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Overall Course Objectives

To introduce advocacy concepts; identify the core skills required for advocacy; and learn
how to develop an advocacy strategy

To consider how advocacy could contribute to achieving the objectives of participants’
organisations

To provide a practical introduction to some key tools and methods used in advocacy
including

Issue identification and analysis
Power mapping
Lobbying and influencing
Working in alliances
Campaigning and public outreach
To review ways to set objectives and monitor advocacy



Kursun Genel Hedefleri

Hak arama kavramlarinin agiklanmasi; hak arama igin gerekli olan temel becerilerin
belirlenmesi; ve hak arama stratejileri gelistirebilmeyi 6grenmek

Hak aramanin katilimcilarin érgttlerinin hedeflerine ulasmasinda nasil yardimci
olabileceginin degerlendirilmesi

Hak aramada kullanilan bazi kilit arag ve yontemlerin pratik yollarla tanitiimasi.
Asadidakiler de bu kilit ara¢ ve yontemler arasindadir:

Sorun tanimlama ve analiz
GUg haritasi olusturma
Lobi yapma ve etkileme
Birlesmeler kurup ittifak seklinde caligmak
Kampanya yapmak ve sosyal hizmet saglamak
Hedef belirleme ve hak arama faaliyetlerinin takibinin yapilmasi yontemlerini irdelemek



Overall Course Content

Session One: Introductions and expectations
e Welcome and introductions
e Share expectations for the course
e Overview of the course content and objectives

Session 2: What is advocacy?

e Participant’s perceptions about advocacy

e Definitions

e The advocacy toolkit

e Why use advocacy?
What can it do for our work?
Participants’ experience of advocacy or influencing work
Concerns and anxieties about using advocacy

Session Three: Identifying Issues for Advocacy

e Exploring the problems and issues

e Methods for identifying issues for advocacy
Asking why?
Visioning key issues
Problem tree
Issue analysis star

e Causes, consequences and solutions

o Criteria for selecting strategic issues

Session Four: Mapping the External Environment
e Identification of groups with power or influence
e Power mapping
e Stakeholder analysis

Session Five: Lobbying, Influencing and Making Your Voice Heard
What is lobbying?

Initial contact with lobby targets

Lobbying ethics

Tips for Successful Lobbying

Assertive body language

Session Six: Reaching a Wider Audience
e Campaigning toolkit
¢ Developing a public campaign
e Example of a campaign from Cyprus
e What makes a campaign effective?

Session Seven: Working in Alliances
e Working in alliances — including working with international NGOs

e Advantages & Disadvantages
e Building and maintaining your alliance

Session Eight: Developing an advocacy strategy, setting objectives and Monitoring Advocacy

e Steps in developing an advocacy strategy

¢ Road Map for advocacy

¢ Identifying aims, objectives, activities, outputs and outcomes
e Monitoring and Evaluating advocacy



Kursun Genel icerigi

Birinci Boliim: Kursa Giris ve Beklentiler
o Kargilama, Tanisma ve Girig
e Kursla ilgili beklentilerin paylagiimasi
o Kurs genel igerik ve hedeflerine bakis

Ikinci Boliim: Hak Arama Nedir?

Katilimailarin Hak Aramayla ilgili diigiinceleri

Tanimlar

Hak Arama araglari

Neden hak arama faaliyetleri yapmali?
Calismalarimiza neler katabilir?
Katihmailarin hak arama veya etkileme ile ilgili deneyimleri
Hak arama faaliyetleri ile ilgili endiseler

Ugiincii B6liim: Hak Arama Icin Konu Belirleme

¢ Problem ve konularin irdelenmesi

e Hak arama konularini belirleme igin yontemler

¢ Nedenleri sorgulama

Ana konularda vizyon olusturma
Problem agaci
Sorun analizi yildizi
Sebep, sonug ve ¢oziimler
e Stratejik konulari segmekte kullanilacak kriterler

Doérdiincii Boliim: Dis Cevrenin Haritasini Olusturma
e GUg veya etkiye sahip gruplarin belirlenmesi
e  Giic¢ Haritasi olusturma
e Paydas analizi

Besinci Béliim: Lobi Yapma, Etkileme ve Sesinizi Duyurma
¢ Lobicilik nedir?

e Lobi hedefleri ile ilk temas
o Lobicilik etigi

o Etkili bir lobicilik icin ipuglari
o Etkili beden dili

Altinci Boliim: Daha genis bir kitleye ulasmak
e Kampanya araglari
e Kampanya diizenleme
e Kibris'dan bir kampanya érnegi
e Bir kampanyay! neler basarili yapar?

Yedinci Béliim: ittifak seklinde calismak
 Birlesmeler kurup ittifak seklinde calismak — uluslararasi STOler de buna dahildir
e Avantaj ve dezavantajlar
o Ittifak olusturma ve ittifagi koruma

Sekizinci Boliim: Hak Arama Stratejisi Gelistirme, Hedef Belirleme ve Hak Arama Faaliyetlerini
Takip Etme

Hak arama stratejisi belirlemede adimlar

Hak arama igin Yol Haritasl

Amag, hedef, aktivite, ¢ikti ve sonug belirleme

Hak arama calismalarinda Takip ve Degerlendirme



Session 1

Introductions & Expectations



Bolum 1

Kursa Giris ve Beklentiler



Course Objectives

To introduce advocacy concepts; identify the core skills required for advocacy; and learn
how to develop an advocacy strategy

To consider how advocacy could contribute to achieving the objectives of participants’
organisations

To provide a practical introduction to some key tools and methods used in advocacy
including

Issue identification and analysis
Power mapping
Lobbying and influencing
Working in alliances
Campaigning and public outreach
To review ways to set objectives and monitor advocacy



Kurs Hedefleri

Hak arama kavramlarinin agiklanmasi; hak arama igin gerekli olan temel becerilerin
belirlenmesi; ve hak arama stratejileri gelistirebilmeyi 6grenme

Hak aramanin katilimcilarin érgttlerinin hedeflerine ulasmasinda nasil yardimci
olabilecegini degerlendirilme

Hak aramada kullanilan bazi kilit arag ve ydntemlerin pratik yollarla tanitiimasi.
Asadidakiler de bu kilit ara¢ ve yontemler arasindadir:

Sorun tanimlama ve analiz yapma

Glg haritasi olusturma

Lobi ve niifuz yapma

Birlesmeler kurup ittifak seklinde calisma
Kampanya yapmak ve sosyal hizmet saglama

Hedef belirleme ve hak aramanin gézlenmesi ve izlenmesi yontemlerini inceleme



Session 2

What is Advocacy?
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Bolum 2

Hak arama nedir?
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What is advocacy?

Advocacy describes a method or approach used to:
¢ change policies and practices
o reform institutions
o alter power relations
¢ change attitudes and behaviours

e give project work a broader impact

Some Definitions of Advocacy

“Advocacy is putting a problem on the agenda, providing a solution to that problem and building
support for acting on both the problem and the solution”
(An Introduction to Advocacy: Training Guide, Ritu R Sharma, Academy for Education Development)

“The term advocacy encompasses a whole range of methods and approaches used to change those
policies and practices, attitudes and behaviours that function as obstacles to development and
poverty eradication. While technical support and the provision of services focus primarily on the
manifestations of poverty, advocacy focuses on the causes of poverty and seeks change at this level.
At its best, the process of advocacy should involve those people who are affected by the problems
identified; increase cooperation between NGOs and other civil groups; and expand the space for open
discussion between citizens, governments and institutions.”

(ActionAid UK, internal paper for country programme staff)

“Advocacy consists of actions designed to draw a community’s attention to an issue and to direct
policy-makers to a solution. It consists of legal and political activities that influence the shape and
practice of laws. Advocacy initiatives require organisation, strategic thinking, information,
communication, outreach and mobilization”

(Human Rights Manual, Marge Schuler)

“Advocacy can be defined as action aimed at changing the policies, position and programmes of
governments, institutions or organisations involving an organised, systematic influencing process on
matters of public interest. In addition, advocacy can be a social change process affecting

attitudes, social relationships and power relations, which strengthens civil society

and opens up democratic spaces.”

(Working for Change in Education - A handbook for planning advocacy, Save the Children Fund, UK)
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Hak Arama Nedir?

Hak arama kavrami asadidakileri yapmak igin kullanilan yéntem veya yaklagimi anlatmak igin
kullanihr:

Daha biiylik etki yaratmak icin politika ve uygulamalari degistirme
Kurumlari islah etme / diizeltme
Gl iligkilerini degistirme

Yaklasim ve davranislari degistirme

Hak Aramanin Bazi Tanimlari

“Hak arama bir sorunu giindeme koyup, bu soruna bir ¢6ziim Uretmek ve hem sorun hem de ¢dzimi
icin destek olusturmaktir”
(Hak Aramaya Giris: Egitim Kilavuzu, Ritu R Sharma, Editim Gelisimi Akademisi)

“Hak arama deyimi gelisimin ve yoksullugun yok edilmesinin éniinde duran engeller olarak islev géren
politika ve uygulamalarin, tavir ve davranislarin degistirilmesi igin kullanilan yéntem ve yaklasimlarin
timind kapsar. Teknik destek ve hizmet sunumu esasen yoksullugun belirtileri {izerinde
yodunlasirken, hak arama, yoksullugun sebepleri {izerinde yogunlasir ve bu diizeyde degisim igin
ugrasir. Hak arama siirecinin, en ideal sekliyle, belirlenen sorunlardan etkilenmekte olan kisileri
kapsamasi; STOler ve diger sivil gruplar arasinda isbirligini artirmasi; ve vatandaglar, hiikiimetler ve
kuruluslar arasindaki tartisma alanini genisletmesi gerekir.”

(ActionAid UK, tlke programi ¢alisaniar igin dahili ¢calisma)

“Hak arama toplumun dikkatini bir konu veya sorun lizerine gekmek ve politika belirleyicileri de bir
¢ozime yoneltmek icin tasarlanmis eylemlerden olusur. Yasalarin seklini ve uygulanmasini etkileyen
yasal ve siyasi eylemleri igerir. Hak arama inisiyatifleri organizasyonu, stratejik diistinmeyi, bilgiyi,
iletisimi, sosyal yardimi ve seferberligi gerektirir.”

(Insan Haklar Kilavuzu, Marge Schuler)

“Hak arama hiikiimetlerini kuruluslarin veya orgiitlerin politika, konum, ve programlarini degistirmeye
yonelik olan, kamu yararina olan konularla ilgili organize, sistematik, niifuz olusturan bir sireci de
iceren eylemler olarak tanimlanabilir. Ayrica, hak arama, sivil toplumu giiclendiren ve demokratik
alanlar olusturan tavirlari, sosyal iliskileri ve giig iliskilerini etkileyen bir sosyal degisim siireci de
olabilir.”

(Editimde Dedisim icin Calismalar — Hak arama planlamak icin bir el kilavuzu, Cocukiari Koruyalim
Vakfi, Birlesik Krallik)
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Advocacy involves different strategies aimed at influencing decision-making at the local, provincial

and national levels, specifically:

who decides — elections, appointments, ministers, boards of advisors, judges, managing directors,
etc.

what is decided — laws, policies, national priorities, programmes, services, budgets, etc.

how it is decided — accessibility of information, consultation and/or involvement of people in decision-
making, responsiveness to citizens/stakeholders, accountability for decisions

(The Action Guide for Advocacy and Citizen Participation, Lisa Venekiasen, forthcoming)

Put simply, advocacy means fighting for our rights. Advocacy includes figuring out how bureaucracies
and systems work, and fighting decisions that deny us things we are legally entitled to -- protection
from discrimination, access to social assistance and health care, fair treatment by the justice system,
etc. Advocacy also includes lobbying organizations, institutions, and various levels of government to
change their rules and regulations that deny people the full economic, political, and legal rights set
out in the United Nations' Universal Declaration of Human Rights.

(Transcend — Transgender Support and Education Society)
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Hak arama, yerel, bélgesel ve ulusal diizeylerde karar mekanizmasini etkilemeye yonelik farkli
stratejilerden olusur. Bu karar mekanizmalan 6zellikle de sunlardir:
Karar verenler — secimler, atamalar, bakanlar, danisma kurullari, yargiclar, yonetici direktorler vs.

Neyle ilgili kararlar veriliyor — yasalar, politikalar, ulusal déncelikler, programlar, hizmetler, bitgeler, vs.

Nasil karar veriliyor — bilgiye erisim, danismanlik ve/veya kisilerin karar verme silirecine dahil olmasi,
vatandaslara/paydaslara karsilik verme, kararlarin hesap verebilirligi
(Hak Arama ve Vatandaslarin Katilimi icin Eylem Kilavuzu, Lisa Veneklasen, yayina hazirlaniyor)

En basit sekliyle, hak arama, haklarimiz icin savagsmak anlamina gelir. Hak arama, biirokrasi ve
sistemlerin nasil calistigini anlamayi, ve yasal olarak hakkimiz olan seyleri elde etmemizi engelleyen
kararlarla savasmayi igerir - - aynmciliktan korunma, sosyal yardima ve saglik hizmetlerine erisim,
adalet sistemi tarafindan adil davranilma vs. Hak arama, ayrica, gesitli 6rgitlere, kuruluglara ve
devletin gesitli diizeylerine, insanlarin Birlesmis Milletler insan Haklari Beyannamesi’nde belirlenmis
olan ekonomik, siyasi ve yasal haklarini elde etmesini engelleyen kural ve diizenlemelerini
degistirmeleri yoniinde lobi yapmay! da igerir.

(Ustiin — Toplumsal Cinsiyetler Arasi Destek ve Editim Toplumu --Transcend — Transgender Support
and Education Society)
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Levels of Advocacy

Advocacy can take place at many levels.

B grassroot, community based initiatives

m working with local governments and institutions

m working at national level with central governments and large institutions

M addressing regional and international institutions and inter-governmental
bodies, like the EU, UN, World Trade Organisation, etc.

Who gets involved in advocacy?

communities and grassroots groups
social movements
local and national NGOs
international NGOs
and many other civil groups such as
m faith based organisations
W trade unions
B consumer groups

16



Hak arama seviyeleri

Hak arama farkli seviyelerde yapilabilir.

B Halk seviyesinde, topluma dayall girisimler

B Yerel yonetimler ve kurumlarla calisma

m Ulusal seviyede merkezi hiikiimetler ve biyik kurumlarla galisma

B Bolgesel ve uluslararasi kurumlara ve AB, UN ve Diinya Ticaret Orgitii
gibi hiikimetler arasi olusumlara yénelme

Kimler hak aramaya katihr?

