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Advocating for Prevention Work
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You’ve 

got 

this!
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Adapting your 

communications during the 

COVID-19 pandemic: 

Overview of framing and 

communication strategy
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• Research on news coverage and other 

narratives about public health and social 

justice issues

• Media advocacy training and strategic 

consultation for community groups and 

public health advocates

• Professional education for journalists

Berkeley Media Studies Group



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.



Five principles of communicating 

strategically about prevention 

• Know what you want to change



You can’t have a media strategy 

-- or a message strategy --

without an overall strategy.

Message is never first



Message is never first:

The layers of strategy



Five principles of communicating 

strategically

• Know what you want to change

• You can’t be comprehensive and strategic 

at the same time  



Being strategic about problems 

and solutions 

Problem Solution

Do your problem and solution “line up”? 



Five principles of communicating 

strategically

• Know what you want to change

• You can’t be comprehensive and strategic 

at the same time  

• Illustrate the landscape



Frames are mental pathways that 

help people understand the world.



How are news stories framed? 

< Episodic or “portrait” stories 

^ Thematic or “landscape” stories



Episodic or

“portrait”

(personal responsibility)

Thematic or 

“landscape”

(community or 

institutional 

responsibility)

How are stories framed?



How can you illustrate the landscape 

in developing your pitch?

What pieces of information do you 

want to highlight to show prevention 

is possible and is happening? 



Five principles of communicating 

strategically

• Know what you want to change

• You can’t be comprehensive and strategic 

at the same time  

• Illustrate the landscape 

• Elevate shared values in your message 



Message strategy 

Basic components of a message:

• Statement of problem
What’s wrong?

• Value dimension
Why does it matter?

• Solution 
Who should do what by when?



What values motivate your work? 



Five principles of communicating 

strategically

• Know what you want to change

• You can’t be comprehensive and strategic 

at the same time  

• Illustrate the landscape 

• Elevate shared values in your message

• The messenger matters! 



Identifying a “messenger mix” 

Audiences are most likely 

to believe in and connect 

with speakers they identify 

with in some key way. 

Speakers from a range of 

backgrounds (race, 

gender, orientation, age, 

etc.) are important. 



Who could be in your 

“messenger mix”? 



Thank you!

Pamela Mejia, MS MPH
mejia@bmsg.org
@pam_bmsg

www.bmsg.org

Follow us on Twitter: @BMSG

Find us on Facebook:
Facebook.com/BerkeleyMediaStudiesGroup









Together we’re stronger


