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· You are advocating in support for an existing project, which you will demonstrate your active role and leadership skills to support the project to your potential new audience
By cultivating high-quality connections with their employees, leaders must acquire effective advocacy techniques to help their employees achieve at their best.
In our company, managers are encouraged to represent the members of the team in all circumstances, and they are expected to do so. Managers are tasked with assisting their subordinates establish a positive and effective work environment (Bryant, 2010). Our operational efficiency may be maximized at the same time as our company's culture is developed. To be the best possible spokespersons for their team, leaders might use the three tactics listed below.
[bookmark: _Toc98252339]Take their problems to the next level in the company by listening to them.
It's impossible to properly represent an employee's interests if you don't know what's getting in the way of their progress. You must, of course, attentively listen to find out what obstacles they confront. Some individuals have the misconception that the typical company power dynamic relies upon supervisors speaking and lower-level workers just following directions. Real leaders are superb listeners who can adjust to their workers' demands (Kaplan, 1998). The company's core goal and values must always be considered before any recommended solutions can be adopted.  
Managers should ensure that their employees have both scheduled and unstructured chances to offer feedback on their experience at the company. Incorporate these possibilities into your regular feedback meetings and inquire about their requirements during other encounters on a frequent basis. Keep in mind that you are their representative to the company's highest echelons. Help your immediate supervisor feel heard and find solutions that will allow them to do a better job by advocating on their behalf when they share their thoughts, concerns, and questions.
[bookmark: _Toc98252340]Share performance results and positive feedback with other departments.
A lot of the time, divisions within a company start to function as if they were separate entities. Workers in such segregated divisions may start to lose perspective of the organisation as a whole and may even begin to feel isolated from their coworkers if this continues for a lengthy period of time. Groups are left battling for attention and resources when the "we vs. them" mindset isn't addressed.
This tendency toward tribalism may be countered by sharing as much information about your team working with other corporate officials as feasible. Show your team's accomplishments in interdepartmental meetings by bringing in particular performance metrics from the previous week. When your employees' efforts are recognized by consumers, you should use the opportunity to congratulate them in front of the whole organization.
[bookmark: _Toc98252341]Seek out growth opportunities for your top performers
Leaders with a keen eye for talent know they can't hang on to their best workers indefinitely. Talented and driven people will always be looking for new chances. It's up to you at that moment to decide either you want to assist them in furthering their careers or obstruct them.
Investing your time in finding career advancement chances for them is an excellent way to show them you care about their long-term success. Be sure to tell them how much you appreciate their efforts and that you worry about their long-term satisfaction as well.
· You will develop a campaign of your own that you will promote, and or advocate a given cause, or mission for which you are passionate about
Organizations are only limited by its resources and their inventiveness when it comes to promoting their cause and attracting support. Even so, there are a few things you can do right now to make sure the campaign is a success.
[bookmark: _Toc98252342]Set a specific goal
What specific goals do you hope to achieve via your campaign for social change? As precise as possible, the better! Regardless of whether you're part of a larger movement for change, every advocacy effort requires a defined, quantifiable aim that people can grasp and unite behind. Make sure your objectives are Sensible: Specific, Measurable, Attainable, Relevant, and Time-bound (or SMART).
Writing objectives with a clear end result in mind that others can relate to is made easier using this technique. Motivating others to action is much easier with well defined objectives. Advocacy efforts aimed at enlisting the help of the general public, rather than advocacy experts, need SMART objectives (Howell, 2005). People stay concentrated on an activity if they have a clear aim in mind. Also, when you can track your progress, it's simpler to remain motivated and enthusiastic.
[bookmark: _Toc98252343]Clarify your message
Once you've established a SMART objective, it's time to craft a message that will appeal to your supporters and entice them to join your advocacy campaign. Rallying cries should be catchy and simple to recall so that people can remember them when they need them.
When it comes to advocacy campaigns, your organisation should focus on one single topic or cause. Assume if hundreds of people turned up to a demonstration in favour of free school meals for at-risk students, but nobody knew whose county, local school, or state you were speaking on behalf of? This is a complete and utter disaster!
[bookmark: _Toc98252344]Create a timeline for your campaign
When planning an advocacy campaign, you don't need to know every detail in advance, but you do need a schedule that specifies your ultimate objective and the significant events, problems, and chances you will need to either take advantage of or overcome.
Identify critical events and "benchmark dates" by beginning with specific deadlines, judgment dates, or even other time-specific occurrences. What techniques and methods you choose will be influenced by the timetable you've drawn out.
The information you need to share with your circle of supporters may not be clear at this point, but you'll probably want to do so as you go along. Add a chronology of your supporters' communications (Dirndorfer, 2002). Your campaign will benefit from a well-planned timetable, which you may adapt as you go.
To purchase a CRM system or an online directory to collect and manage contact details, now is the best moment! An advocacy campaign is a wonderful approach to get in front of a larger audience of individuals who share your values. Even after your election is complete, you'll want to keep in contact with your supporters.
[bookmark: _Toc98252345]Get organized and mobilize
It's time to organise and activate your fans now that you do have a purpose and a message. Customized online resources are likely to be necessary.
Your advocacy campaign should include a specific contribution page in order to generate money. As a result, you'll need to establish a means to centrally collect signatures and/or mobilise people in order to contact particular individuals about your campaign's topic(s). Every advocacy effort may benefit from online forms and tailored petitions.
It's typical for groups to set up forums where individuals may share their tales. People may contribute their own tales by joining Facebook groups or creating bespoke pages on a company's website. There are a number of organizations that use hashtags and other inventive methods 9 Edwards, 1993). The Ice Bucket Challenge advocacy campaign of the ALS Association has gone popular on social media. Individuals with ALS shared their tales by tagging their ice bucket challenge videos with the hashtag. More money was collected than the charity could have ever hoped for, and awareness of ALS was increased.
"Why can't the victims of domestic violence simply leave?" was the question posed by one individual after the video of Baltimore Ravens running back Ray Rice abusing his wife became viral. The hashtag #WhyIStayed was used by women throughout the globe to share their tales of domestic violence. The hash tag became one of the most popular survivor-led efforts (Aufderheide, 1993). With these in place, it will be much easier to fill in the particular actions necessary to achieve your objective and bring about change! Are you seeking for new methods to expand your lobbying efforts? To help you get started, here are three resources:
Don’t Choose A Nonprofit CRM Without These 6 Features: 
CRM systems, as previously said, are critical for firms engaged in advocacy work. Collecting supporters' contact information is crucial. Choosing a CRM system for your organization will be made easier by this blog post.
Surefire Ways to Improve Your Nonprofit Storytelling: 
Advocates commonly use storytelling to influence people's thoughts, feelings, and actions. Become a master storyteller and wow your audience!
Powerful Salesforce Training for Nonprofits: 
With our training days and tools, we can assist you get the most from Salesforce and the Soapbox Engage applications. We're here to support you!

