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Mapping
Advocacy Strategy
for Redistricting
Campalgns

Presentedby:

Ingrid Alvarez, VP of Public Policy
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Today's Agenda

1. Advocacy 101

2.Redistrictingasan Advocacylssue
3.Determining S.M.A.R.T.Goals
4, Stakeholder Mapping and Power Analysis
5.Partnersand Allies

6.Engagement Tactics
7.Evaluating Results
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Whatis Advocacy?

Advocacyisthe act of supporting, defending,
or arguing for aspecificcauseorissue.

The purpose of advocacyisto createchange.
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Advocacylssues & Campaigns

1.Real, Quantifiable AdvocacyIssue

2. Thoughtful, Viable Solutions (Win)

3.Goal(s)

4. Advocacy Strategy & Tactical Plan

5.Create aPublicCasetoMakeitan"IT" (Messaging)

6. Measures of Success(es)
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- Over 100,000 Farmworkers
#_In New York Do Not Have
~ Basic Labor Protections

T Such As Overtime Pay
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THIS MUST CHANGE.
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THE FARMWORKER FAIR LABOR
PRACTICES ACT
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CUNTESTAN[]O DUDAS SOBRE EL PROCESU ELECTURAL

FE1 EMIINDA NLEVA NGt aTeona  DECISION 2020 | DIA DE LAS ELECCIONES IS 06:11:26
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WHAT'’S INSIDE THETOOLKIT 2021
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TELL CONGRESS

TO STOP DISCRIMINATING AGAINST
PUERTO RICANS #TAKEACTION4PR
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Redistricting & Advocacy / ‘
>

Every tenyears, after afederal census, districts maps for state Houses and Senates and
Congressional (U.S.House of Representatives) areredrawn.

The process of redrawing voting districtlines reflects populationchanges. The processis
abipartisan effortand may vary fromstate to state. Some states establishindependent
redistricting commissions while other redistrict by bipartisanlegislative commissions.

A consequence of these processesis gerrymandering.

Thetermgerrymanderingrefersto the practice of dividing ageographicarea
intorepresentativedistrictsinaway that gives politicaladvantagetoone

party orgroupinanelection.

Consequences of gerrymandering are:
* Manydistricts are nolonger competitive
There's adilution of power and access
A growing number of candidates rununopposed
Votersfeeltheirvotesdon’t count.
Gerrymanderingis done equally by both major political parties.
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Whatare Advocacy Goals?
B

A crucialand key component toanorganization oracampaign’s
success is the ability toidentify and develop clear, focused and

measurable goals and to create astrategy and tactical plan that
drive toward these goails.

Therefore, inour work weinsist that your goals always be:

1.Focused

2.Clear

3. Measurable-suchthat everyoneinthe organizationor
campaigncanreadily communicate, prioritize, and
operationalize them.
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S.M.A.R.T.Goals

Specific(Isitclear and concise, or vague and confusing?)
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Measurable (Willyou know whenit’s accomplished?)

Attainable(Isit possible to achieve?)

Relevant (Isitimportanttoyou?)

Timely (Doesithave adeadline?)
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Answerstothesesimple questionswillprovide aneffective 10-PARTPLAN to helpyouachieveimportant policy changes
and accountability.

Whatisyouradvocacyissue?

Thisis thefirst, and mostcritical, stage of the process. Yourissue
should be specificand clear, align with your organization's mission,
andberealistically addressed through advocacy withinfiveyears.
You'llalso need evidence about why your issueis a problem.

Whatisyour advocacygoal?

Thisis your policy solutionto theissue—or whatyou'dlikea
policymaker todoto addressit. Describe the change you would want
tosee, howthat change willhappen, the timeframe, and which
institutionneedstoactto makeithappen.

Who arethedecision-makers & influencers?

Identify the specific decision-makers who have the power to give you
whatyouwant and theinfluencers who canpersuade themto act.
These aretheindividuals who cansayyesornotoyourgoal, sobe

specific.

Trytounderstandyourissue from each of your decision-makers'
perspectives. Consider their level of awareness and current feelings
about theissue and identify what might motivate themtobe
supportive. The most effective strategy willmeet your decision-
makers where they are and move them toward your point of view.

