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In this session…

This advanced session will highlight methods 

for leveraging digital tools to establish the ALS 

Association as a leading organization in the 

fight against ALS. Participants will learn how to 

create and use digital materials to inform, 

educate, and persuade lawmakers and their 

staff about the issues that matter.



Our learning 
objectives

● Understand the importance of 

elevating constituents’ opinions to 

legislators using digital tactics. 

● Learn how to align ALS 

messaging priorities with content 

for appropriate audiences to 

achieve specific advocacy goals.

● Discover cutting edge tools and 

best practices to improve 

advocacy messaging.



Answer in chat: 
How have you engaged with an elected 

official?
(meeting, action alert, letter, tweet, etc) 



Understanding the 

Audience



Stakeholder Wheel
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Newness Abounds in 2023

• New Congress

• New Majority in the House

• New House Leadership

• New Members

• New and old Legislation

• New Committee Chairs and   

Assignments

• New Issues

• New Challenges



WIIFM: What’s In It For Me?

Interspersing calls-to-action with creative or educational content will ultimately 

pay off in a more engaged community in the future. It’s important to put 

ourselves in the shoes of our (likely busy, stressed, and in email overload) 

advocates when we communicate by delivering value, brevity, and even delight.

 

The recipient wants to know “What’s in it for me?”



Why should I care? 
What’s in it for me?

Audiences

• What’s the next thing you want them 

to do?

○ Visit this website

○ Make a donation today

○ Vote on this bill

• Decide if you’re trying to shape the 

environment or seeking measurable 

change.

Goals

• What’s In It For Me?

• Digital gives us the ability to talk to 

many audiences at once…

• Editorial calendar planning 

• Consistency is crucial – so consider 

keeping your content to 3 key points!



Framing

The Truth

ABCDEFGHIJ
KLMNOPQRS
TUVWXYZ

Your Truth

AZXF

PUY

RTMVQ



Structure

• AIDA - Attention, Interest, Desire, Action

○ Did you know your OOP prescription drug costs could increase? Congress can 

close the donut hole, but they need to know this is a priority for you. Sign this 

petition today.

• C3PO - Clear Picture, Prove, Push, Offer

○ Alzheimer’s Disease kills more people than breast cancer and prostate cancer 

combined. With nearly 6 million Americans living with the disease, we have to do 

more. Join us in the fight to end Alzheimer’s in America.

• PAS - Problem Action Solution 

○ In recent weeks, many people with heart and stroke emergencies have delayed 

seeking medical help or decided to just ‘sit it out’ and stay at home because of 

their fear of COVID-19. The message is simple and clear. If you are experiencing 

the symptoms of a heart attack or stroke: don’t delay. Every minute counts. 



Bringing in 

Constituent Voices



Constituents (you!) Are Key

● Members of Congress represent 

and serve their constituents 

several ways, including by 

developing and voting on 

legislation

● If you can work those constituent 

voices into your efforts it will 

make a bigger impact 

● The changes with virtual 

technology levels the playing field 

and makes advocacy more 

accessible



Opportunity to Educate

● New members of Congress and their staff are 

not instant experts on most issues, and many 

take years to develop positions on some 

● There are always new wrinkles in old issues, 

even for established offices

● Congressional staff need reliable information 

that can be easily found, digested, forwarded 

and repeated back to their boss to formulate 

opinions

● Develop contacts with offices and be the 

source of relevant information

● Make it relevant to your district or state



The Power of Stories 

● First-person perspectives or real stories 

are a powerful communication tool that 

harness the power of narrative 

transportation 

● Stories affect a different part of the 

brain than fact-based arguments - they 

trigger feelings and emotions which 

guide actions



How do we tell compelling stories?

● Compelling content is the key to any social media 

activity that will inspire others to action.

● Competition for attention across social media is 

brutal with torrents of content and shrinking 

attention spans across different platforms.

● Social media is a visual form of communication - 

photos, videos, infographics, memes are used 

extensively.

