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IntRoDUCtIon

The Framework Convention on Tobacco Control (FCTC) 
is the world’s first global public health treaty designed 
to implement evidence-based measures to reduce to-
bacco use and exposure to tobacco smoke. When ef-
fectively implemented, the FCTC is a powerful tool to re-
duce the devastating global consequences of tobacco 
products on health, lives and economies.

Advocates around the world have successfully waged 
campaigns to win passage of national and sub-national 
policies that protect millions of people from the harms 
of tobacco. Tobacco companies have tremendous influ-
ence and resources at their disposal to block tobacco 
control advocacy efforts, so a successful campaign re-
quires good planning, strategic thinking and determina-
tion. To achieve the goals articulated in the Framework 
Convention for Tobacco Control (FCTC), advocates 
need to continue to strengthen their skills to better mo-
bilize support, persuade key decision-makers, and de-
feat tobacco industry interference in the adoption and 
implementation of effective laws and policies.

A policy advocacy campaign is a planned process with 
key elements that need to be undertaken to achieve 
success. This handbook is designed to serve as a refer-
ence tool for advocates working on campaigns to enact 
strong, effective tobacco control policies. It provides 
guidance on the key elements of successful tobacco 
control policy advocacy campaigns.
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eLeMents oF An ADVoCACY CAMPAIGn

A successful tobacco control advocacy campaign emerges from focused work in several key areas. Each of these 
key areas – the core elements of a tobacco control advocacy campaign – is detailed below.

The goal of the FCTC is to reduce tobacco use and save 
lives. The FCTC lays out a comprehensive array of to-
bacco control measures and implementing guidelines to 
steer countries toward effective implementation of the 
treaty. These should be used as a foundation for any 
tobacco control policy initiatives pursued in a country 
and form the basis for your policy objectives.

Objectives help to clarify the change you want to see. 
Advocacy objectives should be specific, measurable 
and time-limited statements of action. An objective 
should include three main elements: 

• Policy “actor” or decision-maker – The entity with the pow-
er to convert the tobacco control campaign objective 
into action, e.g., a national parliament, a sub-national 
legislature, or a government agency. 

• Policy “action” or decision – The action required to achieve 
the objective; for example, a ban smoking in all indoor 
workplaces, public places and public transport.

• Timeline and degree of change – The date by when the 
objective will be achieved (e.g., by 2014). Some ad-
vocacy objectives also indicate the degree of change, 
or a quantitative measure of change, desired in the 
policy action. 

 Example: By June 30, 2014, the Parliament in coun-
try X will adopt a comprehensive smoke-free law that 
bans smoking in all indoor workplaces, public places 
and public transport.

 Set Science-based Advocacy Objectives

To be effective, a policy campaign must be based on 
objective facts and figures regarding the health impacts 
and costs associated with tobacco use. Gather current 
and authoritative data about the nature and extent of 
tobacco use and key influences on use, e.g. levels of 
knowledge on health harms, exposure to tobacco ad-
vertising, smoking in public places and low tobacco 
prices, etc. 

Before beginning a campaign, advocates should inves-
tigate and develop a clear understanding of existing to-
bacco control laws. If laws are already in place, obtain 
copies of them, familiarize yourself with the language, 
and talk to those responsible for their implementation. 

Advocates should also find out about any previous to-
bacco control campaigns – even if they were unsuc-
cessful. Interview key leaders and ask them for details 
about the legislative process and key decision-makers, 
the opposition and the tactics they used, and what 
worked and what could have been done differently in 
the campaign. Having this information will inform the 
development of your campaign.

 Gather Background Information
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A critical element of any tobacco control policy cam-
paign is the actual legislation. Policy development must 
be prioritized early in the campaign planning process. . 

The role of civil society groups may vary in terms of the 
development of legislation. They may be called on to 
provide model legislation, assist the government devel-
op legislation, review and critique proposals or monitor 
legislation over time. 

Network members should know the key elements of 
legislation they will be pushing. They should ensure that 
they either have knowledgeable technical resources in 
their network or access to experts who can help. Ap-
pendix B contains a list of online resources for advo-
cates working to enact strong tobacco control legisla-
tion.

 Engage in the Development of the Legislation

Successful policy advocacy campaigns are usually the 
result of hard work by groups of people and organi-
zations that share a common goal. These groups are 
generally led by a small partnership of core members 
and local experts who agree to join forces for a com-
mon cause. The leadership group should be comprised 
of organizations with a range of skills, including access 
and ability to engage in dialogue with decision-makers 
at all levels and a strong knowledge of the policy en-
vironment, supporting data, and the policy issue itself. 
These partners will also be responsible for reaching out 
to a broader network of organizations and individuals 
who can provide added value via their access to stake-
holders and their stature in the public and policy arenas. 

Successful campaigns also rely on a broader network of 
committed advocates and active supporters. Advoca-
cy networks are useful and powerful tools for achieving 
shared goals. Building advocacy networks for tobacco 
control presents an excellent opportunity for working 
with groups or organizations that may not be traditional 
tobacco control allies but who share a policy goal with 
you.

By accessing organizations or individuals with different 
expertise or experience, advocacy networks are able to 
carry out wide-ranging sets of advocacy actions such 
as public education presentations, attending hearings, 
writing letters or making calls to decision-makers, where 
one organization acting alone might not be able to de-
liver such a combination. Networks also allow advoca-
cy actions to take place at various levels, as different 
partners use their access and influence within different 
levels of decision-making, including community leaders, 
local legislators and/or national policymakers. Because 
the level of commitment and engagement may vary dra-
matically among network members, it is important to 
understand how and when to engage network members 
at strategic moments in your campaign.

Effective networks take time to build and sustain, so you 
will need to devote some time to building relationships 
with individuals and organizations. Steps to cultivate 
these relationships should be taken after your leader-
ship group has formed and developed the main ele-
ments of its strategic plan.

Before reaching out to potential partners, the leader-
ship group should have a realistic idea of what each 
current member organization brings to the table. This 
type of self-assessment helps to identify advocacy-re-
lated strengths and gaps which provide insights into the 
types of organizations that might be recruited into an 
advocacy network. An organizational assessment and 
directions on its use is included in the Appendix A.

