MODULE 3.Let’s gettowork

Session 3.3. Youth Engagementin Advocacy and Lobbying

This material is part of the training course “Resilient Europe: Training in Resilience and
Youth Leadership in Post-Crisis Contexts — Module 3,” developed within the

project “RESILIENT EUROPE: Improving the Response of Youth Workers and Leaders
in Post-Crisis Contexts,” co-funded by the Erasmus+ Programme of the European Union.

Objectives

Recognise the importance of advocacy and ethical lobbying as key tools for
youth participation.

Highlight the active role of young people in shaping more democratic and

resilient communities.

Differentiate between traditional and alternative forms of youth participation and

learn how to implement youth advocacy using different tools.
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INTRODUCTION

In post-crisis contexts, it is essential to equip young people with the knowledge and
tools that allow them to actively take part in rebuilding and strengthening their
communities. Too often, they are excluded from debates and decision-making

processes. It is therefore vital that they learn to identify key actors, communicate

their needs effectively, and generate proposals that give them a veice and real

influence in shaping the future of their communities.

Raising awareness of a problem is not the same as advocating for change.

Awareness is just the first step in the process of participation. Many people may
know about a problem but are not active enough to bring about change; others may
think the issue is not important enough or that they are the only ones who care.

Some simply do not know how to act.

Advocacy and lobbying are key tools that help young people express themselves, be

heard, and influence change. These strategies empower them to voice their needs,

share their stories, and play an active role in shaping the future of their communities.
Youth workers and leaders play a crucial role in:

= Creating safe spaces for dialogue and exploration of issues

that matter to young people.

co» Educating young peopleabout their rights and how power systems

and decision-making work.

) Supporting youth-led initiatives aimed at influencing policies and decisions.

c>» Connecting young people with allies, decision-makers, and resources

to amplify their voice.




1. ADVOCACY

Advocacy is both the process and the outcome of actions that drive systemic

change in society. It is a deliberate effort to influence decisions, shape public opinion,
and promote systemic change to improve the lives of people and communities.

In the context of youth participation, advocacy is a fundamental tool that empowers
young people to defend their rights and those of others, address issues of public

interest, support different initiatives or causes, and influence policies at the local,

national, and European levels.

Advocacy can take many forms, from participating in public consultations and

organising community meetings to independent actions such as media campaigns

and collaboration with local decision-makers. The goal is not just to raise

awareness, but to bring about real and lasting change in laws, policies, attitudes,
and institutional practices.

In all its forms, advocacy seeks to ensure that people, especially the most vulnerable,
can:

=
=
=
=
=
=
=

Make their voices heard on issues that matter to them.

Defend their fundamental human rights.

Have their views been considered when decisions affecting their lives are made.

Express their opinions and concerns.

Access information and services.

Promote their rights and responsibilities.

Explore options and alternatives.




Types of advocacy include:

Self-advocacy: when individuals effectively communicate their own

interests, needs, and rights. This requires strong communication and
self-advocacy skills.

Group advocacy: when people with shared experiences, values, or

backgrounds come together to discuss issues important to them.
These groups aim to influence public opinion, policy, and service

delivery.

Peer advocacy: involves people who share the same problems and

propose solutions together.

Citizen advocacy: engages people from local communities, enabling

them to express themselves and make decisions about matters that
affect their lives. These advocates are volunteers, often supported by

coordinated programs.

Professional advocacy: provided by paid, independent individuals

who support people in expressing themselves and representing their

views, often during times of significant change or crisis.
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2.LOBBYING
feed] Lobbying is a specific form of advocacy that focuses on direct
13 interaction with policymakers, public officials, or institutions to

influence legislative or administrative decisions. Although the term can
sometimes carry a negative connotation, ethical lobbying is a legitimate
and vital democratic practice that ensures diverse voices—including

those of young people—are heard.

Key characteristics of lobbying:

Targeted: focuses on specific decisions, policies, or resource allocations.

Q

o . q q
& 3 Structured: often involves formal proposals, presentations, or meetings.
o o
noo

Strategic: requires choosing the right moment, crafting effective

%

messages, and identifying key influencers.

)

j'“ Campaigns involve coordinated efforts to raise awareness and

° mobilise public support for a cause. These may include events,

petitions, posters, and social media campaigns.

ale

Activism, by contrast, refers to direct and often public actions—such

as protests, demonstrations, or strikes—used to highlight problems or
demand change. Activism can be highly effective in drawing attention

to urgent injustices.

