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LANDSCAPE ASSESSMENT

e Big picture view on Family Planning
‘environment’

" Current Family Planning indicators — National
Family Health Survey;

" Funding availability — Program Implementation
Plans

» Policies that influence Family Planning services —
National Health policy; RMNCAH

» Priority accorded by governments/policy makers —
FP 2020; Sustainable Development Goals



AFP SMART in 9 Steps

Phase 1 Step 1 Step 2 Step 3

Build Decide Who to Set SMART |dentify the
consensus Involve Objective Decisionmaker

Phase 2 Step 4 Step 5

Focus Review the Know the
Efforts Context Decisionmaker

Step 6

Determine the
Ask

Step 8

Set
Benchmarks
for Success

Phase 3 Step 7 Step 9

Achieve Develop a
Change Work Plan

Implement and
Assess



Presenter
Presentation Notes
Speaker notes:
AFP has a 3-phase process for effective strategy development.


Phase 1: Build Consensus

Step 1 — Decide Ensure participation of all relevant

who to involve stakeholders

Step 2 — Set |ldentify quick wins that you want to achieve
SMART objectives

Step 3 — Identify |Individual (s) who has the power to bring
the decision- about the change
maker (s)




Phase 2: Focus Efforts

Step 4 — Review External Opportunities & Challenges
the context

Step 5 — Know the | What does the decision-maker care about?
decisionmaker

Step 6 — Evidence-based and consistent request, in
Determine the simple language
ask




Phase 3: Achieve change

Step 7 — Develop
a work-plan

Detailed activities with timelines

Step 8 — Set
benchmarks for
success

What are the outputs and outcomes that you
will monitor?

Step 9 -
Implement and
assess

Undertake planned activities, monitor, adapt
and document




AFP SMART in 9 Steps

Phase 2
Focus

Efforts

Phase 3

Achieve ACCOUNTABLE & SUSTAINABLE
Change

N
N
N
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Presenter
Presentation Notes
Speaker notes:
AFP has a 3-phase process for effective strategy development.


Family Planning Counseling
Case Study in Action




Jharkhand state, India establishes private Family
Planning Counseling Corners in 13 public health facilities




10

Phase 1

Build
cConsensus

Phase 2

Focus
Efforts

Phase 3

Achieve
Change

AFP SMART in 9 Steps

Step 1 Step 2

Decide Who to Set SMART
Involve Objective

Step 4 Step 5

Review the Know the
Context Decisionmaker

Step 8

Set
Benchmarks
for Success

Step 7

Develop a
Work Plan

Step 3

Identify the
Decisionmaker

Step 6

Determine the
Ask

Step 9

Implement and
Assess
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Step 1: Decide Who to Involve

Landscape assessment to

identify issues
State Family Planning Cell

State Working Group
members

District Additional Chief
Medical Officer

District Working Group
members

District Public Health Facilities
In-charge DWG members in Ranchi

AFP SMART Facilitation



Step 2: Goal and Objective

Broad Goal: Improve family planning services, knowledge and access
among the reproductive age women

SMART Objective: Functional Counseling Corners are present at all fixed
day service sites in the districts of Ranchi and Bokaro by Oct 2017

SWG members, Jharkhand deciding on Goal & Objective



Step 2: Goal and Objective

DWG members in Ranchi and Bokaro deciding on Goal & Objective
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Step 3: Key Decision maker

Mr. Kripa Nand Jha, Mission Director,
National Health Mission, Jharkhand
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Step 4: The Context-Need in Jharkhand

= National Family Health
Survey—IV data: mCPR:
37.5; Total Unmet Need:
18.4

= No separate space and
human resource for FP
counseling in any public

health facilities in
Jharkhand

= Poor FP services utilization
due to knowledge gaps
among the reproductive
age women
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Step 5: Know the Decision maker

= Mr. Kripa Nand Jha, Mission Director, National
Health Mission, Jharkhand

» Knowledge: Subject expert

» Values: Concerned to improve MCH indicators
of Jharkhand

» Willingness to Act: Highly motivated



Step 6: Determine the Ask

= Counseling Corner to be established at CHC level
in Ranchi and Bokaro district, Jharkhand

* Training of existing HR (Staff Nurse and ANM) in
the public health facilities on FP Counseling in
Ranchi and Bokaro district, Jharkhand

= Budget allocation for scale up of Counseling
Corner in all the districts of Jharkhand

17
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Step 7 & 8: Workplan and Indicators

" Developed a step-by-step workplan sharing
responsibility among all stakeholders

= Set benchmarks for success and created a
mechanism for follow up

= Achieved advocacy win



Result Cascade

Government of Jharkhand creates an enabling environment for

the provision of quality family planning services

Jhpiego conducts landscape assessment of facilities in Bokaro and Ranchi and identifies lack of privacy
and competent providers for Family Planning (FP) counselling services