Ideally, you want to recruit a mixture of natural allies and 
some more ‘unusual’ allies that are able to demonstrate 
the breadth of support for the issue. Recruit allies who 
can provide added value via their access to stakehold-
ers and stature in the public and policy arenas. Effective 
tobacco control networks often have alliances with a 
broad range of civil society, professional and business 
groups from the health, education, economic/employ-
ment, and scientific/research sectors. 

To avoid potential problems, in most situations it is not 
advisable to invite representatives of the media or to-
bacco-friendly business associations to join the net-
work. Media and business association representatives 
may have loyalties or interests that conflict with your 
coalition’s goals. Business groups may be front groups 
for the industry whose purpose is to obstruct progress. 
If they truly share your beliefs they can best serve by 
being active and vocal supporters of your efforts.

 Build Strong Partnerships
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Advocates usually strive for the strongest and most 
comprehensive policy. However, policies are often mod-
ified as they go through the legislative process. Tobacco 
companies and their allies often use the compromise 
process to their advantage, promoting weak, ineffec-
tive legislation, often late in the policymaking process in 
hopes of distracting or even dividing advocates. During 
an intense campaign, quick decisions may need to be 
made about whether to support a proposed compro-
mise. 

Anticipating possible compromises enables advocates 
to make good decisions when amendments are pro-
posed and reduces the risk of dissension within your 
core group about whether to accept them. Ultimately, 
knowing what you will and won’t accept as compro-
mises in order to achieve the advocacy objective – your 
“bottom line” – will help you achieve a strong, effective 
policy. Advocates who know their bottom line in ad-
vance will not waste valuable time during the heat of the 
campaign debating the merits of a proposed compro-
mise, and they will also reduce the risk of dividing the 
coalition on the question of whether to accept it. 

Advocates need to anticipate compromises that may be 
acceptable, and what compromises will weaken a pro-
posed policy to the point that support is no longer tena-
ble. If a proposed policy is weakened to the point that it 
no longer achieves any meaningful health impact, it may 
be better to withdraw your support rather than agree to 
a compromise that will not protect public health. Know-
ing your bottom line will help you to determine your 
group’s position on proposed changes. 

 Know Your “Bottom Line”

In an advocacy campaign’s early stages, identify the el-
ements of your proposed policy that are not negotiable. 
Addressing these issues early in the process will prevent 
or minimize disagreement and divisiveness among co-
alition members during the critical legislative phase of 
your campaign. 

Advocates need to agree on acceptable compromis-
es vs. deal breakers early in the advocacy campaign. 
Questions to help you clarify the provisions of your leg-
islation that can be modified and those that are essential 
include

• Does the proposed language offer meaningful prog-
ress in health protection? Does it meet FCTC man-
dates?

• How does the proposed language measure up with 
other countries in the region – would it set a harmful 
precedent for the region?

• Does the proposed language make it difficult to come 
back later and strengthen the law? 

• Would the proposed language violate other laws or 
be inconsistent with a country’s constitutional right to 
health (if it exists)?
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To move a bill through the legislative process, you need 
a strong sponsor who will actively champion legislation 
through the legislative process. Ideally, your sponsor 
should be a persuasive and seasoned policymaker, 
deeply committed to tobacco control and capable of 
maneuvering through legislative minefields and opposi-
tion tactics, and influencing other legislators to vote for 
the tobacco control legislation. Seek out an influential 
and respected policymaker you can trust to serve as an 
effective champion of the policy and a loyal partner to 
your network. 

If you need to find a sponsor, your research on and anal-
ysis of the political context will yield information about 
potential sponsors who may be willing to lend leader-
ship support to your tobacco control campaign. 

Sometimes legislators decide on their own that tobacco 
control legislation is an important element of their leg-
islative platform so they decide to introduce a bill. Of-
ten these legislators have a history of advocacy around 
health issues and may be serving on the Health Com-
mission or other legislative body that addresses health 
legislation. In this case, the legislator may contact ad-
vocates known for their interest in this type of health 
issue, including your organization, for assistance with 
the legislation. 

It is important to have a positive and trusting relationship 
with your champion since you will be working close-
ly with his or her office over several months or longer. 
Take time to meet with this decision-maker in order to 
get a better sense of this person’s commitment to and 
ideas about how to work together through the legislative 
process. For example, find out how sponsorship of the 

 Identify a Legislation Sponsor and Policy Champion

proposed tobacco control policy is consistent with his 
or her interests, and seek agreement with your sponsor 
to work cooperatively and collaboratively in moving for-
ward the tobacco control policy. This means:

• Advance agreement regarding legislative strategy, 
process and any changes to the policy language; 

• Advance notification of campaign-related community 
events, media outreach, etc.;

• Designated liaisons from the network and the spon-
sor’s office; and

• Commitment to regular communications.

It is just as important to convey to your policy champion 
what your network is willing to do to help this person be 
an effective sponsor, including:

• Securing expert technical assistance;
• Building public support for the policy;
• Educating and lobbying other decision-makers;
• Engaging the media;
• Mobilizing for legislative hearings and providing public 

testimony; and
• Joint problem-solving at all stages of the campaign.
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Understanding the political environment and the leg-
islative and bureaucratic processes associated with 
policy enactment is essential to successful tobacco 
control campaigns. Advocates must determine which 
decision-making bodies and agencies have the power 
to approve, enact, and implement proposed tobacco 
control legislation as well as identify the people with-
in these bodies and agencies who make the decisions. 
Advocates must also identify and study all the individu-
als and groups that exercise considerable influence on 
decision-making.

How does a legislative proposal become law?
A critical element in the success of any tobacco control 
campaign is a thorough understanding of the policy pro-
cess in a jurisdiction. This policy process includes how 
tobacco issues are prioritized for legislative action; how 
legislation is formulated; which institutions and individ-
uals are involved; what the roles, relationships, and bal-
ance of power among institutions and individuals are; 
and how, when and where to act to achieve maximum 
impact from advocacy efforts. 