Together, advocacy and lobbying complement each other in driving
change: advocacy builds public awareness and mobilises communities,
while lobbying focuses on influencing specific decisions, policies, or

legislation.




Depending on the level and approach, advocacy initiatives

canlead to different types of outcomes:

Policy changes

Outcome: something new emerges that did not exist before.

Example: approval of a new youth development plan, creation of a
new funding source, or establishment of a youth worker position.

System changes
Outcome: something begins to function differently than before.

Example: inclusion of young people in planning committees, or

adjusting youth club schedules to facilitate their participation.

< Changes in attitude
(©) Outcome: transformation in how issues or actors are perceived.

Example: youth councils are recognised not just as event organisers

but as political actors; community leaders invite youth NGOs to

consultations more frequently.




3.ETHICALLOBBEBYING AND INFLUENCING
DECISION-MAKERS

o

After a crisis, communities begin to rebuild. Council meetings are held,

budgets are drafted, and policies are defined. Decisions are often

Y

O,

made quickly, sometimes without including the voices of those who will

live with the consequences the longest: young people.

% Imagine a group of young people full of energy, ideas, and a strong sense of

justice who want to contribute to recovery efforts. But when they meet with
council members, they may freeze, come across as too aggressive, or rely on
emotional arguments without evidence. As a result, they may not be taken

seriously—not because their concerns are unfounded, but because their

approach lacks preparation and strategy.

This is where ethical lobbying becomes essential.

@j Lobbying is about trying to influence decision-makers—whether city council
@ members, school boards, or government departments—to make choices that

benefit the community. But ethical lobbying is not about shouting louder or

demanding change without direction. It is about communicating truth with

respect, integrity, and determination, while proposing realistic change.

@ Youth workers and leaders play an important role in equipping young people

¥ with the tools to express themselves effectively and responsibly, build

constructive relationships with decision-makers, and participate meaningfully

in shaping the policies that affect their lives.

EPE’., Lobbying often carries a bad reputation in some circles, with images of secret
=l deals or big corporations pulling strings. But lobbying simply means

influencing decisions. It is crucial to remember that the way we campaign is

just as important as the change we are seeking.



Ethical lobbying means:

=
=

=

=

Being transparent about who you are and what you want.

Using facts, evidence, and lived experiences—not manipulation.

Respecting all opinions, even those you disagree with.

Ensuring your message represents the wider community.

Ethical lobbying in action: a step-by-step process

Lobbying is not a one-off event, but a structured and strategic process that

can have a lasting impact.

1. Clarify the issue — Support young people in defining the issue and

their goal clearly and concisely.

2. Do your homework — Guide them to gather accurate data, personal

stories, and examples from other communities. Verify information
before presenting it. Encourage critical thinking and careful evaluation

of sources.

3. Identify influence — Determine who has the power to make

decisions, who can support the cause, and which community members

can contribute with their lived experience.




% 4.Plan your approach — Select respectful, constructive methods

such as meetings (in-person or online), well-crafted letters or policy
briefs, or public forums and community events.

@ 5. Establish the connection — \When engaging with decision-makers,
=2

introduce yourself, state your objective clearly, propose realistic
solutions, and ask for commitments or next steps. Practice through
role-play to build confidence.

@ﬁ@ 6. Followup — Send a thank-you note, share progress updates, and

maintain the relationship. Long-term influence often depends on

consistent follow-up and ongoing dialogue.

Additional resources: Preparatory activities and tools can help young people

strengthen their skills and confidence before engaging in real lobbying efforts.




4.YOUNG PEOPLE AS AGENTS OF CHANGE

Advocacy and lobbying are not reserved for professional
@ organisations or politicians. With the right tools and support, young

people everywhere can drive meaningful change in their communities.

For this reason, it is essential for them to learn how to identify issues,

engage stakeholders, plan campaigns, and influence decision-makers

effectively.
0] Young people often face structural barriers that limit their
% participation in decision-making processes. Advocacy and lobbying

provide pathways for them to claim their space, express their needs,

and contribute actively to democratic life.

According to the EU Youth Strategy (2019-2027) and Youth Goal

No. 1: Space and Participation for All, young people should play a

meaningful role in shaping policies that affect their lives. Advocacy

helps ensure that their voices are not only heard but acted upon.