October 2016
y \ 4 \ 4
Jhpiego sh:fr.es:jl.andsctatphe Jhpiego advocates with state ACMO releases a directive to
assess;n;n -|n Imgi a k? FP cell and train 76 ANMs/Staff Nurses
state an |.str|ct. ev.e W,or ing Additional Chief medical from all 24 districts of
group meeting highlighting the Officers(ACMO) for Jharkhand

lack of privacy and competent
providers in Ranchi and
Bokaro facilities

establishment of FP
counselling corners

Dec 2016 Jan 2017
Nov 2016
\ J
|

76 ANMs/Staff Nurses from high load delivery The state budgets an amount of USD 97322 for the
facilities from 24 districts were trained in the setting up FP counselling corners in 212 facilities

provision of quality FP counselling services across the state in the PIP for the fiscal year 17-18

Feb 2016 April 2017

\ J
1

QUICK WIN: Government of Jharkhand strengthens quality of |
family planning counselling services in the state through the
establishment of counselling corners

April 2017

AP

A D V A N C E
FAMILY PLANNING

Saving lives, Improving health,
Transforming futures.



Result Cascade

QUICK WIN: Government of Jharkhand strengthens quality of family planning counselling
services in the state through the establishment of counselling corners

Government of
India approves
budget for
establishment of
FP counselling
corners

All 212 facilities
across 24
districts
establish FP
counselling
corners

Access to
quality FP
counselling
services
increases

Improved family
planning
services,

knowledge and
access for

reproductive
age women

Validation source: State/district government directives, Government health management information systems
reports










Step 1

Decide Who to
Involve

Phase 1

Build
consensus

Step 2

Set SMART
Objective

Step 3
|dentify the
Decisionmaker



Presenter
Presentation Notes
Speaker notes:
The first phase involves 3 steps, during which we will
Discuss ideas to reach our long-term goal
Set an initial objective
Identify our decisionmaker
Discuss Step 1 here


Step 1

Decide Who to
Involve




Step 1—Decide Who to Involve

Private Sector
Government

Healthcare Providers

Academia

Civil Society Others?


Presenter
Presentation Notes
Speaker notes:
We have already completed much of Step 1 by bringing this group together.
This is a list of possible groups to involve, which may include those present or others who should be included in the future.

Instructional notes: 
During discussion, it may become apparent that others should be involved. Keep a list if they are not present.
Put a sticky note/sheet of paper on the wall for this list.





Step 2

Set SMART
Objective



Presenter
Presentation Notes
Speaker notes: 
In Step 2, we identify a SMART, Quick Win-focused objective for our advocacy strategy.


Step 2—Set SMART Objective

What are we trying to accomplish and what can we do now?

Specific

indicates what will be achieved and by what means

Measurable

framed with quantitative or qualitative descriptors

Achievable

IS within reach

Relevant

contributes to the overall goal of your advocacy efforts

Time-bound

sets a specific date for achievement


Presenter
Presentation Notes
Instructional notes:  
Discuss with the group what the mnemonic means for those unfamiliar with SMART.
Post SMART to be visible throughout the session.



Sample Advocacy Goal and

SMART Objective

m Goal

* |ncreased media coverage
to keep family planning on
the agenda and to influence
family planning budget and
policy outcomes at national
and subnational levels

m SMART Objective

* Producer of television
channel agrees to air stories
focusing on improving
adolescent and young
people’s access to family
planning by October 2019



Presenter
Presentation Notes
Speaker notes: 
How is this objective SMART and will it achieve a Quick Win?

Instructional notes: 
Discuss as a group how/why this is a SMART objective how it will lead to a Quick Win.

Picture courtesy:
https://www.rutgers.international/programmes/hello-i-am


Many SMART Obijectives to

Reach One Goal

NOW

Poor media coverage on

adolescent and young people’s

access to contraception in
Bangladesh media

GOAL

Bangladesh media houses
provide focused coverage on
adolescent and young people’s
access to contraception

Objective 1

Television
channel agrees
to air stories
focusing on
improving
adolescent and
young people’s
access to family
planning by
October 2019

Objective 2

National
newspaper
allocates space
for an Op-Ed
every month on
adolescent and
young people’s
SRHR by
October 2019

Objective 3

Major national
media houses
participate in
Youth FP
conference and
write policy
focused stories
for young people
by October 2019

Objective 4

Bagerhat,
Barishal and
Pirojpur district
press clubs
commit to cover
monthly stories
on adolescent
and young
people’s SRHR
by November
2019

Objective 5

Sub-national
newspaper
initiates monthly
stories on
available
services for
young people by
November 2019


Presenter
Presentation Notes
Speaker notes: 
Many SMART objectives are needed to reach the Broad Goal. When an objective is achieved, it is a Quick Win.
Sample context: (issues identified include fast traffic and rubbish rarely collected on time, leaving outside area unhygienic).



