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 Introduction to the Guide

The guide contains four modules that lead users through various steps in Advocacy.

• 
•  
•  
•  

Who Should Use This Advocacy Guide?

What Do We Hope This Guide Will Achieve?

How to Use This Guide?
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1.1. What Is Advocacy? 

The following case study illustrates a case on the role of an advocate:
The role of an advocate is to represent patients and patient groups on a wider platform to effectively 
raise awareness of the issues they are facing. In this case, patient advocacy’s role in supporting, 
connecting, defending, and showing evidence assisted the patient in obtaining her right to proper 
medical care and overcoming the obstacles by seeking the related law.

1. Advocacy Essentials
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A Case Study on Patient Advocacy/
Patient Legal Support

Case Study

Conclusion
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1.2. Who Is a Patient Advocate?

a person who is knowledgeable of the role and the conditions of the represented group. 
This can include family members, close friends, or acquaintances. 

A patient group or organization will be formed by patients, patient experts, patient advocates, 
and patient advocate experts.

The following case study illustrates the level of expertise of a patient advocate. Janice was 
knowledgeable, well-trained and able to identify problems Anna was facing. She didn’t only provide 
her with all the necessary guidance and assistance, but she also helped the patient to self-advocate 
and partake in the decision-making process.
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 A Case Study on Patient Advocacy &
Patient Empowerment

Case Study
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Conclusion
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1.3. Why and When to Advocate?

Patient advocates can provide services and education for the community members to reach the 
most favorable outcome. Independently at any time, the following case study illustrates how Mr. X, 
a patient advocate, provided both education and services to male patients. 

The aim was to counteract false information and rumors that are spread in the community, and to 
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1.4. Where to Advocate?

 A Case Study on Patient Advocacy /
Community Outreach Advocacy

 Tanzania 50 Plus campaign – Tanzania
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2.1. Build a Strategy 

2.1. A. What Is a Strategy?

2. Patient Advocacy Strategy 
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Advocates can use the following template to organize their strategy plans. 

Strategy Plan
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2.1.B. Mission, Vision, Values 

mission 
is the starting point for planning, the vision is the destination, and the strategic plan is the 
roadmap 

2.1. C. Mission Statement 

2.1. D. Vision Statement   

2.1. E. Values 
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2.2. Developing a Strategy

2.2. A. Goal 

2.2. B. Objectives 

2.2. C. Strategy 

2.2. D. Tactics 

2.2. E. Milestones

2.2. F. Evaluation
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A Case Study on Patient Advocacy /
Patient Advocacy Strategy

Patient 
Advocacy Strategy

     

   

VALUES:

GOAL:

OBJECTIVES:
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Conclusion
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2.3. Mapping the Environment 

2.3. A. Listen  

 target audience

2.3. B. Benchmark  

2.3. C. Trends & Insights  
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TARGET AUDIENCE

Purpose

What is a target audience?

Identify a target audience

Define the challenge

Conduct research

Analyzing a target audience
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Empathy Map

Exercise

Thinking & Feeling

Hear & See

• 
• 
• 

• 

• 
• 
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Validation

Say & Do

Pains & Gains

include:

• 
•
• 

• 
• 
•
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2.4. Strengths & Challenges (SWOT)

2.5. Building a Team
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2.5. A. Team Leaders 

2.5. B. Managing Team Conflicts 

1.

2.

3.
4.

5.

• 
• 
• 
• 
•

• 
• 
• 
• 
•
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2.6. Finding Partners

people include: 

2.6. A. Partnerships and Coalitions 

• Connecting with people with the same intentions.

• Discovering passions and interests

• Knowing one’s worth.

• Avoiding judgement.

• Being proactive.
• Being vulnerable.

• 
• •
•
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2.7. Staying Organized 

2.6. B. Choosing Partners
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Project Initiation Document

Purpose

Project information

Draft / Final
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References & Resources
project initiation document pid - project-management-skills.com 

• 

•

• 

•

• 
•
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Stakeholder Management

Purpose

What is a stakeholder?

Identification

:

Prioritization

•
• 
• 
• 



3534

 References & Resources:  mindtools

High power, highly interested

High power, less interested

Low power, highly interested

Low power, less interested
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Understanding

 •
 • • •  •

Discussion

 • 
 •
 •

 •

References & Resources
 mindtools - circles of influence - influence mapping
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2.8. Establishing Goals and Objectives (SMART) 
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SMART Toolkit

Purpose

How to do a SMART Analysis

Specific

Measurable

• 
• 
• 
•
• 

• 
• 
• 



3938

Attainable

Realistic

Time-bound

• 
•  
• 
•

• 
•  
• 

• 
•  
• 
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 This is an example of an advocacy group developing SMART Goals for an Advocacy Campaign.