What opposition & obstacles exist?

It'simportant tounderstand who mayresist or opposeyour goalin
ordertodesigntactics and messagestoreduce theirinfluenceon
key decision-makers. Also, identify obstacles—like competing
priorities, political controversy, or insufficient resources—that might
hinder progress.
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Whatare theirinterests? o/o
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Map Your AdvocacyimpactStrategy
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What areyouradvocacyassets & gaps?

Your assets are thesskills, expertise, andresourcesyou have to
conduct advocacy activities. Conduct athoroughinventory of your
assets, aswellas anything you're missing to get thejob done.

Who arethekeypartners?

Bestrategic about the partners youchoose and howyou partner
withthem. Good partnersbring new constituentstoanissue,
demonstrate wide-scale support, improve your ability toreachand
persuade awider set of decision-makers, help mitigate opposition,
andyield additional expertise, skills, and resources.

What areyourtactics?

Besselective aboutyour advocacytactics. The best activities are the
ones most likely to have animmediate and directimpactonyour
targetdecision-makers or keyinfluencers. Whendesigning your
tactics, consider whether they address your decision-maker's
interests, helplessentheinfluence of any opposing groups, and
alignwithyour advocacy assets.

Whatarethe most powerfulmessages?

Use whatyou know about your decision-makers'interests to develop
acompellingmessage about your advocacy goal. Your message
shouldbriefly introduce theissue, connectit to your decision-
makers'interest, address the solution, and end withaclear "ask." It
isimportantto alsoidentify people who candeliver that message
most effectively.

How willyou measure success? ‘

Policy changecantaketime, sodon'tjustfocus onthe end point of
your goal.Develop measurement benchmarks along theway so
you'llknow you're making progress and to help yourefine your
advocacy strategy as needed.




Power Analysis

Step By Step of Power Analysis

1. Define the conditions, struggle orissueimpacting your constituency
2.Defineyour goalandthe opposition’sgoals
3. Identify the major battles and campaigns
4.ldentify major decision-makers
5.ldentify opponents
6.ldentify allies and supporters
7.ldentify unorganized constituencies
8. Analysis and application
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Stakeholder Mapping

e Youmusthaveaveryrefined sense of whoyou are talking toand whoyour target audienceis.

« Whoarethespecific people andinstitutions you need to move who can help you achieve your
stated goals? Thisincludes Key Players, Power-holders, and competitors.

« What messages are mostimportant tocommunicate? Develop clear attentiongetting advocacy
messages.

e Tiemessagesdirectlytoissuesyou’'veidentified, channeling thecrisis for different players.

« Keep messaginguniformacross platforms.
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Alliesand Partners

« Reachingdifferent audiencesrequirescraftingand framingaset of
messages that willbe persuasive.

« Whoarethe mostcredible messengersfor differentaudiences?

« Weneedtoengagethe “authentic “voices, those who canspeak from
shared or personal experiences.

« Whoarethesepartners/allies?
« Whatdoweneedtodotoequipthese messengersbothinterms of

informationtoincrease the number of advocates and capacity for areas
of collaborationneeded?
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Engagement Tactics

Build evidence onwhat needs to change and inform how that change can happen: Research, White papers,
Case Studies, Fact Sheets, Infographics, storytelling, presentations, Briefs and Reports.

Publiccampaigning toraise awareness aboutimportantissues and give voice to those directlyimpacted:
TownHalls, Education Forums, community Teach-ins, call-indays (“Contact Your Legislators”),
Radio/TV/printNews Interviews, op-eds, socialmedia campaigns (Twitter Storms, FB Live, Thunder Clap).

Influence thosein power atthelocal, state or nationallevel to take action, providing leadership on systemic

andinstitutionalchange: Petition/pass aresolutioninfavor of fair redistricting, Sign-onletters, testify at
hearings (oraland writtentestimony), press conference, advocacy days, rallies, and summits.
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Homework
S

e Complete the Stakeholder Mapping
worksheet

e Complete the Advocacy Campaign
Worksheet
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