The Youth Participation Strategy reinforces this principle: “Young people have the
right, the means, the space, the opportunity and, where necessary, the support to

freely express their opinions and influence decision-making in society.”

Through advocacy and lobbying, young people develop essential skills such as:
C>» Communication and negotiation

> Civic responsibility and active citizenship

= Strategic thinking and leadership

These skills not only empower young people as individuals but also strengthen the

democratic fabric of entire communities.
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S. TRADITIONAL APPROACHES VS. ALTERNATIVE
APPROACHES TOYOUTHPARTICIPATION

Youth participation in advocacy and public life has expanded beyond

the limits of formal democratic processes. Today, young people

express their civic engagement through a combination of traditional

and alternative methods. Both play an important role and can
complement each other, depending on the context, the issue at hand,
and the target audience.

Traditional participation refers to structured involvement within established

democratic systems. It generally includes:

= Voting in elections

c» Joining political parties or unions

> Running for office

©» Belonging to youth councils or youth parliaments

= Participating in institutionalised youth advisory bodies or forums

P.&‘ These forms are usually formal, hierarchical, and tied to
‘%.o.o representative democracy. For example, being elected to a youth

council to represent the interests of young people mirrors the
procedural model of adult governance systems. However, many youth
organisations are moving away from rigid hierarchies toward more

flexible, network-based structures, reflecting a broader shift in how

young people prefer to organise and participate.




Alternative participation refers to more fluid and often informal

forms of civic engagement, such as:

=
=

VR VIRV

Thematic activism, including climate marches or anti-discrimination campaigns

Digital participation via social media, online petitions, or viral hashtags
(e.q., #FridaysForFuture, #BlackLivesMatter)

Creative public interventions, such as street art or flash mobs

Citizen assemblies or deliberative democracy initiatives

Community-based actions like neighbourhood clean-ups or public dialogues
Spontaneous social movements, often organised quickly through networks or

apps

Alternative approaches tend to resonate with young people because

they are more immediate, expressive, inclusive, and less bureaucratic.

They allow young people to act quickly, independently, and collectively,
often outside traditional institutions.

@ Examples such as the Fridays for Future movement demonstrate how

youth-led activism, often fuelled by social media, can mobilise

thousands of people around common causes—sometimes leading to

meaningful policy changes or shifts in public discourse.




6. YOUTHADVOCACY STRATEGIES

The following steps outline how to take action in a youth advocacy process:

1. Select anissue to advocate for

. As a youth worker or leader, one of your most valuable roles is helping

young people identify the issues that matter to them and supporting

them in turning concerns into action. Before launching into advocacy

or lobbying activities, it is essential to guide them through reflection,

understanding, and discovery.

It is important to clarify whether the goalis immediate recovery, long-

term systemic change, or preventive efforts for the future.

Before planning, young people need space to explore the reasons behind their

actions. Encourage reflection with questions such as:

=
o

U

=
=
=
=

Why do we want to change our community?
Who currently makes decisions here? Who has the power?

What roles do the people around us (friends, family, teachers, youth

workers, neighbours) play?

What problems do we see in the community? What do we like and dislike about
it?

Which of these problems matters most to us, and why?
How does this problem affect our lives or the lives of others?

What would a real solution look like?




éé Encourage young people to express their motivations in a simple

sentence structure. This will help them clarify their priorities and start

shaping their advocacy message:

“When | think about [issue], | feel [emotion], because [reason]. | believe that if

[solutions] are introduced, the situation for [those affected] could improve.”

This statement can later inform public messages, campaign goals, or

even conversations with decision-makers.

There are countless challenges in society, and everyone can contribute

O
W
0@8 in their own way. Youth advocacy often grows out of lived

experiences, especially following crises such as natural disasters,
conflict, or systemic inequality. In these contexts, young people may

focus on issues like:
Recovery and reconstruction efforts
Mental health and emotional support
Access to safe spaces for young people
Environmental protection and prevention (e.g., wildfire preparedness)
Animal welfare

Community safety and preparedness

=
=
=
=
=
=
>

Inclusion of marginalised youth in recovery efforts
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2. Gather information on the chosen topic

Once a topic has been selected, it needs to be explored in depth. For

advocacy to be effective, it is essential to develop a solid

understanding of the issue. This can be done through documentary

research (news, reports, books, interviews, documentaries) or by

combining research with direct community input.

