words, but I’m sure you
understand the importance of keeping it short, clear and simple. 

What would your message be? Craft a clear, concise, and persuasive message that
resonates with your target audience. 
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Step 3: Develop a Compelling Message



Who Why they
should care

Key
Messages

How they
can help

Action

Minister for
Health

Improving
migrant

healthcare
reduces hospital

strain
  and improves
public health
outcomes.

  
Migrants will one

day become
voters.

  

Better health,
lower costs.

Migrant health:
A public health

priority.

Allocate
funding for
interpreter

services, bulk-
billed clinics,
and mental

health
programs.

Allocate
funding for
interpreter

services, bulk-
billed clinics,
and mental

health
programs

Meet with advocacy
groups, introduce
funding measures.

Local MPs Migrants in their
communities
struggle to

access
healthcare,

affecting their
well-being and
ability to work.
Migrants will

likely  become
voters.

Healthy
migrants,
thriving

communities.
Invest in

health, boost
economy.

Advocate for
funding and

policy changes
in Parliament.

Raise the issue in
Parliament, support
petitions, engage
with community

groups.

Healthcare
Providers

Addressing
language and

cultural barriers
improves patient

care and
efficiency.

Improved care,
better

outcomes.
Culturally safe,
efficient care.

Implement
cultural

competency
training and
interpreter
services

Collaborate with
government and
NGOs to improve

accessibility.

Migrant
Advocacy
Groups

Ensuring
equitable
healthcare

access aligns
with their
mission.

Equitable
healthcare: Our

mission.
Empower
migrants,

improve health.

Mobilise
migrant

communities,
collect data,

and share case
studies.

Conduct campaigns,
submit reports to

policymakers.

Media &
Public

Highlighting the
issue increases

public awareness
and pressure on
decision-makers.

Migrant health:
A human story.

Fair access: A
social justice

issue.

Share stories,
publish articles,

and raise
awareness.

Publish op-eds,
host interviews,
and use social
media campaigns.
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Step 4: Connect with Stories

Stories are an important way to connect your audience with the lived reality of the
issue. We’re never going to convince everyone that the change you want is in their
best interests, however, sometimes you can build understanding, and this can help
to reduce any objections they may have had to your campaign. Stories help people
move an abstract or unknown impact into something they can connect with. Stories
also build empathy, and empathy plays a crucial role to build understanding.

You should have a minimum of three stories to use across your campaign.

1. Personal Stories: The Human Face of the Issue

Personal stories are the heart of any successful advocacy campaign. They humanise
the issue, allowing your audience to connect with the lived experiences of those
directly affected. These stories move beyond statistics and data, fostering empathy
and understanding. 

A well-crafted personal story can:
Build trust and credibility: Sharing a personal experience makes your
message more relatable and believable.
Evoke emotions: Personal stories tap into the audience's emotions, making
them more receptive to your message.
Inspire action: By highlighting the human cost of the current status quo,
personal stories motivate people to get involved.
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Example: Imagine an advocacy campaign for improved mental health services in rural
Australia. A powerful personal story might be that of a farmer struggling with
depression and anxiety, highlighting the lack of accessible mental health support in
their community and the devastating consequences of this lack of access. This story
could detail the challenges faced in accessing services, the impact on their family, and
the eventual positive outcome after finally receiving appropriate support.

Action Point: Identify at least three individuals whose stories could powerfully
illustrate the impact of the issue you're advocating for. Obtain their consent to share
their experiences, ensuring their privacy and respecting their wishes.

2. Impact Case Studies: Evidence-Based Storytelling

While personal stories evoke emotion, impact case studies provide concrete evidence
of the issue's severity and consequences. These narratives combine data and facts
with compelling storytelling, creating a powerful and persuasive argument. A strong
case study:

Provides concrete evidence: It uses data, statistics, and research to support
your claims.
Demonstrates the scale of the problem: It shows how the issue affects
individuals, communities, and the wider society.
Highlights the urgency of the situation: It underscores the need for immediate
action.