Commodities

Quality of
services

Adolescents
& Youth

HR &
Capacity
building

Public
Private
Partnership

Expansion
& uptake
of services

Demand
Generation



Presenter
Presentation Notes
Remember – there are many areas of family planning that may need attention. These are also related to each other. How we initiate our stories or bring focus to an issue will depend on many factors – evidence, context, and importantly how it affects the community mostly women at large.


ﬂf-@

"1/


Presenter
Presentation Notes

Again, remember – we want to be opportunistic. Identify critical news stories keeping in mind its significance, timing, using the right messenger, human interest and other aspects in mind


Our Goal and Objectives

= What do we hope to achieve in the long term?

= What are the short-term SMART objectives of our
advocacy?

= What do we do first?

What is our GOAL?



Presenter
Presentation Notes
Instructional notes:   
Replace the long-term goal placeholder with the FP2020 commitment or Ouagadougou Partnership goal for your country or a similar long-term goal. 
Use the slide questions to fill out Group Work 2.1.



“Sometimes awake up in the middle of the night, pamicked,

waondering if Um crawling in the wrong direction.”



Group Work 2.1

Broad Goal:

SMART Objective:



Presenter
Presentation Notes
Speaker notes:
Let’s narrow the list down to one objective:
Which is the highest priority?
Which is most achievable in the short term?
Which has the greatest potential to help reach our long-term goal?
Which must be realized BEFORE other objectives can be addressed?
If taking on more than one objective, remember each one must have its own advocacy strategy.
Ensure that your objective meets all the SMART criteria. 
Don’t make the mistake of selecting an overly ambitious objective. You may need to strategize for a while to get an objective that can be met in the near term.

Instructional notes:  
Fill in Box 2.1 as a group. Instructions are on page 11 of the AFP SMART guide.
Agree on one long-term goal and one SMART objective.
Post the goal and objective in the front of the room or on a wall. 

Objective Round – Robin: Have all write a SMART objective (in 5-10 minutes), then start with one person and have them read it out to their neighbor and have the neighbor critique the objective using the SMART criteria. Continue around the group/circle until everyone has a chance to read/critique objectives. Then work on coming to consensus.

Draft Smart Objective: To secure a policy change and approval from Directorate General of Family Planning to allow Paramedics, Family Welfare Visitors (FWV) and Medical Assistants to insert Implanon




Step 3

ldentify the
Decisionmaker



Presenter
Presentation Notes
Speaker notes:
Who do we mean by a decision-maker?
The person who has the final authority/power to achieve your objective

2.  Why do we want to identify the decision-maker?
We want to identify a specific person who has the power to achieve our objective.
We want to tailor our advocacy strategy to this person.




Step 3 — How do you identify the

decision-maker?

Need to understand the decision-making process


Presenter
Presentation Notes
Speaker notes:
It is vital to understand the decision-making process, in order to identify your decision-making process.
Don’t hesitate to take a break to find out more about the decision-making process or take note of what else you need to know about a decisionmaker or the process.
Don’t assume there is only one decisionmaker. 

Activity: Identify which are decisionmakers and which are influencers


Who Is your decision-maker?

Additional Minister of H

Secretary - & FW
Health

Revise guideline to allow Family Welfare Assistants to
provide first dose of injectables by September 2019




Who Is your decision-maker?

Media house agrees to initiate stories focusing on improving
adolescent and young people’s access to family planning by
October 2019



Step 3 — How do you identify the

decision-maker?

m Need to understand the decision-making process

= He/she may not be at the highest level - be aware of the
delegation of authority

= \WWe may need to persuade more than one person or the
leadership of a governing bodly.

m Don’t assume there is only one decision-maker


Presenter
Presentation Notes
Speaker notes:



Step 3 — Decision-maker vs Influencer

Academia/Research

Government Researchers
Minister of Health & Family
Professors
Welfare
. ) ICMR
Minister of Finance IIPS

Director General of Family
Planning
Private Sector
Private providers

_ Professional bodies -
Media Houses IMA

Editors/News Editors
Supervisors/Team Leads

Producers/Executives Civil Society
Newsbeat leads Nongovernmental Organizations
Media house owners Religious leaders
Others? Women'’s Rights group

Political parties


Presenter
Presentation Notes
Speaker notes:
Influencers are those who help decision-makers. They are the ones who decision-makers listen to.
They are your allys
Influencers can make or break decisions; or delay decision-making
It is therefore necessary to identify your influencers as well


Group Work 3.1

|dentify Decision-maker:



Presenter
Presentation Notes
Speaker notes: 

Instructional notes: 
Fill in Box 3.1 as a group. Instructions are on page 12 of the AFP SMART guide.
Agree on one decisionmaker per SMART objective and state why he/she was chosen.
Post the decisionmaker’s name in the front of the room or on a wall.