Effective advocates become masters at understanding 
how the political process works. This means knowing 
how both legislative and bureaucratic processes func-
tion in order to move proposed policy from a concept to 
actual law. Find out as much as possible from your polit-
ical experts and supportive insiders about how policies 
are enacted in your jurisdiction including:

• All of the steps and timelines that are required for pro-
posed legislation to become law;

• Whether legislation requires review or approval by 
committees, agencies or assemblies;

• Whether a government executive must sign legisla-
tion; 

• The names of the policymakers and staff on each 
committee that votes on the proposed legislation;

• Voting protocols and technicalities; and 
• How the public can comment on proposed legislation 

before it presented for a vote.

Who is involved in policymaking? (political mapping)
In addition to understanding the formal rules and pro-
cedures that the government follows to make policy de-
cisions, organizations need to become acquainted with 
the policymakers and those who influence them such 
as a policymaker’s aids or advisors, or an advisor to a 
commission or committee (referred to here as key influ-
entials). 

 Know the Political Landscape

In some instances, policymakers and key influentials 
that are initially opposed (or neutral) can be moved into 
the supporters’ circle so advocates cannot afford to ig-
nore them. Often, the best investment of time and en-
ergy is devoted to shifting neutral parties to supporters 
of your proposed policy. In other cases, advocates may 
find supportive policymakers and key influentials who 
appear neutral but hesitate to voice an opinion due to 
the controversial nature of the issue; they may support 
the advocacy efforts in private but in public appear neu-
tral. In this situation, advocates may direct their efforts 
to convincing these influential “neutrals” to publicly sup-
port the campaign. 

Political mapping is a way to organize, list and track 
those who are involved in policymaking, including: 1) 
decision-makers and key influentials; 2) their positions 
on your issue; 3) their role/importance in passing and 
implementing your legislation; and 4) the access your 
coalition has to these actors. The political mapping ma-
trix in Appendix C is a useful tool to organize and track 
all of this information.

Who are the decision-makers in the political process?
Many people play a role in the outcome of proposed 
legislation. Some directly affect the outcome while oth-
ers have influence indirectly or behind the scenes. 

Government policymakers. This group represents the most 
important target audience for any advocacy campaign 
because they ultimately determine the adoption or de-
feat of proposed legislation. 

Key influentials. This group includes people who advise 
decision-makers and sway their positions on proposed 
legislation:

• Government staff advisors. Staff advisors serve poli-
cymakers directly or the government bodies involved 
in the policymaking, including:
- The health, policy and legislative deputies or staff 

of individual legislators;
- Government agency officials responsible for health 

policy; and 
- Staff of the legislative committees or government 

commissions.

Government staff advisors typically work behind the 
scenes and exert tremendous influence over the pro-
cess and the positions of key decision-makers.

• Political party leaders. In some countries, political party 
leaders are important figures and have considerable 
influence on policymakers, even if they themselves do 
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not vote on legislation or otherwise officially partici-
pate in the lawmaking process approve. 

• Others outside the government who may play a big role in 
policy decisions. In many countries, specific quasi- or 
non-governmental organizations may be called upon 
to comment on a legislative proposal during the law-
making process. Or, these entities may have a history 
of proactively commenting on proposed legislation. 

What is their role in the process and do you need 
them?
Once you have brainstormed a list of potential political 
actors, you might find that your list is quite long. For 
success, you will not need support from all of them, and 
it is important to distinguish which ones are essential. 
The mapping tool in the appendix will help you keep 
track of this by having you mark each political actor in 
the following categories: 

• Key decision-maker. This is an individual whose support 
is essential in moving a policy through. He/she could 
be the leader of a committee, or the president/exec-
utive leader who eventually signs the legislation into 
law.

• Support required. This includes all of your key deci-
sion-makers and anyone else whose support is essen-
tial for your legislation to become law. Examples may 
include a political party leader or a highly respected 
politician who does not have the authority to vote or 
sign this law but who can block or push legislation on 
his own.

• Voter: This is a member of your legislative body who 
will vote on your legislation. Most legislative bodies 
require at least a 51% vote from members to vote the 
bill into law or to put it before a final decision-maker to 
sign the document. You don’t need support from ev-
ery member, but you need to keep track of how many 
of these voters will support your proposed legislation.

• Important bureaucrat: This individual is a behind-the-
scenes government staff advisor who provides techni-
cal support for the legislative process. These bureau-
crats often formulate reports and recommendations 
on proposed policies so they can be very influential. 
Examples include: the health, policy and legislative 
deputies of individual decision-makers; government 
agency officials responsible for health policy; and, 
members and staff of the assemblies and commis-
sions that advise decision-makers on these matters.

Gather information about these individuals to learn: 

• Background and history;
• Track record and position on public health and tobac-

co issues;
• Self-interest with regard to the issue of secondhand 

smoke protections;
• Base of support, allies, primary benefactors and op-

ponents;
• Stakeholder or interest groups that have influence 

over the decision-maker; and 
• Past and current relationship with the tobacco indus-

try and its allies. 

How do you use your political map?
Once you have mapped all political actors, you will have 
the information necessary to decide where to direct your 
outreach efforts. The next step is to develop a plan for 
how you will influence your targets. In many cases this 
will mean in-person meetings with policymakers that 
are difficult to access unless a member of your network 
knows them in some way. With this tool you can link 
members of your leadership group or network with spe-
cific political actors with whom you need to make con-
tact. 

It is important to establish credibility and positive work-
ing relationships with key decision-makers by main-
taining regular communication and providing them with 
relevant data and information that will make their jobs 
easier. 

Keep in mind that well-established relationships with 
key government staff can help you make progress with-
in the difficult-to-navigate contexts or stalled circum-
stances that are common to most legislative efforts. 
They also may have access to information about tobac-
co industry influence that occurs behind closed doors; 
for example, meetings that are taking place outside of 
formal public hearings and information the industry is 
providing to policymakers such as talking points, pro-
posed language changes, tobacco-industry-sponsored 
policy papers, etc.