B Topluluklar ve halk gruplari
W Sosyal hareketler
m Yerel ve ulusal Sivil Toplum Orgiitleri
m Uluslararasi Sivil Toplum Orgiitleri
W ve asagidaki gibi diger bircok sivil grup
B inanca bagl orgutler
B sendikalar
W tuketici gruplari



The advocacy toolbox

It is easiest to define advocacy in terms of what is in the toolkit, i.e. what
activities are involved in advocacy. Combining a number of the tools below is
what is involved in undertaking an advocacy initiative.

e Strategy development

(0]

© O O O O O

research and analysis into issues — their causes and consequences
identification of the solutions and changes needed

power mapping

stakeholder analysis

setting issue and process objectives

outlining methods, tone and approach

laying out a timetable of activities and assigning responsibilities

e Reports and briefings

e Lobbying

e Networking, alliance building

e Conferences/seminars

e Exposure visits

e Campaigning

e Media work

e Social marketing

e Running an active website

18



Hak aramada kullanilan araclar

Hak aramayi en kolay tanimlamanin yolu kullanilan araclar, yani hak aramada
hangi faaliyetlerin yer alacagini belirlemeden geger. Asagidaki araglardan olusan
kombineler bir hak arama girisiminin icerigini olusturur.

e Strateji Gelistirme

Sorunlarin arastiriimasi ve analizi — nedenleri ve sonuglari
Coziimlerin ve gerekli degisikliklerin belirlenmesi

GUg haritalama

Paydas analizi

Konu, sorun ve stire¢ hedefleri belirleme

Yontem, yol ve yaklagimlarin belirlenmesi

Faaliyetler icin bir zaman gizelgesi olusturma ve goérev dagilimi

O O O O O O O

e Raporlar ve kisa toplantilar (brifingler)
e Lobi calismalari

e AJ kurma ve ittifak olusturma

e Konferanslar/Seminerler

e Duyurma amacl ziyaretler

e Kampanya yapma

e Medya Calismalar

e Toplumsal Pazarlama

e Aktif bir web sitesi kurmak

19



Why use advocacy?

e to create a bigger impact than is possible with grassroots programmes alone and
achieve widespread, sustainable change

e to ensure the responsibilities of governments and institutions to citizens are met and
rights are respected

e to make programme impacts more sustainable by engaging positive support from
government and other institutions
e to defend communities and programmes from adverse policy changes
e To strengthen civil society and expand democratic space by:
= encouraging consultation and the participation of citizens in all levels of
policy-making

= building and strengthening cooperation between NGOs and other civil
groups

= establishing through interactions with decision-makers the legitimacy and
credibility of civil groups

20



Hak Arama calismalarini neden kullanmahyiz?

e Yalnizca halka dayali programlarla mimkiin olandan daha buytk bir etki yaratmak ve
yaygin, surdurilebilir bir degisim elde etmek igin

e Huikimet ve kurumlarin vatandasa karsi olan sorumluluklarini yerine getirmesini ve
haklara saygi duyulmasini saglamak

e Hikiimet ve diger kurumlardan olumlu destek elde ederek program etkilerini daha
surduardlebilir kilmaya galismak

e Toplumlari ve programlari karsit politika degisikliklerinden korumak

e Asagidakiler sayesinde sivil toplumu giiclendirmek ve demokratik alani genisletmek:

= Vatandaslarin politika belirlemenin her asamasinda danismanligini ve
katihmini tegvik ederek

= STOler ve diger sivil gruplar arasinda isbirligi olusmasini ve bu isbirliginin
glclenmesini saglayarak

= Karar vericilerle olusturulacak etkilesimlerle sivil gruplarin yasal
statlslini ve givenilirligini saglayarak
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DIFFERENT WAYS OF SEEING DEVELOPMENT

Traditional Service
Provider Sees

Basic needs
Symptoms
Projects
Teaching

Beneficiaries
(passive recipients)

Outputs

Mission

Rights Based Approach
Worker Sees

Basic rights
Causes

Strategies

Two way learning

Constituents/citizens
(active participants)

Social change

Vision for change
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GELISIME FARKLI BAKIS ACILARI

Geleneksel Hizmet Saglayicilarinin Haklara Dayah Yaklasim

Bakis Acisi Calisanlarinin Bakis Acisi
Temel Ihtiyaclar Temel Haklar

Semptomlar (belirtiler) Nedenler

Projeler Stratejiler

Ogretim Iki Yonli Ogrenim
Yararlananlar (pasif alicilar) Vatandaslar (aktif katihmcilar)
Ciktilar Sosyal Degisim

Misyon Degisim Icin Vizyon
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Session 3

Identifying Issues for Advocacy
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Bolum 3

Hak Arama Konularini Belirleme
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Introduction

There are always lots of issues that need to be dealt with but, since resources are scarce,
activities need to be prioritised. This is especially important when considering what issues to
choose for advocacy because resources are scarce and advocacy is a long term activity.

Before you begin to develop and implement an advocacy strategy it is important to decide
exactly which part of the problem you are concerned about is (a) most important and (b) can
be addresses successfully at this moment in time. That is, which parts of your issue are
most strategic for advocacy.

Exercise 1

Identifying Issues
In the introductory session everyone provided some basic information about the focus of their work.

Before we go any further, it would be good to find out a bit more about this.

Please take a large post-it note and write on it:
1. the issue/problem you are working on
2. what you want to see changed/what you want to achieve

Please keep the information as brief and as simple as possible.
When you have finished writing, tell your neighbour what you have written. Your neighbour should
ask for clarifications regarding anything s/he doesn’t understand. And post-its should be amended or

re-written as necessary so that all is clear. Swap roles.

NOTE: Please do not begin discussing the issues at this stage, but simply focus on making sure the
information is easily understood.
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Giris

Her zaman igin Ustiinde durulmasi gereken bircok konu vardir. Fakat kaynaklar kisith ve hak
arama da uzun vadeli bir galisma oldugu icin konularin 6ncelik sirasi belirlenmelidir.

Bir hak arama stratejisi gelistirme ve uygulamaya baslamadan 6nce Ustiinde durdugunuz
sorunun hangi boliiminiin a) en énemli, b) su anda en basaril sekilde ele alinabilecegine
karar veriniz. Diger bir deyisle, konunuzun hangi yonlerinin en stratejik oldugunu belirleyiniz.

Ahstirma 1

Konu Belirleme
Giris bolliimiinde herkes hangi konuda calistigini anlatmisti. Bu asamada bu konuyu biraz acalim.
Litfen bir yapiskanl kagit aliniz ve (stiine asagidaki konulari yaziniz:
1. (Ustlinde calistiginiz konu veya problem
2. neyin degistigini gérmek istiyorsunuz?/ne elde etmek istiyorsunuz?
Litfen bu bilgileri kisa tutunuz. 5 dakikaniz var.
Yazmayi bitirdiginiz zaman yaninizda oturan kisiye yazdiklarinizi anlatiniz. Yaninizdaki kisi anlamadig

konularda sizden netlik isteyecek. Gerekirse yazdiklarinizi netlestirmek igin tekrar yaziniz. Rolleri
degisiniz. 4 dakikaniz var.

NOT: Liitfen bu asamada segtiginiz konu {izerinde tartismaya baslamayiniz. Yalnizca yazdiklarinizin
kolay anlasilir olmasi lizerinde durunuz.
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Problem and Issue Analysis — the “"but why” technique

What are "root causes?"

Root causes are the basic reasons behind the problem or issue you are seeing. It helps you to focus
on the causes instead of the symptoms of problems. Trying to work out why the problem exists is
an essential part of finding the right solution and helps to guarantee the right responses.

Why should you identify root causes?

Identifying genuine solutions to a problem means knowing what the real causes of the problem are.
Taking action without identifying what factors contribute to the problem can result in misdirected
efforts. This wastes time and resources.

It will uncover multiple solutions for a certain problem and allow the user to see alternatives that he
or she might not have seen before. It increases the chances of choosing the right solution, because
many aspects of the problem are explored during the "But why?" exercise.

When should you identify root causes?
= When there is support for a "solution" that does not seem to get at the real causes of the
problem. For example, if there's hunger in community, let's distribute free meals.
= When there is ignorance or denial of why a community problem exists.
= Whenever you are planning advocacy on an issue.

What is the "but why?" technique?
The "But why?" technique is one method used to identify underlying reasons or root causes that
affect an issue.

The "But why?" technique examines a problem by asking questions to find out what caused it. Each
time an answer is given, a follow-up "But why?" is asked.

For example, if you say that people in poor communities don't have access to clean drinking water,
you might ask yourself "but why?" Once you come up with an answer to that question, probe the
answer with another "but why?" question, until you reach the root of the problem, the root cause.

For example, does the problem start with lack of hygiene education resulting in people not caring
about clean water, or is it because they don't know how to dig safe drinking water wells? Orisita
result of government's failure to implement well digging programmes? If it is a government failure,
why is this happening? Is it because of lack of money? Why is there a lack of money for drinking
water wells? etc.

28



Problem ve Konu Analizi — “"ama neden” teknigi

“Temel nedenler” nelerdir?

Temel nedenler karsi karsiya oldugunuz sorun veya problemin esas nedenleridir. Bu, size problemlerin
belirtileri yerine nedenlerine yogunlasmakta yardimci olur. Problemin neden var oldugunu anlamaya
calismak, dogru ¢oziimi bulmanin vazgecilmez bir parcasidir ve dogru karsilik ve tepkileri
garantilemenize yardima olur.

Temel sebepleri neden bulmalisiniz?

Bir soruna gercek ¢oziimler Giretmek, o sorunun gercek nedenlerinin neler oldugunu bilmek anlamina
gelir. Sorunu ortaya cikaran sebeplerin ne oldugunu belirlemeden harekete gegmek, amaca
ulastirmayacak cabalara yol acabilir. Bu zaman ve kaynaklarin harcanmasina sebep olur.

Bu teknikle belirli sorunlara birden fazla ¢6zim bulunabilir ve bu da kullanicinin daha 6nce gérememis
oldugu alternatifleri gérmesini saglar. Dogru ¢c6ziimi segme ihtimalini yikseltir ¢link{i sorunun bircok
farkl boyutu “ama neden?” egzersizi esnasinda kesfedilir.

Temel sebepleri ne zaman belirlemelisiniz?
— Sorunun gercek nedenlerine ulasmayan bir “¢dziim” icin destek oldugu zaman. Ornegin, eger
bir toplumda aclik varsa, bedava yemek dagitalim.
= Bir toplumun bir sorunun varliginin nedeni géz ardi edildigi veya inkar edildigi zaman.
= Bir konu veya sorunla ilgili hak arama calismalari planladidiniz zaman.

“Ama neden” teknigi nedir?
“Ama neden?” teknigi bir konuyu veya sorunu etkileyen, temelde yatan sebepleri veya temel
nedenleri belirlemek igin kullanilan bir yéntemdir.

“Ama neden?” teknigi, sorular sorarak bir problemin ortaya ¢ikma nedenlerini bulmak suretiyle
inceler. Verilen her yanitin ardindan “"Ama neden?” diye sorulur.

Ornegin yoksul toplumlardaki insanlarin temiz igme suyuna erisimleri olmadigini séylerseniz, kendinize
“ama neden?” diye sorabilirsiniz. Bu soruya yanit verince, o yaniti da bir bagka “ama neden?”
sorusuyla sorgularsiniz. Buna, sorunun kdkenine yani temel nedene ulasana kadar devam edersiniz.

Ornegin, bu sorun hijyen egitimi eksikliginden dolay kisilerin temiz suya énem vermemelerinden mi
kaynaklaniyor? Yoksa guvenilir igme suyu ¢ekebilecekleri kuyular kazmayl mi bilmiyorlar? Yoksa bu
hiikiimetin basarili kuyu agma programlari uygulayamamasindan mi kaynaklaniyor? Eger bu
hikiimetin bir basarisizligi sonucunda meydana geliyorsa, neden bdyle oluyor? Para eksikliginden mi?
Neden icme suyu kuyulari icin para yetersiz? Vs
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How does the "but why" technique work?
Example:

The immediate problem
Children are not going to school

Ask why?
They keep falling ill
Possible response: provide medicines

Ask why?
They drink bad water
Possible response: dig a well

Ask why?
The well is too far from the school
Possible response: putin a pipe

Ask why?
The local government said it would dig a new well last year but it hasn't
Possible response: dig a well or lobby local government to provide the well

Ask why?
Central government has not released the funds they promised
Possible response: dig a well/put in a pipe or lobby central government to release the funds

Ask why?
The bilateral donors haven't released the pledged aid funds
Possible response: dig a well/put in a pipe or lobby bilateral donors

Many causes and solutions may apply to your problem, so it is up to you to find the ones that seem
most important and that your organization has the capacity to work with.

The "But why?" analysis by itself doesn't lead automatically to the area you should choose for your
work but it does highlight the different causes of the problem and the different paths you may take
to solve it.

Of course, the "But why?" technique is not perfect but it is an efficient way of exploring a variety of
solutions to a problem. And it is a quick and inexpensive technique that can be used by anyone, at
any time, anywhere.

Complementing “but why”

Once you have identified root causes, and to ensure broader involvement in your advocacy, you will
need to complement your initial problem analysis with consultations with the people affected, and
with desk research into policies and case studies.

(Adapted by Hilary Coulby for INTRAC from the Community Tool Box)
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“Ama neden?” teknigi nasil isler?

Ornek:

Su Anki Sorun
Cocuklar okula gitmiyor

Neden?
Surekli hastalaniyorlar
Olasi karsllik: Ilag tedarik edin

Neden?
Kotu su iciyorlar
Olasi karsilik: bir kuyu kazin

Neden?
Kuyu okuldan ¢ok uzakta
Olasi karsllik: boru ddseyin

Neden?
Yerel yonetim gegen yil bir kuyu kazacagini sdylemisti ama henliz kazmadi
Olasi karsllik: bir kuyu kazin veya yerel ydnetime bir kuyuyu tedarik etmesi icin lobi yapin

Neden?

Merkezi Yonetim heniiz taahhiit ettigi parayl gondermedi
Olasi Karsilik: bir kuyu kazin/boru déseyin veya merkezi yonetime stz verdigi paray!
gondermesi icin lobi yapin.

Neden?
Ikili bagiscilar taahhiit edilen yardim paralarini heniiz gondermedi
Olasi Karsilik: bir kuyu kazin/boru déseyin veya badiscilara lobi yapin

Probleminiz icin gegerli olan bircok neden ve ¢dziim olabilir, 0 nedenle en énemli olanlari ve
orgutindziin de lzerinde calisma kapasitesi olanlari bulup ortaya cikarmak size kalmis.

“Ama neden?” analizi, tek basina sizi otomatik olarak calisma yapmay! segeceginiz alana gotiirmez
ancak problemin farkli nedenlerinin ve ¢ézmek igin takip edebilecediniz farkli yollarin altini gizer.

Tabi ki, “ama neden?” teknigi kusursuz degildir ancak bir sorunun birden fazla olasi ¢dziim secenegini
kesfetmek igin etkili bir ydntemdir. Ve ayrica hizli ve masrafsiz bir tekniktir ve herkesce, her an, her
yerde kullanilabilir.

“Ama neden?” teknigini baska yontemlerle birlestirmek

Temel sebepleri belirledikten sonra ve hak arama siirecinize daha genis kapsamli katiimi saglamak
icin, birincil problem analizinizi, etkilenen kisilerle yapacaginiz istisarelerle ve politika ve vaka
incelemeleri hakkinda yapacadiniz masa basi arastirmalarla biitlinlemeniz, tamamlamaniz gerekir.

(INTRAC adina Hilary Coulby tarafindan Community Tool Boxtan adapte ediimistir)
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Methods for Issue Analysis

There are many methods available to analyze issues. Different tools will be attractive and

appropriate for different organisations and individuals. Below is a list of four methods which

are discussed in this session.

» Visioning Key Issues
» Problem Tree

<
<
K
<

» Causes, Consequences, Solutions
» Issue Analysis Star

Visioning Key Issues

= What is your long term vision for your society?

= What do you want your society/country to be like?

=  What specific features would act as indicators for your ideal society
= What needs to change for this to be achieved?

= What are the obstacles that stop this happening?

= What are you trying to achieve with your work?

= What contribution does this make to your overall vision?

= What else is there that you could/should do?
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Konu Analiz Etme Yontemleri

Bir konuyu analiz etmenin birgok yontemi vardir. Farkl kisi ve kurumlar farkli ydontemleri
cekici ve uygun bulacaktir. Asagida bu boliimde islenen dort yontem veriliyor.

% Ana konularda vizyon olusturma
% Problem Agaci

% Sebep, Sonug ve Coziimler

% Konu Analiz Yildizi

Ana Konularda Vizyon Olusturma

= Toplumunuz icin uzun sdreli vizyonunuz nedir?

= Toplumunuzun/ilkenizin nasil olmasini istiyorsunuz?

= Hangi 6zellikler ideal toplumunuzun goéstergeleri olurdu?

= Bunun elde edilebilmesi icin nelerin degismesi gerekmektedir?
= Bunun olmasini engelleyen seyler nelerdir?

= Calismalarinizla ne elde etmeye calisiyorsunuz?

= Bunun, genel vizyonunuza katkisi nedir?

= Yapabileceginiz/yapmaniz gereken baska neler var?
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Problem Tree (from Tearfund Advocacy Handbook 2003)

Example of
effects in a
problem tree

The whaole exercise of the problem tree (causes and effects) is best done on a long piece
of paper on the wall — so that people can see the all the causes and effects and possible
interventions at the same time. The paper can be written on l:l.':mcrly or people can stick
post-it notes onto it and move them around as necessary.

STEP 2 At each "but why?’ there are a variety of answers that can be given and if the ‘why’
The problem  exercise is repeated for the same problem a number of times, you will be able to identity
tree  many of the roots of the problem. A simple example is given below, although problem

trees can sometimes become much larger!