Step 4

Review the
Context

Phase 2
Focus Efforts

Step 5

Know the
Decisionmaker

Step 6

Determine the
Ask




Step 4

Review the
Context



Presenter
Presentation Notes
Speaker notes: 
Context helps explain external factors.
External factors can influence our ability to succeed.
This step is similar to a Strengths, Weaknesses, Opportunities, and Threats (SWOT) analysis.



Step 4—What Is the
Decision-making Context?




Step 4—What Is the

Decision-making Context?

What is the position
of the national/sub-
national government?

Is there competition for
resources or attention
that might affect the
publication or airing of
news?

What do we
need to know
about the
“elephant”?

Has the government made
statements/suggestions
that may affect
achievement of your
objectives?

Are there events or
decision points to
build on or may
hamper media
advocacy efforts?


Presenter
Presentation Notes
Speaker notes:
Strategies may differ depending on the political or decision-making context.

Instructional notes:   
Replace the placeholder to reflect the environment in which the strategy will be implemented and then other dissimilar environments.
Discuss the differences between the environments and how a strategy would change depending on where it was implemented.
Consider referring to a previously developed landscape assessment or external review that assesses your organization’s opportunities and challenges from an environmental perspective.


Group Work 4.1

Box 4.1 Box 4.1
External Challenges External Opportunities



Presenter
Presentation Notes
Speaker notes: 
What is happening in the environment that will influence our ability to achieve the objective?
What is being said about our issue?
Where do people stand?
Are there events or policy decision points to build on?
What is the opposition like?
Where is the strategy being implemented?
Is there competition for resources or attention that we might face?

Instructional notes: 
Discuss with the group the context of the issue. 
Identify external opportunities and challenges and record them in Box 4.1. Instructions are on page 14 of the AFP SMART guide.
In groups/pairs brainstorm challenges/opportunities then report them out


Review the context — Questions

to think about

- What is happening in the environment that will influence
our ability to achieve the objective?

- What is being said about our issue?

- Where do people stand?

. Are there events or policy decision points to build on?
- What is the opposition like?

- Where is the strategy being implemented?



Step 5

Know the
Decision-maker



Presenter
Presentation Notes
This step helps us understand the decision-maker better. Knowing the decision-maker and his/her views, opinions on your objective prepares you to better approach that person.


Step 5— Know the Decision-maker

m What is their
background/profession?

m \WWhose opinion do they
care most about?

m Are they willing to act on
Issues?



Presenter
Presentation Notes
Speaker notes: 
Background: profession, experience in health/family planning
Familiarity with family planning: are they aware of the issues; do they have any strong opinions; 
Any advisors: whose opinion do they care about; influential associates

Not really going into their personal likes/dislikes

Photo: https://www.google.co.in/search?safe=active&biw=1366&bih=662&tbm=isch&sa=1&ei=u_osWqLAEsfMvgSk2aKICg&q=enigmatic+personality&oq=enigmatic+p&gs_l=psy-ab.1.2.0l10.1696.10666.0.14590.25.15.0.2.2.0.178.1474.0j11.12.0....0...1c.1.64.psy-ab..12.12.1349.0..0i30k1j0i67k1.120.K7XR1NoXf1A#imgrc=WaxV9Z0HVFTECM:




What Does the Decision-maker

Value or care about most?

m Revenue?
m Space/Content?

m Politics? Socio-economic
development?

m Readership/Viewers?
Subscribers?

m Are they familiar with
family planning? Do they
have any opinions?


Presenter
Presentation Notes
Speaker notes: 
What matters most to our decisionmaker? 
Is policy action on our issue a way to advance their careers or reputations? Is it an election year?
These questions help define what our decisionmaker values.

Instructional notes:  
Use these questions to fill in the “Values” section of Box 5.1.


How Do We Best Approach Each

Decisionmaker?

m Provide information

= \What does the decision-maker need to know to make him/her
prioritize the objective?

m Encourage the will to act

= What is most likely to persuade the decision-maker to take
action? How will s/he gain?

m Recognize their leadership

= How can we thank the decision-maker publicly and celebrate
his/her role in securing a win?