The political mapping matrix in the appendix can be up-
dated as you make progress, noting when policymakers 
and key influential change their positions and clarifying 
how much advocacy/lobbying work remains and with 
whom. Knowing the amount and strength of support for 
your campaign at any given time provides valuable in-
formation about when to push the legislation through or 
delay movement until you have sufficient support for it 
to pass.
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Without a doubt, the tobacco industry will be your most 
powerful opponent because it stands to lose the most 
from any strong tobacco control policy. The tobacco 
industry has a long history of fighting strong tobacco 
control laws in many countries. Tobacco companies use 
their money and power to influence legislators and the 
media, and to fund front groups such as restaurant or 
farmers groups to oppose legislation that claim eco-
nomic harm to their businesses. 

Prior to the launch of your campaign, compile a profile 
of tobacco companies in your country. When gathering 
information, keep focused on what will be useful for 
specific advocacy work and subsequent policy change. 

Examples of types of company information that may 
be useful when you are planning media outreach and 
educational materials for policymakers and the public 
include:

• Company Profile: Information about the company profits 
and sales, its leadership, and the location of offices 
and manufacturing sites provide good background 
information to describe the size of the industry. Infor-
mation about brands and target markets, especially 
women and children, provide rich information for dis-
crediting the industry. Information about Corporate 
Social Responsibility programs may explain links 
between the tobacco industry and policymakers and 
identify supporters of tobacco industry positions.

• Company Spokespeople: Identifying company lobbyists, 
spokespeople and industry groups affiliated with the 
tobacco industry at the beginning of your campaign 
will help you to better track company positions over 
the course of the campaign.

• Company Positions and Tactics can be used to plan me-
dia advocacy campaigns and to discredit tobacco 
companies by contrasting their words with statistics 
on tobacco-related death and disease cause by their 
products.

Much of this information can be found on company 
websites including the company’s annual reports. Other 
sources include: internal industry documents, govern-
ment contacts, newspapers, magazines and other peri-
odicals and industry trade journals. 

It is extremely important to understand the tobacco in-
dustry’s presence and influence on the policymaking 
process in your country. Use the information gathered in 
the previous section to look for the industry’s influence 
over the government and the political process:

 Understand the Tobacco Industry

 • Are industry representatives on any government com-
mittees? If yes, who are they and with what commit-
tees are they affiliated? 

• Does the industry employ lobbyists or other influential 
individuals that meet with government officials, elect-
ed policymakers or other political leaders? If yes, who 
are they?

• Which policymakers regularly represent the industry 
point of view? For example, are there policymakers 
who represent tobacco-growing or cigarette manu-
facturing regions who speak out against tobacco con-
trol measures? 
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Sometimes advocates get so wrapped up in their day-
to-day work – moving fast and making quick decisions 
to respond to the tobacco industry – that they forget to 
be purposeful in their communications. Clear messages 
underpin all advocacy communication not only with the 
media but in direct communication and lobbying as well. 
It is important to remember that all advocacy communi-
cation is purposeful and planned with a clear end result 
in mind. 

Know your audiences
Effective advocacy communication messages are writ-
ten for the receiver; that is, the target audience you are 
attempting to influence. Thus, one essential ingredient 
to effective advocacy is a clear understanding of the 
audience and the ability to see the issue from the au-
dience’s perspective. It’s challenging to put yourself in 
your audience’s shoes to see how audience members 
will benefit from supporting your cause. For each target 
audience ask, “How will this audience benefit profes-
sionally, politically, or personally from supporting the is-
sue?” Or conversely, “What risk does the issue pose to 
this audience?” The answers to these questions should 
be carefully considered and incorporated into the advo-
cacy messages directed to each target audience.

Specific audiences will fall into three main categories: 
1. Policymakers. These individuals have the authority or 

responsibility to set policies related to tobacco and 
health. 

2. Key Influentials: Individuals and groups that have influ-
ence with policy-makers can be particularly effective 
advocates for tobacco control because policymakers 
are more open to hearing from them and willing to ac-
cept that what they say is important. 

3. The general public. The general public can also exert 
pressure on policymakers to support efforts to reduce 
tobacco use if messages to them identify make clear 
the importance of the policy objective and the need 
for policymaker support. 

Advocacy organizations rarely have the time or resourc-
es to target all relevant audiences at once so it is import-
ant to prioritize them. Remember, the smaller the target 
group, the easier it is to craft a message that resonates 
with them. Prioritize your target audiences, then focus 
resources on those that can help you reach your policy 
objective. Use these questions as a guide to identifying 
your most important audiences: 

• Who is most critical or influential in getting your policy 
passed? 

 Develop Clear Messages

• Who is most critical or influential in reaching a deci-
sion-maker?

• Who is most approachable or reachable? 
• Who is most passionate about the issue? 
• Who has the most at stake when discussing this issue 

– either positively or negatively?

In order to appeal to a specific audience, it is important 
to know as much as possible about it. With the amount 
of messaging the average person hears daily (through 
TV, radio, internet, email, billboards, SMS, newspaper, 
etc), it is easy for your message to get lost. Messages 
need to be well crafted so that they heard and under-
stood by the target audience. Many campaign decisions 
are based on a thorough analysis of the target audienc-
es. Take the time to gather information about your audi-
ences as a means of targeting advocacy activities, de-
veloping effective messages and selecting appropriate 
channels of communication. 

Each audience has different information needs for deci-
sion-making. It is important to be knowledgeable about 
each target audience before beginning to draw attention 
to your tobacco control policy. This knowledge includes: 

• The role the audience plays in reducing tobacco use.
• The type of information the audience needs to make 

decisions and take action.
• Particular attitudes or concerns that the audience may 

have about tobacco.
• Questions the audience is likely to have.
• The most effective ways to reach the audience. 

Messaging
Messaging is a fundamental element in tobacco control 
policy campaigns; messages directly impact most other 
campaign activities in one way or another. When applied 
effectively and proactively, messages can inspire broad-
based support, motivate action and neutralize your op-
position, allowing you to win the hearts and minds of the 
key stakeholder groups and the votes of decision-makers.

