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Here’s a reminder of what advocacy is (as well as what  
it’s not).

a.   Advocacy is active promotion of a cause or  
principle.

b.  Advocacy involves actions that lead to a selected 
goal.

c.  Advocacy is one of many possible strategies,  
or ways to approach a problem.

d.  Advocacy can be used as part of a community 
initiative, nested in with other components.

e.  Advocacy is not direct service.

f.    Advocacy does not necessarily involve  
confrontation or conflict.

Some examples to help clarify just what advocacy is:

1.   You join a group that rescues and temporarily houses 
abandoned dogs — that’s wonderful, but it’s not  
advocacy (it’s a service);

2.   You organize and agitate to get a proportion of  
apartments in a new development designated as  
low to moderate income housing — that’s advocacy;

3.   You spend your Saturdays helping sort out goods  
at the recycling center — that’s not advocacy  
(it’s a service); and

4.   You hear that land used for the recycling center  
is going to be closed down and you band together 
with many others to get the city to preserve this site, 
or find you a new one. Some of you even think  
about blocking the bulldozers, if necessary —  
that’s advocacy.

Advocacy usually involves getting government, business, 
schools, or some other large institution to correct an  
unfair or harmful situation affecting people in the  
community. The situation may be resolved through  
persuasion, by compromise, or through political or  
legal action.

Several ingredients make for effective advocacy  
including:

a. The rightness of the cause

b. The power of the advocates (i.e., the more,  
the better!)

c. The thoroughness with which the advocates 
researched the issues

d. The opposition

e. The climate of opinion about the issue in the 
community.

f. Their skill in using the advocacy tools available 
(including the media).

Above all, the selection of effective strategies and tactics. 
For some people, advocacy is a new activity. It may 
be uncomfortable — particularly if confrontation and 
conflict are involved. But, for others, advocacy is more 
attractive than setting up and running service programs 
in the community. More often than not, advocacy is  
simply translating your feelings of discomfort, disgust, 
and/or disappointment in a problem into organized  
action that can potentially significantly reduce or elimi-
nate the issue.

 

What is Effective Advocacy?

Advocacy is the act of supporting a cause or proposal.

Effective advocates influence public policy, laws and budgets by using facts, their relationships,  
the media, and messaging to educate government officials and the public on the changes  

they want to bring for children, their families and communities.
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KEY COMPONENTS:

Know the facts:  
To gain and maintain credibility, it is critical that you have all of the facts on both sides of any issue. Having this  
information at your finger-tips will help you in conversations with government officials, the media, other advocates, 
and the general public.

Use the facts:  
Any position you take should be grounded in the facts. It is often helpful to put your facts into one pagers that you can 
distribute. Have clear and concise message; government officials, the press and the general public do not have time 
for longwinded conversations or documents—get to your point quickly and concisely. And remember to watch out for 
the jargon and acronyms used in different fields—you want everyone to understand the issues you are raising.

Nurture relationships and work collaboratively:  
Advocacy is a joint venture – you need to find your allies and work with them. Your chances of success are much  
greater when there are large numbers of organizations and people on your side. Whenever possible, be sure you and 
your allies have consistent data and the same messages.

Engage the public:  
Use the media, social media, petitions, letters, e-mails and other grassroots strategies to engage as many community 
members (i.e. state, city or county residents) as you can. Remember numbers speak loudly to elected officials! Make 
your voice heard! Advocacy is not the place for being shy. Make sure you spread the word—through meetings with 
government officials, press conferences, letters, petitions, rallies, and phone calls. And remember to talk about what 
you are advocating for at social events- you never know who can become a useful ally.