Example of
root causes in a
problem tree

10 get rid of curse

1 of ancestors

no relevant
skills
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Problem A§ aACl (Tearfund Advocacy Handbook 2003den alinmistir)

hastalik
geceko nduda - )
Froblam vasamak ve kisa vadede gile
Afacinda il ek =, il._in daha fazla
athillars bir - sehre pbe / vivecek
Bimek parasizhik Fklr:al |
hesiimde = Fd daha fazla Gretim
issizlik beceri ve
velerlilik yokl }

Larlalarda
sinavlardan sileye vardim

halmak / abirak

ohkula gitmemezk

Problem agac (sebepler ve sonuclar] cahsmas) duvarda uzun bir kagit dstinde
vapilabilir. Boylece Lim sebep ve sonuclar ve miimkin midahaleler gérdalebilir.
Kadidin dstine dodrudan yazilabilecedqi gibi vapiskanh kaditlar kullanihp
gerektiginde yerleri degistirilebilir.

Her "ama neden?" sarusuna birden gok cevap verilebilir, "ama neden?" sarusu ayni problem
icin bircok kez tekrarlanirsa problemin birgok kik nedeni ortaya cikanlabiliv. Asadida basit bir
arnek werilmiztir, Problem adaglarn bundan cok daha biiviik olabilirler,

Okula Gitrmemek

Problem \
Agacinda kiak T -
parasizh
sebeplere —
ornek KBt U parayi baba harcivor
/ \ / bilyiedler
bira
yakinlardas ivi suyu
icme suyu yok aritmiyorlar 'x
/ lanetten kurtulmak icin
Srguven yelersizligi
dhewlel

Gdemedi nasil # l
vapascaklarin
Bilmivorlar iggizlik

:

gerekli
becerilerin
ehsikligi

atslarin giclerine olan
inang
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ISSUE ANALYSIS STAR

ROOT CAUSES IMPACTS/EFFECTS

Local level Local level
National leve National
level

International
level

International
level

Solutions
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KONU ANALIZI YILDIZI

TEMEL SEBEPLER ETKILER/SONUGLAR

Yerel Diize Yerel Diizey

Ulusal
Diizey

Ulusal Diizey

Uluslararasi Uluslararasi
Diizey Diizey

Cozumler
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Causes Consequences & Solutions

Issue: Poor primary health care services

CAUSES

CONSEQUENCES

SOLUTIONS

Local

Understaffed clinics

Low morale amongst
health workers

(low wages, some poorly
trained)

National

Government has other
priorities and

poor who need
healthcare most don't
make demands

“Brain drain” of skilled
personnel to North

International
IFI policies on
user fees and
privatisation

Inadequate healthcare

high infant mortality

high prevalence of infectious
diseases

Effect on productivity (GNP)

Health given low priority in Poverty
Reduction Strategy

Health Minister has low status
within Cabinet and lacks political
clout

Lack of trained doctors and nurses

Private Healthcare too expensive

Educate people about their
right to
healthcare

Grassroots advocacy to hold
district level administration
accountable

Reform national health
policy to emphasise primary
and preventative care

Increase health budget

Increase pay and
qualifications of basic
healthcare providers

Persuade IFI's to change
policies regarding health
care delivery (use economic
and social arguments)

(Adapted from Veneklasen and Miller, A New Weave of Politics, People and Power, 2002)
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Nedenler, Sonuclar & Coziimler

Sorun: Yetersiz temel saglik hizmetleri

NEDENLER

SONUCLAR

COZUMLER

Yere/

Kliniklerdeki personel
yetersizligi

Sagdlik calisanlar arasinda
disik moral

(distik maas, bazilar da
yeterli egitim almamis)

Ulusal

Hikimetin baska
oncelikleri var ve en fazla
saglik hizmetine ihtiyac
olan yoksullar talepte
bulunmuyor

Kalifiye personelde
Kuzeye “Beyin Gogu”

Uluslararasi

Kullanici harglan ve
Ozellestirme hakkindaki
IFI politikalan

Yetersiz saglik hizmetleri

Bebek dlimleri sayisinda fazlalik
Bulasici hastaliklarin yaygin olmasi
Uretkenlik tizerindeki etkileri
(GSMH)

Yoksullugu Azaltma Stratejisinde
sagliga disik oncelik verilmis

Saglik Bakaninin kabinedeki
statlist dusuk ve siyasi niifuzu
yetersiz

Egitimli doktor ve hemsirelerin
saylsl yetersiz

Ozel saglik hizmetleri cok pahali

Insanlari saglik hizmeti alma
haklar konusunda egitin

Boélge yonetiminin hesap
verebilir olmasi icin halka
yonelik hak arama
calismalari yapilmasi

Ulusal saglik politikasinda
temel ve onleyici saglik
hizmetlerinin daha fazla
vurgulanmasi yéniinde
reform yapilmasi

Sagliga ayrilan biitcenin
artirilmasi

Temel saglik hizmeti
sununlarin 6édeneklerini ve
yeterliklerinin artirnimasi

IFI'leri saghk hizmeti
saglama konusundaki
politikalarini degistirmeleri
yoniinde ikna edin
(ekonomik ve sosyal kanitlar
kullanin)

(Venekiasen and Miller, A New Weave of Politics, People and Power, 2002den adapte edilmistir.)
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Exercise 2
Exploring Issues

For this exercise you should work in the groups (or alone) to explore the issue you have chosen using
one of the issue analysis methods. Your trainers will tell you which method to use.

You have 35 minutes to work on your issue. You should take one or two sheets of paper and work
using post it notes so that you can move things about.

Members of the group should keep asking each other “but why” to make sure they go deep into the
issue.

Trainers will visit each group to make sure everyone has understood what is needed and to help with
any difficulties in using the tools.
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Alistirma 2
Konulari analiz etme

Bu alistirma igin gruplarinizda (veya yalniz) galisiyorsunuz ve sectiginiz konuyu konu analiz
yontemlerinden birini kullanarak irdeliyorsunuz. Egitmenleriniz size hangi yéntemi kullanacaginizi
aciklayacaklar.

Konunuz Ustlinde calismak icin 35 dakikaniz var. Birkag flip chart kagidi alin ve yapiskanli kagitlarla
calisin ki gerektiginde yerlerini degistirebilesiniz.

Grup elemanlar birbirlerine siirekli neden diye sorup konunun derinligine inmeye galisacaklar.

Egitmenler gruplarn dolasip sorulariniza cevap verecek ve gerektiginde size yardimci olacaklar.
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Criteria for strategic issues

Successfully addressing the issue will result in a real improvement in people’s lives
The issue is are significant/important to your mission and stakeholders
It is are consistent with your organisational priorities

It is a ‘root’ issue that will block progress on other problems if not addressed —but dealing
with it successfully will unlock possibilities for other changes

Successfully dealing with issue will magnify the impact of your work
The issue fits your expertise, experience or analysis

You know what it is you want to change, why it should change, and how it should
change.

There are opportunities/possibilities to make the changes needed

Your supporters and donors will support your work on the issue

Your partners and constituents (beneficiaries) believe the issue is important
The risks involved in addressing the issue are manageable

Your organisation has a unique contribution to make on the issue and/or can bring added
value to it

Work on the issue allows you to integrate programme and advocacy work for greater
impact

Change can be achieved using methods you are comfortable with
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Stratejik Sorunlar ve Konular igin Kriterler

Sorunu bagarili bir sekilde ele almak, insanlarin hayatlarinda gergek iyilesmelere yol
acacaktir

Sorun misyonunuz ve paydaslariniz icin dnemlidir
Orgiitsel dnceliklerinizle tutarlidir

Ele alinmadigi taktirde baska konulardaki gelisimi de engelleyecek olan bir ‘temel’
sorundur — ancak basaril bir sekilde ele alinirsa baska degisimler icin de imkanlar dogacak

Sorunun basarili bir sekilde ele alinmasi galigmalarinizin etkisini artiracak
Sorun, uzmanlik alaniniza, deneyimleriniz veya analizlerinize uygundur

Degistirmek istediginizin ne oldugunu, neden degismesi gerektidini ve nasil degismesi
gerektigini biliyorsunuz.

Gereken degisikliklerin yapilabilmesi igin imkan/ihtimal vardir
Destekleyicileriniz ve bagiscilariniz sorun Uzerindeki calismalarinizi destekleyeceklerdir

Ortaklariniz ve galismalarinizdan yararlanan kisiler de sorunun énemli oldugunu
distntyor

Sorunu ele alirken alinacak risklerle basa gikabilirsiniz

Orgiitiiniiz bu sorunun ¢oziilmesine essiz bir katkida bulunabilir ve/veya konuya deger
katabilir

Konu Gzerinde galismak sizin program ve hak arama calismalarinizi, daha buyik 6lgtide bir
etki yaratmalari yoniinde biitiinlemenize imkan sadlar

Degisim rahatca kullanabileceginiz yontemlerin kullanimiyla elde edilebilir

43



CHECKLIST FOR CHOOSING A STRATEGIC ISSUE

To compare issues and choose the best focus for your advocacy, first think through your strategic

criteria and list them. Then put the name of your issue at the top of the column, then place a
tick or cross in the boxes for every “yes” and “no” answers to the criteria/questions on the right

The issue with the largest number of ticks has the greatest potential for positive results.

Name of
Issue

Name of
Issue

Criteria

Change will result in a real improvement in people’s lives

There are opportunities to do something about it

The issue is consistent with your values and vision?

Will help to raise funds

Successfully dealing with issue will magnify the impact of your
work

The issue fits your expertise, experience or analysis

Be widely felt?

Be deeply felt?

Have clear advocacy targets?

Link local issues to global issues and macro policy context?

Build strong and lasting forums for discussing and resolving
policy issues

Enable people to understand their democratic rights?

Adapted by Hilary Coulby from Organizing for Social Change: A Manual for Activists in the 1990s by Kim Bobo, Jackie Kendall, and Steve
Max .and A New Weave of Power, People, and Politics: The Action Guide for Advocacy and Citizen Participation by Lisa VeneKlasen with

Valerie Miller
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STRATEJIK BIR KONU SECIMI ICIN KONTROL LISTESI

Konulari/sorunlari karsilastirmak ve hak arama calismalariniz icin odaklanilacak en iyi konuyu/sorunu secmek icin, Oncelikle
stratejik kriterlerinizi dlisliniin ve liste seklinde yazin. Daha sonra sorununuzun adini situnun en

Ustline yazin, sonra, sagdaki her bir kriter/soru igin vereceginiz her “evet” ve “hayir” icin

kutucuklarin igerisine bir dogru isareti veya carpi koyun. En fazla dogru isareti olan sorun/konu,

olumlu bir sonuca ulagmasi en olasi sorun/konudur.

Sorunun
Adi

Sorunun
Adi

Kriterler

Degisim insanlarin hayatlarinda gercek anlamda bir iyilesmeye yol
acacak

Sorunla ilgili bir seyler yapabilmek igin firsatlar var

Sorun degerleriniz ve vizyonunuzla tutarli mi?

Para bulmaya yardimci olacak

Sorunun basarili bir sekilde ele alinmasi ¢alismalarinizin etkisini
artiracak

Sorun, uzmanlik alaniniza, deneyimlerinize ve analizlerinize uygun

Genis bir sekilde hissedilecek mi?

Derinden hissedilecek mi?

Acik ve net hak arama hedefleri var mi?

Yerel konular, kiiresel konulara ve makro politika baglamiyla birlesiyor
mu?

Politika sorunlarini tartismak ve ¢dzmek icin guclii ve dayanikli
forumlar olusturun.

Insanlarin demokratik haklarini anlamalarini saglayin?

Hilary Coulby tarafindan Kim Bobo, Jackie Kendall, ve Steve Max tarafindan yazilmis olan Organizing for Social Change: A Manual for

Activists in the 1990sden ve Lisa VeneKlasen ile Valerie Miller tarafindan yazilmis olan A New Weave of Power, People, and Politics: The
Action Guide for Advocacy and Citizen Participation‘dan alinmistir.
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Session 4

Mapping the External Environment
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Bolum 4

Dis Cevrenin Haritasini Olusturma
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Introduction

Having identified the key issue and begun some research to find out more about it, the next step is
to find out who can make change happen, who can make the decision and who influences them.

Understanding who has the power to change policies and practices is a key element in developing an
advocacy strategy.

Some groups with power or influence

Politicians and parties (elected, appointed) in formal government

Civil servants

Faith organisations and faith leaders

Business associations and big companies

Lawyers, judges, doctors, academics, teachers and other professionals
Media - including television, radio, newspapers and magazines

Trade unions and workers associations

Consumer organisations and consumer groups

Women's groups

NGOs and civil society organisations

Regional institutions — EU, regional trade groups, etc.

International institutions — World Bank/IMF, World Trade Organisation, UN agencies, etc.
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Giris
Ana konuyu belirleyip bu konuda arastirma yaptiktan sonra, bir sonraki adim degisimi kimlerin

gerceklestirebilecegini, kararlar kimlerin verebilecedini ve bu kisileri kimlerin etkiledigini belirlemektir.

Kimlerin yasalar ve uygulamalari degistirme glicii oldugunu anlamak hak arama stratejisi gelistirmede
anahtar unsurdur.

Giic veya Niifuz Sahibi Bazi Gruplar

Resmi Hukimetteki Politikacilar ve partiler (segilmis, atanmis)

Memurlar

Inang/Din Kuruluslar ve inang/din liderleri

Is ortakliklar ve biiyiik sirketler

Avukatlar, yargiclar, doktorlar, akademisyenler, 6gretmenler ve dier meslek sahipleri
Medya — televizyon, radyo, gazete ve dergiler

Sendikalar ve Isci birlikleri

Tuketici kuruluslan ve tiiketici gruplar

Kadin gruplari

STOler ve Kar amaci giitmeyen orgitler

Bolgesel Kurumlar — AB, bolgesel ticaret gruplarn vs.

Uluslararasi kuruluglar — Diinya Bankasi/IMF, Diinya Ticaret Orgiitii, BM temsilcileri vs.
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Power Map Example

European
Union

U.S.A.

Parliament

Civil service

World Bank
Wife and ; .
China [T Finance Minister
Qt_her President . .
Ministers Big business
Political party
members

Television news

‘ Newspapers ‘

Oil companies

Workers Groups

Ethnic groups

NGOs

Faith
leaders
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Giic Haritasi Ornegi
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Exercise 1
Power Mapping

Power mapping helps you to work out who has the most influence over the decision to change and
who influences who. This helps you to be clear about which people and groups you need to
prioritise in your work.

Using the issue you have previously worked on, create a power map showing who can make the
decision needed to achieve change, who else has power over the issue, and who can influence the
people with power.

Start your map using post-its — so that things can be moved around later if necessary.

Begin by identifying the most important decision-maker on the issue and put this on a post it in the
centre of a sheet of of flip chart paper. Then start adding post-its with other decision-makers or
organisations and people with influence. Be as specific as possible — instead of media, identify the
programmes decision-makers watch or the papers they read; instead of government, identify which
department or ministry, if possible which person, etc.

You have 30 minutes for this exercise. Your trainers will visit each group to provide assistance.
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Alistirma 1
GUc Haritasi Olusturma

Glic haritasi olusturma size degisiklik yapma karari Ustlinde kimlerin etkisi oldugunu ve kimlerin
kimleri etkiledigini anlamakta yardimci olur.

Onceden istiinde calistiginiz konuyu kullanarak, degisimi saglamak icin gerekli karar verecek kisi(leri)
konu Ustlinde baska kimlerin gticii oldugunu ve glic sahiplarini kimlerin etkileyebilecegini gdsteren bir
glic haritasi olusturun.

Haritanizi olustururken flip chart kagidi ve yapiskanli kagit kullanin ki gerekirse yerlerini
degistirebilesiniz.

Konu Ustiinde en énemli karar verici ile baslayin ve bunu flip chart kagidinin ortasina yerlestirin. Sonra
diger karar verici kisi ve kurumlari ve etkileme glicli olanlari ekleyerek devam ediniz. Mimkiin oldugu
kadar net olunuz. Ornegin, medya demek yerine karar vericilerin izledigi programlari veya okuduklari
gazeteleri belirtiniz. Devlet demek yerine hangi devlet dairelerini veya bakanligi ve miimkiinse kisiyi
hedefleyeceginizi belirtiniz.