Without exception, public health provides the context 
for successful tobacco control campaigns and enables 
advocates to stay on message despite the opposition’s 
efforts to alter the terms of the debate in their favor. A 
solid public health context makes explicit that tobac-
co use is a serious public health problem that is stimu-
lated by actions of the tobacco industry. It affirms that 
government decision-makers have the right and the 
responsibility to protect the health of the population 
through legislated policy action. 
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Messaging identifies the key elements advocates want 
the public and others to understand about their issue. 
An advocacy message should include these main com-
ponents:

• A statement of the problem or issue is the central idea 
of the message. This should be succinctly stated in 
several strong sentences.

• Evidence that supports the statement or central idea 
with facts and/or figures. The message should include 
a limited amount of data that the audience can easily 
understand. 

• The desired action you want the audience to take as a 
result of hearing the message. 

• After providing the facts, you may also add a human 
face to the story to personalize the facts and figures. 

Your core messages should reinforce the public health 
perspective, address all audiences and lay out the fun-
damental arguments in support of tobacco control poli-
cies. Examples of core messages for a smoke-free cam-
paign include: 

• Everyone has the right to breath smoke-free air (state-
ment)

• Exposure to secondhand smoke causes death, dis-
ease and disability; there is no safe level of exposure 
to this carcinogen (evidence)

• 100% smoke-free laws protect non-smokers from the 
documented dangers of secondhand smoke (action 
desired)

• All reliable studies show that smoke-free policies ei-
ther have no economic effect on businesses or a pos-
itive impact (evidence)

Targeted messages drill down deeper to address the 
specific issues and self-interest of priority stakehold-
er groups and decision-makers. What are the primary 
concerns of these policymakers? How can you link the 
issue of the harms of tobacco use to those issues? The 
research and information you gathered earlier will help 
you develop the specific, relevant messages to per-
suade decision-makers to support your proposed pol-
icy. 

Remember: All messages should be respectful of the social, political 
and cultural realities of your jurisdiction. Just because a message 
has been effective in one jurisdiction doesn’t mean that it will trans-
late or work well in another. 

Messengers
Having the right messenger is just as important as your 
messages in persuading your audience to support your 
tobacco control legislation. Carefully select the right 
messenger for each particular audience and setting, 
making sure the messenger can clearly and credibly 
communicate the message and positively influence the 
target. 

For decision-makers, use your earlier research to identi-
fy each one’s base of support and allies, and the interest 
groups that have influence over him or her. Who among 
those identified does the decision-maker trust and re-
spect? Who is close to this decision-maker and why? 
Answering these and similar questions will help you se-
lect the right messenger for that individual. 

The best tobacco control advocacy messengers tend 
to be health ministers and other government officials, 
but they are not the only ones. Highly effective messen-
gers can also include doctors, nurses and other health 
professionals; scientists and other experts; economists; 
and, individuals who have first-hand experience with the 
dangers of tobacco use. Messengers who have first-
hand experience—with either the dangers of second-
hand smoke or the benefits of going smoke-free—are 
able to bring the smoke-free issue alive in a powerful, 
compelling manner.

Communication channels 
What are the most compelling communications chan-
nels you can use to reach each of your target audienc-
es? Different channels are more effective for certain au-
diences. Examples of communication channels include: 
one-on-one meetings and correspondence, public 
events, and traditional and social media. 
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Two fundamental strategies used to advocate for policy 
change are: 

• Media advocacy. One of the primary means to reach de-
cision-makers and the public is through the media. 
Effective media work over the life of your campaign 
ensures that your issues are presented accurately 
and reinforce your policy objectives. 

• Direct communication. The second strategy involves 
direct communication with primary policy targets 
through lobbying and grassroots advocacy commu-
nications. 

Media advocacy
The use of media is a critical component of advocacy. 
Media advocacy is the strategic use of the news media 
to advance a public policy agenda; it includes paid ad-
vertising and earned (i.e., no cost) media approaches. 
An effective media plan with media advocacy elements 
will allow you to raise the visibility of the tobacco con-
trol issue and build the power you will need to enact the 
proposed legislation.

Advocates rely on these types of media: 

• Earned media. Earned media involves enticing a jour-
nalist from a traditional media outlet to cover a news-
worthy event related to an advocate’s issue. Earned 
media is free of charge. Example: A Jakarta Post arti-
cle covering recent research that shows how graphic 
pack warnings helped increase smokers’ intention to 
quit.

• Paid media. Paid media involves purchasing space in a 
print/online news outlet or air time on radio/television 
deliver messages to your target audience. Example: 
Paying for a full-page newspaper advertisement. 

• Owned media. Owned media involves disseminating 
content that an organization creates through chan-
nels that the organization also controls (or mostly 
controls). Example: An advocacy organization’s Web 
page or blog.

THInK LIKE A JOUrnALIST
To garner great media coverage, you must think like a journalist 
and pitch compelling, newsworthy stories about the dangers of 
exposure to secondhand smoke and the laws that have protected 
millions of people around the world. 

Creative story elements often include: 

• Compelling visuals

• Sharp sound bites (or succinct quotes that convey your main 
messages) 

• Creative translation of secondhand smoke statistics into terms 
people can easily understand

• Authentic voices of those who have been harmed by 
secondhand smoke or helped by smoke-free policies.

In the last several years, the use of Facebook, YouTube, 
Twitter, and other social media tools to disseminate 
health messages has grown significantly, and continues 
to trend upward. These types of social media are web-
based technologies that enable and enhance public dia-
logue, transforming people from information consumers 
to information producers. Social media tools have also 
been used to form online communities with common in-
terests and mobilize action. 

The types of media you use should be based on how 
you can best deliver your key messages to your target 
audience. A multi-faceted approach is usually most ef-
fective.

A strategic approach to the media is critical to the ad-
vancement of your policy goals. This begins with know-
ing the media that cover your jurisdiction, including 
print, electronic and broadcast outlets. Media outreach 
will enable you to develop relationships with reporters 
that cover your issue and learn how to effectively work 
with them. Reporters are always in search of newswor-
thy stories, and your tobacco control campaign is news-
worthy. If done carefully, outreach to the media can re-
sult in your becoming a valuable resource for reporters. 