Say thank you:  
Remember that everyone is busy and their time is valuable. Keep your meetings short and always say thank you  
afterwards. When your advocacy is a success, always thank everyone who helped you achieve your victory!
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When and Why Would You Choose Advocacy?
It is often recommended to use advocacy as the last resort, to avoid fatiguing your community leaders, key  
influencers and/or legislators. Here’s why. When considering the feat of substance abuse prevention advocacy, the 
greatest challenge is changing perceptions. Yes, policy change is an excellent way to set the precedent for the entire 
community that a certain behavior is not acceptable but pursuing legislation may not be the best solution for every 
substance related problem. The Social Ecological Model (SEM) for health promotion explains the interrelations  
between personal and environmental factors, which may influence one’s behaviors. SEM can be adapted to increase 
substance abuse prevention efforts. The moral of the story is that there are several levels to intervene and promote 
change — all of which, you and your team are still considered advocates!
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EXAMPLES OF ENVIRONMENTAL POLICIES FOR ALCOHOL, TOBACCO AND ILLICIT DRUGS

Strategy Alcohol Tobacco Illicit Drugs

Environmental policies to limit access

Purchase laws Compliance checks:  
Minimum purchase age laws 
actively enforced

Removal of cigarette machines Laws prohibiting sale,  
possession and distribution

Price controls Excise tax;

Ban on “2 for 1” drink specials

Excise tax;

No free tobacco samples on military bases

Increase supply reduction  
to raise prices

Restrictions on retail 
sales or sellers

Limit number of sales licenses 
within a county/city/town

Synar checks;

Limit number of sales licenses;

Fines for selling to youth

Land use ordinances enforced on blighted/  
abandoned properties; physical design changes 
(increase lighting; plant shrubs, etc.);

restrictions on sale of pseudoephedrine and  
ephedrine and other meth precursor chemicals

Environmental policies to influence norms

Legal deterrence Zero Tolerance laws for youth 
under 21 years; You Use/You Lose 
laws; Social Host laws

Source Investigation

Programs

Fines for selling tobacco to youth Workplace initiatives;  
Asset forfeiture laws

Counteradvertising Ban alcohol sponsorship; 
Advertising restrictions

Surgeon General’s Warning/The Truth Cam-
paign;

Restriction on samples and coupons;

Ban television advertising

National Anti-Drug Youth Media Campaign ads/ 
websites

Adapted from Environmental Prevention Strategies: An Introduction and Overview, Deborah A. Fisher, Ph.D., used with permission.

Adapted from a CADCA Publication, “The Coalition Impact: Environmental Prevention Strategies”

Don’t Get Discouraged!
Being a catalyst for change is seldom easy and can be a long road. Remember, that with each Facebook like, newsletter 
subscription, invitation to speak you are making gains in acquiring support for your initiative. Keep plugging away at 
it and make every attempt to capitalize on the opportunities in front of you! It is okay to be an opportunist when it 
comes to advocacy. Seek events and forums that align with your topic. Attend these events and introduce yourself and 
your groups focus. This is a great way to gain a moral victory — exposing at least one more person to how your cause 
directly impacts them.

The best time to start planning for an advocacy campaign that targets policy level is:

•	 When your direct experience or preliminary research shows you cannot achieve 
your goals in any other way;

•	 When you are sure you have (or will have) the capacity to carry it through;

•	 When you have enough enthusiasm and energy to last for what could be a  
long haul!
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Prevention Advocacy Strategies
Advocacy is easier than you think. There’s a good chance that you are already functioning as an advocate and just 
don’t realize it. It is important to familiarize yourself with effective advocacy activities to avoid being paralyzed by  
uncertainty or fear of jeopardizing funding. Two advocacy opportunities that will expand dissemination of your  
message(s) are: (1) Raising Awareness and (2) Policy Education.

RAISING AWARENESS
Actively raising awareness may seem like a small solution to a huge concern. Incrementally empowering members  
of your community increases capacity for your issue. Remember, there is strength in numbers! Here are a few things  
to consider when embarking on the journey of raising awareness.

Finding the facts
When you are leading the community in addressing an issue, it is critical that you stay in front by knowing the issue 
inside and out. Therefore, any public claim you make should be rooted in factual information or reliable statistics.  
Your facts should guide your actions and statements.

	Document your claims. For example, if you claim that alcohol producers have targeted children for  
advertising campaigns, count and write down the location and content of the alcohol-related billboards  
and posters you find near elementary, middle, and high schools.

	Collect data. Obtain accurate, high quality information from evidence- based sources, experts or those  
who have current facts and figures about the issues and options you present.