Presenter
Presentation Notes
Speaker notes: 
Provide evidence—demonstrate why the issue is important, what can be done to prioritize it, and what changes to expect as a result.
Encourage action—show the decisionmaker objective can be accomplished with relative ease:
How is acting beneficial to the decisionmaker?
How does it fit within his/her agenda/position?
Recognize their leadership—thank him or her for past work in order to encourage continued support of your issue. 

Instructional notes: 
Use these questions to fill in the “Willingness to Act” section of Box 5.1.


Group Work 5.1

Decisionmaker Name (from Box 3.1):

Knowledge:

What does the
decision-maker
value the
most?

Values:

v

Willingness to act:



Presenter
Presentation Notes
Deliver these talking points: 
We’ll now work in groups to fill out Box 5.1. Fill in as much information as you can about your decision-maker’s knowledge, values, and willingness to act.
Using this information, develop a core value or value statement for your decision-maker.
Then determine whether your decision-maker needs basic information, encouragement to act, or recognition for their leadership. Make a note of this on your worksheet.
It’s okay if you don’t have all of the information right now. Make a note of any information you are lacking. It’s usually a good idea to speak with people who know your decision-maker to ensure your assessment is as accurate as possible. 


1. Don’t assume that you know your decision-maker(s)

2. Views of decision-maker(s) can and do change



Step 6

Determine the
Ask



Presenter
Presentation Notes
Speaker notes: 
Step 6 will help us frame our supportive arguments and construct our message.
Shape how to ask your decisionmaker to act.
Think about how people make decisions.

Instructional notes: 
The “ask” should be consistent with the SMART objective. Make sure to allocate at least 2 hours for Step 6.


Step 6—What Is Our “Ask”™ and

How Can We Support It?

Support the ask through:

= Rational arguments

= Use facts or evidence

= Emotional arguments

= Use evocative stories and
photos

= Ethical arguments

" Use a rights-based approach

Paula Bronstein /The Verbatim Agency/Getty Images


Presenter
Presentation Notes
Speaker notes: 
Before constructing the “ask,” we must understand how we support it.
Consider how to frame the arguments in three ways:
Rational arguments use evidence from credible sources showing current research and proven results.
Emotional arguments add human dimension.
Ethical arguments take into account justice and social/cultural norms.



rom an Ask to a Quick Win

« Example: Advocates
CASE STUDY

considered what was

needed to amend the e e
national family
planning guidelines to

contraceptives by community health workers
(CHWSs), vastly increasing women’s access to family
. planning in the country’s most underserved and

hardest-to-reach communities. Kenya’s Director

e n a e CO I I I I I I u n I of Public Health and Sanitation and Director of
Medical Services jointly signed a policy circular

on 28 November 2012, to make the change'. The
amendment is the culmination of a focused advocacy

strategy facilitated by the Advance Family Planning
e a t WO r e rS tO (AFP) initiative and its lead Kenya partner, Jhpiego.
Advocacy efforts relied heavily upon disseminating
evidence of the safety and effectiveness of CHWSs’
provision of injections and galvanizing support from
id traceptive
injectabl

key medical, nursing, and midwifery leaders.



Presenter
Presentation Notes
Instructional notes: 
Add photos from Kenya or a snapshot of the AFP Kenya case study.
OR
Replace the case study example with one relevant to your country and context, with corresponding photos.



How Did They Do It?

Rational

Emotional

Ethical

Piloted demonstration project
documents that community health
workers provide injections safely

Recognized nurses’ empathy that
women receive high-quality
healthcare

Stressed community-based care
would overcome inequity between
women in rural and urban areas and
among the wealthiest and the poor



Group Work 6.1

|dentify Decisionmaker:

Rational

Emotional

Ethical



Presenter
Presentation Notes
Instructional notes: 
Fill in Box 6.1. Instructions are on page 16 of the AFP SMART guide.
Exercise: write three types of headlines on one topic (could be from past “quick win” or breaking news)

Deliver these talking points: 
We’ll now work in groups to brainstorm the rational, emotional, and ethical reasons why a decision-maker should support your advocacy request. Think through the evidence, stories, and ethical framework you would need to convince your decision-maker to act. 
Write these arguments down in Box 6.1.
Discuss as a group which arguments are most likely to resonate with your decision-maker. 



The Five-Point Message Box

2. Enter decisionmaker’s
core concerns
(Step 5)

3. Anticipate objections and
prepare response

1. Enter decisionmaker’s
name (Step 3)

5. Answer the gquestion:

“What is the benefit?” 4. Articulate the SMART ask


Presenter
Presentation Notes
Speaker notes:
The Message Box builds on information from steps 3 and 5. 