References & Resources
smart goals - essential guide:writing smart goals - smart goals examples

Evaluation
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Example of setting a SMART goal

Specific

Measurable

Achievable
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Realistic

Time-bound

The campaign has a nearly two-and-a-half month lifespan

• November 15:

• Two coordinated days

• November 22:

• November 28:



4342

Based On : " Toolshero "

2.9. Risks in Advocacy 

Tools & Template: Risk Analysis

Purpose

Matrix

Probability Impact Matrix
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References & Resources
DEVELOPING AND IMPLEMENTING THE ADVOCACY PLAN -  identify action step - 10 easy rules to reduce risks on projects

Measures

Avoid

Reduce

Transfer

Accept

Risk Matrix
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2.9. A. Advocacy Can Be Risky

2.9. B. Avoiding Risks
 

 

• 
•  
• 
•
• 
•
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Monthly Budget Summary  
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Income

Personnel Expenses
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Operating Expenses
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2.9. C. Dealing with Risks 
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2.10. Self-Care in Advocacy 

1. 

2. 

3. 
4. 

5. 

6. 
7. 

8. 

9. 
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2.11. Monitoring & Evaluation 

2.11. A. What Is Monitoring and Evaluation?

Monitoring

 Evaluation

2.11. B. How to Monitor and Evaluate

2.11. C. Starting and Ending 

•
•  

•

10. 
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3.1. Create a Strategy 

3.2. Research an Agenda and Gather Evidence 

3.3. Understand the Agenda on a National and Global Level 

3.4. Working in Partnership 

3. In a Nutshell: Building the Foundations for a Successful Strategy 
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The following case explicitly illustrates the power of partnerships. We can see how a PAG was able to 
strengthen its efforts by working in partnership with the drug manufacturer to ensure availability and 
accessibility of medications in any circumstances.

A Case Study on Patient Advocacy /Partnerships with Drug Manufacturer 

Case Scenario

Conclusion
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3.5. Conflict of Interest/Declaration of Interest 
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Declaration of Interests

Instructions

Personal Details, Public Declaration of Interests

Section 1: Personal Details
 

First name:
 Last name:
 Organization/Company:
 Country:
 E-mail address:
 Role:

Section 2: Public Declaration of Interests

2.10 Any other interests or facts

I do hereby declare on my honor that, to the best of my knowledge, the only direct or 
indirect interests in the pharmaceutical industry I have currently (at the time of completion 
of the form) or have had (in the last three years) are those listed below.
I further declare on my honor that to the best of my knowledge, personal interests, other than 
interests in the pharmaceutical industry, which I currently have (at the time of completion of 
the form) are those listed below:
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2.1 Employment No Yes

2.2 Consultancy No Yes

Note i:

Note ii:

2.3 Strategic advisory role No Yes

Note:

2.4 Financial interests No Yes

• CURRENT
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Note: 

2.5 Principal investigator No Yes

CURRENT

Note:

2.10 Any other interests or facts

2.6 Investigator No Yes

• CURRENT

• CURRENT 



5756

2.10 Any other interests or facts
(CURRENT is interpreted at time of completion of this form)

2.7 Grant / Funding to organization / institution No Yes

(CURRENT is interpreted at time of completion of this form.)

2.8 Close family member interest No Yes

CURRENT
(CURRENT is interpreted at time of completion of this form.)

2.9 Personal interests, other than in a pharmaceutical company No        Yes

•

•

Note:

2.7 Grant or other funding to an organization/
institution. (CURRENT is interpreted at time of completion of this form.)
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2.10 Any other interests or facts No        Yes

•

•

•

• 

   

Please declare any other interests below:

Section 3: Confidentiality Undertaking 

"

"
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    Full name:
    Signature:
    Date:

•

•

• 
• 

• 

*Third party does not include employees of the National Competent Authorities who either have 

obligations under national legislation on professional secrecy.
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3.6. Time frames/Timeline  

Establish goals and objectives (SMART)

Advocacy Resources

3.7. The Advocate’s Story
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•
• 
• 
• 
• 
•
• 
• 

•

•

Personal Storytelling

ABOUT ME
   

Name
   Street, City, State, Zip:
   Phone:
   Email:
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4.1. Why Is Communication Needed? 