Bu alistirma icin 30 dakikaniz var. Egitmenleriniz gruplari dolasip size yardimci olacaklar.
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Stakeholder analysis

Targets
e decision-makers

e people who have the power to make the necessary changes
e people with influence over decision-makers

Constituents:
e the people you work with and for
e those who are expected benefit from your advocacy

Allies:
those who share your aims and can help to influence or put
pressure on the decision-makers

Opponents:
those who are opposed to what you want to achieve and will try to

block the changes you want to see
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Paydas Analizi

Hedefler:
e Karar verenler
e Gerekli degisimleri gergeklestirme giicli olan kisiler
e Karar veren kisiler Gizerinde etkisi olan kisiler

Destekgiler:
e Birlikte ve adina calistiginiz kisiler

e Hak arama calismalarinizdan yararlanmasi beklenen kisiler

Muttefikleriniz/Dostlariniz:
Amaglarinizi paylasan ve karar verenleri etkilemenize yardimci olabilecek olan veya onlar
Uzerine baski kurabilecek olanlar

Muhalifleriniz/Karsinizdakiler:
Elde etmek istediginiz seye karsi gelen ve gormek istediginiz degisimleri engellemeye
calisacak olanlar
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Session 5

Lobbying, Influencing and Making Your Voice
Heard
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Bolum 5

Lobi Yapma, Etkileme ve Sesini Duyurma
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What is Lobbying?

A Lobby

A group, organization or association engaged in trying to influence legislators or other public officials
in favour of a specific cause. Originally the term referred to persons frequenting the lobbies or
corridors of government buildings in order to speak to lawmakers.

Lobbying

The definition of the activity of lobbying is a matter of differing interpretation. Mostly, lobbying is
limited to describing direct attempts to influence policy makers, public officials or other
decision makers through personal interviews and persuasion.

However, some people use the term inter-changeably with advocacy and for them it covers all
attempts to influence directly or indirectly any policy, practice or government activity, and includes
any attempt to influence legislators, their staff, civil servants, and members of regulatory agencies

Lobbyist
The person or entity that does the work of lobbying
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Lobi yapma nedir?

Lobiler

Yasa koyucular veya diger kamu calisanlarini belirli bir amaca yonelik olarak etkilemeye calisan
gruplar, kuruluslar veya 6rgutlerdir. Baslangicta bu terim yasa koyucularla goriisebilmek icin sik sik
kamu binalarinin lobi veya koridorlarinda bekleyen kisileri anlatmak igin kullanilirdi.

Lobi Yapma

Lobi yapma fiili veya eyleminin tanimi farkli sekillerde yorumlanmaktadir. Genelde, lobi yapma terimi
politika belirleyicileri, kamu calisanlarini veya diger karar vericileri, kisisel goriismeler ve
ikna yoluyla etkilemeye calisan dolaysiz calismalar anlatmak igin kullanilir.

Ancak bazi kesimler bu terimi *hak arama’ teriminin yerine de kullanmaktadir. Ayni sekilde *hak arama
terimi igin de ‘lobi yapma’ terimini kullanirlar ve onlar igin ‘lobi yapmak’ terimi herhangi bir politika,
uygulama veya hiikiimet calismasini direkt veya dolayh olarak etkilemek igin yapilan calismalarin
timind kapsar ve ayrica yasa koyucular, onlarin galisanlari, memurlar ve dlizenleyici birimlerin
timunu etkilemeye calismak amaciyla yapilan ¢abalarin timu de bu terimin anlami dahilindedir.

14

Lobici
Lobi yapmak eylemini gergeklestiren kisi veya tlzel kisi
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Initial contact with lobby targets

When you begin work on a new advocacy initiative, there is always a moment when you need to
arrange a lobby meeting with a person or institution that you don't know. This is not as difficult as it
may seem.

Step One
Find out who is the right person in the organisation or institution by:
searching institutional websites, or
asking alliance or network partners, or
speak to advocacy colleagues in other agencies, or
asking relevant friends and relatives

Step Two

Call them or their administrator/secretary/PA and:
say briefly who you are, what your organisation does and why you would like to arrange a
meeting with the decision-maker
the person will tell you whether you have approached the right person. If not, ask them
to give you the name and contact of the person you should speak to
use the opportunity of the phone call to check the spelling of person’s name, and their job
title
be friendly and respectful whoever you are talking to — this person may be the key to
getting access to higher level decision makers
if you are given the appointment straight way congratulate yourself and prepare for the
meeting.

Step Three

If you are not able to arrange an appointment on the phone — this is common because people usually

want evidence that you are who you say you are write a brief letter (not an email) to the person

outlining
. basic information about your organisation or alliance

basic information about your advocacy issue and main concerns

stating you would welcome a meeting to find out more about the decision-

makers/institutions policy/thinking on the issue and discuss your concerns

saying you would be pleased to invite them to your office, or to go to theirs

Wait two weeks. If you haven't heard anything, follow up with a phone call, politely asking whether

they have received your letter and whether an appointment would be possible, or if not, if there is
someone else in the institution you could speak with.
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Lobi hedefleri ile ilk temas

Yeni bir hak arama inisiyatifi izerinde calismaya basladiginizda, her zaman tanimadiginiz bir kisi veya
kurulus ile bir lobi toplantisi yapmak zorunda olacaginiz bir an gelecektir. Bu aslinda goriindiigu kadar
zor degildir.

Birinci Adim
Once asadida belirtilenleri yaparak orgiit veya kurulustaki dogru kisinin kim oldugunu bulun:
Kurumsal web sitelerini ziyaret ederek, veya
Ortaklariniza veya mittefiklerinize sorarak, veya
Bagka birimlerde hak arama calismalari yapan kisilere sorarak, veya
Ilgili arkadas veya tanidiklara sorarak

Ikinci Adim

Kendilerini veya yonetici/sekreter/asistanlarini arayin ve:
Kisaca, kim oldugunuzu, érgitiiniiziin ne yaptigini ve karar verici bu kisiyle neden
gorismek istediginizi sdyleyin
Karsinizdaki kisi size dogru insani arayip aramadiginizi sdyleyecektir. Eger dogru kisiyi
aramamissaniz, goriismeniz gereken kisinin adini ve onunla nasil temasa gegebileceginizi
sorun
Bu telefon goriismesini, kisinin adinin yazilisini ve gérevini kontrol etmek icin degerlendirin
Her kimle konusuyorsaniz, icten ve saygili olun — bu kisi daha ytiksek diizeyde bir karar
vericiye ulagmaniz igin anahtar kisi olabilir
Eder size derhal bir randevu verilirse, kendinizi tebrik edin ve goriisme igin hazirlik
yapmaya baglayin.

Ugiincii Adim
Eder telefonda randevu alamazsaniz — ki bu yaygin olan bir durumdur ¢linkii genelde insanlar
gercekten oldugunuzu séylediginiz kisi oldugunuza dair delil isterler — kisiye asagidaki noktalari iceren
bir mektup veya e-mail yazin:-
. Orgiitiiniiz veya ortakliginizla ilgili temel bilgiler
Hak arama konunuz ve temel kaygilarinizla ilgili temel bilgi
Karar vericilerin/kuruluslarin konu ile ilgili politika/dlstncelerini 6grenmek ve sizin
kaygilarinizi tartismak igin bir goriisme talep ettiginizi belirtin
Onlar kendi ofisinize davet etmekten veya onlarn kendi ofislerinde ziyaret etmekten
memnuniyet duyacaginizi séyleyin

Iki hafta bekleyin. Eger hicbir yanit almamigsaniz, telefonla arayin ve kibarca mektubunuzun onlara

ulasip ulasmadigini ve bir randevu almanizin miimkin olup olmadigini sorun. Eger yanit olumsuzsa,
kurumda goriisebileceginiz baska bir kisinin olup olmadigini sorun.
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Lobbying Ethics
What ethical dilemmas does lobbying present?

Since the ethical foundation of lobbying is the vigorous public debate necessary for informed decision
making, ethical dilemmas related to lobbying tend to arise when various behaviors by lobbyists and
lawmakers undermine the fairness and transparency of that process and do not contribute to the
common good.

Fairness

The most obviously unethical (and illegal) practice associated with lobbying is paying a policy maker
to vote in a favorable way or rewarding him or her after a vote with valuable considerations. If this
practice is allowed, people and organizations with money will always win the day. But even with
outright gifts to lawmakers outlawed, there are subtler ways to "buy" undue influence including
paying for congressional travel and lavish meals. Local officials are faced with similar temptations -
tickets to games or concerts, dinners in expensive restaurants, etc.

Fairness questions also arise when some lobbyists have easier access to lawmakers than others.
Frequently discussed is the problem of revolving door lobbyists - those people who once served as
public officials who then go into the private sector and work to influence their former colleagues. In
addition to relationships with lawmakers, they may, for example, still have access codes to offices,
use lawmakers' exercise facilities, or otherwise have easier entrée to the corridors of power.

Other kinds of relationships besides may undermine fairness. Especially on the local level, policy
makers are often lobbied by people they know socially. It is incumbent upon public officials to avoid
influence that might arise out of their friendships. All politicians may be influenced by organizations
or industries that have made significant contributions to their party or election campaign.

Transparency

One way to improve the fairness of the lobbying process is to make sure that possible sources of
influence are visible to the public. This goal is behind the initiatives in a number of countries either
requiring lobbyists to file reports on what they have discussed with lawmakers, or that civil
servants/politicians declare any “presents” or contributions made to them, and/or any fees paid to
them, and/or membership of Boards or organizations. Various proposals have been offered to
strengthen these transparency provisions, but problems remain.

(Adapted by Hilary Coulby from: Judy Nadler and Miriam Schulman, Santa Clara University, USA,
http.//www.scu.eduy/ethics/practicing/focusareas/government._ethics/introduction/lobbying. htm/)
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Lobicilik Etigi
Lobiciligin ortaya koydugu etik ikilemler nelerdir?

Lobiciligin temelini bilingli karar verebilmek icin gerekli olan kamuoyu tartismasi olusturmasindan
dolay! lobiciler ve yasa yapicilar bu siirecin adilligini ve seffafligini g6z ardi eden gesitli davranislar
sergiledikleri ve kamunun yararini gdzetmedikleri durumlarda lobicilikle ilgili etik ikilemler ortaya
¢ikmaktadir.

Adil olma

Lobicilikle ilgili en aleni etik digi (ve yasa digl) davranis, karar alma mekanizmasindaki kisilerin oylarini
belli bir dogrultuda kullanmalari igin para vermek veya oylarini kullandiktan sonra bu kisiyi degerli
hediyelerle ddiillendirmektir. Boyle bir harekete izin verildigi takdirde parali insan ve érgiitler her
zaman Ustlinlik saglayacaktir. Yasa yapicilara dogrudan hediye vermek yasak olmasina ragmen
aralarinda ayricalikli seyahat ve pahali yemeklerin parasini édemek gibi yasal olmayan ancak
caktinlmayan yollardan niifuz “satin” alinabiliyor. Yerel yetkililer benzer ayartmalarla karsilasmaktadir
— mag veya konserlere bilet, pahall lokantalarda yemek, vs.

Adil olma sorunu lobicilerin yasa yapicilara diger insanlardan daha kolay ulasabildigi durumlarda da
glindeme gelmektedir. Sik tartisilan sorunlardan biri de déner kapi diye tabir edilen lobicilerdir. Bir
zamanlar devlet memuru olarak galisan bu kisiler, 6zel sektdre gectikten sonra eski is arkadaslarini
etkilemek icin calismalar yaparlar. Yasa yapicilarla olan iligkilerinin yani sira 6rnegin, ofislerin sifreleri
hala ellerinde olabiliyor, yasa yapicilarin galisma imkanlarindan yararlanabiliyor veya giig odaklarinin
bulundugu yerlere daha kolay girebiliyorlar.

Baska tiirlii iliskiler de adil olmay etkileyebilir. Ozellikle de yerel diizeyde yasa yapicilar genellikle
yakindan tanidiklan kisileri tarafindan yapilan lobicilikle karsilasiyorlar. Devlet memurlarinin lizerine
diisen arkadaslklardan kaynaklanabilecek niifuz saglama durumlarindan kaginmalaridir. Biitiin
siyasetciler parti veya secim kampanyalarina énemli katkilarda bulunmus 6rgiit veya sanayilerden
etkilenebilir.

Seffaflik

Lobicilik stirecinin daha adil yapmanin yollarindan bir tanesi de olasi niifuz unsurlarinin halkin g6z
ontinde olmasini saglamaktir. Bu amacla baz (lkeler lobicilerden yasa yapicilarla neler konustuklarini
bir dosya haline getirmelerini veya devlet memurlarinin/politikacilarin kendilerine verilen “hediye”
veya badislari ve/veya 6denen licretleri ve/veya Yonetim Kurulu veya orgiit Gyeliklerini beyan
etmelerini istemektedir. Bu seffaflik kosullarini gliclendirmek icin gesitli dneriler yapilmig olmasina
ragmen hala bazi sorunlar bulunmaktadir.

(Adapted by Hilary Coulby from: Judy Nadler and Miriam Schulman, Santa Clara University, USA,
http.//www.scu.edu/ethics/practicing/focusareas/government_ethics/introduction/lobbying. html)

63



Top Tips For Successful Lobbying

PREPARE, PREPARE, PREPARE!

v Be clear about what you want

v Know the views of the people to be lobbied

v What's in it for them — why should they change their views

Develop your messages

v Be simple and explicit

v What is the issue

v What do you want them to do about it

v Use examples that will engage their interest
v Prepare a short brief — large type

Plan and rehearse

v' Consider the best time and place for a meeting
v Be sure you know the venue

v Arrive on time; be prepared to leave before time
v' Dress appropriately

v Be polite, acknowledge status

v Give name cards

Use negotiating techniques

v' Be conscious of your body language

v Relax, keep your voice calm

v Listen actively — don't interrupt, demonstrate empathy

v Ask questions

v Keep to time — brief is best; don't get distracted, stick to your plan

Build relationships: the messenger can be as important as the message
v Consistency of personnel builds trust and transparency

v Being a credible and reliable source of information makes people listen

v' Consider involving someone who is directly effected by the issue

v' Be friendly, use social skills

v Keep in regular contact

v Always finish a meeting by suggesting another one would be useful
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Basarili Lobicilik Icin Ipuclan

HAZIRLIK, HAZIRLIK, HAZIRLIK!

v Ne istediginizi bilin

v Lobicilik yapilacak kisilerin gorislerini 6grenin

v" Onlarin bu isten cikar ne olacak — neden gorislerini dedistirsinler

Mesajlarinizi olusturun

v Yalin ve agik olun

v" Sorun nedir

v" Bu sorunla ilgili ne yapmalarin istiyorsunuz
v Tlgilerini cekecek érnekler kullanin

v Kisa bir 6zet hazirlayin — yazilar bliylik olsun

Plan ve prova yapin

v Toplanti i¢cin en uygun zaman ve yeri dlisiiniin
v' Mekani tanidiginizdan emin olun

v Zamaninda gidin; erken ayrilmaya hazirlikl olun
v Duruma uygun giyinin

v Kibar olun, katiimcilarin statistine dikkat edin
v Isimlerin yazil oldugu kartlar dagitin

Mizakere teknikleri kullanin

v" Vlcut dilinizin farkinda olun

v Rahat olun, sakin bir ses tonuyla konusun

v' Can kulagiyla dinleyin — araya girmeyin, anladiginizi belli edin

v Soru sorun

v Zamani asmayin — kisa tutmak iyidir; dikkatiniz dagiimasin, planiniza sadik kalin

Iliskiler kurun: mesaji aktaran kisi mesajin kendisi kadar 6nemli olabilir

v' Personelin tutarlligi gliven ve seffaflik olusturur

v Inanilir ve giivenilir bir bilgi kaynagi olmak insanlarin dinlemesini saglar

v" Sorundan dogrudan etkilenen bir kisiyi isin icine katmayi disiniin

v Dostca davranin, sosyal becerilerinizi kullanin

v Iletisimi koparmamaya calisin (herkese ayni oranda hitap edin)

v Her zaman bir toplantiyi bitirirken bir toplanti daha yapmanin yararli olacadi fikrini ortaya atin
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Assertive Body Language

Make direct eye contact and maintain this for at least 50% of the time

If addressing a group — make sure you make eye contact with everyone and continue
to do so throughout the meeting

Allow other people an appropriate amount of personal space
Maintain an erect posture when standing or sitting — no slouching!