The Five-Point Message Box—

Example

3. Objection: Universal
access is too expensive
Response: Family planning
IS one of the most effective
iInvestments

2. Decisionmaker’s core
concern: All women do not
have equal access to
healthcare

1. Decisionmaker: Budget
analyst for the Minister of
Finance [Name of person]

5. Benefit: Health gains for 4. SMART ask: Create a line
underserved groups (e.g., item for family planning in the
lower maternal mortality) budget


Presenter
Presentation Notes
Instructional notes: 
Adjust the example to your context.
Go through the example with the group, identifying how it fits into the Message Box.



Group Work 6.2

1. Decisionmaker’s Name:

2. Decisionmaker’s Core
concerns:

3. Objection:
4. SMART Ask:

5. To What End?;


Presenter
Presentation Notes
Instructional notes: 
Complete Box 6.2.



Step 6

Determine the
Ask



Presenter
Presentation Notes
Speaker notes: 
Step 6 will help us frame our supportive arguments and construct our message.
Shape how to ask your decisionmaker to act.
Think about how people make decisions.

Instructional notes: 
The “ask” should be consistent with the SMART objective. Make sure to allocate at least 2 hours for Step 6.


L—



Presenter
Presentation Notes
Speaker notes: 
Consider who will make an appropriate messenger:
Who has access?
Who is influential?
Who will the decisionmaker listen to?
Who do we have access to?
If the messenger is not a member of the group developing the advocacy strategy, develop a plan to enlist his/her support.

Instructional notes: 
Replace placeholders with different types of messengers appropriate to your context.
Determine with your team the best messenger for your decisionmaker.
Fill in name of messenger and why he/she was chosen into Box 6.3.


“I'd like to fund your project!”




Message and Messenger

m Each team member
should be able to deliver
the message and the
supporting message
points

m Remember: the
messenger Is as
Important as the
message



Presenter
Presentation Notes
Speaker notes: 
A common mistake is to think that the conviction and expertise are the best qualifications of a messenger. It is important to consider whether the decisionmaker will listen to her or him. 
The right message delivered by the wrong messenger is likely to be dismissed.




Determine the Messenger

Community

Policymaker Celebrity Members


Presenter
Presentation Notes
Explain that the slide lists categories of messengers. Read each category. 

Deliver these talking points:
When selecting an appropriate messenger, consider:
Who has access to the decision-maker?
Who has the necessary influence?
Who will the decision-maker listen to?
Is the messenger willing to deliver our message?
If the messenger is not a member of your group, you should develop a plan to enlist his or her support.

Slide adaption:
Replace messenger categories on this slide with different types of messengers appropriate to your context.



Deliver the Message

m  Will your request be part of an
informal discussion or require
a formal presentation?

m How much time will you have
to make your case?

m |f more than one of you is
involved in the meeting, who
will present the issue and who
will ask the decision-maker to
act?

m How will you follow up after the
meeting? Is another meeting
needed?



Presenter
Presentation Notes
Speaker notes: 
Prepare to deliver the message and advocacy “ask.”
Think about context of the meeting with the decisionmaker.


Group Work 6.3

Messenger Name:



Presenter
Presentation Notes
Speaker notes: 
Don’t assume your decisionmaker knows as much as you do about your issue.
Don’t be defeated if your meeting with the decisionmaker does not go as you planned.



Advocacy Roleplay



Presenter
Presentation Notes
Instructional notes: 
Develop role plays to present the “ask.” This could be done in pairs or as a single group.  
Each person should practice being both the decisionmaker and the messenger.
The messenger should use the arguments from Box 6.1 to persuade the decisionmaker.
The decisionmaker should use the values from Step 5 to respond to arguments.
Use the Message Box to critique each person’s “ask” and responses.
Discuss each role play on how the messenger responded to the decisionmaker and how to be more persuasive.



AFP SMART in 9 Steps



Presenter
Presentation Notes
Speaker notes:
AFP has a 3-phase process for effective strategy development.


AFP SMART in 9 Steps

Phase 1 Step 1 Step 2 Step 3

Build Decide Who to Set SMART |dentify the
consensus Involve Objective Decisionmaker

Phase 2 Step 4 Step 5

Focus Review the Know the
Efforts Context Decisionmaker

Step 6

Determine the
Ask

Step 8

Set
Benchmarks
for Success

Phase 3 Step 7 Step 9

Achieve Develop a
Change Work Plan

Implement and
Assess



Presenter
Presentation Notes
Speaker notes:
AFP has a 3-phase process for effective strategy development.


Phase 3

Achieve
Change

Step 7 SUED € Step 9
Set

Develop a Benchmarks Implement and

Work Plan Assess
for Success



Presenter
Presentation Notes
Speaker notes: 
Phase 3 will help develop a work plan and move toward implementation.