Reliable sources include:

1. Georgia Student Health Survey (to increase impact compare with national surveys, such as,  
the Youth Risk Behavior Surveillance System)

2. Court Data (Municipal, Magistrate, Juvenile, Probate, State, Superior)

3. Georgia Bureau of Investigation

4. County Medical Examiners

5. Health Departments (local, county, and/or state)

6. When highlighting state or county data, it is helpful to compare the data to states or counties 
with similar demographics (i.e. median income, racial/ethnic distribution, etc.)

•	 You can also do regional comparisons

a. SAMSHA Region 4 (includes Alabama, Florida, Georgia, Kentucky, Mississippi, 
North Carolina, South Carolina, and Tennessee)

b. Department of Behavioral Health and Development Disabilities (DBHDD),  
Office Behavioral Health and Prevention (OBHP) Regions

	Reference everything. Highlight as many valid sources as possible.

	Document & diversify all findings. Diversify the presentation of your data (i.e. 1-pagers, briefs, infographics). 
Having several forms of the information, increases retention of the facts and ensures that you have digestible 
versions of the same content to share with various sectors (such as Judicial, Law Enforcement, Youth, etc.) of 
the community.
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Know your audience

One of the challenges to effectively raising awareness is being extremely perceptive to what motivates, inspires and 
engages your target audience. Identifying these motivating factors helps you and your organization appropriately 
package the information you are presenting.

Stakeholders are typically persuaded by one of the following:

1. Facts, Statistics, and Figures – presenting the bottom line.  
For example, if you were trying to increase the number of drop box  
locations for prescription drugs in your community; quoting results from 
your assessment presents a compelling argument that more drop box 
locations are needed.

2. Monetary Value – Assigning a dollar amount to your strategy or problem 
may present a more compelling argument to your audience. Legislators 
and/or city council members may be more inclined to act if they hear 
“teen drinking costs our city an average of $250,000 per quarter (i.e. law 
enforcement manpower for party disbursement and traffic incidents)

3. Personal Stories – We are all human and hopefully connected with our 
emotions. Many people begin to understand the movement around your 
issue or will want to get involved after connecting with a relatable story. 
The story does not have to be a personal experience but needs to be factual. If the story is about  
someone you know, make sure you have permission to share their circumstance. Don’t use names when  
retelling the story and try to encourage those directly impacted by the story to share themselves.

TRADITIONAL VS. SOCIAL MEDIA CAMPAIGNS

Once you have gathered your data and designed the best way to engage your audience the very next steps are  
selecting the proper medium and framing your message. In targeted messaging, you want to ensure that you  
highlight your shared values, while presenting comprehensive facts. Your messaging should be designed to empower 
your audience and compelling enough to increase support for you and/or your organization’s cause. There are several 
platforms to leverage for dissemination of your message. Don’t limit yourself to just one medium.

Traditional

Common traditional strategies include billboards, letters to the editor, flyers/1-pagers, posters/
banners, buttons, etc. All of these are great ways to increase the visibility of your message. 
Always consider strategies that not only increase visibility but also have measurable outcomes. 
For example letters to the editor are an opportunity to share issues or concern of a  
publication’s readers. Here are a few reasons to consider submitting a letter for publication:

•	 Support or oppose a stance taken by the publication, or a response to another letter written

•	 Comment on a current issue being debated by a governing body (local, regional, state or national)

•	 Highlight or provide remarks about a recent story; especially if it is related to your cause

•	 Persuade others to take action

Most importantly letters to the editor have measurable outcomes such as publication readership. If the publication is 
an online platform, you may be able to delve into more quantitative metrics such as link clicks and likes. You may also 
gain access to great qualitative data if the platform provides a comments section.

Facts/Statistics 
& Figures

Personal 
Stories/ 

Emotions

Dollars &  
Cents $$$
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Here’s a couple of tips that may help get your letter published:

•	 Regardless how angry you are about a particular issue, refrain from ranting. Editors are more inclined to  
publish a comprehensive, thoughtful reflection on a particular issue than a rant.

•	 Be concise. Editors have limited space for publishing letters, so brevity is key in articulating your concerns. 
However, don’t sacrifice being thorough.