Avoid ‘closed’ body positions — crossing your arms, leaning away from the other
person

Sit upright, no leaning back in your chair, no ‘wide’ postures.
Never put your hands on your hips; never shake your finger

Stay on the same level as the person/group you are addressing — stand if they are
standing, sit if they are sitting

Speak clearly, audibly and calmly
Do not allow negative emotions to be heard through your tone of voice

Use appropriate facial expression and gestures to add emphasis to your words

© Smiile
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Etkili Beden Dili

e Dogrudan g6z temasi kurunuz ve bunu en azindan zamanin 50%sinde koruyunuz.

e Eger bir grupla goristiyorsaniz herkesle géz temasi kurdugunuzdan emin olunuz ve
bunu tiim toplanti sliresince koruyunuz.

o Diger kisilerle aranizda uygun mesafe birakiniz.
o Ayakta ve otururken dik durunuz. One dogru gevsemeyiniz!

 ‘Kapall’ viicut pozisyonlarina girmeyiniz. Ornegin, kollarinizi kavusturmak, karsinizdaki
kisiden geriye dogru yaslanip uzaklasmak.

e Dik oturunuz, sandalyenizde geriye yaslanmayiniz. ‘Genis’ duruslara girmeyiniz.
e Ellerinizi asla belinize/kalcaniza koymayiniz. Asla parmak sallamayiniz!

e GOristigliniz kisi veya grupla ayni seviyede kaliniz. Onlar ayaktaysa siz de ayaga
kalkiniz, oturuyorlarsa siz de oturunuz.

e Net, duyulur ve sakin sekilde konusunuz.
e Negatif duygularinizin ses tonunuza yansimamasina dikkat ediniz.

e Kullandiginiz kelimeleri gliglendirecek yiiz ifadeleri ve el kol isaretleri kullaniniz.

© Guliimseyiniz
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Exercise
Lobbying

This is a role-play exercise and you will first prepare for a lobbying meeting and then act out the
meeting. For this exercise, you will work in the same group as before.

Part1
Your trainers are going to distribute your exercise sheets that outline:
e who you are
e what you are trying to achieve
e some specifics of the issue
e who you will be meeting

After you carefully read and understand the issue, you will start preparing for your lobby meeting in
the light of the topics given under the title Task at the bottom of your exercise sheet.

The trainers will visit each group to answer questions once you are working on your lobby. You have
30 minutes to prepare.

Part 2

After your group discussion at the preparation stage, now it is time to act out the meeting. The
decision makers you will meet are very busy people so you have ONLY 10 minutes for this
meeting.
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Alistirma
Lobi Yapma

Bu bir rol yapma alistirmasidir. Once bir lobi toplantisi hazirli§i yapacak daha sonra da bu toplantiyi
canlandiracaksiniz. Bu alistirmada yine 6nceki grubunuzla galisacaksiniz.

1. Boliim
Egitmenlerinizin size dagitacadi alistirma kaditlarinda asagidaki konularda bilgileri bulacaksiniz:
e kim oldugunuzu
e ne elde etmeye calistiginizi
e konuyla ilgili bazi detaylar
e kiminle toplanti yapacaginiz

Konuyu iyice okuyup anladiktan sonra, alistirma kagidinin sonunda Gorev baslig altinda belirtilen
konular dogrultusunda lobi toplantiniza hazirlanacaksiniz.

Siz hazirh@inizi yaparken egitmenler gruplari dolasarak sorular cevaplayacak. Hazirlanmak icin 30
dakikaniz var.

2. Boliim

Hazirlik bélimiinde grubunuzla yaptiginiz tartismadan sonra simdi sira toplantiyr canlandirmaya geldi.

Goriismeye gidecediniz karar verici kisiler cok mesgul olduklari icin bu toplantida YALNIZCA 10
dakikaniz var.
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Session 6

Reaching a Wider Audience
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Bolum 6

Daha Genis Bir Kitleye Ulasmak
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Introduction

Different NGOs/CSOs adopt different approaches in their advocacy work. Some emphasize
constructive engagement with decision-makers and key influencers and working with allies
behind the scenes to make change happen.

Other NGOs/CSOs prefer a more outspoken, uncompromising approach in which they
publicly criticise policies and seek to activite the public opinion in their search for change.
Campaigns are used when the aim is to reach a wider audience.

Many NGOs/CSOs use a mix of approaches depending on the issue and the progress of their

advocacy initiative.

The Campaigning Toolkit

= Leaflets and other materials for public distribution
» Posters or advertisements

= Public meetings

= Media work — newspapers, radio or TV

= 'Stunts’ or events to attract media attention

= Using celebrities to support your cause

= Letter writing campaigns

= Petitions

= Competitions

= Mass lobbies, demonstrations

= Mass events - fasts, cycle rides, street theatre etc.

* Running an active website
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Giris

Farkl Sivil Toplum Orgiitleri hak arama calismalarinda farkli yaklagimlar kullanirlar. Bazilari

karar vericiler ve baglica etki sahibi kisilerle yapici iligkileri ve muttefikleriyle sahne arkasinda
calisip degisim yaratmayi vurgular.

Diger Sivil Toplum Orgiitleri daha disa déniik, taviz vermez yaklagimlar kullanarak yasalari
acikca elestirir ve degisim yaratma cabalar icinde kamuoyu olusturmayi hedefler.

Bircok Sivil Toplum Orgiitii Gstiinde calistiklari konuya ve hak arama calismalarinin gelisimine
bagli olarak bu yaklasimlari birlestirerek kullanirlar.

Kampanya Araclan

Halka dagitmak lizere hazirlanmis el ilanlar veya baska malzemeler
Poster veya ilanlar

Halka acik toplantilar

Medya calismalari — gazeteler, radyo veya TV

Medyanin ilgisini cekecek ‘carpici gosteriler’ veya etkinlikler
Amaciniza destek veren Unldleri kullanmak

Mektup kampanyalari

Dilekgceler

Yarismalar

Kitle lobiciligi, mitingler

Kitlesel etkinlikler — aclik grevleri, bisiklet turlari, sokak tiyatrosu etc.

Faal bir web sitesi
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Developing a Public Campaign

STEP ONE:

STEP TWO:

STEP THREE:

STEP FOUR:

STEP FIVE:

STEP SIX:

Ask yourselves why you need to have a campaign

What are you concerned about? What needs to change?
Why hasn't change happened already?

How would communicating with a wider public help?

Decide on your target audience(s) for the campaign — be specific
Who is most likely to respond to the issue? Who do you want to be involved?
You must know your target audience really well.

What media do they read/watch/listen to?

What are they enthusiastic about?

What styles and approaches would they respond to?

What would alienate them?

Develop your message

Remember this is a campaign not an exercise in education. Communicate one
message only. Be straightforward and simple.

Start from where your audience is, don't assume they know anything about the
issue.

All issues are complex but your campaign must not be. Complexity de-
motivates people, makes them confused and reduces their willingness to listen
to what you are saying.

A good picture is worth a thousand words.

Design, plan, and timetable and budget for your campaign activities.

You need to have clear objectives and know exactly what you are going to do
from the start.

Are there any volunteers who could help you with campaign activities? Would
any businesses sponsor you by providing services?

Before you launch your campaign, inform other NGOs and civil groups about it.
Ask them if they would like to join.

Establish a way of recording the names and addresses of campaign supporters.
If resources permit, provide them with feedback as the campaign progresses —
this will maintain their enthusiasm and interest and allow you to call on them
for further support in the future.
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Bir Kampanya Hazirlamak

BIRINCIi ADIM:

iKiNCi ADIM:

UCUNCU ADIM:

DORDUNCU ADIM:

BESINCI ADIM:

ALTINCI ADIM:

Bir kampanyaya neden ihtiyaciniz oldugunu kendinize sorun

Ne hakkinda kaygilariniz var? Nelerin degismesi gerekiyor?

Su ana kadar neden bir dedisim olmadi?

Daha genis bir halk kitlesi ile iletisime gecmenin ne gibi yararlar olacak?

Kampanya icin hedef kitle(leri)nizi belirleyin — tam olarak ne istediginizi
belirleyin
Soruna duyarllik goéstermesi en olasi olanlar kimler? Kimlerin katiimasini
istiyorsunuz?
Hedef kitlenizi cok iyi tanimaniz gerekiyor.

Hangi medya organlarini okuyor/izliyor/dinliyorlar?

Onlar ne sevklendiriyor?

Hangi tarz ve yaklagimlara tepki verirler?

Onlari ne sogutur/uzaklastirir?

Mesajinizi olusturun

Bunun egitim amach bir alistirma degil bir kampanya oldugunu unutmayin. Tek
bir mesaj vermeye calisin. Dolaysiz ve yalin olsun.

Kitlenizin durdugu noktadan baslayin. Sorun hakkinda her seyi bildiklerini var
saymayin.

Bltln sorunlar karmagiktir ancak kampanyaniz asla bdyle olmamalidir.
Karmagsiklik insanlarin hevesini sonduirlr; kafalarini karistirir ve sdylediklerinizi
dinleme isteklerini azaltir. Glzel bir resim bin kelimeye bedeldir.

Kampanya etkinliklerinizle ilgili tasari, plan, zaman cizelgesi ve biitce
olusturun.

En basindan belirgin hedefleriniz olmali ve ne yapacaginizi bilmeniz
gerekir.

Kampanya faaliyetlerinde size yardimci olabilecek goniilliler var mi?
Hizmet saglamak suretiyle size destek olacak isletmeler var mi?

Kampanyanizi baglatmadan énce diger STO ve sivil gruplar kampanyanizdan
haberdar edin. Katilmak isteyip istemediklerini sorun.

Kampanya destekgilerinin isim ve adreslerini kaydetmeye yonelik bir ydntem
gelistirin. Kaynaklariniz elverigliyse kampanyanin durumu hakkinda onlari
bilgilendirin — bu onlarin heyecan ve ilgilerinin kaybolmamasini ve gelecekte de
onlarin destegdine ihtiyaciniz oldugunda onlari arayabilmenizi saglar.
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What is a Message?

“If you can’t write your idea on the back of my calling card, you don’t have a clear idea.
(David Belasco, theatrical producer)

A message is a concise and persuasive statement about your advocacy objective that captures:
What you want to achieve
Why you want to achieve it — positive or negative consequences of no action
How you propose to achieve it
What action you want taken by the audience

Messages should encapsulate everything you need to say — they are not the same as slogans or
soundbites.

A good basic message:
Can be tailored to fit specific audiences
Uses clear, brief arguments that will persuade the audience
Uses simple and unambiguous language that can be easily understood

EXAMPLE OF A GOOD MESSAGE

If you find a fire
Raise the alarm
Go immediately to a place of safety
Call the fire brigade

EXAMPLE OF A BAD MESSAGE

If you find a fire

Communicate with the immediate community in your building. Advise them of the situation. Make
sure elderly people are aware of what is happening.

Look for the nearest fire exit or other convenient way out of the building. Walk slowly and calmly
towards it and make your way out.

Does the fire look serious? If it is bad, ring the fire brigade. Either use your mobile phone or ask

”

someone in a neighbouring building use their landline. Make sure everyone stays a safe distance

away from the fire.
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Mesaj nedir?

"Fikrinizi telefon kartimin arkasina yazamiyorsaniz acrk bir sahip degilsiniz.” (David
Belasco, tiyatro yapimcist)

Bir mesaj hak arama hedefinizle kisa ve ikna edici bir ifade olup asagidakileri ortaya koyar:
Ne basarmak istediginizi
Neden basarmak istediginizi — eylemsizligin olumlu ya da olumsuz sonuglarini
Nasil basarmay distindtigiiniizi
Kitlenin ne yapmasini istediginizi

Mesaijlar soyleyecegdiniz her seyi kapsamalidir — slogan veya tek climlelik vurucu ifadelerle ayni
degiller.

Glizel ve basit bir mesaj:
Belli kitlelere hitap edecek sekilde uyarlanabilir
Kitleyi ikna edecek acik ve kisa iddialardan yararlanir
Kolayca anlasilabilecek yalin ve anlami agik bir dil kullanir

GUZEL BiR MESAJ ORNEGI

Yangin goriirseniz
Alarmi galistirin
Derhal gtivenli bir yere gidin
Itfaiyeye haber verin

KOTU BIR MESAJ ORNEGI

Yangin goriirseniz

Bina iginde etrafinizda bulunan insanlarla iletisime gecin. Onlara durumu anlatin. Yagllarin neler
oldugunu anlamasini saglayin.

En yakindaki yangin cikisini veya diger uygun bir gikis arayin. Yavas ve sakince gikisa yiriyUp disari
cikin.

Yangin ciddi bir yangin gibi mi? Eger durum koétiiyse itfaiyeye haber verin. Ya cep telefonunuzu
kullanin veya yan binadan birisinden sabit telefondan aramasini sdyleyin. Herkesin yangindan
uzak, glivenli bir mesafede durmasini saglayin.
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Exercise
Designing a Campaign

You will continue working in your same group to practice designing a campaign. You should
start by creating an effective message for your campaign.

Part 1: Create your message

In your group write a message about your selected issue. Your message should consist of
four sentences (NOT long paragraphs!). In your message say:

What you want to achieve

Why you want to achieve it — positive consequences of action OR negative
consequences of no action

How you propose to achieve it — what needs to change in terms of policy/ practice/
behaviour/ etc.

What action you WANT your audience to take

= You have 15 minutes to draft your message and make changes on it. Do not worry
about neat writing at this stage.

= When you finish, you have 5 minutes to transfer your message neatly to flip chart
paper. At the end of this period you will put your message on the wall.

= Other groups will give you feedback on your message. You should rewrite the
message in the light of this feedback. You have 5 minutes for this.

Part 2: Design your campaign around your message

You have a budget of € 50,000 to spend. Do not worry too much about the exact amount you spend
during this exercise but it is important to know what your limits are. Start designing your campaign

by:

State your specific issue clearly.

Say what you want to see changed.

Specify the audiences you are targeting.

Say what campaigning materials and activities you will use.

Develop a campaign slogan that supports the message you have developed.

= You have 45 minutes to design your campaign. Use any of the materials available
in the room (flipchart, colour paper and pencils, etc.). Be prepared to present your
campaign to the whole class.
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Alistirma
Kampanya Tasarlama

Ayni grupta calisip bir kampanya tasarlama pratigi yapacaksiniz. Once kampanyaniz icin etkili
bir mesaj hazirlamaniz lazim.

1. Boliim: Mesajini yarat

Grubunuzla birlikte sectiginiz konu ile ilgili mesajinizi olusturun. Mesajiniz dort ciimle olsun
(uzun paragraflar degil!). Mesajinizda asadidaki konulara deginin:

Ne elde etmek istiyorsunuz

Bunu neden elde etmek istiyorsunuz — eyleme gegmenin olumlu sonuglari VEYA
eylemde bulunmamanin getirecegi olumsuz sonuglar

Hedefinize nasil ulasmayi déneriyorsunuz — yasa/uygulama/davranig/vs. agisindan
nelerin degismesi gerekiyor

Hedef gruplarinizin ne tiir eylemde bulunmasini istiyorsunuz

= Mesajinizi karalayip dedisiklikler yapmak icin 15 dakikaniz var. Su anda temiz
yazmaniza gerek yok.

= Bitirdiginiz zaman mesajinizi temiz bir sekilde flipchart kagidina gegirmek igin 5
dakikaniz var. Bu slirenin sonunda mesajinizi duvara aslyorsunuz.

= Dider gruplar mesajinizi okuyup size geribildirimde bulunacaklar. Mesajinizi bu
yorumlar dogrultusunda tekrar yaziniz. Bunun icin 5 dakikaniz var.