Example: Consider an advocacy campaign for improved infrastructure in a remote
community. A compelling case study might focus on a specific community, detailing
the lack of access to clean water, reliable electricity, and adequate healthcare. The
case study would present data on health outcomes, economic indicators, and
educational attainment, demonstrating the direct link between inadequate
infrastructure and the community's well-being.

Action Point: Research the issue thoroughly, gathering data and statistics to
support your claims. Identify specific cases that illustrate the impact of the issue and
develop detailed case studies that present this information in a clear and compelling
way.
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Example: An advocacy campaign for improved access to affordable housing in
major Australian cities could use a collective impact story. This story could feature
interviews with individuals and families struggling with housing insecurity, alongside
data on homelessness rates, rental affordability, and the impact on social cohesion.
The story could also highlight the work of various organisations and community
groups working to address the issue, showcasing their collaborative efforts and the
positive impact of their work.

Action Point: Identify key stakeholders and community groups working on the
issue. Collaborate with them to gather stories and data that illustrate the collective
impact of the issue. Develop a narrative that showcases this collective impact and
inspires a sense of shared responsibility and hope.

3. Collective Impact Stories: The Power of Unity

Collective impact stories demonstrate the widespread nature of the issue, showing
how it affects a large number of people and communities. These build a sense of
shared experience and collective responsibility, encouraging people to get involved
and support the cause. A strong collective impact story:

Highlights the systemic nature of the problem: It shows how the issue
affects various groups and communities.
Showcases the collective efforts of individuals and organisations: It
demonstrates the power of collaboration and unity.
Inspires hope and optimism: It demonstrates that positive change is possible
when people work together.
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One of the most important things to do here is to ask, ask, ask. Don’t think you have to
do it alone. There are many people who would be more than willing to help if you
directly ask them. Think of the many Australians who participate in events like Clean Up
Australia Day, demonstrating collective advocacy and interest for environmental
protection.

A lot of advocates are volunteers or work in the community space and like us, are
time poor. So, it’s important to be realistic about the resources you have or can
access to support your campaign. Go back and review the stakeholder map.
Consider those organisations and people who are supportive of the campaign, who
are your allies and partners? What resources can they offer?

You could also start with the list of what you need to do and then think about the
resources you’ll need. 

Step 5: Check Resources

Need a grant?
There’s a Free Introduction to Grant Writing Course available if
you’re a member of the iClick2Learn library or join our free
membership to access here: https://iclick2learn.com.au/join/



There are a range of ways you can promote your campaign, including:

Direct Engagement with Decision-Makers1.
Media & Public Relations2.
Digital & Social Media Campaigns3.
Community Engagement4.
Collaborations & Partnerships5.
Creative Awareness Campaigns6.
Legislative & Policy Advocacy7.
Fundraising & Crowdsourcing8.
Grassroots Mobilisation9.

There's an example of a simple action plan on the next page.

Step 6: Take Action
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Now it’s time to develop an action plan. Marketing
campaigns generally have intense periods of time where
there is a lot of things happening, but they should then
transition to regular communication. For example, the first
eight weeks of the campaign there should be a lot of
visibility across a lot of stakeholder events and media as you
launch your campaign. This should then settle into a series
of consistent messages and actions to reinforce your
message. It may then increase as seasonal events, like
council elections are on.



What Where When Who

Partner with
other advocacy
groups

Meetings, networking
events, email outreach

Weeks 2-6 Team leader &
partnership coordinator

Social media
awareness
campaign

Fachandbook, Twitter,
Instagram, LinkedIn

Weeks 2-8
(ongoing)

Social media
coordinator, volunteers

Distribute flyers
& posters
  

Community centers,
cultural

  hubs, local cafés
  

Weeks 3-6 Volunteers & community
liaisons

Create a short
video

YouTube, Instagram
Reels, TikTok

Week 3 Team member with
video editing skills

Email campaign
to supporters

Email lists, newsletters Weeks 3, 5,
7
  

Team member managing
communications

Petition drive Online (Change.org) &
in-person (events)