Instructional notes: 
Break for the day. Consider previewing the next steps and assigning “homework” if needed for the work plan.




Presenter
Presentation Notes
Speaker notes: 
Plan in detail who will take action, when, and with what resources.
Step 7 creates an actionable plan, including advocacy activities, to deliver the Quick Win.



Step 7/—Assess Internal

Resources

m Does the media house have financial
resources?

m Does the journalist have time, interest,
and logistics support?

m Do we have the data to support our
request?

m Does the media house have space or
air time?

m Journalist’s rapport/relationship with the
editor/producer

m Do we have the right spokespeople for
the article or talkshow?



Presenter
Presentation Notes
Speaker notes: 
What resources do we have as a group?
What do we lack or what challenges do we face within our group (meaning, within our advocacy coalition, not within our geographical setting or individual organization)?
What organizational staff or volunteer resources do we have?
Are we well known to our decisionmaker?
Do we have connections to larger coalitions, networks, or working groups that may provide insight on such things as the political environment, needed evidence, or the realities of family planning service delivery?
Do we have relationships with prominent spokespeople, access to funds, alliances with powerful professional associations, expertise on the issue, and/or research/evidence?

Instructional notes: 
Discuss and use these questions to fill in Box 7.1. Instructions are on page 28 of the AFP SMART guide. 

Images:
Taka: http://4.bp.blogspot.com/-QOVAer4UDDE/UTDnWObW2gI/AAAAAAAADjY/rm1i9Af42rk/s1600/20110503-money-460.jpg
Clock: http://previews.123rf.com/images/ilfede/ilfede1212/ilfede121200028/16983867-watch-or-clock-isolated-on-white-background-Stock-Photo.jpg
Human Resources: http://www.ed2go.com/blog/wp-content/uploads/2014/11/What-does-an-HR-professional-do_7-common-human-resources-functions.jpg




Group Work 7.1

Box 7.1 Box 7.1
Internal Challenges Internal Opportunities




Specify Advocacy Activities

= How will the activity further our
objective?

m How does it relate to what the
decisionmaker considers important?
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Presenter
Presentation Notes
Speaker notes: 
Our advocacy strategy is focused on a decisionmaker.
Activities are actions that
Take advantage of existing internal/external opportunities
Directly link to helping the decisionmaker to act
Should help move our objective forward
What is easiest for group members to accomplish?
Example activities:
A field visit for an official to understand contraceptive injectables can be safely administered by community
A one-on-one meeting with decisionmaker
An advocacy strategy focused on decisionmakers and a near-term Quick Win rarely includes activities to raise awareness or generate media coverage. 

Instructional notes:
Create a list of possible activities and narrow them down using the questions on the slide.
Arrows: https://www.google.com.bd/search?q=arrows+going+in+different+directions&source=lnms&tbm=isch&sa=X&ved=0ahUKEwjuu5XemZbQAhXGpY8KHVI8C3AQ_AUICCgB&biw=1536&bih=736#imgrc=YMPKYh8H0WhlzM%3A
Snakes and Ladders: https://www.google.com.bd/search?q=snakes+and+ladders+board+image&tbm=isch&imgil=RjtBgUmp9NK7wM%253A%253Bz0ahHQdLoUHJUM%253Bhttps%25253A%25252F%25252Fwww.presentationmagazine.com%25252Fsnakes-and-ladders-board-game-8031.htm&source=iu&pf=m&fir=RjtBgUmp9NK7wM%253A%252Cz0ahHQdLoUHJUM%252C_&usg=__DB5nNMrbXk49Pj7kuji3HggOjLA%3D&biw=1536&bih=736&ved=0ahUKEwiO-vzjm5bQAhVBtY8KHV34At4QyjcIOg&ei=9zkgWM6iGMHqvgTd8IvwDQ#imgrc=RjtBgUmp9NK7wM%3A



Sample Activities

m Afield visit to cover the impact of local government
funding for family planning by September 2019

m Collecting data to support story on adolescent’s lack of
access to family planning and its impact by October 2019

m One on one meeting with the family planning authorities
of Bagerhat district by August 2019

m One on one meeting with the editor to pitch the story idea
on 1400 FP counseling corner by BGMEA by July 2019



/A—FP 1. SMART Objective:

A D V A N C E
FAMILY PLANNING

Decisionmaker:

Key next steps Timeline Person
Responsible
1.




Step 8

Set
Benchmarks for
sSuccess




Measuring what matters

You can’t manage
what you can’t measure.

- Peter Drucker


Presenter
Presentation Notes
Speaker notes: 
How will we know if our plan is succeeding?



Step 8—Three ways to measure

m Outputs—Did you carry out all
the advocacy activities in your
work plan?