Given the controversy inherent in tobacco control policy 
campaigns, it probably won’t be too hard to get media 
coverage. However, you want to make sure that cover-
age furthers your goals. Educate journalists long before 
you introduce your legislation and be proactive in your 
messaging so you can preempt or neutralize arguments 
and messages from the opposition.

 Develop Your Advocacy Strategies
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Media advocacy tactics 
Reporters will not come knocking on your doors, so how 
do you create news? Over the course of a tobacco con-
trol policy campaign there are many opportunities that 
will capture the attention of the media, including but not 
limited to:

• The release of favorable public opinion polling data;
• A public education event featuring an international ex-

pert;
• Offering an exclusive story to a major newspaper in 

advance of introduction of legislation;
• A rally on the day tobacco control legislation is intro-

duced;
• Editorial board visits following the introduction of leg-

islation; and 
• Release of information exposing bad acts of the in-

dustry

Select tactics (i.e., the specific materials, events and 
activities) that will most effectively engage the media in 
delivering messages to your audience. In choosing tac-
tics, consider how to maximize your reach to specific 
audiences within the confines of your organizational re-
sources and budget. Examples fall into two categories: 

• Tactics that engage the media directly such as press 
conferences, press releases, letters to the editor, etc.; 
and 

• Tactics that draw media coverage, e.g., rallies, demon-
strations, expert round tables, conferences, etc. 

Direct communication/Lobbying
Effective lobbying is one of the cornerstones of advoca-
cy. Its purpose is to influence decision-makers via direct 
communication. Lobbying works best when planned in 
coordination with media advocacy and community mo-
bilization to convey public support of your policy pro-
posal to the decision-maker.

Lobbying differs from informing and educating in that 
its goal is to obtain a commitment to support your pol-
icy from a decision-maker. Getting such a commitment 
rarely occurs with one attempt and often requires multi-
ple interactions with multiple decision-makers. 

Note: In some countries, there is a strong history and 
culture of lobbying but in other countries, it may be dif-
ficult to have face-to-face meetings with decision-mak-
ers. If this is the case, advocates need to determine how 
best to influence them through key influentials, the me-
dia or other means. 

Lobbying activities can be formal or informal. Here are 
some examples of each:

FOrMAL

Letter writing Phone calls

Sharing position papers Scheduled face-to-face meetings

Holding seminars or 
policy briefings

Presenting testimony at hearings

InFOrMAL

Chance meetings Receptions

Invitations to attend 
events

The most obvious target of lobbying is policymakers – 
elected representatives or public officials (e.g. Health 
Minister or Tax Minister) with authority to adopt your 
policy proposal. However, it’s important to consider key 
influentials and other decision-makers with influence 
over policy. These actors can include government staff, 
staff that serve key legislative committees, or staff who 
work for specific legislators or public officials. 

Plan your meetings with decision-makers carefully, 
starting with known supporters. Remember that legisla-
tors have limited time so campaign representatives must 
get to the point quickly and clearly. Prior to a meeting, 
develop an agenda, select an effective facilitator and 
decide who will cover each of your basic talking points. 
Anticipate the decision-maker’s concerns and develop 
appropriate responses. Compile an information packet 
that includes the proposed policy language and select 
background materials such as a fact sheet, a couple 
of favorable news articles covering your efforts, public 
opinion poll results and a list of your network members. 
Make sure someone is responsible for taking notes to 
keep track of issues raised by the policymaker, any 
commitments made and follow-up items.

At meetings, if it is clear the decision-maker is in sup-
port of your policy, ask about other potential supporters 
as well as opponents. Also ask about tobacco industry 
activities related to the proposed policy and whether he 
or she has received any communications or visits from 
industry representatives. Letting decision-makers know 
what they can expect from the opposition, including 
the tobacco industry or front groups funded by them, 
should be part of the discussion. Wrap up the meeting 
by asking if the network can count on his or her support. 
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If the decision-maker is noncommittal, ask what it would 
take to get his or her support. If a decision-maker avoids 
taking a firm stand on your legislation, do not interpret 
it as an absolute ‘no’—it may mean he or she simply 
wants to hear from additional stakeholders before mak-
ing a decision.  

Should a decision-maker challenge your information or 
verbalize arguments used by the opposition avoid con-
frontation. Do your best to remain positive and draw 
upon your collective knowledge to respond. Remember, 
you can always send follow-up information from author-
itative sources to correct misconceptions. If opposing 
decision-makers’ concerns are reasonable and consis-
tent with your previously agreed to bottom lines, you 
may be able to change a ‘no’ vote to a ‘yes.’ However, in 
some cases, it is not worth the effort to try and convince 
very committed opponents, especially if you have the 
votes you need elsewhere. 

End every meeting with decision-makers by thanking 
them for their time and consideration. Afterwards, send 
a follow-up letter from the network, summarizing the po-
sition of the decision-maker on the proposed tobacco 
control legislation and including any relevant materials 
to address outstanding concerns or clear up misinfor-
mation. Express your appreciation to policymakers who 
offered their support of the proposed tobacco control 
legislation and ask opponents to respectfully reconsider.
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During the campaign, you will need to monitor tobacco 
industry activity because it will increase your capacity to 
respond effectively and immediately to industry actions. 
When setting up a monitoring system, focus on what 
will be most useful in your campaign while considering 
the strategies and resources that are available to you. 
Monitoring must be timely so is an ongoing process; 
an individual or organizational partner should assume 
responsibility to track industry activities. The system 
should include monitoring of government documents, 
meetings and contacts. Sources of information about 
the tobacco industry activity include:

• The media. Monitor media on a regular basis, particular-
ly media that is pro-tobacco, to remain current in what 
the industry is doing. If resources are limited, focus on 
major newspapers. Results should be reviewed on a 
timely basis so that you can react quickly. 

• Government records, meeting minutes and websites, and 
front-group websites. These types of information sourc-
es can be good sources of information about tobac-
co industry strategies and tactics. Note that in some 
countries, government records are public, so they can 
be easily obtained. In other countries, “Right to Infor-
mation” laws may need to be used for this purpose.  
In countries with closed systems of government, ad-
vocates may have to rely on personal contacts within 
government for information.