Weeks 3-8  All team members,
community
  volunteers

  

Engage with local
media

Local newspapers,
radio, TV

Week 4-6 Media spokesperson,
writer for press release

Organise a
community
meeting

Local hall, library, or
online (Zoom)

Week 4 Event coordinator,
speaker, facilitator

Meeting with
local MPs

MP’s office, Parliament
  House, online

  

Weeks 5-7 Advocacy team
representatives
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Measuring Your Success
and Staying Motivated

Chapter 3

It can be hard to continue momentum, and that’s where collective action can help
because it gives people the opportunity to take time out to rest and recharge, while
others continue the march. 

All successful change requires effort, and it can take a while. You might face
setbacks, bureaucratic hurdles, and moments of doubt. Yet, through perseverance,
meticulous planning, a refusal to give up and a group of people to share the load,
you will achieve change. It might not be the ultimate goal you’re looking for, but it
will likely be a step towards that change.

“One small step for man,
one giant leap for mankind” 

Neil Armstrong

This chapter will equip you with the tools to measure your progress, celebrate your
wins, and navigate challenges, keeping your advocacy efforts strong and effective.
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It’s important to make sure you’re tracking your progress along the way. Measuring
your progress isn't about ticking boxes; it's about understanding your impact and
adapting your strategy as needed. Here’s a known truth - Your plan isn’t going to go
to plan! Things will happen along the way that will likely change it’s course. 

So, you need to make sure that this is something you regularly reflect on. Assess the
impact of the campaign, what’s working and what needs to change? 

Simple methods can make a big difference. Consider these approaches:
·Setting SMART Goals: Ensure your goals are Specific, Measurable, Achievable,
Relevant, and Time-bound. This provides clear targets and allows you to track your
progress effectively. 
·Data Collection: Keep records of your activities – letters written, meetings held,
media mentions, petition signatures, social media engagement. This data provides
evidence of your impact and helps you demonstrate your success to others. 
·Regular Reviews: Schedule regular meetings to review your progress against your
goals. This allows for timely adjustments to your strategy and keeps your team
focused and motivated. 
·Qualitative Feedback: Gather feedback from your supporters, community
members, and decision-makers. This provides valuable insights into the effectiveness
of your campaign and helps you refine your approach. 

1. Tracking Your Progress: Charting Your
Course to Change

Celebrating successes, no matter how small, is crucial for maintaining momentum and
morale. Acknowledge achievements and thank your supporters for their contributions.
This could involve:

Public Acknowledgement: Use social media, local newspapers, or community
events to highlight your achievements.
Internal Celebrations: Organise social events to celebrate milestones and boost
morale.
Formal Recognition: Consider presenting awards or certificates to key supporters
or volunteers. 

2. Celebrating Milestones: Inspiring
Momentum with Successes
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Don't let setbacks discourage you; instead, view them as opportunities to learn and
improve. Consider:

Honest Reflection: After a setback, take time to reflect on what went well and
what could be improved.
Seeking Feedback: Ask for feedback from your team, supporters, and even
your opponents.
Adapting Your Strategy: Be willing to adjust your approach based on what
you've learned. 

3. Learning from Challenges: Turning
Setbacks into Opportunities

Maintaining long-term engagement requires consistent effort and creative
strategies. Consider:

Regular Communication: Keep your supporters informed about your progress
and upcoming events.
Diverse Activities: Offer a variety of ways for people to get involved, such as
volunteering, fundraising, or attending events.
Building Community: Build a sense of community among your supporters by
organising social events or online forums. 

4. Staying Engaged: Sustaining the
Momentum

What next?
Reflect on a past advocacy effort, or think of one you know about. 

What worked well? 
What could have been improved? 
What lessons did you learn? 
Write a short reflection outlining your key takeaways.
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Advocacy is a journey, not a sprint. It requires
perseverance, strategic planning, and a
commitment to learning and adapting. By
embracing the principles outlined in this chapter,
you can build a powerful and sustainable advocacy
campaign that makes a real difference in your
community and beyond. Keep advocating, keep
learning, and keep making a difference.