Guiding questions can help frame the research:

i

[/

%n&

1
8@8

Background information: Understanding the roots and causes of an issue

helps clarify its evolution and better prepares you to analyse the situation,
propose ideas, and advocate for sustainable change.
When did this issue begin? What events or factors contributed to it? Who has

been involved? What impacts or attitudes surround the problem?

The social context: Understanding the social context is essential to

capturing the different perspectives and opinions around the issue. This helps
build relationships and partnerships for finding solutions.

Who in the community is involved (government, NGOs, academia,
businesses), positively or negatively? Are there tensions between groups?
How does the problem affect them? What commitments have already been
made? Are any groups overlooked whose participation is important? What

social constraints exist (e.g., stigma, lack of awareness)?

The political context: Behind every problem lies a political structure of

policies, laws, and institutions. Ignoring the political context gives an
incomplete picture.
Who has the power to change this issue (local, regional, national, EU)? Are

there laws or policies that support or oppose change? How can the public

participate (public meetings, consultations, official channels)?
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3. Stakeholder analysis

Q'® In any advocacy initiative, young people will interact—directly or
('99') indirectly—with a range of people and groups connected to the issue:
y

AN
-

individuals, organisations, and institutions known as stakeholders.

Stakeholders may support, oppose, or remain neutral toward the cause.
Some hold decision-making power, others contribute valuable
knowledge, and others are directly affected by the change being

pursued.

It is important to guide young people in identifying these key actors,

analysing their interests, and developing thoughtful strategies for collaboration

or influence.

Guiding questions include:

=
=

U

VRV VR

Are they directly affected by the problem?

Are they concerned about the problem? Have they attempted their own

solutions? Do their approaches complement or contradict your proposals?

What benefits could they gain—or what might they lose—if change is

implemented?

Do they collaborate with other stakeholders?

How much power do they have to influence change?

Do they support your cause? Can they be allies, or are they opponents?

If allies, what resources or expertise can they contribute?

Answering these questions helps in selecting partners, clarifying their roles in the

advocacy process, identifying risks, tailoring messages and communication styles,

ensuring sustainability, and guiding the development of effective

communication and information-sharing strategies.

A common framework for prioritising stakeholders is the Mendelow Matrix, which maps

stakeholders according to their level of power and interes




+

Meet Their
Needs

Engage and Consult
Increase/maintain level of
interest
Aim is to move them to the
right
Could be a risk to your idea

Key
Player

Manage closely

decisions

relationship

Keep

Low
Priority

Monitor
Communicate generally to
keep updated
Aim to move to the right

Influence/Power of Stakeholder

interest
Canbea

- Interest of Stakeholder

The following table can be used:

Involve in projects and

Informed

Make use of interest
through involvement
Consult on their area of

supporter/ambassador

Engage on a regular basis
and work to maintain the

Who are the stakeholders? .
etc.

Local authorities, youth organisations, schools, media,

What are their interests

and motivations?

What would they gain or lose from the proposed change?
Are they likely to support or oppose the change?

Whatis their level of influence?

Can they make or block decisions?

How should we interact with

Collaborate? Inform? Neutralise opposition?

them?
Stakeholder | Power of Position (in Interests Potential
influence |favour/neutrallagainst) | /IConcerns role
Neutral (undecided)
Local mayor High Budgetary Potential ally if
concerns, widespread youth
visibility support is
demonstrated
Youth club Medium In favour
Greater Active
commitmen partner in
t, visibility outreach
planning




4. Creation of a Promotional Campaign

An effective advocacy campaign empowers young people to raise their voices,
influence decision-makers, and drive meaningful change.

4 @ An advocacy campaign does not need to be large-scale or costly to
,I
é@ make an impact. What matters most is that it has a clear purpose, is

strategy-focused, and is rooted in the voices and lived experiences of
young people. In post-crisis recovery, youth bring unique perspectives,
ideas, and needs that are often overlooked. A well-designed campaign

can ensure that these voices are seen, heard, and valued in

reconstruction efforts.

@ Equally important as starting strong is remaining consistent. Advocacy is

E— rarely a one-time effort. While a campaign can raise awareness, lasting

change requires persistence, relationship-building, and strategic follow-up.

Kl\ It is therefore crucial to encourage young people to stay committed beyond
= the initial campaign, to experiment with different approaches and tools, to

engage with a range of actors—from community groups to public officials—

and to reflect on what worked, what did not, and how they can adapt going

forward.

