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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

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

● Podcasting is becoming more popular

● Increased social media usage

● Growing diversity of social media usage

● Daily activities, routines, and expectations switched to digital

● 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

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

paid leave

● To highlight bipartisan support of paid leave in PA

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

racial, economic, and gendered disparities exposed during COVID

● To drive traffic to Family Care Act website’s “Story Corner”

The Family Care Act: 
DIGITAL STORYTELLING DAYS



TACTICS

● Engaged coalition partners to gather dozens of paid leave stories

● Virtual press conference with lead sponsors

● Live roundtable with coalition partners speaking to paid leave’s impact on:

○ Individuals with disabilities and complex medical conditions

○ Restaurant and service industry workers

○ Manufacturers and small businesses

○ Maternal and infant mortality 

● Live Twitter “Story Storm”

The Family Care Act: 
DIGITAL STORYTELLING DAYS







THE STORY CORNER
Check it out on FamilyCareAct.com!  



RESULTS

● 55+ personal stories shared
○ Check them out at the FCA Story Corner: 

www.familycareact.com/story-corner

● 533% increase in page views

● 901% increase in post reach

● Twitter results:
○ Story Storm alone reached 2,800+ users

○ 4,300+ total 

The Family Care Act: 
DIGITAL STORYTELLING DAYS

● Press conference viewed 

almost 700 times
○ Seen by more non-followers than 

followers

● Roundtable viewed almost 200 

times

http://www.familycareact.com/story-corner
http://www.familycareact.com/story-corner


FAMILY

YOUR TURN!
Text the keyword

to the number

52886



THE ISSUE

Pennsylvania’s closed primary election system means that roughly 1.2 

million independent registered voters are shut out of participating in the 

primary process, even though their tax dollars help fund it. The closed 

system also helps drive political polarization and results in more “extreme” 

candidates on general election ballots.

Open Primaries PA: 
DIGITAL ADVOCACY DAY



GOAL

To grow momentum, engage coalition partners and grassroots 

supporters, and engage with legislative champions to increase 

visibility and support for open primaries in Pennsylvania.

Open Primaries PA: 
DIGITAL ADVOCACY DAY - May 2020



TACTICS

● Facebook Q&A

● Phone2Action Legislator Contact Campaign

● Story squares from Independent Voters

● “I’m One of Them” Frame for social media profiles

● Paid digital advertising campaign to connect with new Independent Voters

● Videos from supportive legislators

Open Primaries PA: 
DIGITAL ADVOCACY DAY







RESULTS

● 53 advocates contacted legislators

● 255 new advocates signed up to receive future action alerts

● Identified 50+ “Super Advocates” likely to engage further on the issue 

via social media

● 200% increase in page followers (36 new in one day)

● 854 views on video message

Open Primaries PA: 
DIGITAL ADVOCACY DAY



THE CAUSE

CASF provides resources to the Children’s Aid Home Programs.  For more than 100 

years, the Home has provided residential care, foster care, behavioral health services, 

special education programs to youth in Somerset County and throughout the SWPA 

region.

Children’s Aid Society Foundation: 
ONLINE LEARNING DAY



OBJECTIVES

● Tell CASF’s story

● Grow social presence

● Increase online giving 

● Launch endowment campaign

Children’s Aid Society Foundation: 
ONLINE LEARNING DAY



TACTICS

● Physical mailers

● Alumni, Trustee, and Board videos

● Community stories

● Panel discussion

Children’s Aid Society Foundation: 
ONLINE LEARNING DAY



STORY POST:



VIDEO POST:

http://www.youtube.com/watch?v=rAzqhKJNGn4


RESULTS

● Added 60 page likes

○ 5,900% ⇧

● Page Views

○ 5,133% ⇧

Children’s Aid Society Foundation: 
ONLINE LEARNING DAY

● Reached 3,802 users

○ 39,464% ⇧

● Engagement 1,190

○ 39,567% ⇧

● Video(s) reach  2,800

○ 100% ⇧



QUESTIONS?



POP QUIZ!

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

Q:  What 3 organizations did we
discuss as case studies?



An Inside Perspective on Advocacy 
and Making an Impact

STAFF, OUT LOUD:



// TRANSFORMING INFLUENCE & POLICY

KATRINA HANNA
Chief of Staff

PA Senator Camera Bartolotta, 
46th District (Beaver, Greene, 

Washington)

MARTELL COVINGTON
Legislative Aide

PA Senator Jay Costa,
43rd District (Allegheny)



DO YOU HAVE ANY

QUESTIONS?

THANK YOU!

jrdenny@dennycivicsolutions.com

412-551-1770

www.DennyCivicSolutions.com