•	 Incorporate data (local statistics) and personal stories

•	 Don’t be anonymous! Include your name and title; it can add credibility to your letter, especially if your  
position is related to the issue. Note: Do not include your title if you are urging legislators to support a specific 
policy (that’s lobbying!). In this instance you want to highlight why it matters to you (ex: Concerned parent, 
Your constituent)

Check the tools section for a letter to the editor template!

Social Media Campaigns

Leveraging social media is a very cost effective, efficient method for disseminating your messages. Like many of the 
traditional strategies, you are able to reach a large number of stakeholders. But, a major benefit of social media  
campaigns is that you are able to more closely monitor and gauge the impact of your messaging. Here are some  
of the benefits to using social media:

•	 Customer Orientation: focus on the needs, 
wants, and attitudes of the targeted audience(s);

•	 Audience Segmentation: divide a heteroge-
neous target group into more homogeneous 
segments based on motives, values, behaviors, 
attitudes, knowledge and opinions;

•	 Exchange: allows for real time integration of 
ideas;

•	 Behavioral Goals: allow the prevention  
community to participate in goal setting in order 
to reduce non-compliance of targeted behaviors/
risk factors;

Depending on the platform you choose, there are several ways to measure engagement with your messaging.  
Metrics may include:

•	 Views/Impressions 

•	 Likes

•	 Favorites

•	 Theory Based: implementation of targeted 
interventions for the audience(s) are based on 
behavioral, health educational and promotional 
theories in addition to communication theories; 
and

•	 Mixed Methods: allows for the collection and 
analysis of qualitative and quantitative data for 
effectiveness evaluation.

•	 Mentions

•	 Direct Message

•	 Share
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The list goes on! The primary thing to focus on when launching a social media campaign is being intentional about 
your messaging. Identify your target audience(s) and tailor your messages to them. Plan what messages will go out 
each day; create a content calendar.

Content Calendar layout:

Dates Sector Monday Tuesday Wednesday Thursday Friday Saturday

Jul 1 Parents

Jul 2-8 Youth

Jul 9-15 Law Enforcement

Jul 16-22 Government

Jul 23-29 Educators

Jul 30-31 Judicial

 ***Don’t forget about the other sectors! (Faith Community, Business, Civic, Healthcare, Non-profit, and Media)

A few tips to implementing a successful campaign:

•	 Don’t be afraid to tag groups or individuals that may be interested in the content

•	 Include at least one weekend day to ensure your messages are reaching everyone

•	 Diversify your messaging. Include images, text, infographics (a synergy of both pictorial and textual  
explanation of a topic (example in tools), secondary resources (i.e. articles, research, etc.)

•	 Remember you can schedule messages on some platforms or utilize scheduling programs, such as Hootsuite.

•	 Incorporate clear calls to action

•	 Remain flexible. Although you may establish a content calendar or schedule messages, maintain a pulse on 
current events and be ready to share.

•	 Stay personable by acknowledging holidays or general national days like Taco Tuesdays.

Town Hall Meetings
Town Hall Meetings are another great tool for mobilizing your community members to become 
catalyst for change. There is a great deal of planning that goes into hosting a results-oriented 
Town Hall meeting. Utilizing a variation of the Strategic Prevention Framework (SPF: Assess-
ment, Capacity, Planning, Implementation, and Evaluation) will help identify your community’s 
prevention priorities. The only difference when you using SPF for Town Hall meetings is adding 
a step between Capacity and Implementation, which is Promotion. When preparing for a Town 
Hall meeting consider the following:

•	 ASSESSMENT: Utilizing data to identify the primary issues, capacity and readiness  
within the community.

•	 CAPACITY: Identify the resources and skill sets of colleagues and coalition members 
that aid in the success of the Town Hall meeting.

