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“Never doubt that a small 
group of thoughtful, committed 
citizens can change the world.  
Indeed, it’s the only thing that 

ever has.”
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Objectives

Define media advocacy 

Give examples of principles of media advocacy

Give examples of gaining media access
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CDC’s Designing and Implementing an Effective Tobacco Counter-Marketing Campaign Overview
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Why Media Advocacy?
Media Advocacy, Tobacco Control Policy Change and 

Teen Smoking in Florida
Niederdeppe et al. Tob Control.2007; 16: 47-52 

Conclusion: 
This study adds to the growing literature supporting
the use of media advocacy as a tool to change 
health-related policies.
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Media Advocacy Planning

Overall-
What is the problem?
What is the solution?
Who has the power to make the necessary changes?
Who must be mobilized to apply pressure?
What messages would convince those with power to act for change?

Goals-
Base your program goals on research
Are there sub-groups effected by this problem?
Separate plans and strategies must be used for each sub-group
Conduct SWOT analysis

Objectives-
Should be specific to your target audience.
Should be realistic, measurable and time-specific.
Should be specific to location. 
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Media Advocacy Planning

Primary and Secondary Audiences
-Who or what institution has the power to solve the problem and grant your demands?
-Who must you get to first before those above?
What are the strengths and weaknesses of each potential target?

-Which targets are elected? Appointed? Private?
-How do you have influence over them?
-What is their self-interest?
-Who would have jurisdiction if you redefined the issue?
-Develop a communication goal for each selected audience. 

Monitor the news
Is your issue being covered? Which reporters are covering your issue? What are 
the main themes and arguments presented on various sides of your issue? Who 
appear as spokespersons? For the opposition?

Successful Soundbites
Keep it short. 15 seconds max. First reach people emotionally. Hearts first, then 
minds. Talk about what’s at stake. Frame the problem and your proposed solution. 
Evoke pictures. Stake a stand. 
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Media Advocacy Planning

Review and Revise
-Is this still working?
-Are we moving closer to our goal?
-What additional funding needs do we have??

Evaluation
-What do you want to know?
-Did you do what you intended?
-What your issue covered by the news media that your target reads or sees?
-Was your story told in the way you had hoped?
-Have you become a source for this journalist?
-Did your media work help build community support for the overall program goal?
-What didn’t go well? Why?

Think in terms of Process, Short-term, Intermediate, and Long-term Outcomes
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What is Media Advocacy?

Working with the media to bring about policy change

Agenda Setting

Shaping the Debate

Policy Advancement
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The “Paradigm Shift”

Tobacco Use
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Principles of Media Advocacy

Creativity

Opportunity
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Medium

Target

Media
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Humor
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Principles of Media Advocacy

Creativity

Initiative/Not Intimidation

Issues

Localize

Medium

Target

Media

Spokesperson

Humor
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Principles

Issues  FDA – News_11.rm

Localize –Tob Free Kids Survey.rm

– Local- Hide Cigarettes_CH2.rm
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Principles of Media Advocacy

Media, Medium, & Target
•Television, Radio, Print
•Billboard
•Post-its 
•Web
•Web Ads
•Businesses internal
•Retail entry forms
•Sponsors
•News magazines
•Text messages
•Blogs
•Second Life
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Principles of Media Advocacy

Spokesperson

Asthma_CH4.rm
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Principles of Media Advocacy

Humor
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Gaining Access

Newsworthy

Epidemiology

Timely

Turning the Tables

Public Policy

Role Models

Events

Earned Media

Paid Advertising
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Gaining Access

Role Models

Goerlitz_CH2.rm

Mike Fisk_CH4.rm
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Gaining Access

Epidemiology  Pregnancy_CH5.rm
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Timely- SGR 40th Anniversary-UT

'64 report lit up war on smoking
Utahns hail 40th anniversary, 
say work remains

By Amy Joi Bryson
Deseret Morning News 

“Utah public health officials on Friday hailed 
the upcoming 40th anniversary of the 
landmark document that acknowledged 
tobacco products as dangerous, but they warn 
that much work is left to be done to snuff out 
the deadly habit.

A press conference was held at the State 
Historical Society to recognize the Jan. 11, 
1964, report by the Surgeon General's 
Advisory Committee on Smoking and Health. 
That report was America's first official 
recognition that cigarette smoking causes 
cancer and other serious diseases.”

Bib worn by 7-month-old Marianne Hoefer 
on Friday delivers a message at the Utah 

Department of Health.

Lisa Marie Miller, Deseret Morning News
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SGR 40th Anniversary- IN

Picked up national release –
17 

Picked up state release “IN 
unexpected legacy in 
smoking research” – 17

Local generated stories- 8

Op ed- 1
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Gaining Access

Public Policy - News_9.rm
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Gaining Access

Events & Earned Media - Becky_GASO_CH2.rm Rally7_CH5.rm

http://www.cdc.gov/tobacco/media_communications/calen
dar/index.htm
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Paid Advertising
QYSH6023_VictorDeNoble.wmv

cdc.gov/tobacco
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Gaining Access

Newsworthy

Epidemiology

Timely

Public Policy

Role Models

Events

Earned Media

Scientific

Turning the Tables
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Why We Give 
“The clearest demonstration of our beliefs is in our grant 
making. Feeding the hungry and helping them to 
become self-sufficient...giving hope to a victim of 
domestic violence...comforting someone living with 
AIDS...nurturing the creative spirit and educating 
students of all ages...protecting nature's water and food 
resources….
Taken together, our grants reflect our values, encourage 
human aspirations and address basic human concerns.”

From:   http://www.philipmorris.com/philanthropy/grants/grant_guidelines.asp
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Gaining Access

Newsworthy

Epidemiology

Timely

Public Policy

Role Models

Events

Earned Media

Scientific

Turning the Tables
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Internal Tobacco Industry Documents

From: Brown & Williamson Tobacco Corporation, Report Marketing, October 1982. Quotes from focus 
group interviews Bates No. 504102889

"True" brand: "Female very hyperactive, runs around in circles but 
doesn't get anything done, all activity, but no progress flutter
brained, surface value only. Frivolous. A TRUE smoker is not a 
true smoker.”
"Vantage" brand:Female housewife at a bridge game, strictly a 
social smoker who needs a prop. Someone trying to quit. Ghosts. 
Very frivolous, all surface value, flaky." 
Those who smoke "Merit" brand: Woman on the go, pressured. 
Flighty woman, dumb blonde, couldn't depend on. Friendly. 
Hyper." 
Those who smoke "Carlton" brand: A nonsmoking smoker, 
desperate, little old lady, trying to quit, puny, squeaky, wimp,
poor taste, someone in a nursing home."

Copyright 2007, Rebecca Murphy-Hoefer, rmurphy1@cdc.gov



Online Media Tracking Survey Ad 
Screenshots: “Gangrene”
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Internal Tobacco Industry Documents

From: "RJR Wins Fight" by David Carrig, USA Today: B1, 
April 18, 1996 

"Charles Harper, R.J. Reynolds 
Chairman: 'If children don't like to be in 
a smoky room, they'll leave.' When 
asked by a shareholder about infants, 
who can't leave a smoky room, Harper 
stated, 'At some point, they begin to 
crawl.'" 
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Online Media Tracking Survey Ad 
Screenshots: “Smoking Kids”
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Martin Luther King Jr.

“Our lives begin to end the 
day we become silent about 

things that matter.”
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