4.2. Developing Your Message 

4.3. Designing Your Message 

4.3. A. Decide on an Angle 

4.3. B. Start with the Audience’s Interest 

4. Communication in Advocacy 
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4.3. C. Talk to the Mind, Heart, and Impulse 

Make it concise

Make it clear 

Make it simple 

Make it different 

Make it yours 

•
•
•
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4.4. Identifying Your Target Audiences 

Patient Advocates tend to identify their target audience in order to deliver their message and reach 

their target audience “Members of the Parliament" and did evidence-based research about the 
hazards of tobacco production and use in order to be aligned with the "FCTC" and have effective 
control over tobacco products, and therefore, boost public health.
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Advocacy report from Tanzania: Tobacco Control Forum (TTCF), Tanzania

 

A Case Study on Patient Advocacy /Political Advocacy
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 • Decision-makers

 • 

4. A. Audiences and Stakeholders 
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Target Audience

Purpose

What is a target audience?

Identify your target audience

Conduct research

Analyze your target audience

••
• 
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4.5. Choose Your Messengers 

about cancer. Furthermore, it shows how these celebrities and experts can help spread the 
message and fundraise for the advocacy groups.

4.5. A. Choosing Effective Spokespeople 

A Case Study on Patient Advocacy/Partnerships with Experts and Champions

The People living with Cancer (PLWC) – South Africa
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4.5. B. Communication with Decision-Makers
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Sample OF A Political Letter

Dear XXXXXXXX.

Name
Address 
Phone

Name here. Citizens Climate Lobby
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Rex Tillerson.
ExxonMobil CEO
 

Fred Smith, 
FedEx CEO 

Dr. James Hansen, Physicist, 
Director of NASA Goddard 
Institute for Space Studies 
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Letter Sample

 References & Resources
talking to a politician - from moment to movement and beyond - How to Write a Letter to a Politician 

[Date]
 [Name] 

[Address]
[City], [State], [Zip Code]

[Name]
 

[Contact Info]

Tip: Add personal touches whenever possible.
For example, think about how have health 
centers, like Westside, have impacted you or 

your friends and loved ones one.
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Tools & Template: Prepare a Pitch

Purpose

Prepare your message

Keep it short

Study the audience and the situation

Start with a powerful statement

• 
• 
• • 
• 
• 

• 
• 
• 
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References & Resources 
call to action - 18 steps to create and deliver a win - how to pitch a brilliant idea  - how to pitch b2b 

Keep it positive

Make it tangible

Be passionate

Call to action
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4.6. Tone 

4.7. Identify Opportunities and Activities for Messages 

Identify & Plan Opportunities 

PubMed Google Alert on 
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Tools & Template: Identify & Plan Opportunities

purpose

Identify opportunities

Listen

Benchmark

Trends & insights

Plan opportunities

Enable resources
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References & Resources
DEVELOPING AND IMPLEMENTING THE ADVOCACY PLAN - Identifying Action Steps 

Lobbying & Negotiating

Campaigning

Engage with the media

Checklist

Interview stakeholders 
Build up a network
Competitors research
Analyze different strategies
Subscribe to newsletters & Google Alerts 
Scan through social media
Map existing, identify missing resources 
Spread your message!
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4.8. The Target Audience and Where to Find Them 

4.9. Getting a Message Across 

• 

• 

• 
• 

•
•
• 
• 
•

•
•
•
•
•
•
•

•
•
•
•
•
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4.9. A. Presenting 

4.9. B. Meetings 

•
• 
• 

• 

• 

• 
• 
• 

•
• 

 • 
• 
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4.9. C. Following Up

•

• 

• 
• 
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4.10. Traditional Media and How to Use It 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

•
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 Tools & Template:
Guidelines: On writing a Newspaper Cover Story

Purpose

What is a newspaper cover story?
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Parts of a Newspaper Cover Story

• 

• 

How to Write a Newspaper Cover Story

• 

• 

• 

• 

• 
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References & Resources
INVERTED TRIANGLE

• Check facts before concluding

• Remain unbiased

• Concluding an article

• Keep it simple
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References and additional resources
Westwood B, Westwood G: Assessment of newspaper reporting of public health and the medical model: 

   a methodological case study. Health Promotion International 1999, 14(1):53-64.