•	 PLANNING: Designing the structure of the Town Hall meeting to accomplish outlined objectives and to  
highlight the priorities gleaned from the assessment. Also, consider the timing of your event. Hosting a Town 
Hall in conjunction with a well-recognized month, week or day (i.e. Alcohol Awareness Month, Prescription 
Drug Take Back Day, Red Ribbon Week, etc.) will really increase the attention and attendance for your event.
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•	 PROMOTION: Utilizing all mediums to gain the attention of your target audience

•	 IMPLEMENTATION: Following agenda as planned and including guest speakers the help drive the  
conversation and motivate community members to get involved

•	 EVALUATION: Assessing whether the Town Hall was a successful catalyst for change.

POLICY EDUCATION

Policy Education is typically where Prevention Professionals get a little uncomfortable. But Policy Education is a safe 
space. You are not lobbying when you are educating legislators or the public about a strategy. Activities that are  
considered Policy Education are:

•	 Education and research

•	 Educate the public on personal health behaviors and choices

•	 Research on policy alternatives and their impact

•	 Work with other agencies and the executive branch of their state or local governments on policy approaches, 
policy implementation

•	 Educate the public on health issues and their public health consequences

•	 Educate the public on the evidence associated with potential policy solutions to health issues

Examples to help clarify:

Your community assessment revealed that the majority of households flush prescription drugs 
because the drop box location is 45 minutes to 1 hour away. To rectify the problem, your  
coalition begins identifying ways to increase drop box locations in your county.  
(Policy Education)

HB 000 is sponsored by Rep. John Doe which requires all pharmacists in the state to serve as 
prescription drug locations. You contact Rep. X, the state representative for the community you 
serve, from your work email encouraging him to vote yes on HB 000. (Lobbying! – If you are a 
constituent of Rep. X, you can contact Rep. X from your personal email to persuade his vote).

Rep. Y just introduced a bill that will lower the legal drinking age. You send an email that  
discusses the dangers of youth consuming alcohol and how the legislation could be potentially 
harmful to your community. (Policy Education)

You run into Rep. X while taking your Youth Action Team (YAT) on a Capitol tour. After  
introducing yourself and briefly stating the type of work you and YAT engage in. Rep. X later 
invites you to a meet with him to learn more about your social host strategy. (Policy Education)
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Recognizing Allies

A major component of successfully implementing policy education as a strategy is identifying allies, opponents and 
neutral parties for your initiative. If you are the only people in your city, town, county or state who want something 
done about the problem you have identified, your cause could be in trouble. Fighting city hall with small numbers 
may be feasible, but taking on a community or entire chamber of indifferent people or legislators would be more  
challenging. Part of your and your coalition’s job is to generate ideas to increase representation of the population  
impacted by the problem. Let’s take social host for example, in Georgia, there are several municipalities and counties 
that have social host ordinances but to expand to a statewide effort or law there are many hurdles in gaining support. 
Try stratifying your objectives into overarching categories to map out groups and individuals to potentially begin 
fostering relationships.

Purpose: This activity helped explore opportunities to foster relationships  
with organizations or entities that can support social host and future statewide initiatives.

Social Host “Community” Awareness Social Host “Statewide” Awareness

Identify ways to reach  
all 159 counties:  
RESA, Family Connections,  
Police Chiefs/ Sheriffs,  
ASAPP (DBHDD), DFC

Superintendents (DOE)/ 
Local Boards of Education

State organizations: 
GMA, ACCG, GSA,  
PAC, GACP

New organizations:  
GA Association of 
County Managers & 
Administrators,  
GA City & County  
Managers 

Local Chambers  
of Commerce

DPH

HIDTA

State patrol

Statewide 
Social Host 
Campaign 

(Parents who 
host lose the 

most)

Kiwanis

Rotary

MAG

Produce How To’s/Host  
trainings: Press Release,  

Elevator Speeches, How to blend 
messages (demonstrating the 

relationship between (Marijuana, 
Alcohol, Rx drugs, etc.)

Policy Education/Advocacy Training
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It may also be helpful to document potential partners’ power or influence. Completing a “power grid” helps your  
organization identify the benefits of gaining support of the target organization, as well as keep track of the progress 
you have made to that point.

Social Host Power Grid

Name Influence/Rationale Progress

RESA

Superintendents/ 
Local BOE

Educators and Education decision makers 
could be potential supporters of the social 
host effort. Superintendent Richard Woods 
has spoken at the Substance Abuse Preven-

tion Day annually.