• Personal communication with government officials, policy-
makers and key influential people. Information from peo-
ple involved directly in the policymaking process is 
often the most valuable source of information about 
tobacco industry tactics and strategies that are being 
carried out behind closed doors. These relationships 
also may help you to keep track of a bill after it is 
introduced and to alert you of industry attempts to in-
fluence the process and outcome.

 Discredit, Preempt and Counter the Tobacco Industry

Focus your monitoring efforts on information that can 
be used to discredit, pre-empt and counter the industry 
throughout the campaign.

• Tobacco companies often have long-standing con-
nections to policymakers and devote time and re-
sources to presenting themselves as responsible 
corporations. It is important to discredit tobacco 
companies in order to reduce their influence on pol-
icymakers and to remove them as participants from 
the policymaking process. Undermining the industry 
by exposing its real intentions to aggressively protect 
its profits may stimulate outrage about their deadly 
tactics and discourage policymakers from aligning 
with them. Information you uncover when compiling 
information about the industry and your industry mon-
itoring efforts should provide opportunities to discred-
it the industry. 

• Preempting the tobacco industry’s activities can also 
contribute to your success. It is important to educate 
and prepare decision-makers, the media and others 
for industry opposition. Use information you collected 
about tobacco industry arguments made elsewhere 
to craft messages that dilute and counter these ar-
guments. Let these target audiences know early and 
often about tobacco industry strategies that can be 
expected as your campaign moves forward. These 
efforts will diminish the effectiveness of the tobacco 
industry and build your credibility as knowledgeable 
tobacco control advocates.

• Ongoing monitoring of tobacco industry activity will 
enable you to expose and aggressively counter TI ac-
tivity to defeat your policy. Information will increase 
the capacity of your coalition to respond effectively 
and immediately. However, it is important to assess 
industry activity carefully before countering it. Ask 
yourself if the action is interfering with policy process 
or violating law. If so, does an advocacy counter ac-
tion have the potential to effectively thwart the activi-
ties of the industry?
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Your policy campaign plan should be based on your ob-
jectives, knowledge gained from your political mapping, 
and information about the tobacco industry. A campaign 
plan will provide a roadmap to achieving your policy ob-
jectives. Because the campaign process is dynamic and 
ever changing, your plan will provide a guide that should 
be evaluated on a regular basis and adjusted to address 
current circumstances. 

Each of the elements discussed above comprise your 
campaign. Now it is time to pull together all the pieces 
to develop a plan for the campaign. Consider the fol-
lowing:

• Relevant advocacy objective 
• Strategies and activities that will be carried out to 

achieve the objective
• The resources needed to carry out the plan 
• The person or agency responsible for undertaking 

each activity and an appropriate time.

It is also important to prepare for rapid responses to 
events that occur during the campaign. Even the best 
campaign planning can’t anticipate everything that will 
happen during the campaign. Good campaign planning 
prepares you to respond to surprises and new situa-
tions strategically and in a timely fashion. It is important 
though to have a process in place that can be used to 
address new situations throughout the campaign.

As discussed earlier, the tobacco industry will be an ac-
tive and powerful opponent to your efforts and will at-
tempt to influence the policymaking process in various 
ways. Your campaign plan should include information 
on how to prepare for, track, and counter tobacco in-
dustry interference in the campaign.

 Formulate a Plan to Carry Out Your Policy Campaign
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 run the Campaign

Having done all the background work and developed 
your plan, it is now time to implement the campaign. 
At this point, it will be important to keep in mind that 
advocacy requires strategic planning AND strategic 
implementation. Use the plan as a guide and to regu-
larly evaluate your progress. Advocacy campaigns are 
dynamic so they require vigilance and rapid responses 
to unanticipated events that may derail your campaign 
efforts if left unattended. Here are some situations that 
may arise during your campaign.

Strategic timing
Your network may be pressured by some of your own 
members, decision-makers, and possibly your cham-
pion to move forward despite lacking the necessary 
votes or to significantly weaken the proposed policy in 
order to get “something” passed because time is run-
ning short. Stand firm and don’t move your legislative 
campaign forward until you have the votes you need to 
enact a strong and effective policy.

Remember, when it comes to comprehensive tobacco 
control legislation, the goal is not simply to get any leg-
islation passed or to secure swift passage, but to pass 
as strong a piece of legislation as possible. Moving for-
ward into the legislative phase of your campaign without 
the necessary support can lead to defeat or an ineffec-
tive policy that does not achieve the goal of protecting 
non-smokers from the dangers of secondhand smoke.

Compromise
Dealing with compromise is an inevitable part of the 
advocacy process. Advocates are often faced with the 
question of how much to compromise in a situation 
where a subsequent version of a draft bill is substantially 
weaker than the initial draft. It is important to think about 
the issue of the bottom line for a policy objective – i.e. 
what compromises are acceptable to a particular policy 
objective, and what compromises are unacceptable

During the legislative process you may be asked to con-
sider changes to your policy in order to secure a ‘yes’ 
vote from a decision-maker who opposes the current 
language. Now is the time to refer to your bottom line 
agreements and review them with all parties. If a change 
appears to be minor or consistent with one of the com-
promises your network has previously agreed upon, 
arrange a meeting with your sponsor to discuss your 
options. 

Your policy team should work closely with your champi-
on to examine any proposed compromise to determine 

whether it will meet your specifications, directly address 
decision-makers’ concerns and guarantee that a ‘no’ 
vote turns into to a ‘yes.’ If the compromise will satisfy 
some of the groups that are against the tobacco control 
policy, consider its value in creating a wedge and weak-
ening the opposition. However, if the compromise is sig-
nificant and does not satisfy your previously agreed to 
“bottom lines,” do not accept it.

You may be pressured into agreeing to a compromise or 
concession in order to end a long and challenging cam-
paign and to ensure that your effects result in something 
instead of nothing. Always remember why you under-
took this campaign: to protect non-smokers from the 
dangers of secondhand smoke. Past experience has 
proven that, while difficult, it is better to walk away with 
nothing than to accept ineffective or weak provisions 
that will hurt future tobacco control policy efforts for 
years to come. 