[bookmark: _Hlk82528212]ARTEFACT TASK 1
[bookmark: _Toc98252346]Developing the big idea
I'd like to utilise a real-life case example from belVita to highlight each of the major processes in the creation of a campaign big concept (Powell, 1987). For perspective, Mondelez International's belVita was trying to enter the US breakfast biscuit industry at a time when numerous established direct rivals were already in the market with comparable offerings. It was clear to belVita that they needed a strong concept to help them stand out from the pack while beginning in such a competitive market.

[bookmark: _Toc98252347]Start with a clear brief/ challenge
First and foremost, everyone engaged must have a clear understanding of what the situation is and how to approach it. Because it helps to ensure that your goals are clear when working with just an agency or collection of agencies, the brief is essential.
This meant that the belVita task was to come up with a distinct big concept that went opposed to what other brands were saying, i.e. that morning was a time to survive and get on with. In the first stages of the briefing, there are two main areas of focus:
Make sure you know exactly what you want to accomplish at the conclusion of the promotion so that you can stay focused and on track. BelVita wants to do more than just launch their brand to the United States market with this campaign. As a result, they sought to make statements through generating interest in the product, as well as sales and trial.
Who is your audience? 
It's critical to clearly define the audience you're trying to reach with your marketing. The more you know about your target audience, the more you can tailor your big idea to their preferences, dislikes, motivations, and lifestyles.
Their target demographic was described as "morning optimists," individuals who were upbeat, ambitious, and juggling a lot of responsibilities at the same time.
[bookmark: _Toc98252348]Uncover a compelling insight
Identifying a clear, captivating insight that captures an actual truth and a genuine issue to fix for the customer comes next. By doing a thorough investigation of both the intended audience and entire product/service category, it is possible to attain this objective. Consumers were inundated with the same messages because of the $1 billion a year spent on breakfast food advertising, as revealed by belVita. BelVita's own research found that customers believed breakfast was very essential since they wanted to fulfil a larger objective in the morning, but other brands spoke about mornings as a problem. Instead of a challenge to overcome, the morning presented a chance to get things done.

[bookmark: _Toc98252349]Find the brand connection
It is at this point that a brand may begin brainstorming workable solutions to confront the consumer's issue or demand (Wyatt, 2008). BelVita began developing their breakfast biscuits with the concept that they would provide individuals the energy to power a succession of triumphs throughout the morning, knowing that many customers wanted to start the day in positively and conquer the day. Because of their strategic thinking and their understanding, new morning marketing for a new morning brand was born.
[bookmark: _Toc98252350]Articulate the idea clearly and succinctly
Whether a large topic can be condensed into a one-page summary is a good indicator of how effectively it will resonate and transfer across platforms. Consider whether or not your friends would understand your reasoning if you tweeted it out to your followers. As a result, the concept may not have the capacity to create an impression if it doesn't stand out or stand out well.


[bookmark: _Toc98252351]ARTEFACT TASK 3
[bookmark: _Toc98252352]When to Use an Elevator Pitch
Some people believe that this type of stuff is just good for salesmen who need to sell their products and services. However, an elevator pitch may be used in a variety of scenarios (Vegh, 2013). In this case, you may utilize one to present your company to new clients or clientele. If you're running a change project in your company, you may want to utilise one of these to communicate it to your CEO. In fact, if you wanted, you might use it to explain your line of work to others who are curious.
[bookmark: _Toc98252353]Creating an Elevator Pitch
Developing a winning pitch might take some time. It's possible that you'll have to go through a few draughts before you come up with anything that's both intriguing and conversational. To develop a fantastic pitch, follow these stages, but remember that you'll have to adapt your approach based on the subject matter:
[bookmark: _Toc98252354]Identify Your Goal
To begin, consider what you want to accomplish with your presentation. Do you wish to notify prospective customers about your business, for example? Do you have a brilliant product concept that you'd want to present to a senior member of your company? Want to give a short speech to describe your line of work?
[bookmark: _Toc98252355]Explain What You Do
Describe the mission of your company at the outset of your pitch. Think about how your work helps others and solves their difficulties (Saxton, 2014). If you can, provide a statistic or piece of data that demonstrates the usefulness of your work.
[bookmark: _Toc98252356]Conclusion
The process of developing a "big idea" is not a simple one, and there are many people involved. The ability to maintain focus and adhere to the campaign's brief and goals is essential while developing a concept, regardless of whether you're working on it on your own or with an outside firm. It is possible for a company to create an impactful campaign by creating an effective big concept and then using an array of different executions to bring that idea to life in a way that resonates well with the target audience.
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