Researched RESA and all the school districts in GA are separated into 16 
clusters. The infrastructure could serve as potential model for initiating 
Advocacy Networking Clusters. Additionally, I’ve reached out to the GA 
DOE Program Manager for Safe & Drug Free Schools, to inquire about 

the best method to gain statewide support from the education sector.

Family  
Connections

The primary focus of this organization is to  
collaboratively address community/public 

health concerns in an effort to create 
lasting change.

We have been unable to efficiently (reach more than one community 
at a time) connect with Family Connections. It would be ideal to attend 

statewide/regional meetings.

Police Chiefs Connecting with the police chiefs associa-
tion provides an opportunity to spread the 

message throughout the state

Attending the Police Chiefs Winter/Summer Trainings. Submitted a 
proposal to present at breakfast where all attendees are present.

Sheriffs’ Assn Connecting with the sheriffs’ association 
provides an opportunity to spread the 

message throughout the state

Sheriff XXX is going to reintroduce Social Host to the Director of Sheriff’s 
Association in July.

Identifying allies is extremely helpful. In many cases the potential allies expertise can help refine potential benefits 
and risks (objections) for your cause. Engaging in these discussions help you refine responses to objections you may 
receive from opponents. Also, remember partners means it is a mutually beneficial relationship. So, be prepared to 
help out with projects or offer to be a resource for substance abuse prevention!

Identifying Opponents and Resistance

Depending on the cause, it’s very likely not to have any opponents. In many cases your opposition will be overcoming 
ignorance and apathy. However, if there are opponents, you must determine who they are and why they are resistant. 
A helpful approach is to examine your cause and brainstorm on the benefits and potential objections. Continue to 
meet with potential allies because as stated, they can be helpful in refining this process. Once you are comfortable 
with both sides of the argument, you can begin approaching groups/individuals to diffuse their opposition. Remain 
flexible because you may find friends in unexpected areas. For example, you’ve been working to pass a social host  
ordinance in your city, you approach a local brewery to gain their perception. In the meeting, the CEO agrees with 
what you are trying to do and offers funding from their foundation to contribute to the local campaign. Some  
meetings won’t go as smoothly. The meeting may end with them still opposing some sides of your position but  
agreeing with you on others.
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This type of communication should 
remain separate from your work.

Contacting Legislators
Can legislators be allies or opponents? Absolutely! Therefore, it is important to know where they stand when it comes 
to your issue/initiative. They carry a very important responsibility of making decisions for the state, which directly 
impact your community. Remember, legislators want to hear from you because constituents know best, what needs to 
change in their community. Additionally, from a professional/community activist standpoint, you are the expert when 
it comes to Substance Abuse Prevention! Talking with legislators about what’s going on in your community and the 
strategies utilized to address challenges is policy education. Here are a few reasons to contact your legislators:

•	 To explain to an official how a particular issue affects you or your group.

•	 To express support for a proposed law, policy, or course of action.

•	 To oppose a proposed law, policy, or course of action.

•	 To demonstrate to an official that his constituents are aware of an issue and have a real interest  
in the outcome.

•	 To inform an official about an issue or situation, giving background and history that she may not have.

•	 To request a meeting to discuss the issue or some related matter of concern.

•	 To thank an official for support given, or action taken.

•	 To criticize an official for a past vote or action.

•	 To ask for help or support.

Source: Community Tool Box

**   To build your reputation as a thoughtful person in the eyes of the officials, and thus make your criticism or support 
more influential, or to put yourself in the position of the person to be consulted when the official needs information 
about your issue.

**   This reasoning is the most critical because if you are approaching legislators for your cause or organization,  
you want to leave the impression that your work is credible and you are a reliable source for substance abuse  
prevention information.

Do Your Research
It is important to enter your first meeting with your legislator knowing a little information about them. Look into the 
types of bills that they have sponsored or if they have children the same age as your target group for your strategy. 
The purpose of this research is to identify items that you could use in your conversation to increase support for your 
issue, so that it becomes their priority.