Sneaky or last minute moves by opponents
During the legislative process, a small team of network 
members who really understand the policy process 
should carefully track and monitor the legislative pro-
cess and work closely with the sponsor’s office. Get on 
the distribution lists for the committees and other leg-
islative bodies that will consider the proposed tobacco 
control legislation. Watch for legislative items that ap-
pear out of nowhere and have relevance to your policy—
they may be designed to undermine your legislation. 

Have regular contact with supportive policymakers and 
key influentials who will know about opposition maneu-
vers designed to disrupt your efforts. What kind of infor-
mation are opponents circulating? What compromises 
are they promoting? Be prepared to help your sponsor 
troubleshoot these and other types of problems as your 
legislation moves forward.

Respond immediately and proactively to opposition 
tactics that could jeopardize your efforts. For example, 
some campaigns have sent decision-makers authori-
tative reports from credible sources to expose flawed 
industry-sponsored studies disseminated by the oppo-
sition. Others have demonstrated how a compromise 
promoted by opposing forces is identical to language 
used in other jurisdictions to undermine proposed to-
bacco control policies. Communicate the same informa-
tion through the media to galvanize your base and pitch 
the story to a reporter.
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 Monitor and evaluate your progress

Don’t forget that as you run your policy campaign, it is 
important to monitor and evaluate your progress. Group 
accountability does not have to be punitive, but should 
be timely and direct. If an individual or group is unable 
to fulfill a task, it may be necessary to shift responsibility 
to keep the campaign moving forward.

If your campaign is not making steady progress, take 
the time to assess why. Has your campaign experienced 
an unexpected or external development that requires 
adjustments to your plan or timeline? If there isn’t a 
good explanation, schedule a special meeting with your 
core leadership and your technical assistance provider 
to evaluate your work and make the necessary adjust-
ments to campaign plan. 
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 Celebrate Your Success and remain Engaged

DOn’T LET SETBACKS STOP YOU!

In some instances, even when groups have done everything 
right, the unexpected happens and the proposed legislation does 
receive enough votes to pass. Such an outcome is extremely 
disappointing, but it should not be considered a failure when you 
look at it from a broader perspective. 

Despite the policy result, the coalition will have built a solid 
knowledge base, a network of relationships and its overall 
capacity as a result of the campaign. If you experience a set-back, 
don’t let it stop you from reaching your goal. Regroup, evaluate 
your efforts and determine what needs to happen when you start 
again from a stronger vantage point. 

Remember: Many coalitions responsible for achieving strong 
tobacco control laws in their jurisdictions experienced defeat 
before attaining their policy objective.

Congratulations on your success! Send a formal thank 
you letter to each of the primary targets, the policymak-
ers and key decision-makers whose support helped 
to make your new tobacco control law possible. Also 
thank partners for their help in achieving this victory and 
ask them to communicate their appreciation to these 
decision-makers as well. Plan a party or other cele-
bration and present awards to the decision-makers in 
recognition of their efforts to protect non-smokers from 
the dangers of secondhand smoke. Do your best to ac-
knowledge everyone who took part in the campaign, in-
cluding the supporters that wrote letters or made calls 
in support of the legislation.

While enactment of a strong, effective policy is an 
amazing and important victory, it isn’t the end of your 
campaign. Let your sponsor and relevant government 
agencies know that they can continue to count on your 
network to support implementation of the law. In some 
jurisdictions, the opposition will attempt to overturn or 
undermine a new tobacco control law using legislative, 
electoral or legal maneuvers. In others, a change in 
decision-makers following an election may provide an 
opening for a vote to repeal the new legislation. Your 
opposition might also try to get another law enacted 
at a higher jurisdictional level to preempt your local or 
sub-national policy. Be vigilant and work with appropri-
ate government agencies should such efforts emerge.

Advocates have a critical role to play in ensuring the law 
is fully implemented through strong and timely regula-
tions. Once the law is in effect, advocates may also help 
the government with implementation activities and play 
a strong role as monitors to ensure implementation goes 
as planned. For example, advocates can:

• Provide assistance to policymakers and drafters to 
ensure that strong implementing regulations are re-
leased; 

• Partner with the agency responsible for implementa-
tion and enforcement to educate the public and key 
stakeholders about the law and provide training to the 
government agents who will enforce the law; 

• Work with the media to publicize education and en-
forcement activity; and 

• Monitor implementation of the law and report viola-
tions to the law enforcement agency, document to-
bacco industry attempts to circumvent the law, and 
file complaints or bring legal action, if necessary, 
when the government fails to enforce the law.

On the one-year anniversary of the tobacco control law, 
organize a public event to celebrate this major public 
health victory that it is protecting the health of everyone 
in your jurisdiction. Acknowledge that lives are being 
saved and people have been spared disease and dis-
ability as a result of the tobacco control legislation you 
helped make happen.
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ConCLUsIon

Aggressive and strategic advocacy campaigns are need-
ed to achieve the enactment of strong tobacco control 
policies to reduce the devastating health consequences 
of tobacco use and its costs to society. Because the 
solutions articulated in Framework Convention on To-
bacco Control (FCTC) are enacted in the public policy 
arena, strong advocacy skills and strategies are essen-
tial to getting policy makers to embrace and act on this 
issue. In addition, the tobacco industry is committed to 
defeating tobacco control policies and has tremendous 
resources, including relationships with policy makers, 
to defeat any effort to limit the sale and promote of its 
products. As a result, tobacco control advocates must 
conduct their work in a strategic way – as a campaign 
– that generates public awareness and support, under-
stands and works within the political environment for 
change, builds support and momentum toward change, 
and defeats tobacco industry interference in the adop-
tion and implementation of effective laws and policies

This handbook has provided you with information and 
tips about key elements of successful tobacco control 
advocacy campaigns. These elements are strategic in 
nature as well as practical, and they require planning 
as well as flexibility and creativity. Hopefully, the hand-
book will serve as a resource for advocates to achieve 
the enactment of strong, effective public health policies 
to reduce tobacco use, the most preventable cause of 
death in the world.