Additional resource: Step-by-step guide to creating an advocacy campaign.
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7. CONCLUSIONS

From awareness to action

Young people can move from simply being aware of a problem to
actively working on solutions, using tools such as advocacy, lobbying,

campaigning, and activism.

The importance of ethics

Ethical practice is at the heart of effective lobbying: being transparent
about who you are, honest, respectful, inclusive of different voices, and

accountable to the community you represent.

From idea to campaign

With clear steps such as identifying key actors, defining objectives,
planning actions, creating messages, setting budgets, and evaluating
progress, youth initiatives can grow from a simple idea into a structured

campaign with real impact.

Different forms of participation

Youth participation can take place through traditional channels such as
electoral processes, as well as through more creative and digital
alternatives. Both approaches have value and can complement one
another depending on the context.

Young people as agents of change

Most importantly, we affirm that young people are not only the leaders
of tomorrow but also active agents of change today. When their
participation is strategic, ethical, and inclusive, they strengthen

democracy, build community resilience, and play a decisive role in post-

crisis reconstruction.




8. ADDITIONAL RESOURCES

81GUIDE TO CREATING APROMOTIONAL CAMPAIGN

Step 1: Define your advocacy goal and objectives

Start by helping young people clarify what they want to change and how they will

know they have been successful.

Definition

Progress indicators

What long-term outcome
are you aiming for?

How will you know you are making progress or have
achieved your goal?

Example: Ensure that
young people are involved
in planning for recovery
from local wildfires and in
the allocation of resources

Example: A youth representative is appointed to the local
recovery committee.

Young people's views are reflected in funding decisions
(e.g., rebuilding a youth centre).

Youth well-being priorities are included in recovery strategies.

Step 2: Identify stakeholders, objectives, and form your team

Consolidate the stakeholder analysis you have gathered in the previous steps.

Think about who the target groups of your campaign are, the people who have the

power to influence or bring about the change you want to achieve. And also create a

core team, made up of people with similar or the same interests and causes, who will

work together to lead the campaign. For example:

R:%?] Stakeholders: young people, families, schools, mental health workers,

community organisations.

© Targets: City council, recovery planning committee, state/regional/local

government represe ntatives.



Teamroles:

Campaign coordinator

VIRV VIRV

Step 3: Defining key actions

Media and communications manager

Community engagement manager

Policy liaison or liaison for meetings with decision-makers

Break the campaign down into concrete steps. Focus on what needs to be done to

achieve the goal and how you will measure progress.

Key actions

Narrative

Progress indicators

What needs to happen for the goal to
be achieved?

What indicators will you use to know if you
are on track?

Example: Consult young people about
their needs after the crisis.

Create a coalition of allies (schools,
youth workers, local NGOSs).

Develop proposals and present them
to decision-makers.

Example: Number of participants in
the consultations.

Letters of support from community partners.
Proposal submitted to the council within

the established deadline, and comments
received.




Step 4: Develop an operational plan for the campaign and choose advocacy tools

Once the key actions have been defined, turn them into a practical action plan with

tasks, roles, and deadlines. Also discuss the promotional tools, i.e., the tools that will

convey your message to the public and decision-makers.

Example of an operational plan:

council
representatives

- Arrange a meeting

- Prepare the topics to be discussed

policy
coordination

Activities Task list Responsibility Date
Create an - Design content Media and August 5
awareness Communications
campaign - Schedule posts Manager — Ongoing
on social
media - Track reach and engagement
- Promote activities through social
media
Organise a - Reserve the venue Communiy August 20
consultation Engagemt
forum for young | - Prepare discussion topics Manager
people
September
Draft and - Analyse the contributions Campaign 15
present a coordinator
proposal for - Draft a proposal
youth
recovery - Design visual/graphic elements
Obtain letters of| Contact schools, NGOs, and youth Communiy September
support from services Engagemt 30
stakeholders Manager
- Draft templates
Meet with city | - Contact council members. Responsible for October 20




Promotional tools

A tool for promotion can be any event or action by your team, as long as it conveys a
key message to decision-makers or influences public opinion. Some of the tools are:

INSTRUMENTS FOR ADVOCACY AND PUBLIC ENGAGEMENT

« Declarations of Intent » Festivals and Cultural Events

« Collective Appeals (Petitions) » Community Clean-Up Campaigns

« Open Meetings with Officials (Toloka)