● Top performing content across all platforms more 

and more often is video - think about ways you 

can use it.



Visuals are Key 

Research shows that people remember… 



Creating Your Own Visuals

● Free Tools

○ Canva

○ Google Suite

● Premium Tools

○ Adobe Creative Suite

● Common Tools

○ Microsoft Word

○ Powerpoint

http://drive.google.com/file/d/159D7-BNn-TMvDtniHtahQOj-UNGxI-Yc/view


Think Beyond Just Email

● Sending a message to Congress via web 

tools is still an important tactic – but it 

should be the first step of advocacy 

engagement.

● The number of communications that 

come into a lawmaker’s office is 

staggering and most are not personalized.

● Messages are tallied and reported – and 

the sponsoring organization is often 

known – but it’s not what really moves the 

needle.



Average Annual Mail to House Offices up 13X from 2001

Source: Congressional Management Foundation



Email Websites Text Messages & SMS

Personalized, timely, 
clickable 

Focused, enticing, SEO 
forward 

Action oriented, 
personalized

LinkedIn Facebook Twitter

Professional thought 
leadership

Relatable, thumb-
stopping

Politics, journalists, news

Instagram TikTok Others

Heartfelt, visually 
compelling, follows trends 

Trend-aware, video, 
captions

Research, don’t dive in 
head first…



Stories vs. Stats



Tips & Tools



Social Media is Public Engagement

● Showing support and making requests via 

social media is the 21st century equivalent of 

sending a letter to the editor 

● Mentioning the Rep. or Senator by name 

and tagging them on the platform is 

important

● Tagging pings whoever is monitoring the 

accounts for the office and will be noticed

● Be sure to use visuals and/or embedded 

media with your posts to drive engagement



Social Media is Public Engagement



Social Media is Public Engagement



Social Media is Public Engagement



Creating Your Own Visuals

● ALS Association Canva 

graphics 

○ Customize your own 

graphics using 

templates provided 

by the ALS 

Association. 

https://www.canva.com/design/DAEYeMEAjeo/_3eT2Yn-V0subKDhX4nJ4g/edit?utm_content=DAEYeMEAjeo&utm_campaign=designshare&utm_medium=link2&utm_source=sharebutton
https://www.canva.com/design/DAEYeMEAjeo/_3eT2Yn-V0subKDhX4nJ4g/edit?utm_content=DAEYeMEAjeo&utm_campaign=designshare&utm_medium=link2&utm_source=sharebutton
https://www.canva.com/design/DAEYeMEAjeo/_3eT2Yn-V0subKDhX4nJ4g/edit?utm_content=DAEYeMEAjeo&utm_campaign=designshare&utm_medium=link2&utm_source=sharebutton


Tips to Improve Your Writing

https://hemingwayapp.com/ 

 

● Helps you keep it simple

● Aim for grades 6 – 9

● You can copy/paste into tool 

or write directly in it

https://hemingwayapp.com/


Tips to Improve Your Writing

https://headlines.sharethrough.com/  

● Headline Analyzer

● Strengths & Suggestions

● Engagement Score

● Impression Score

https://headlines.sharethrough.com/


Organizing Your Thoughts

Google Docs

• Type in doc.new into Chrome

• Set headings for different sections

• Go to View > Show Document 

Outline

• For long documents, create anchor 

links

Trello

• Organize your thoughts into different 

buckets

• Really good for web content from 

scratch

• Helps you brainstorm and gives you 

a place to save ideas for future 

content 



ALS Association Action Center

● Become an ALS Association advocate at als.org/actioncenter

● Federal Advocacy Actions

● Logging interactions and actions taken



ALS Association Action Center



Share Your Story

● Submit your ALS story at 

www.als.org/share-your-als-story  

○ Written 

○ Audio 

○ Video 

○ Images 

http://www.als.org/share-your-als-story


Share Your Story

http://drive.google.com/file/d/1aKFyAB7snqsgOHbMYLX05FkF2UdSBRRb/view


Questions? Comments?



Thank You!
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