Voices for Prevention | Advocacy Toolkit  |  15

Writing a Letter

The opportunity to meet may not always be available, but you still want to inform your legislators about your cause. 
You can always write your legislators a letter or an email. There is a strong chance that your legislator receives a lot of 
these in a day. Here are a few tips to ensure that your letter is recognized:

•	 Open the letter professionally

•	 State the purpose of your letter upfront

•	 Briefly explain the problem or other communities 
success in addressing a problem

•	 Describe what any changes would mean to you, your 
group and community

•	 Acknowledge past support/ Highlight how they can 
help

•	 Close by thanking them

[Date]
Title [Name of Representative or Senator]
GA House of Representation or GA State Senate
Office of Address of Elected Official

[Greeting] Rep./Sen. Official’s last name
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TOOLS
WRITING AN EFFECTIVE LETTER TO THE EDITOR

The purpose of a letter to the editor is to express you or your organization’s opinion/ point of view about an article you 
have read. The letters to the editor section is one of the most widely read sections of any newspaper or periodical and 
offers advocates.

A chance to provide readers with information and insights on an issue. The piece may not only inform, but also inspire 
readers to take action.

Here are some things to keep in mind:

Follow the submission guidelines – Most publications accept letters electronically. They are typically short  
(200 – 250 words) and all of your contact information should be included. It should be very timely – sent within a  
day or two of the article

Content – Be concise! Focus on one issue and include it at the beginning. Include your credentials or expertise in the 
subject area and check your facts. Reference the impact to local community and strengthen with statistics. Proofread 
your work. Better yet, have a colleague read the letter for you and provide honest feedback.

Call to Action –Powerful letters have a “call to action” that urge readers to do something. Contact and influence  
elected officials about the issue. Encourage readers to follow an organization on social media and become more 
versed about an area.

Template

HEADING 
To the Editor:  (If writing directly to the writer, substitute Dear Mr./Ms. ___) 
Re: “headline” and date of article

BODY* 
1-3 paragraphs that includes the case, supporting statistics, your expertise, impact to community,

CLOSING

End with a strong, positive statement in support of your case.

Your full name 
City, state 
Your phone # (Only if requested)

*Example

Re: “Proposed Colorado marijuana edibles ban shows lingering pot discord”

It seems hard to believe that many forms of edible marijuana are made to look like candy and treats that 
children often eat, yet the public is supposed to believe that the marijuana industry isn’t marketing to 
the youth. It has been reported that nine children have been treated at local hospitals after ingesting 
marijuana edibles. Further, one college student jumped off of a balcony after eating a cookie that  
contained marijuana. Now, parents are being warned more than ever before to check their children’s 
Halloween candy, suggesting that if they see anything that looks unfamiliar or strange, it could be a 
form of edible marijuana and should be thrown out. For these reasons and for the health and safety of all 
youth in Colorado, banning edible marijuana seems like the clear choice.

(*Source: Student News Daily)
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TOWN HALL MEETING FACILITATOR RESPONSIBILITIES AND TIPS  
(SOURCE: SAMSHA COMMUNITIES TALK)

The role of the facilitator is to plan, guide, and manage the flow of the event in a way that will achieve its goals or  
objectives. Goals for a Town Hall Meeting may be to:

•	 Educate the community about problem’s consequences;

•	 Empower the community to use evidence-based approaches, including environmental prevention, to reduce 
problem; and

•	 Mobilize the community around underage drinking prevention initiatives at the local, state, and national levels.

Facilitator Responsibilities
In carrying out this role, the facilitator will:

•	 Follow the proposed event outline/agenda;

•	 Keep speakers and events on schedule;

•	 Allow time for valuable participant  
discussion, questions, and answers;

•	 Guide the discussion according to the topic,  
while remaining neutral;

•	 Maintain an accurate account of important 
findings, items tabled for later discussions, 
and action items; and

•	 Close the meeting with an indication of next steps.

Facilitation Tips
•	 Be prepared. Understand the goals and objectives of the event, and think ahead about the directions in which 

the discussion might go.

•	 Consider the audience: What is being asked of them in meeting the event goals and objectives?

•	 Encourage attendees to participate in the discussions, but at their own comfort level.