« Public Hearings * Flash Mobs or Public Art
Installations

« Policy Consultations
« Letters of Support/Recommendation
« Right to Information Requests

+ Neighborhood Dialogues
» Awareness Marches or Railies

« Social Media Campaigns » Workshops and Training Sessions

» Oniine Petitions and Surveys « Youth Forums or Roundtables
+ Email/Message Campaigns « Policy Briefs or Fact Sheets

« Infographics and Digital Toolkits

Step 5: Preparing the budget

Even the simplest campaigns need a budget, especially if events are organised,
materials are printed, or travel is involved. You may need some budget for:

Renting the venue or equipment

Y

Printing
Transportation for meetings or outreach activities

Snacks or incentives for youth participation

=
>
=
=

Digital tools (e.g., paid ads)




Work with young people to identify needs and maintain cost-effectiveness. Help them

develop their campaign budgets. For example:

Item Estimated cost
Organising a consultation event with young people 200 EUR
Posters and flyers 50 EUR
Transportation to the council meeting 30 EUR

Social media promotion 100 EUR

Total

380EUR




8.2 PREPARATORYACTIVITIESFOREFFECTIVELOBBYING

activiry] ACTIVITY 1L:SIMULATIONOF MEETINGS WITHDECISION-
MAKERS

Practice presenting a topic with confidence, respect, and conciseness

to decision makers.

Time

20—25 minutes

% Materials

Printed or written scenarios (or participants' own ideas)
Timer or stopwatch on your phone
Chairs and a table to create a "meeting" environment

You can use the template provided in the templates section of this session.

i Instructions

1. Setthe scene: explain that half of the group will represent young advocates

and the other half will represent decision-makers (e.g., city councillors, school
board members, representatives).

2. Instructions for each group: give the advocates 5 minutes to prepare their

3-minute speech:
=2  Tellwho they are and who they represent.

Describe the problem clearly.

U

Present evidence (facts or stories).

U

Suggest a realistic solution or next step.
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3. Role-play: each group of advocates meets with their group of decision-

makers for 3 minutes. Decision-makers can ask questions or challenge ideas.

4. Switchroles: Repeat the exercise so that everyone experiences both
perspectives.

5. Joint discussion: Ask: What worked well? What could be improved? How

did you feel being on each side?

\O, Tip

Encourage decision makers to be realistic, but not overly hostile: the goal is to
learn, not to intimidate.

Template 1for Activity 1: Presentation Planner for Meetings

3-minute advocacy presentation planner

Who we are Names, group, who we represent

The problem A clear statement of the problem

Evidence Key facts, figures, and personal stories

Our solution A realistic and specific action we want

Our request What we want from the decision-maker at this moment
Final statement Thank and reinforce why it is important




ACTIVITY 2: SPOT THERED FLAG

@

B

Objective

To help participants recognise unethical or ineffective pressure tactics and

understand why they can damage credibility.
Time
15-20 minutes

Materials

Printed or projected examples of lobbying messages (mix of ethical and

unethical)

Red marker or sticky notes to "mark" bad examples

You can use the template provided in the templates section of this session.

Instructions

Introduce the task: explain that not all lobbying is ethical and that some

tactics can harm your cause.

. Show the examples: use a mix, such as:

An honest, fact-based email requesting a meeting

An exaggerated social media post

A respectful, open letter to the local newspaper

A personal attack on a decision maker




B

. Identify red flags: in pairs or small groups, participants discuss which

examples violate ethical principles (honesty, transparency, respect,
responsibility, fairness) and why.

. Group review: Review all examples as a group and agree on which ones are

ethical and which ones are not.

. Finalreflection: Ask: What harm can unethical tactics cause? How can you

keep your own messages positive and credible?
Tip

Include at least one "grey area" example to spark discussion—not everything
will be clearly right or wrong.

Template 2 for Activity 2: Ethics test sheet

Spot the red flags: ethics test for lobbying messages

Instructions

For each example, mark if it is ethical, Xif it is not, and explain why.

Example 1:

Example 2:

Example 3:

Example 4:




Ethics checklist:

Honesty: Is the data accurate?
Transparency: Does the sender make it clear who they are?
Respect: Is the tone polite?

Accountability: Do they represent the real opinions of the community?

VRV VAR VAR

Impatrtiality: Are broader implications taken into account?