ﬁ, success
m Outcomes—Did you fulfill ACTION |

your SMART objectives and r'--—' CPLAN
achieve a Quick Win?

|

@

success o
4

kol GOAL
VISION
m Impact—Did your Quick Win

improve the situation for those

who need and want access to
family planning?



Presenter
Presentation Notes
Speaker notes: 
Output example: policy brief; a crucial meeting with a messenger.
Outcome is the Quick Win. 
Impact is how the policy changed health/rights.
All three are essential to monitoring progress.



Sample Benchmarks

SMART Objective:

Boisakhi TV will arrange a
roundtable with civil
society members on the
Impact of improved family
planning budget by local
government by August
2019

Outputs—Editor agrees to
Include the story; a brief with data
on impact of funding for FP by
local government; draft script for
the show; spokesperson list

Outcomes— Talk show on the
Improved family planning budget
by local government aired by
Boisakhi TV

Impact—Did your Quick Win
Improve the situation? What's the
next objective?


Presenter
Presentation Notes
Speaker notes: 
Are there any other examples of possible outputs or outcomes?

Instructional notes: 
Use the example to demonstrate concrete examples of outputs and outcomes and brainstorm additional examples.



Many SMART Obijectives to

Reach One Goal

GOAL

NOW Incr.eased m_edla coverage to keep
family planning on the agenda and

Poor media coverage on family 0 frfAlvises Gty BT

planning budget and policy outcomes at
national and subnational levels
Objective 1 Objective 2 Objective 3 Objective 4
Bangla TV Daily Purbanchal Channel24 & Daily Boisakhi TV will
produces four will publish news Samakal will arrange a
stories on report on the publish 2 news roundtable with
establishment of need for FP info stories and talk civil society
1400 FP & services for shows on the members on the
counseling corners married young Rohingya impact of improved
by BGMEA by people by adolescent’s FP family planning
December 2019 September 2019 service needs by budget by local

December 2019

government by
August 2019


Presenter
Presentation Notes
Speaker notes: 
Many SMART objectives are needed to reach the Broad Goal. When an objective is achieved, it is a Quick Win.
Sample context: (issues identified include fast traffic and rubbish rarely collected on time, leaving outside area unhygienic).



Group Work 8.1

Box 8.1
Indicators of Progress

Anticipated Outputs Anticipated Outcomes (Quick Wins):



Presenter
Presentation Notes
Speaker notes: 
What are some indicators of our progress?

Instructional notes: 
Create a list of anticipated outputs in Box 8.1. Instructions are on page 27 of the AFP SMART guide.



Step 9

Implement and
AsSsess




Step 9—Putting it All Together

Evidence of

Impact

Validation of results
using evidence and
review of the landscape
for change

Landscape
Assessment

Advocacy Win
Achievement

Documentation and
monitoring of outputs
and outcomes toward

impact

SMART
Objectives

Identification of SMART
objectives needed to
alter the landscape to

produce effective
quick wins



Presenter
Presentation Notes
Speaker notes: 
It is important to revisit and be flexible with the advocacy strategy, depending on changing circumstances.

Instructional notes: 
Remind the group of the importance of documenting and monitoring quick wins.



Why do we need to assess our

Impact?

We assess

Because advocacy can produce useful results
To capture longer-term gains from advocacy wins

To better explain the value of our investments In
advocacy

To keep our eyes on the long-term impact as we track
our advocacy wins



What Do You Do After an Advocacy

Win?

m Review your plan

m Ask: What must happen
next to get to your goal?

m Has your landscape
changed? Is the next
objective still correct?

m Should you reformulate
your advocacy strategy?
Should you add another
objective?



Presenter
Presentation Notes
Speaker notes: 
A series of quick wins are usually required to achieve the end goal. 
After each Quick Win, assess the landscape again and see if you need to change course.

Celebration: https://www.google.com.bd/search?q=person+celebrating+image&source=lnms&tbm=isch&sa=X&ved=0ahUKEwiQvt2RnJbQAhUeTI8KHWsKCBUQ_AUICCgB&biw=1536&bih=736#tbm=isch&q=bangladesh+birthday+image&imgrc=huWWzIvOjwYV4M%3A
Exhaustion: https://www.google.com.bd/search?q=person+who+is+exhausted+image&source=lnms&tbm=isch&sa=X&ved=0ahUKEwiR8tfrnZbQAhXLsY8KHVeEDkcQ_AUICCgB&biw=1536&bih=736#imgrc=Vy6iBoMng9T02M%3A


For More Information

AFP Advocacy Portfolio: http://advancefamilyplanning.org/portfolio

AFP

Implement

a Plan
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http://advancefamilyplanning.org/portfolio
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