
TRANSFORMING INFLUENCE & POLICY:

DIGITAL ADVOCACY TRAINING FOR THE 
COVID- ERA & BEYOND

// MAY 14, 2021



THEN: 
OLD SCHOOL

Influencing Policy: THEN & NOW



https://youtu.be/kAa9eRIF-bQ
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http://www.youtube.com/watch?v=z1fnWLQwpGM
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http://www.youtube.com/watch?v=L8DMlqCbuY4


NOW:
DEMOCRATIZING 
ADVOCACY

http://www.youtube.com/watch?v=kAa9eRIF-bQ
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http://www.youtube.com/watch?v=IrVs0-qTkI4


TOOLS OF THE TRADE: 
USING DIGITAL & SOCIAL 
MEDIA FOR EFFECTIVE 

ADVOCACY



THE NEW NORMAL

The Changing Digital Landscape:
Here to Stay

Digital Advocacy Days

Zoom Meetings

Virtual Press Events

Virtual Hill Days / Fly-Ins

Email Advocacy

Text messaging advocacy & 

communications



DIGITAL TRENDS

ǒ Digital video is booming - both streaming services and social media

ǒ Podcasting is becoming more popular

ǒ Increased social media usage

ǒ Growing diversity of social media usage

ǒ Daily activities, routines, and expectations switched to digital

ǒ Change of tone of digital communications

The Changing Digital Landscape:
Here to Stay



DIGITAL TOOLS FOR 
GRASSROOTS ADVOCACY & 
GOVERNMENT RELATIONS: 

PHONE2ACTION



CALLS- TO- ACTION

Our Favorite Digital Advocacy Tool:
Phone2Action

Sign up for email and 

text alerts

Sign a petition

RSVP for a virtual or 

in-person event

Send an email message 

to targeted legislators

Connect with their 

personal legislators

Sign up via text keyword



CALLS- TO- ACTION

Keys to Successful Asks



6% conversion rate on all 

calls-to-action

BEFORE

6% text conversion 

rate

7 million emails sent 

via Phone2Action

16% conversion rate 

on all calls-to-action

NOW

11% text conversion 

rate

12.4 million emails 

sent via Phone2Action

Digital Advocacy Trends: 
BEFORE vs. NOW





QUESTIONS?



POP QUIZ!

The first person to answer correctly in the chat will win a prize!

Q:  What social media platform saw an 
increase in usage by 287% in

spring 2020?



THE ISSUE

The Family Care Act is proposed legislation to establish a state-managed 

insurance program covering all workers in Pennsylvania.

Paid family and medical leave programs allow working individuals to take 

time off of work to care for themselves or a family member when a serious 

medical need arises. 

CASE STUDY:
The Family Care Act 



OBJECTIVES

ǒ To share compelling, personal stories as evidence of the need for 

paid leave

ǒ To highlight bipartisan support of paid leave in PA

ǒ To emphasize the widespread impact paid leave would have on the 

racial, economic, and gendered disparities exposed during COVID

ǒ To drive traffic to Family Care Act websiteôs ñStory Cornerò

The Family Care Act: 
DIGITAL STORYTELLING DAYS



TACTICS

ǒ Engaged coalition partners to gather dozens of paid leave stories

ǒ Virtual press conference with lead sponsors

ǒ Live roundtable with coalition partners speaking to paid leaveôs impact on:

ƺ Individuals with disabilities and complex medical conditions

ƺ Restaurant and service industry workers

ƺ Manufacturers and small businesses

ƺ Maternal and infant mortality 

ǒ Live Twitter ñStory Stormò

The Family Care Act: 
DIGITAL STORYTELLING DAYS