Part 2: Mesajina bagl olarak kampanyani tasarla

Harcamak igin € 50,000 biitceniz var. Bu alistirma sirasinda tam olarak ne kadar harcadiginiz tizerinde
fazla durmayiniz. Onemli olan sinirlarinizi bilmeniz. Asagidakileri icerecek sekilde kampanyanizi
tasarlamaya bagslayiniz:

Daraltiimis konunuzu net olarak belirtiniz.

Neyin degistigini gormek istediginizi belirtiniz.

Hangi kitleleri hedeflediginizi belirtiniz.

Ne tiir kampanya malzemeleri ve etkinlikleri kullanacaginizi belirtiniz.
Kampanya mesajinizi destekleyen bir slogan olusturunuz.

= Kampanyaniz tasarlamak icin 45 dakikaniz var. Odadaki malzemelerden istediginizi
kullanabilirsiniz (flipchart kadgidi, renkli kagit ve kalemler, vs.). Kampanyanizi tim
sinifa sunmaya hazir olunuz.

79



Campaigns are most successful when:

v

v

You have developed a full strategy
The campaign is firmly motivational, not educational
The objectives resonate with the public (is widely felt, arouses emotion)
Is winnable: objectives are realistic and achievable in a timeframe that works for you
There is a clear and simple action that supporters can take

Your whole organisation is involved and actively engaged in the campaign — everyone is an
ambassador

The approach taken is creative, innovative but easily understood

Supporters have the opportunity to be actively engaged in a range of activities

The campaign is supported by wider alliances of civil groups and NGOs

The media are attracted by the campaigns messages and activities and provide extra publicity

The issue allows you to speak from your experience and expertise and is consistent with your
values and vision

The issue is one where changes will result in real improvements in people’s lives

Above all, just try things — don’t be afraid of failure!
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Kampanyalar ne zaman basarih olur:

v Tam bir strateji gelistirdiginiz zaman

v

v

Kampanya egitici degil tamamen giidileyici oldugunda

Hedefler halkin beklentilerine cevap verdiginde

Basarilabildiginde: size uygun zaman dilimi icinde hedefler gergekgi ve erisilebilir oldugunda
Destekgilerin gergeklestirebilecegi acik ve basit bir “talep” veya eylem varsa

Orgiitiiniiziin timi kampanyanin bir parcasi olup faal olarak calistiginda — herkes bir elcidir
Uygulanan yaklasim yaratici, yenilikci ama kolay anlasilir oldugunda

Destekgilerin belli bagh etkinliklere faal olarak katilma imkani varsa

Kampanya genis kapsamli bir sivil grup ve STOler tarafindan desteklendiginde

Medya kampanyanin mesaijlari ve faaliyetlerine ilgi gésterip daha fazla yer vermeye baslayinca

Sorun hakkinda tecriibe ve uzmanhginizdan yola gikarak konusabildiginiz ve sorun 6rgitiiniiziin
deger ve vizyonuyla ortistigiinde

Sorunla ilgili degisimler insanlarin hayatinda gergekten olumlu bir degisime yol aglyorsa

Her seyden 6nemlisi, denemeye acik olun — basarisizliktan korkmayin!
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Jonathan Ellis’s Tips on What Makes a Campaign Effective
To run an effective campaign it needs to pass the TEA test:

Touch
Enthuse
Act

An effective campaign needs to Touch people. It needs to make a connection with its target, strike a
chord and prompt a response

But it needs to do so much more than that. It is all very well touching your target with your message,
but they might decide that it is all so depressing or difficult that there is nothing that they can do.

A campaign needs to go beyond touching people to Enthuse them. An effective campaign convinces
its target audience that there is a solution that could remedy the problem that has touched them.
The campaign must contain elements that will enthuse people and deflect any defeatist or negative
thoughts.

But touching and enthusing are no good for the campaign if you cannot move onto the third part of
the TEA test. You need to touch and enthuse to ensure that the recipient of the campaign’s message
decides to Act.

Campaigning is all about believing that there can be change to address a problem in the world. And it
is about influencing decision makers, at whatever level, to show and then demonstrate their
agreement with the campaign’s ambitions.

To achieve this goal, you need a campaign message that passes the TEA test: ask yourself, do your
campaign messages pass the TEA test?
In addition.....

Jonathan Ellis’s Tips on What Makes a Campaign Effective, continued..

A good campaign makes use of all or some of the following:

A clear message

A simple solution

Clear outrage

Use of the media

Political support

Alliances

Public Action

Celebrity

It is important to focus on one message and remember the impact of a drip-drip effect.

(Taken from Jonathan Ellis - Campaigning for success — how to cope if you achieve your campaign
goal, National Council for Voluntary Organisations, UK, 2007)
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Jonathan Ellis'ten Bir Kampanyayi Etkin Kilan Oneriler
Etkin bir kampanya ytirlitmek icin kampanyanin ESH testini gecmesi gerekmektedir:

Etkile
Sevklendir
Harekete Gegir

Etkin bir kampanyanin insanlari Etkilemesi gerekir. Hedefiyle bir baglanti kurmali, uyandirmali ve bir
tepki ye yol agmali

Ancak bundan fazlasini da yapmasi gerekir. Mesajinizla hedef kitlenizi etkilemek iyi hog ama i
karartici veya zor oldugunu disiinip hig bir sey yapamayacaklarini diistinebilirler.

Bir kampanyanin insanlar etkilemenin 6tesine gegip onlari Sevklendirmesi gerekir. Etkin bir
kampanya hedef kitlesini onlari etkileyen sorunun bir ¢dziimii olduguna dair ikna eder. Kampanyanin
insanlan sevklendirecek ve her tirlli olumsuz veya yenilgiyi kabullenen diisiinceyi silen unsurlari
olmal.

Ancak ESH testinin Uglincli agsamasina gecemeyecekseniz etkilemenin ve sevklendirmenin bir yarari
yoktur. Kampanya mesajinin ulastidi kisinin harekete gegcmeye karar vermesini saglamak icin
etkileyip sevklendirmeniz gerekir.

Kampanya diizenlemek diinyadaki bir sorunu ¢ézmek icin degisim gerceklesebilecedine inanmak
demektir. Ve bu da hangi diizeyde olurlarsa olsunlar, karar vericileri kampanyanin hedefleriyle
hemfikir olduklarini géstermek ve sonra da ortaya koymalari igin etkilemek demektir.

Bu amaca ulagmak icin ESH testini gegen bir kampanya mesajina ihtiyaciniz var: kendinize su soruyu
sorun: kampanya mesajlariniz ESH testini gecer mi?
Bunun yani sira.....

Jonathan Ellis'ten Bir Kampanyayi Etkin Kilan Oneriler
, devam ediyor..

Iyi bir kampanya asagidakilerin tiimiinden veya bir kismindan yararlanir:

Aclk bir mesaj

Basit bir ¢dzlim

Acik tepki

Medya

Siyasi destek

Ittifaklar

Halk Eylemi

Unldler

Tek bir mesaja odaklanmak énemlidir ve damlaya damlaya buyuyen etkiyi unutmayin.

(Taken from Jonathan Ellis - Campaigning for success — how to cope if you achieve your campaign
goal, National Council for Voluntary Organisations, UK, 2007)
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What is needed for successful communications?

Creation of a communications strategy and programme that has:

a clear vision

agreed key messages

clear and realistic objectives
evaluation criteria

A well thought through programme that:

educates, persuades & motivates

creates awareness, builds loyalty

revitalises and repositions your brand/image
creates a sense of injustice that will mobilise
positive action

gains the endorsement of the media
cultivates new donors & ambassadors

Defining and creating a process of stimulating preferences, that is, taking action to ensure
that your organisation the charity/organisation “of choice”.

Actions could include, for example:

media inductions

meetings between media and key stakeholders with those responsible for implementing
your programmes to educate and influence the media and stakeholders - these should
use real examples that demonstrate why your organisation’s work is important

taking the media, donors, decision-makers on programme visits

designing activities and events that will generate positive media coverage that builds
profile while highlighting injustices using real issues

networking constantly with key people in the media, supporters, your peers in similar
organisations in order to promote your organisation, its work and the issues you
address

never saying no to media enquiries — if you can't help yourself, then give the media
information about who can

(Marquita Bowen for Everychild)
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Basanil iletisim icin neler gereklidir?

Icinde asagidakilerin bulundugu iletisim strateji ve programi olusturulmalidir:

acik bir vizyon

hem fakir olunmus 6énemli mesaijlar
aclk ve gercekci hedefler
degerlendirme olglitleri

Asagidaki 6zelliklere sahip iyi diistinlilmis bir program:

egiten, ikna eden ve motive eden

bilinglendiren, sadakat gelistiren

marka/imajinizi yeniden canlandiran ve konumunu iyilestiren
olumlu eylemi harekete gegiren bir haksizlik duygusu yaratan
medyanin destegini kazanan

yeni badisclilarla elciler kazandiran

Bir dizi ilgi cekici tercih belirlemek ve yaratmak; yani 6rguttintzin “tercih edilen” vakif/6rgut
olmasini saglamak igin harekete gegmek.

Ornegin eylemler sunlar icerebilir:

medya tanitimlar

medya ve paydaslari editmek ve etkilemeye yonelik programlarinizi uygulamaktan
sorumlu kisiler ve medya ve paydaslarin katilacadi toplantilar diizenlemek —
orgltiintiziin calismalarinin neden énemli oldugunu ortaya koyan gergek érnekler
kullanilmali

medya, badiscilar ve karar vericileri program ziyaretlerine gétiirmek

gercek sorunlari kullanarak adaletsizligi vurgularken o6rgittin profilini gelistiren olumlu
medya yayini saglayacak faaliyet ve etkinlikler diizenlemek

orgltiiniizi, calismalarini ve degindiginiz sorunlarin tanitimini yapmak igin medyada kilit
konumdaki kisiler, destekgileriniz, benzer orgiitlerdeki gorevdeslerinizle stirekli olarak ag
olusturmak

asla medyanin sorularina hayir dememek — eger kendiniz yardimci olamiyorsaniz
medyaya kimin yardimci olabilecegi hakkinda bilgi verin

(Marquita Bowen for Everychild)
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Session 7

Working in Alliances
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Bolum 7

Ittifak Icinde Calismak
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What is an alliance?

An alliance is an arrangement in which two or more groups work together to try to
change or achieve something.

Advantages and Disadvantages of Working in Alliances, Coalitions
and Networks

Advantages:

Can involve groups with different skills and experience
Can reach wider variety of donors, policy-makers, media
Coordinated activities mean less duplication

Broad participation increases credibility and legitimacy
More groups mean a larger ‘voice’

Participants operating in different geographical locations can create
momentum and impact on public opinion

Cooperation allows for division of labour and sharing of resources

Any backlash from authorities will be diffused among participants
Disadvantages:

Requires active management

Progress towards aims may be slower

Can be very time consuming even as participant

May need to compromises to arrive at a common view and plan of action
Some participants may take more than they give

Your organisation’s individual profile may be lost

Some participants may grab public profile for themselves

If you want to walk fast, walk alone
If you want to walk far, walk together

West African proverb
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Ittifak nadir?

Ittifak iki veya daha fazla grubun birseyi dedistirmek veya birsey elde etmek amaci ile

biraraya gelmesidir.

Ittifak, Koalisyon ve Ag icinde calismanin Avantaj ve
Dezavantajlar

Avantajlan:

Farkl beceri ve tecriibeye sahip gruplarin katihmi

Daha genis bir badiscl, karar verici, medya yelpazesine erisim

Koordineli eylemler daha az tekrar demektir

Daha genis katiim giivenirligi ve hakhligr artirir

Daha ¢ok grup daha gtir bir ‘ses’ demek

Farkli bélgelerde faaliyet gosteren katiimcilar kamuoyuna ivme kazandirip etkileyebilir
Isbirligi is bolimii ve kaynaklarin paylagimini miimkin kilar

Yetkililerden gelecek ters bir tepki katilimcilar arasinda etkisizlestirilebilir
Dezavantajlari:

Faal yénetim gerektirir

Hedeflere ulasmak daha yavas olabilir

Katiimcilar igin bile cok zaman alabilir

Ortak bir gorus ve eylem plani olusturmak icin tavizler vermek gerekebilir
Bazi katimailar verdiklerinden fazlasini alabilir

Orgiitiiniiziin bireysel 6zelligi kaybolabilir

Bazi katihmailar kendi reklamlarini yapmaya calisabilir

Hizl yiriimek istiyorsan yalniz yiirii
Uzaklara yiiriimek istiyorsan birlikte yiiri

Bati Afrika atasozl
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Building Your Alliance

FORMATION STAGE

« Establish a clear purpose or mission

« Involve individuals and organizations that share the mission

« Establish a communication system (e.g. telephone tree)

« Create an alliance database of members with the name, address, organizational mission, type and
focus of organization, etc

GROWTH STAGE

Organization

« Define clear, specialized roles

« Establish a loose or fluid organizational structure; vertical, hierarchical structures don't build
stronger networks

» Compile a skills inventory including the skills/expertise of individual members and institutional

resources (fax, internet, meeting space, etc.)

« Prepare to fill expertise gaps by recruiting new members

« Establish a communication system (i.e. telephone tree)

» Create an NGO member database (name, address, organization’s mission, type and focus of

organization, etc.)

Leadership

« Share leadership functions (i.e., rotating coordinating committee)

« Set realistic goals and objectives

« Divide into sub-groups/task forces to take on specific tasks according
= to expertise

» Spread responsibilities across all members to avoid burnout

» Promote participatory planning and decision-making

» Foster trust and collaboration among members

» Keep members motivated by acknowledging their contributions

Meetings/Documentation
» Meet only when necessary
» Set a specific agenda and circulate it ahead of time
» Follow the agenda and keep meetings brief; finish meetings on time
» Rotate meetings and facilitation roles
« Keep attendance list and record meeting minutes to disseminate afterwards
» Use members’ facilitation skills to help the network reach consensus and resolve conflict
» Discuss difficult issues openly during meetings
« Maintain a network notebook to document network activities, decisions, etc.

Adapted from Networking for Policy Change: An Advocacy Training Manual, The Policy Project/USAID
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Ittifak Olusturmak

OLUSUM ASAMASI
= Belli bir amag ve goérev belirleyin

» Bu gbrevi paylasan birey ve orgutleri de dahil edin

= Bir iletisim sistemi olusturun (6r. Telefon agi)

- Ittifaga Uye kisilerin isim, adres, organizasyonunun misyonu, ne tiir bir organizasyonda calistii gibi
bilgileri iceren bir veri tabani kurun.

GELISME ASAMASI

Orgiit

« Agik, uzmanlasmis roller belirleyin

= Esnek bir drgiitsel yapilanma olusturun; dikey hiyerarsiye sahip yapilanmalar daha gtiglii aglar
olusturmaz

- Kurumsal kaynaklarin (faks, internet, toplanti mekani vs.) ve bireysel liyelerin beceri/uzmanhginin da
dahil oldugu bir beceri envanteri gikarin

« Uzmanlikla ilgili eksiklikleri tamamlamak igin yeni Gyeler ise alin

= Bir iletisim sistemi olusturun (yani, telefon agaci)

- STO (iye veri tabani olusturun (isim, adres, érgiitiin misyonu, tiirii ve odaklandi§i alan vs.)