Rainey DY, Runyan CW: Newspapers: a source for injury surveillance?
  American Journal of Public Health 1992, 82(5):745-746.

how to land a feature story placement - how to write a good newspaper article - Write a News Article

How To Write A News Article - Fleming, Grace. "How to Write an Effective News Article." ThoughtCo

• 
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Tools & Template: Press Kit

Purpose

Press Kit Essentials

Your Story

Facts & Figures

Large, high-resolution images

People of your team

Press releases
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References & Resources
9 things that must be in your electronic press kit - how to create impactful press kits - press kit maker

Samples of articles/press

Social media credentials

Additional

Keep it up-to-date

• 

• 

• 

• 

• 

• 
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hootsuite - TWEETDECK - CREATING SOCIAL MEDIA MESSAGES - PROVEN SOCIAL MEDIA ENGAGEMENT STRATEGIES 

4.11. Social Media 
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Patient advocacy programs use different visual tools to provide education to patients. The following 
case study presents an example of how a PAG in Ghana spread educational material such as posters in 
order to create awareness about cancer and its associated factors to promote cancer prevention. 

A Case Study on Patient Advocacy / Education Advocacy

AfrOx/ESMO/UICC  Ghana
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Tools & Template: Social Media

Purpose

Identify key stakeholders

 • 

 • 

 • 

 • 

Tip: Want to know more about your key stakeholders? Use the tool “Identify and Analyze 
Target Audience” and a tool called the Empathy Map to gain a deeper insight into the 
needs and desires.

Choose your platforms
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Reference
TOP 5 SOCIAL MEDIA PLATFORMS OF 2017  
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Craft key messages

We have all the information you need.

We keep you updated about the latest news and innovations around your rare condition.”

We collaborate with our team around the globe, making sure to keep you updated 
about the latest news and innovations around your rare condition, because we care for your 
health and wellbeing as a rare disease patient.

Formula: We do X so that Y because Z

Tips & Tricks
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References & Resources
hootsuite  -  T WEETDECK -  CREATING  SOCIAL  MEDIA  ME SSAGE S -  P ROVEN  SOC IAL  MEDIA  EN GAGEMEN T STRATEGIE S  

• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 
• 

The following case study presents the patient advocacy role in raising awareness about the lack of 
health service coverage in Ghana using different social media tools. Their efforts were successful 
since they were able to deliver their concerns to the policy makers who initiated as a result some 
corrective measures



9796

 A Case Study on Patient Advocacy/Raising Awareness
Advocacy-Working with media
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Resources & References for the Guide

1. Evidence for Advocacy: A Practical Guide Guidance on the generation and use of 
    evidence in charity advocacy campaigns. 

Evidence for advocacy: A practical guide; guidance 
on the generation and use of evidence in charity advocacy campaigns.

LINK

2. Advocacy in social work

Introduction to social work: An advocacy-based profession 

LINK

3. Share for Rare: Toolkit for Patient Advocacy

Tool for patient advocacy.
LINK 

4. Stop the global epidemic of chronic disease: a practical guide to successful advocacy
Stop the global epidemic of chronic disease: A practical 

guide to successful advocacy. LINK

5. Guide to Patient Advocacy - Asaco

Guide to patient advocacy: Factsheet 11.
LINK

6. RCE Patient Toolkit - Rare Cancers Europe

Rare Cancer Patient Toolkit. 
LINK

7. CANCER ADVOCACY TRAINING TOOLKIT Africa

Cancer advocacy training toolkit for Africa.
LINK
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WEBOGRAPHY FOR TOOLS AND TEMPLATES

1. project initiation document

2. project management skills

3.newPPM

4.circles of influence - influence mapping

5.smart goals

6.essential guide writing smart

7.smart goals examples

8.DEVELOPING AND IMPLEMENTING THE ADVOCACY PLAN

9.strategic - planning-identify action steps

10.10 easy rules to reduce risks on projects

11.call to action

12.how to pitch -18 steps to create and deliver a win

13.how to pitch a brilliant idea

14.how to pitch b2b

15.how to land a feature story placement

16.how to write a good newspaper article

17.Write a News Article

18.How To Write A News Article

19.How to Write a Newspaper Article

20.how to write a news article

21.9 things that must be in your electronic press kit 

22.how to create impactful press kits

23.press kit maker

24.hootsuite

25.tweetdeck - twitter

26.creating social media messages

27.proven social media engagement strategies