Measuring your progress, celebrating successes,
and learning from challenges are essential for
maintaining momentum in your advocacy efforts. By
consistently tracking your impact, acknowledging
achievements, and adapting your strategies, you
can build a strong and effective advocacy campaign
that achieves lasting change.



This handbook has explored the power of community
advocacy, highlighting its ability to transform lives and
shape communities. We've journeyed from
understanding the fundamentals of advocacy – crafting
compelling narratives, building strong relationships,
and strategically engaging with decision-makers – to
mastering the art of measuring progress, celebrating
successes, and learning from challenges. The journey
itself underscores the iterative nature of advocacy: a
continuous cycle of learning, adapting, and striving for
positive change.
The stories shared throughout this guide – from the
rural Victorian community securing funding for their
community centre to the students successfully
advocating for a school fundraiser – demonstrate the
tangible impact of community-based advocacy. These
are not isolated incidents; they represent the countless
acts of collective action that shape our communities
every day. They are testaments to the power of
ordinary people coming together to address shared
concerns and create positive change.

Your role as an advocate is vital. You are the voice of
your community, the champion of its needs, and the
catalyst for its growth. Whether you're advocating for
improved local infrastructure, increased access to
healthcare, or greater environmental protection, your
actions have the potential to make a profound
difference in the lives of others.

Summary: Igniting Change,
One Story at a Time
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Here’s where you can use AI (i.e. Chat GPT ®, Google Gemini ® or Microsoft CoPilot ® to
brainstorm some suggestions. Here’s some prompts you can use:

I. Direct & Simple Prompts:
"Write five catchy slogans for an advocacy campaign promoting [specific issue, e.g.,
environmental sustainability]."
"Generate three slogans for a campaign advocating for [specific policy change, e.g.,
increased funding for public libraries]."
"Create some short, memorable slogans for an advocacy campaign focused on [target
audience, e.g., young people] and [specific issue, e.g., mental health]."

II. Prompts Specifying Tone & Style:
"Write five powerful and inspiring slogans for a campaign to end [specific issue, e.g.,
homelessness], using strong verbs and positive language."
"Generate three urgent and attention-grabbing slogans for a campaign against [specific
issue, e.g., climate change], using a sense of urgency and alarm."
"Create some humorous and memorable slogans for a campaign promoting [specific issue,
e.g., responsible pet ownership], targeting a younger audience."

III. Prompts Specifying Target Audience:
"Write five slogans for a campaign to improve [specific issue, e.g., access to healthcare] for
[specific demographic, e.g., elderly people] in [specific location, e.g., rural Australia]."
"Generate three slogans for a campaign to raise awareness of [specific issue, e.g., domestic
violence] among [specific demographic, e.g., young men]."
"Create some slogans for a campaign to promote [specific issue, e.g., sustainable
agriculture] to [specific demographic, e.g., farmers] in [specific region, e.g., the Murray-
Darling Basin]."

IV. Prompts Incorporating Keywords:
"Write five slogans for a campaign to protect [specific environment, e.g., the Great Barrier
Reef], using keywords like 'coral', 'ocean', 'conservation', and 'protect'."
"Generate three slogans for a campaign to improve [specific service, e.g., public transport],
using keywords like 'reliable', 'affordable', 'accessible', and 'efficient'."

V. Advanced Prompts (More Creative Control):
"Write five slogans for a campaign to [specific action, e.g., reduce plastic waste], using a
rhyming scheme and alliteration."
"Generate three slogans for a campaign to support [specific group, e.g., Indigenous
Australians], incorporating a powerful quote or proverb."
"Create a series of slogans (at least five) for a multi-phase campaign to [specific goal, e.g.,
improve mental health services], each slogan reflecting a different phase of the campaign."

Remember to replace the bracketed information with your specific details. The more specific
and detailed your prompt, the better the results you'll get from ChatGPT. Experiment with
different prompt styles to find what works best for your needs.

Bonus: AI Prompts for Key Messages / Slogans
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