Liderlik
« Liderlik gorevlerini paylasin (yani, koordinasyon komitesindeki Gyeler donilisimlii olarak degissin)
» Gercekci amag ve hedefler belirleyin
« Uzmanlik alanlarina gore belirli gbrevleri gerceklestirmek lizere alt-gruplara/calisma kollarina ayirin
= Bazi Uyelerin asiri yorulmasini engellemek icin sorumluluklar Uyeler arasinda paylastirin
= Katiimcr planlama ve karar almayi yayginlastirin
- Uyeler arasinda giiven ve isbitligini gelistirin
= Katkilarini takdir ettiginizi belli ederek Uyelerin motivasyonunu yiiksek tutun

Toplantilar/Belgeleme

« Yalnizca gerekli oldugunda toplanti yapin

= Belli bir giindem belirleyip 6nceden herkese daditin

» Glindemi takip edin ve toplantilari kisa tutun; toplantilari zamaninda bitirin

» Toplanti ve uygulama goérevlerini dénisimli yapin

« Diizenli olarak yoklama alin ve daha sonra dagitmak lzere toplanti tutanagi tutun

= Agin mutabakata varmasi ve ¢atismayi ¢dzmeye yardimci olmalari igin Gyelerin uygulama
becerilerinden yararlanin

= Zor konulari toplantilarda acikca tartisin

= Ag faaliyetlerini, kararlarini vs. kaydetmek igin bir a§ defteri tutun

Adapted from Networking for Policy Change: An Advocacy Training Manual, The Policy Project/USAID
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MAINTAINING YOUR ALLIANCE

v Don't treat participation in an advocacy network as an “add-on’. If advocacy is one of
your responsibilities, then undertaking advocacy through a network is part of your job. Networks
require the paid staff time of individual members. Make sure you negotiate this time with your
manager.

v Keep your own organisation informed of the network’s activities and progress.
Encourage colleagues to contribute by asking them to comment on draft mission statements,
advocacy strategies etc. That way, when difficult political decisions/processes arise in the
network, you have your organisation behind you. Remember: your organisation is a member of
the network, not you as an individual.

v Don’t wait until you have refined every aspect of the network’s mission, purpose and
advocacy strategy before undertaking any advocacy activities. Once it is fairly clear what
the common ground is between members, you can start to hold private, relationship-building and
information-gathering meetings with policymakers (even if you're not yet ready to hold high-
level, public meetings). Such meetings will help shape the network’s identity, unity of purpose,
advocacy strategy, and group cohesion. If you wait too long before getting out and doing
something, there is a danger the network will turn into a “talk shop’. This may discourage
individual members from actively participating

v Engage a network coordinator — even if only part-time (funded jointly by members). The
alternative is for someone within the network to get their organisation to agree to give them
specific time and responsibility for coordination within their job. Without a coordinator, individual
members will find it very difficult to maintain and service the network alongside their
responsibilities in their own organisations.

o When appointing a coordinator, look for someone who will provide leadership
and group facilitation, and not just administrative skills. A contracted coordinator
should facilitate consensus-building and arbitrate when there are differing opinions —
this requires special skills. Once consensus is reached, s/he needs to rally the network
behind him/her - without dominating it.

o The coordinator may also represent the network externally - think about the skills
needed when recruiting or selecting the person.

o Once you've appointed/selected the coordinator and agreed on the network’s
advocacy strategy, don't just leave the Coordinator to carry out the strategy

o on his/her own. Make sure 1-2 other members of the network accompany him/her
to lobbying meetings. Otherwise, policymakers may question whether your network is
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ITTIFAGIN DEVAMLILIGI SAGLAMAK

v Hak arama ittifagina katilimi bir ‘ek gorev’ olarak gérmeyin. Hak arama
sorumluluklarinizdan bir tanesiyse bir ag araciligiyla hak aramak gorevinizin bir pargasidir. Aglar
Uyelerini Ucretli calistiklari zamani kullanmak ister. Bu zaman konusunu amir/y6neticinizle mutlaka
konusun.

v Orgiitiiniizii ittifagin faaliyetleri ve ilerleme durumu hakkinda bilgilendirin. is
arkadaslarinizi taslak misyon ifadeleri, hak arama stratejileri vs. hakkinda yorum yaparak katkida
bulunmalari igin tesvik edin. Boylelikle ag iginde zorlu siyasi karar/siiregler ortaya giktiginda
orgitiniiz arkanizda olur. Bireysel olarak sizin degil, 6rgitiiniiziin agin Uyesi oldugunu
unutmayin.

v Her hangi bir hak arama faaliyetini iistlenmek icin dnce ittifagin misyon, amag ve hak
arama stratejisini her yoniiyle kusursuz hale getirmeyi beklemeyin. Uyeler arasinda
genel bir goris birligi olustugu anda karar alma mekanizmasindaki kisilerle (list diizey halka acik
toplantilar yapmaya hazir olmasaniz bile) ézel, iliski kurmaya ve bilgi toplamaya yodnelik toplantilar
yapmaya baglayabilirsiniz. Bu tiir toplantilar ag'in kimligi, hedef birligi, hak arama stratejisi ve
grup butlnlGginin olusmasina yardimci olur. Harekete gegmek ve bir seyler yapmak igin gok
beklerseniz ag'in bir ‘sohbet diikkanina’ doniisme tehlikesi var. Bu da bireysel olarak tyelerin faal
katilimini olumsuz etkileyebilir.

v Bir ittifak koordinatorii atayin — yari zamanli olsa bile (licreti Uyeler tarafindan ortak 6denmek
kaydiyla) Ya da ag icerisindeki birisi koordinasyonu saglamak icin kendi érgiitiinden kendisine
belli bir zaman ve sorumluluk vermesi icin izin vermesini isteyebilir. Koordinatér olmadan bireysel
Uyeler kendi orglitlerindeki sorumluluklarinin yani sira ag icinde devamliigi saglayip hizmet
vermekte bir hayli zorlanacaktir.

o Bir koordinator atarken sadece idari becerileri olan birisi dedil, liderlik ve grup
yonlendirmesi de yapacak birisi olmasina dikkat edin. Sézlesmeli bir
koordinatoriin liyeler arasinda mutabakat saglamasi, fikir ayrihgi oldugu durumlarda da
arabuluculuk yapmasi gerekir — bu tiir durumlar 6zel beceriler gerektirir.
Oybirligi/mutabakat saglandiktan sonra (ama baskin olmaktan kaginarak) agi arkasina
almasi gerekir.

o Koordinatorin ittifagi disariya karsi da temsil etmesi gerekebilir — koordinatorliik icin
birisini ise alirken bunun igin gerekli becerileri de goz éniine alin.

o Koordinatori atadiktan/sectikten ve ittifagin hak arama stratejisi (izerinde de
anlastiktan sonra, stratejiyi uygulamasi icin koordinatorii tek basina
birakmayin. Lobicilik toplantilarina giderken yaninda 1-2 ag lyesi daha bulunsun.
Aksi takdirde politikalari belirleyen kisiler aginizin gercekten de bir ‘ag’ olup olmadigini
sorgulayabilirler.
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MAINTAINING YOUR ALLIANCE continued...

o really a “network’. Moreover the Coordinator can only represent the consensus
position of the Network. If other issues outside this position are raised by
policymakers, individual organisations may be better placed to deal with these.

v" When attending lobbying meetings under the auspices of the network, make it clear when you
are speaking on behalf of the organisation that employs you and when you are
speaking on behalf of the advocacy network of which your organisation is a member.
Speaking out on an issue on which the network has not reached a consensus could seriously
compromise both the network as a whole and other member organisations that may not share
your position on this issue

v Address difficulties as they arise. One clear indication that a network or coalition is having
difficulties is a decline in coalition membership. Earlier warning signs include reduced attendance
at meetings, repetitious meetings or meetings that consist primarily of announcements and
become bogged down in procedures; challenges of authority and/or battles between members;
lack of member enthusiasm; or an unacceptable drain on lead agency resources as a result of
attempts to bolster the coalition. Coordinators/lead organisations must watch for warning signs
and constantly minimize the difficulties by finding out about members’ concerns and working to
resolve problems. Everyone involved in the coalition will benefit from the opportunity to discuss
what is and is not working

v Renew and revitalise your network or coalition through, for example, supporting
participation between meetings in small planning groups or subcommittees; holding a retreat/all
day meeting in a new venue to discuss challenging or exciting new issues; provide training for
the group; arrange for external speakers to give presentations at meetings; or facilitating
members’ attendance at conferences. It is also important to actively acknowledge the efforts
and contributions of each member and demonstrate how much these are valued. Lunch
meetings between coalition sessions can bring together key participants and allow them to
provide their best input while increasing their buy-in. Coalitions are not just for fun, but when
members enjoy working together, the coalition can achieve more of its objectives.

v Celebrate and share successes to maintain morale and a sense that the coalition is playing a
vital role in addressing the problem. Too often, coalitions focus on problems and next steps
without pausing to appreciate their accomplishments.

(Created by Helen Collinson and adapted by Hilary Coulby)
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ITTIFAGIN DEVAMLILIGI SAGLAMAK devami...

o Ustelik Koordinatdr ittifagi sadece mutabik kalinan konularda temsil edebilir. Politikalari
belirleyen kisiler bu konu disinda baska sorunlari gindeme getirirse, bireysel drglitlerin
bu sorunlarla ilgilenmesi daha dogru olabilir.

v Ittifak himayesinde lobicilik toplantilarina katildi§iniz zaman, ne zaman kendi érgiitiiniiz adina
konustugunuzu ve ne zaman orgiitiiniiziin iiyesi oldugu ittifak adina konustugunuzu
belli edin. AJin (izerinde mutabakat saglamadigi bir konu hakkinda konusmak tiim ag’t ve bu
konuyla ilgili sizinle hem fikir olmayan diger liye orgitleri zor durumda birakabilir.

v Giigliikleri ortaya ciktikca ele alin. Bir ittifak veya ortakhigin zorluklar yasadigina dair
en belirgin isaret ortaklik iiyeliginde azalmadir. Daha az katiml {ye toplantilari, kendini
tekrar eden toplantilar veya adirlikl olarak duyurulardan olusan ve usuller arasinda bogulan
toplantilar; idareye karsi ¢ikilmasi ve/veya Uyeler arasinda gekisme; Uyelerin sevkinin kaybolmasi;
veya ortakligi gligclendirmek igin yapilan girisimler sonucunda kaynaklarin kabul edilemeyecek
denli azalmasi erken uyari isaretleridir. Koordinatdrler/lider orgttler bu tir isaretleri dikkatle takip
etmeli ve Uyelerin kaygilarini 6grenmek suretiyle bu zorluklari siirekli en aza indirgemek ve
sorunlar ¢ozmek icin calismalidir. Neyin ylriylp neyin ylriimedigini tartisma firsati ortaklk
biinyesindeki herkes icin yararl olur.

v Ittifak veya ortakhginizi 6rnegin, daha kiigiik planlama gruplari veya alt komitelere katilimi
destekleyerek; zorlu veya heyecan verici yeni konulari tartismak icin yeni yerlerde tiim giin siiren
toplantilar yaparak; gruba yonelik kurslar dizenleyerek; toplantilarda disaridan konusmacilarin
sunum yapmasini sadlayarak; veya uyelerin konferanslara katilimini sadlayarak yenileyip
canlandirabilirsiniz. Ayrica her lyenin caba ve katkilarini bilfiil takdir edip bunlara ne kadar
deger verildigini gostermek gerekiyor. Ortaklik oturumlari arasindaki 6gle yemekleri dnemli
katilmailan bir araya getirip ortakliga olan ilgilerini pekistirirken en Ust diizeyde katkida bulunma
firsati verebilir. Ortakliklarin amaci sadece eglence dedildir ancak tyeler birlikte calismaktan keyif
aldigi zaman ortaklik daha gok hedef gergeklestirebilir.

v Moralleri yiiksek tutmak ve ortakligin sorunun ¢éziimiinde énemli bir rol oynadigi duygusunu canli
tutmak icin basarilar kutlayip paylasin. Ortakliklar genellikle sorunlara ve bir sonraki
adimlara odaklanip basarilarini takdir etmeyi ihmal ederler.

(Created by Helen Collinson and adapted by Hilary Coulby)
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Session 8

Developing an Advocacy Strategy, Setting
Objectives,
and Monitoring Advocacy
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Bolum 8

Hak Arama Stratejisi Gelistirme, Hedef Belirleme
ve Hak Arama Faaliyetlerini Takip Etme
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Steps in Developing an Advocacy Strategy

v Analyse the problem. Break down the issue into component parts and select the most strategic
issue by exploring how the issue effects the people you are working with — what changes do they
want or need?

v Clearly define what it is you want to see change. What solutions are being proposed by you and
others?

v Understand policy making processes. How do issues get onto the policy making agenda. At what
stages can effective interventions be made?

v Analyse the decision-making space. Which institutions can make decisions regarding the issue?
Who decides and when? Identify primary and secondary ‘targets’ for advocacy and policy
influencing — those who can make the decision and those who can influence these decision
makers

v Think about the opportunities that exist to influence the issue?
v' Who are your potential allies for this work? Prioritise amongst allies and begin networking

v Who are your potential opponents? What arguments will they make, how can these arguments be
dealt with?

v Analyse your institutional capacity to undertake the advocacy, alongside the capacity of allies.
Who will do what? When will human and financial resources be needed? Brainstorm solutions to
address any weaknesses.

v Develop a strategy for influencing the primary and secondary targets, using components from the
advocacy toolbox — lobby meetings, seminars and conferences, policy briefings and research
documentation, exposure visits, media coverage, campaigning, etc.

v Estimate the costs involved and make a budget
v Plan and implement all specific activities and individual responsibilities

v Periodically stop to reflect on any changes in the local context, successes or failures of specific
initiatives and overall advocacy strategy and make adjustments as necessary

v And think about.....When will your advocacy strategy be over? What happens if you have a
success in changing policy? Will you engage in developing and implementing the policy with
government or stay away in case you are coopted?

(Created by Hilary Coulby —with inputs from Civicus and the Central American Advocacy Training
Project of WOLA
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Hak arama stratejisi olusturmadaki adimlar

v" Sorunu inceleyin. Sorunu daha kiiglik pargalara ayirip sorunun birlikte calistiginiz insanlar nasil
etkiledigini — ne tlr degisimler istiyor ya da ihtiyaglan var — arastirarak en stratejik sorunu
belirleyin.

v Degistigini gdérmek istediginiz sey(ler)in ne oldugunu acikca belirleyin. Siz veya baskalari tarafindan
Onerilen ¢6ziimler nedir?

v' Politika belirleme siirecini anlayin. Sorunlar politika belirleme giindemine nasil giriyor? Hangi
asamalarda etkili miidahaleler yapilabilir?

v Karar alma ortamini inceleyin. Sorunla ilgili olarak hangi kurumlar karar alabilir? Kim, ne zaman
karar veriyor? Hak arama ve etkileme icin ana ve ikincil *hedefler’ belirleyin — karari verecek
olanlar ve karar verecek kisileri etkileyebilecekler

v Sorunu etkileyebilecek mevcut firsatlarin ne olabilecegini diistiniin

v Bu calismada olasI miittefikleriniz kimler? Miittefiklerinizi bir dncelik sirasina koyup ag olusturmaya
baslayin

v' Olasi rakipleriniz kimler? Ne tiir iddialar ortaya atabilirler, bu iddialara nasil cevap verilebilir?

v Mttefiklerinizin kapasitesinin yani sira hak aramayi Ustlenmek icin kendi Grgtsel kapasitenizi de
inceleyin. Kim ne yapacak? Insan ve parasal kaynaklara ne zaman ihtiyac duyulacak? Her hangi
bir zayif noktayi gidermek igin fikir Gretme calismalari yapin.

v Lobicilik toplantilar, seminer ve konferanslar, politika bilgilendirme toplantilar, tanitim ziyaretleri,
medya yayini, kampanya diizenlemek vs. gibi hak arama yéntemlerinden yararlanarak ana ve
ikincil hedefleri etkilemek icin bir strateji gelistirin.

v Maliyeti hesaplayip bir biitce olusturun
v Ayrintil faaliyetleri ve bireysel sorumluluklar planlayip uygulayin

v Belli srelerde ara verip yerel baglama, belli girisim ve genel hak arama stratejisinin basari veya
basarisizliklarini gézden gegirip gerekli degisiklikleri yapin.

v Ve.....Hak arama startejinizin ne zaman sona erecegini; politikanizi degistirir ve basarill olursaniz ne
olacagini; Politikayl hiikiimetle birlikte gelistirip mi uygulayacaginizi yoksa atanmaniz ihtimaline
karsilik uzak mi duracaginizi diistindn.

