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Introductions
Introduce yourself to a partner

● Name, pronouns, organization
● Share three words that describe why this work is 

important to you
○ E.g. community, justice, liberation
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California LHJ Equity Convening 

Katherine Schaff, DrPH
Lori Dorfman, DrPH

Putting it into practice: Using 
strategic communications to advance 
equity across California



learning
objectives

● Clarify how an overall 
strategy and power-mapping 
can guide communication 
strategies

● Use the components of a 
message to develop 
compelling values-based 
messages



tools we 
will use

● Layers of Strategy

● Power-mapping

● Components of a message



What is media advocacy?

Media advocacy is the strategic use of 
mass media to support community 
organizing to advance a social or public 
policy initiative.
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social marketing media advocacy

Individual focus ⟹
Warns & informs ⟹
Personal change ⟹

Message ⟹

Information gap ⟹

Issue focus

Pressures & mobilizes 

Policy change

Voice

Power gap

 



layers
of
strategy



Overall strategy

Define the problem you want to address

Clarify the solution for which you’ll advocate

Identify the target with the power to make the  
change

Enlist the allies who can help make your case

Identify what actions you’ll take to influence the 
target

➥

➥

➥

➥

➥
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What is your overall strategy? 

● What is a specific solution you would like to 
move forward to advance racial and health 
equity?  



How does power-mapping support 
strategic communications? 

● Helpful for controversial issues/contexts
● Clarifies long-term goals & short-term 

actions
● Leads to concrete implementation steps
● Clarifies decisions in the Media, 

Message, and Access layers 



10. Decision 
making power or 
influence

8. Active 
participant in 
decision-making

6. Power to have 
influence over 
decision-making

4. Taken into 
account

3. Can get 
attention

2. Not on radar

+3
Die Hard

Long-term solutions

-3
Die Hard

Long-term damage

+2
Active Support

 Medium-term solutions

-2
Active Support

Medium-term 
damage

+1
Inclined Towards

Short-term solutions

-1
Inclined Towards
Short-term damage

1. Your problem  2. Solution 2. Opposition 

3. Key policy battles

7. ALLIES

7. ALLIES

7. ALLIES
6. 

OPPOSITION

6. 
OPPOSITION

9. 
UNORGANIZED 

ALLIES/ 
OPPOSITION

9. 
UNORGANIZED 

ALLIES/ 
OPPOSITION

9. 
UNORGANIZED 

ALLIES/ 
OPPOSITION



Overall strategy example

Problem: Evictions during early months of 
COVID-19 pandemic

Solution: Pass an equity-focused county 
eviction protection package to keep people 
housed

Target: County Board of Supervisors

Allies: Local grassroots groups (legal, faith, 
housing, immigrant rights), public health 
organizations, etc. 

Actions: petitions, public comment, op-ed, 
social media, etc.

➥

➥

➥

➥

➥

Based on work by the Vallejo Housing Justice Coalition and other 
community organizers in Solano County



10. Decision 
making power or 
influence

8. Active 
participant in 
decision-making

6. Power to have 
influence over 
decision-making

4. Taken into 
account

3. Can get 
attention

2. Not on radar

+3
Die Hard

Long-term solutions

-3
Die Hard

Long-term damage

+2
Active Support

 Medium-term solutions

-2
Active Support

Medium-term 
damage

+1
Inclined Towards

Short-term solutions

-1
Inclined Towards
Short-term damage

1. Problem
Solano County residents are being evicted during the pandemic

2. Solution: Pass 
an eviction 

moratorium in 
2020 

2. Opposition: 
Prevent 

moratorium from 
passing 

3. Key policy battles
5.12.20 Budget committee vote
5.31.20 Full board vote

Faith 
coalition

Tenant 
justice 

coalition

Immigrant 
rights groups 6. 

OPPOSITION

Landlord lobby
Teachers’ union

Local healthcare 
workers

Public health 
groups



Working in coalition 
to advance housing 
& health equity

Due to new rental housing regulations put 
in place by L.A.’s city council earlier this 
year, City Controller Kenneth Mejia is now 
able to track where those evictions are 
playing out across the city…“We hope this 
map and analysis informs policy makers 
and the public about our city’s 
housing/eviction crisis,” Mejia tweeted, 
linking to the data’s release.

https://laist.com/news/housing-homelessness/los-angeles-city-eviction-map-controller-mejia-data-housing-homeless
ness-landlord-renter

https://laist.com/news/housing-homelessness/los-angeles-city-council-covid-19-pandemic-permanent-tenant-protections-eviction-moratorium-renter-landlord-housing-january-31-february-1
https://twitter.com/lacontroller/status/1693696930394800215
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Who is your target audience? What do you 
want them to do? 

● Thinking about your overall strategy and 
people or groups you might put on a power 
map, name one target audience and the action 
you want them to take.



Message strategy

Message
➥What we say

Framing
➥What it is about

Messenger
➥Who says it

Target
➥Who we want to hear it

You can’t have a message strategy without an overall strategy.



Message development
Components of a message

Values
➥Why does it matter?

Problem
➥What’s wrong?

Solution
➥Who should do what, by when?



Message development
Paid sick leave example

Workplace benefits, such as paid sick leave, 
should be equitable, restorative and focused on 
uplifting health. No one should have to choose 
between a paycheck and staying home sick or 
caring for a loved one. And yet, companies like 
Walmart do not offer paid sick leave to the 
essential workers at the forefront of the 
pandemic. This is why we are asking Walmart to 
institute a paid sick leave policy for all its 
employees. 

Solution

Values

Problem
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● Thinking of your target audience, what values do 

you share with them? 
● How do those values connect to the solution you 

are seeking? 
● What will you do on Monday to start this 

conversation with your audience? 
● What would help you make this happen? 



● Equity-focused messages start with 
an equity-focused overall strategy

● Power-mapping + overall strategy 
can help us advance equity in the 
short and long-term! 

● Use the components of a message 
to emphasize values, solutions, and 
landscapes! 

Workshop 
summary
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stay connected!
Katherine Schaff, DrPH
schaff@bmsg.org
Lori Dorfman, DrPH
dorfman@bmsg.org

Website: bmsg.org

Twitter: @BMSG

Facebook: Berkeley Media Studies Group

mailto:cuestas@bmsg.org


Strategic communication
for racial and health equity

With partners to build 
work

With policymakers to 
change policy & systems

With staff to 
build work

With community 
through cultural 
work, art, 
music 

With individuals to 
improve health



Avoid 
elephant 
triggers



𓐑

Example:
elephant
trigger

http://northridge.patch.com/articles/ban-on-sugary-sodas-will-cut-kid-obesity-save-state-billions-englander-says-475e743f


