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Why 
you should be thinking about digital… 

What 
the opportunities for digital might be  

for patient advocacy 

How 
to get started… 

What we will cover in 60 minutes… 2 



 

  

WHY? 
Digital Advocacy 

BRENDAN HODGSON 

Strategy Director, Digital Public Affairs 

H+K Strategies, Brussels 

Twitter:  @brendanhodgson 

LinkedIn: 

http://be.linkedin.com/in/brendanhodgson 



‘There won’t be a significant event in the future that 

won’t involve public participation… Social media 

(is) the sociological equivalent of climate change.’ 
 

Retired Admiral Thad Allen 

WHY? 
Digital is turning advocacy as we know it and 

understand it on its head 
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“The internet is the dominant 

PLATFORM FOR LIFE in the  

21st Century.”  

 

 Ben Hammersley 

“We are living through the 

largest increase in human 

expressive capability in history.” 

 

Clay Shirky 



Most active populations online… 

ACROSS EUROPE: TRENDING UP 

10/22/2012 
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ACROSS EUROPE: TRENDING UP 
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CHANGING BEHAVIOURS 

10/22/2012 
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WHY? 

INCREASED POLITICISATION OF ‘LIFE’  

DECLINING TRUST IN TRADTIONAL VOICES OF INFLUENCE 

NEW INFLUENCERS EMPOWERED THROUGH TECHNOLOGY 

OUTSOURCING’ OF GOVERNMENT POLICY 

TRANSFORMING MEDIA ECOSYSTEM 

CHANGING EXPECTATIONS: TRANSPARENCY 

CHANGING BEHAVIOURS: MOBILIZATION & DIALOGUE 

Patient advocacy in an increasingly changed world 
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WHY? 
Patient advocacy in an increasingly changed world 
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INCREASINGLY, A FIRST POINT FOR HEALTH 

INFORMATION 

INCREASINGLY, A CHANNEL TO DISCOVER 

COMMUNITIES OF SHARED INTEREST – OTHER PATIENTS 

& CAREGIVERS 

INCREASINGLY AN OPTION TO DISCOVER 

ALTERNATIVES / NEW TREATMENTS 
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WE ALL HAVE NETWORKS… 

10/22/2012 
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People are “lean forward”  

ON THE WEB… 13 



THE OPPORTUNITY 
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Educate 
on issues and solutions 

Connect 
voices, ideas, regions, 
data 

Collaborate 
through consultation & 
dialogue 

Motivate 
by connecting hearts & 
minds / celebrating 
actions 

Mobilize 
disconnected 
communities of shared 
interest - advocates 

Activate 
through measurable, 
efficient calls-to-action 

For Patient Advocacy 



A direct channel 

An accessible channel 

A flexible channel 

Ability to broadcast & narrowcast 

Easy to demonstrate mass / 

momentum 

Highly Cost-effective 

Highly Connected 

 

 

 

THE OPPORTUNITY 

10/22/2012 
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THE OPPORTUNITY 

Share useful information 

Tell stories & amplify stories of others 

Comment on other blogs or platforms 

Link to articles & credible sources 

“Newsjack”  

Cross-pollinate 
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THE OPPORTUNITY 

Identify solutions not only problems 

Embrace collaboration 

Hearts and minds 

Individual and mass 

Responsiveness 

Transparency 
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Critical Success Factors 



PATIENT ADVOCACY 2.0 
In Action 
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HOW? 
to get started 
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Creating a Facebook page, a Twitter 

account or a blog takes a matter of 

seconds… 

Your challenge is to use each of these tools 

in the way that helps you effectively 

advocate… 

HOW 



Why am I doing this? 

What is my end goal? 

What’s my action plan?  
–Resources. Content. Etc. 

Where do social media tools fit? 
–Which tools will best help me achieve my goal? 

•Tell a story, amplify news, start a conversation… 

–Where are the people I am trying to reach & 

mobilise? 

 

 

Start by answering a few questions… 



You 

Keep it simple & stick to the 

basics: 
–Walk before you run 

–Keep it human 

–Make it visual 

–Post regularly 

–Link / reach out to others 

–Amplify 

–Aggregate and curate 

–Respond 

BEST PRACTICES 



DIGITAL ADVOCACY 
The Right Approach 
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òI see our website 

as our home base, 

our blog as our 

podium, and 

Twitter, YouTube, 

Flickr and LinkedIn 

as our 

megaphone.ó  

  

WWF Global Social 

Media Manager  



 

Critical Success Factors:  Social 

10/22/2012 
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Your 

Website 

/ Blog 

Dialogue, Sharing  

& Networking 

Content 

Amplification 

Video Hosting & 

Distribution Sharing of  
visualizations  

& infographics 

Sharing of 

Presentations  

Sharing & editing 

of documents 

Mainstrea

m Media 
Online 

Media 

3rd Party 

Blogs & 

Forums 

(Partner 

sites) 



Digital: Critical Success Factors 

10/22/2012 
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MEMORABLE &  

RELEVANT  

CONTENT 

SUSTAINED,  

MEANINGFUL  

ENGAGEMENT &  

DIALOGUE 

SWEET 

SPOT 



 

Advocacy in Action 

10/22/2012 
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Twitter as amplifier & driver of engagement… 

Example of timely response: newsjacking! 



 

Advocacy in Action:  Mobilization 

10/22/2012 
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Advocacy in Action:  Activation 

10/22/2012 
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Advocacy in Action:  Creative, Connected 

10/22/2012 
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Advocacy in Action: Connection 
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Advocacy in Action: Connection 
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Advocacy in Action:  Amplification 

10/22/2012 
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Advocacy in Action:  Storytelling 

10/22/2012 
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Advocacy in Action:  Integration 
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Advocacy in Action:  Video 

10/22/2012 
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Advocacy in Action:  Facebook 

10/22/2012 
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Each of you will have your own way to 

communicate… 

That reflects the time you have… 

And if you are a creator, storyteller, 

sharer, commenter, mobilizer or 

activitst… 

          Which are you? 

In Conclusion 

10/22/2012 
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