ACTIVITY 3:INFLUENCE MAPPING

@ Objective

To help participants understand who can influence a decision and how to reach

them.

Time

20-30 minutes

% Materials

= Large sheet of paper or whiteboard

Sticky notes in different colours

=
CD Pens or markers
=

You can use the template provided in the templates section of this session.




VRV VIRV
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U

=
=

Instructions

Choose a topic: use a real example from the participants, or propose a

hypothetical one.

Draw the map: in the centre of the paper, write the topic (for example,

"Safer bike routes in the city").

Brainstorm stakeholders: on sticky notes, write down all the people or

groups that could influence the outcome:

Formal decision-makers (mayor, city councillors, school board)
Community leaders (religious leaders, activists, youth representatives)
Organisations (schools, local charities, sports clubs)

Media, local businesses, and other influential people

Place the notes: arrange them around the central theme:

Close to the centre = high influence

Further away = less influence

Discuss connections: draw lines to show the relationships between

stakeholders (e.g., the mayor listens to the cycling club, the local newspaper
interviews the school principal).

Plan the next steps: ask yourself

Who do we approach first?

Who could be an ally we haven't talked to yet?

What is the best way to reach each person or group?




U

Tip

Use different colored sticky notes for "allies,” "neutrals,” and "opponents" so
that the group can develop an outreach strategy.

Template 3 for Activity 3: Stakeholder mapping poster

Influence map: Who can help us bring about change?
Instructions

Write your problem in the centre circle.

Add names or groups on sticky notes.

Place them closer to the centre if they have more influence.

Draw lines to show the connections between people/groups.

Poster design

Large circle in the centre labelled "Our problem."
Three rings around it with the following labels:
High influence (closest)

Medium influence (in the middle)

Low influence (outer)

Key/Legend in the corner: ‘ Ally

Neutral

. Opposed




9.QUIZ

Which of the following best describes lobbying?

@: Raising awareness about an issue among the public

B Directly influencing decision-makers to change or create policies

- Organising a protest to draw attention to an injustice

@: Creating a social media campaign to share personal stories

Which of the following is an example of ethical lobbying?

@:I Presenting your ideas respectfully and with accurate facts

in a meeting with a councillor

B Making a social media post that exaggerates statistics to grab attention

- Refusing to work with other groups that disagree with one part of your message

@: Publicly insulting a decision-maker to get a reaction

Your youth group wants the local council to include mental health services in the
post-disaster recovery plan. You’ve gathered community stories and data.

What’s your next best step?

@: Share the data only with your friends and hope it spreads

B Wait until the council makes decisions and then react

C Post all your findings on social media without context

|@:I Arrange arespectful meeting with councilmembers and present

your findings along with a proposal



1E
°

1E3
o

=)

%[

=)

REFERENCES

Bondikjova, V., & Rivas, C. (2023). Empowering youth: A pathway to meaningful

adolescent and youth engagement [PDF]. Speak Act Change.

European Youth Forum. (2023). Advocacy handbook. European Youth Forum.

Juvenile Law Center. (n.d.). Leading youth advocacy: Youth advocacy toolkit.

Juvenile Law Center.

UNICEF. (2022). Youth advocacy guide [PDF]. UNICEF.

YES Project Consortium. (2021). Youth engagement in society: Full booklet

[PDF]. YES Project.

* * ok

* 2t

* ok

* 4k

Co-funded by
the European Union

Co-funded by the European Union. Views and opinions expressed are however those

of the authors only and do not necessarily reflect those of the European Union or the

Youth Institute (INJUVE). Neither the European Union nor the granting authority can
eld responsible for them.



https://www.speakactchange.org/wp-content/uploads/2023/10/Empowering-Youth-A-Pathwa%20y-to-Meaningful-Adolescent-and-Youth-Engagement-2.pdf
https://jlc.org/toolkits/youth-advocacy-toolkit/leading-youth-advocacy
https://www.salto-youth.net/downloads/toolbox_tool_download-file-2831/YES_Youth%20En%20gagement%20in%20Society_Full%20Booklet_compressed.pdf
https://www.youthforum.org/files/230524-AdvocacyHandbook-150x240mm-digi_2023-05-25-092834_prmy.pdf?utm_source=chatgpt.com
https://www.unicef.org/georgia/media/9256/file/Youth%20Advocacy%20Guide.pdf