(Created by Hilary Coulby —with inputs from Civicus and the Central American Advocacy Training
Project of WOLA
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Roadmap for Advocacy
An Example Roadmap

YEAR ONE:
= Carry out assessment of the issue
= Develop advocacy strategy (stakeholder analysis, policy analysis, etc.)
= Establish advocacy aims and objectives
= Develop plan of action
= Further research and analysis
= Build alliances

YEAR TWO:

Begin dialogue with decision-makers and other key stakeholders
Build relationships with key stakeholders

Publications, media work, seminars to raise awareness

Issue is part of public agenda for debate

More communications work and campaigning to highlight the issue
More research to provide evidence that the policy makers require
Lobbying of key influencers

Lobbying of decision-makers

yJududuld

YEAR THREE:
= Lobbying continues
= Decision makers begin to change their opinions
= More research carried out regarding the issue and potential solutions
= Draft policies produced

YEAR FOUR:
= New policies agreed
= New policies resourced and implemented
= Positive change in people’s lives

(Hilary Coulby for Oxfam Hong Kong)
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Hak Arama igin bir Yol Haritasi
Bir Yol Haritasl Ornegi

BIRINCI YIL:
= Sorunla ilgili degerlendirme gergeklestirilmis
= Hak arama stratejisi olusturulmus (paydas analiz, politika analizi vs.)
= Hak arama amag ve hedefleri belirlenmis
= Eylem plani olusturulmus
= Daha ileri dlizeyde arastirma ve analiz
— Ittifaklar olusturulmus

IKINCI YIL:

Karar verici kisiler ve diger kilit konumdaki paydaslarla gériismeler baglamis
Kilit konumdaki paydaslarla iligkiler kurulmus

Bilinglendirme amach yayinlar, medya ¢alismalari, seminerler gerceklestirilmis
Sorun kismen halkin giindeminde ve tartigiimakta

Sorunu vurgulamak Uzere daha ¢ok iletisim calismasi ve kampanyalar

Politika belirleyicilerin istedigi delilleri saglamak icin daha ¢ok arastirma yapilmis
Kilit konumdaki nifuz sahibi kisileri etkilemek igin lobicilik yapilmig

Karar verici kisiler nezdinde lobicilik

yJududuld

UCUNCU YIL:
= Lobicilik devam ediyor
= Genis capli paydas semineri dlizenlenmis
= Karar vericiler fikirlerini degistirmeye baslamis
= Sorunla olasi ¢géztimlerle ilgili daha fazla arastirma yapilmig
= Taslak politikalar olusturulmus
DORDUNCU YIL:
= Yeni politikalar kabul edilmis
= Yeni politikalar icin kaynak bulunmus ve uygulanmakta
— Insanlarin hayatinda olumlu degisimler meydana gelmis

(Hilary Coulby for Oxfam Hong Kong)
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Identifying aims, objectives, activities, outputs and
outcomes

OUTCOMES

wJECTNES

OUTPUTS

& ACTIVITIES
Aim

The overall purpose of the advocacy initiative.

For example: 7o decrease the number of smokers

Objective

Specific things to be achieved in the short and medium term on the way to achieving the

aim. Examples:

= To ban smoking in public places by 2010.
= To reduce the number of teenage smokers by half.

= To build cooperation between civil groups in fight for reducing the number of smokers
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Amac, hedefler, aktiviteler, ciktilar ve sonuclari belirleme

"
ﬂ AMAC
SONUGLAR
wemnm
GIKTILAR
& AKTIVITELER
Amacg

Hak arama calismalarinin genel hedefi.

Ornegin: Sigara icenlerin sayisini azaltmak.

Hedef .
Amaca ulasma yolunda kisa ve orta vadede elde edilecek 6zel seyler. Ornegin:

= 2010 yilina kadar halka acik yerlerde sigara icmeyi yasaklamak.
= Geng icicilerin sayisini yariya digirmek.
= Sigara kullanimini azaltma savasinda sivil gruplar arasinda isbirligi kurmak.
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Setting Objectives for Advocacy
Primary Objectives for Advocacy

Changes in laws and policies

Implementation of laws and policies

Reform of institutions

Changes in attitudes and behaviours

Increasing democratic space — legitimacy of civil groups, freedom of information and
space to speak out

Civil society gains — increased cooperation, solidarity,

South — North partnership gains — reduced dependence

Secondary Obijectives for Advocacy

Getting the issue on the agenda for public debate
Increasing support and active membership
Fundraising

Developing the profile and reputation of your organisation

(Hilary Coulby for Oxfam Hong Kong)
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Hak Arama icin Hedeflerin Belirlenmesi

Hak arama icin Ana Hedefler

Yasa ve politikalarda degisiklik

Yasa ve politikalarin uygulanmasi

Kurumlarda reform

Yaklasim ve davraniglarda degisim

Demokratik ortami genisletme — sivil gruplarin mesrulugu, bilgilenme ve konusma
Ozglrligu

Sivil toplum kazanimlari — daha gok isbirligi, dayanisma,

Hak arama igin ikincil Hedefler

Kamuoyunun tartigmasina agmak icin sorunu gtindeme tasimak
Destek ve faal lyeligi artirmak
Para toplamak

Orgiitiiniiziin profil ve itibarini yiikseltmek

(Hilary Coulby for Oxfam Hong Kong)
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Activities

What will be done:
%+ Seminars in schools
Reseach into the issue
Lobbing parliment for law change
Conerts/shows
Public campaign

X/ X/ X/
EX IR X X 4

X3

%

Outputs

What will be produced and happen as a result of activities:

2 meetings with decision makers

20 seminars with participation of 2000 teenagers

4 no-smoking conserts in major towns

5000 posters displayed in 140 different venues where teenagers hang out
1 mass anti-smoking cycle ride

YV VYVYY

Outcomes

What you believe will happen as a result of your advocacy — the anticipated
benefits to people, communities, etc.

= Change in law — banning smoking in public places
= Decreased number of teenage smokers
= Increased awareness amongst youth on health hazards as a result of smoking
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Aktiviteler

Ne yapilacak:

Okullarda seminerler

Konu ile ilgili arastirma

Mecliste yasa degisikligi igin lobi
Konserler/gosteriler

Halk kampanyasi

53

*

X/ X/ X/
EX IR X X 4

3

¢

Ciktilar

Bu aktivitelerin sonunda ne olacak:

Karar vericilerle 2 toplanti

2000 gencin katildigi 20 seminer

sehir ve kasabalarda 4 sigara karsiti konser

Genglerin takildigi 140 farkli yerde asilmis 5000 poster
1 toplu sigara karsiti bisiklet turu

YVVVYY

Sonuglar

Hak arama calismalarinizin sonunda ne olacagina inaniyorsunuz. Halka,
topluluklara, vs. ne yararlarin gelmesini bekliyorsunuz.

= Yasa dedisikligi — halka acik yerlerde sigara icmenin yasaklanmasi
= Sigara icen genclerin sayisinda azalma
= Sigara icmenin zararlari konusunda gengler arasinda bilinglenmenin artmasi

NOT:

Sonuglar kisa vedeli, orta vadeli ve uzun vadeli olarak ayirmakta fayda var guinki hak arama
calismalarinin baglama zamani ile insanlarin yasaminda 6lgllebilir etkilerin olugsma zamani
arasinda uzun bir ste var.
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THINKING ABOUT WHAT YOU WANT TO ACHIEVE

Aim

The overall purpose of the advocacy initiative:
To improve poor people’s health by increasing
access to medicines

Objectives

Specific things to be achieved in the short and
medium term on the way to achieving the aim:
7o increase the budget for primary health care
centres; generic drugs policy introduced

Activities

What will be done:

research into the issue; lobbying decision-
makers; running a public campaign, organising
a seminar, etc.

Outputs

What will be produced and happen as a result
of activities:

2 briefing papers — published and distributed;
7 meetings with decision makers, 1 mass
cycle ride and 2 public meetings; seminar
attended by 70 people

Outcomes

What you believe will happen as a result of
your advocacy. It is useful to divide these into:
SHORT TERM.: The issue has become part of
natfonal debate and politicians are asking for
an increase in next year’s budget.

MEDIUM TERM: Increase in the budget is
agreed, generic health policy in place

LONG TERM: More medicines available in rural
health clinics; child mortality decreased,; loss
of income through illness decreased

(Hilary Coulby for Oxfam Hong Kong)
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NE BASARMAK ISTEDiGiNiZE KARAR VERMEK

Amag

Hak arama girisiminin genel amaci:
Ilaclara erisimlerini artirarak yoksul insanlarin
saghgini daha iyi hale getirmek

Hedef

Amaca ulasmak yolunda kisa ve orta vadede
gergeklestiriimesi gerekenler:

Temel saglik merkezleri icin ayrilan blitceyi
artirmak; kapsamii bir ilag politikasinin
baslatiimasi

Faaliyetler

Neler yapilacak:

Sorun arastirilacak; karar alan/ar nezdinde
lobicilik faaliyetieri; bir kampanya dlizenlemek;
seminer dlizenlemek, vs.

Giktilar

Faaliyetlerin sonucunda ne (retilecek ve ne
olacak?:

2 bilgilendirme belgesi — yayinlanmis ve
dagitilmis;

Karar alanlarla 7 toplant;; 1 kitlesel bisiklet
turu ve 2 halka agik toplanti; 70 Kisinin
katilacagi bir seminer

Sonuglar

Hak aramaniz sonucunda gergeklesecegine
inandiginiz sey. Bunlari {ige ayirmak yararli
olur:

KISA VADE. Sorun ulusal dizeyde tartisilir hale
gelmis ve siyasetciler gelecek yilki biitcede
daha ¢ok para ayrilmasini istiyor.

ORTA VADE: Biitcedeki payin artirimasi kabul
edilmis; kapsamii bir saglik politikasi ydirdirliikte

UZUN VADE: Kirsak bolgelerdeki saghk
merkezlerinde daha ¢ok ilag var; ¢ocuk oltim
orani dismdis; hastalik sebebiyle gelir
diststnde azalma var

(Hilary Coulby for Oxfam Hong Kong)
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FOCUSING ON OUTCOMES

Why focus on outcomes?
In addition to setting advocacy objectives, it is important to focus right from the start on what
outcomes you want to see, for the following reasons:

e QOutcomes reduce the danger of being too activity-focused, ie objectives can sometimes
become a list of “things we intend to do’. This can lead to an M+E process that only looks
at “whether we did the things we said we'd do’.

o If you are " outcome-focused’ you are much more likely to look at the impact of the
activities, rather than the activities themselves.

It is useful to compare actual outcomes against the anticipated outcomes — changes are not always
predictable.

Focus on more than policy outcomes or other main change aim of your initiative. Since large scale
change is rarely immediate and very difficult to achieve, you need to identify significant shorter term
achievements. Important outcomes that can be monitored include, for example, the extent to which
an advocacy initiative has built the capacity of the organisations involved. Strong civil society
organisations will be needed to monitor any policy gains and to hold governments accountable for
policy implementation. Capacity built today could mean policy gains tomorrow.

Outcomes: some factors to measure:

= Policy gains: Specific changes in policy, practice and/or institutional reforms
Implementational gains: the extent to which stated policies are implemented and how these have
changed and what impact (or lack of impact) the change has had on the people and communities
expected to benefit
Political and democratic gains: civil groups gain increasing recognition as legitimate actors, the
democratic space within which NGOs and other civil groups can work increases, access to
governments and other institutions improves, increased respect for human rights including the
rights of women, disabled, children, etc., greater freedom of information
Civil Society gains: the degree to which the capacity of CSOs/NGOs is strengthened; improved
cooperation between civil groups; CSOs/NGOs can manage constructively the existence of
different perspectives and positions amongst civil groups; CSOs/NGOs have the skills needed to
successfully hold governments and international organisations to account
Partnership gains: advocacy leads to the formation of regional and international networks that
can effectively address international institutions and issues of globalization; strong relationships
built between groups in the global South and North that erode traditional inequalities and
dependencies and form the basis for long term cooperative action
Organisational gains: increased profile, respect as a credible source of information, increased
funding
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SONUCLARA ODAKLANMAK

Sonuclara neden odaklanmali?
Hak arama hedeflerini belirlemenin yani sira, en basindan ne tir sonuclar gormek istediginize de
odaklanmak énemlidir ¢lnkd:

e Sonuglar asir derecede eylem-odakli olma tehlikesini azaltir, diger bir deyisle bazen
hedefler ‘yapmaya niyetlendigimiz seyler’ listesine doniisebilir. Bu da ‘yapacagimizi
soyledigimiz seyleri yaptik mi yapmadik mi’ I+D siirecine déniismesine yol acabilir.

e Eder ‘sonug-odakll’ iseniz faaliyetlerin kendilerinden ziyade etkilerine bakma ihtimaliniz
daha yuksektir.

Gerceklesen sonuclarla beklenen sonuglar karsilastirmak yararlidir — degisimler her zaman 6nceden
tahmin edilemez.

Politika sonuclari veya girisiminizin diger ana degisim hedeflerinden daha fazlasina odaklanin. Biyik
caph degisimler nadiren hemen gerceklestiginden ve gerceklestirmesi zor oldugundan 6nemli kisa
vadeli basarilar teshis etmeniz gerekir. Ornegin, izlenmesi miimkiin olan énemli sonuglardan biri hak
arama girisiminin katilan orgditlerin kapasitesini ne derece artirdigidir.  Politikayla ilgili her hangi bir
kazanimi izleyebilmek veya hikimetleri politika uygulamasindan sorumlu tutmak igin gticli sivil
toplum orgltleri gerekecektir. Bugin gelistirilen kapasite yarinin politikalara yonelik kazanimlari
olabilir.

Sonuglar olcmek icin bazi etkenler:
Politikayla ilgili kazanimlar: Politika, uygulamada belirli degisimler ve/veya kurumsal reformlar
Uygulamaya yonelik kazanimlar: ortaya konan politikalarin ne dereceye kadar uygulandidi ve nasil
degistikleri ve bu degisimlerden yararlanmalari beklenen insan ve topluluklar lizerinde meydana
gelen (veya gelmeyen) degisimin nasil bir etki biraktigi
Siyasal ve demokratik kazanimlar: sivil gruplar mesru oyuncular olarak kabul gériiyor, STO ve
diger sivil gruplarin icinde calisabilecedi demokratik ortam genisliyor, devlet organlarina ve diger
kurumlara erisim kolaylasiyor, kadin haklar bedensel ve zihinsel engelliler, cocuklar vs. dahil olmak
lUzere insan haklarina saygi artiyor, daha gok bilgilenme 6zguirligi
Sivil Toplum Kazanimlari: STOlerinin kapasitesi giiclendirilmis; sivil gruplar arasinda daha ¢ok
ishirligi; STOler sivil gruplar arasindaki farkli bakis agilarinin ve duruslarin varligiyla yapici bir
bicimde basa ¢ikmayi 6grenmis; STOleri hiikiimet ve uluslararasi érgiitlerden basarili bir sekilde
hesap sormak igin gerekli becerileri edinmis
Ortaklik kazanimlari: hak arama uluslararasi kurumlar ve kiresellesme sorunlariyla etkili bir sekilde
ilgilenecek bolgesel ve uluslararasi aglarin olusumuna yol agmis; global diizeyde Giiney ile
Kuzeydeki gruplar arasinda geleneksel esitsizlikleri ve bagimliliklar azaltan ve uzun vadeli bir
isbirliginin temellerini olusturacak guiclii iligkiler olusturulmus
Orgiitsel kazanimlar: daha yaygin taninma, giivenilir bir bilgi kaynagi olarak sayginliginin artmasi,
daha ¢ok para aktarimi
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Monitoring and evaluating your advocacy

What is Monitoring & Evaluation?

Monitoring - the systematic and continuous assessment of the progress of a piece of work
over time, which checks that things are ‘going to plan’ and enables adjustments to be made

in a timely way, integral to day to day management.

Evaluation — a periodic assessment of the relevance, performance, efficiency and impact of
the project in the context of its stated objectives.

(Kumar and Casey)

112



Hak Arama Calismalarinda Takip ve Degerlendirme
Takip ve Degerlendirme nedir?
Takip — bir isin zaman icinde gelisiminin sistematik ve strekli élcimudur. Bdylece herseyin

‘plana gore’ gidip gitmedigi kontrol edilir ve zamaninda degisiklikler yapilir. Takip glnlik
yonetimin ayrilmaz bir parcasidir.

Degerlendirme — projenin belirttigi hedefler cercevesinde alaka, performans, etkinlik, ve

etkileri konusunda periyodik olarak dlgtlmesi.

(Kumar and Casey)
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