•	 Direct conversations, but ensure that differing opinions are considered.

•	 Have a way to keep track of time.

•	 Have materials handy for recording key points to use in concluding the meeting.

•	 Distribute community-based organization materials.
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TEMPLATE ‘THANK YOU’ LETTER FOR ELECTED OFFICIAL OR COMMUNITY LEADER  
(SOURCE: LINKED LEARNING)

[DATE]

[NAME]

[TITLE]

[ADDRESS]

[CITY], [STATE] [ZIP CODE]

Dear [PREFIX] [LAST NAME]:

We would like to thank you for your participation in [EVENT]. Your willingness to share your experience with  
[LINKED LEARNING PATHWAY] at [SCHOOL] helped make the event a tremendous success.

As [an elected official/a community leader], you know that providing an excellent education to students is a top priority. 
By sharing your story, you helped us reach hundreds of [parents/educators/policymakers/business leaders] who may not 
know how critical their support is to expanding and sustaining Linked Learning in California. The active role you have 
taken in this effort is a vital step toward ensuring that students across the state receive the skills they need to succeed in 
college, career, and life.

In addition to the terrific attendance at the [EVENT] on [DATE], we received extensive media coverage from  
[TELEVISION/PRINT/RADIO OUTLET NAMES]. This includes coverage by [LIST MAJOR MEDIA COVERAGE].

This local effort is part of a statewide movement to engage parents, educators, policymakers, and business leaders and 
show them how their support can make a difference for our students and our future workforce. It takes advocates, local 
leadership, and community support to make Linked Learning a success.

On behalf of everyone at [ORGANIZATION], we thank you for sharing your story.

Sincerely,

[NAME]

[TITLE], [ORGANIZATION]

Enclosures

NOTE: Remember to put your letter on your organization’s letterhead and to include copies of news clips and/or the 
Certificate of Appreciation.
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COVER LETTER FOR MATERIALS/ THANK YOU + SPECIFIC ASK (LETTER OF SUPPORT)  
(SOURCE: VOICES FOR PREVENTION)

[Addressee Name]

[Street Address]

[City, State]

[Date]

Dear Formal Title or Mr. /Ms. /Mrs. [Name],

I would like to express my gratitude for the privilege to meet with you.  As a member of Voices for Prevention, an  
organization to prevent underage drinking and other forms of substance abuse, and [Job Title] (if you wish to include)  
I am committed to reducing underage substance use in my community as well as across the state. I firmly believe that this 
goal can most effectively be achieved through education, collaboration, and implementation of strategies that reach thou-
sands of people as opposed to only a few persons. The enclosed information outlines the serious consequences surround-
ing Social Host [insert a different strategy and a brief description of that strategy] or allowing youth access to alcohol and 
presents a proven strategy in reducing underage drinking. In turn, the opportunity to gain your insight and perceptions 
leaves me inspired and even more committed to refining the next steps in this policy education effort.

 
I, and members of Voices for Prevention, would appreciate your partnership in this effort by: (1) Writing a 
letter of support indicating your solidarity in policy education efforts surrounding community-level strategies 
that have proven effective in reducing underage substance use (i.e. Social Host/Teen Party Ordinances,  
Compliance Checks, Tax Increases on Products, etc.); (2) Educating legislators about proven strategies that 
target underage drinking; and (3) Creating community awareness of the critical underage substance abuse 
issues in communities across the state.

Again, thank you for your time.  Please feel free to contact me with additional questions and/or information!
Respectfully,

[Name]

[Title/Position]

[Contact info]

NOTE: Remember to put your letter on your organization’s letterhead and to include copies of materials that  
provide additional information on the content.

Insert  

your  

request
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Power Grid

Individual/Organization Influence/Rationale Progress
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Recognizing Allies:  
Map out potential partners and begin fostering relationships! 

Overarching question:  
Who would see value in addressing your or your organization’s concern?

Community “Gate Keepers”– 
Who should know about this problem 

and become advocates?

Key Influencers for environmental  
strategies such as, elected officials,  

commissioner, city council, etc.

Educational Activities  
that may improve your  

success in procuring allies. 
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