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1. INTRODUCTION 

 
Demystification, Review and Analysis is a process in which a wide range of stakeholders review, analyze, 
research, unpack, disseminate, and monitor and report decisions about public expenditures and investment.  
Stakeholders can include the general public, poor and vulnerable groups including women, organized civil 
society, the private sector, representative assemblies or parliaments, and donors.  
 

2. KEY PHASES  
 
Although no ready formula exists for how to mobilize collective action to demystify, review and analyze, 
there are a range of options from which groups can draw. In general, they include: 
 

1. Demystify: Unpacking and making sense of the budget requires a technical expertise that often 
discourages civil society groups from becoming involved in budget formulation. However, in 
recent years, there have been some groups that have shown that a determined effort can allow 
people from any walk of life gain a firm and respectable hold of this skill. They were able to do it 
by focusing on 1 issues at a time and following standard guidelines set out by the Auditor General 
on budget coding, which made it much easier to compute alternative figures and contest official 
statistics.  
 
2. Advocacy: Building ownership of budget analysis and advocacy will necessarily involve 
“democratizing” the capability to understand the budget. This means developing the skills to 
express the budget and any proposed alternate budgets in lay person’s terms to a wide range of 
stakeholders. This also serves the key purpose of breaking through a dialogue process that has 
been in the exclusive control of a small number of technocrats. 
 
3. Lobbying: Organizing social coalitions and alliances for lobbying and direct dialogue involves 
harnessing the energies of various groups to support budget formulation and analysis. These 
groups can include government, NGOs, civil society organizations and community groups, and 
donors, which are involved poverty diagnostics and priority setting. The media has proven to be an 
effective partner by displaying a keen interest in budgets and have been a strong ally in eliciting a 
response from the government and the general public. 
 

Key phases for each of these options follows. 
 
2.1 Demystifying the budget 
 
Large numbers, complex codification and accounting systems, and a long list of headings, usually wrapped 
around technical discourses on simple revenue and expenditure plans, are in accessible to common people. 
This illusion of abstractness can be unpacked into a few pages of key highlights, allowing people to contest 
faces and policies. 
 
2.1.1. Objectives: what do you want? 
 
Any action to reorganize and analyze budget data must begin with a sense of purpose and goals.  Be 
realistic in goals.  Start small and focus on specific budget issues that affect the poor to begin.  Then gain 
experience, and take on more and more elements of the budget to demystify, review and analyze.  

                                                 
1 This note is prepared by Deborah Youssef and Parmesh Shah of the Social Development Department at The World 
Bank Group adapted from Democracy Center, “Strategy Development: Key Questions for Developing an Advocy 
Strategy” and “Lobbying – The Basics”, 1997 and Common Cause, 1998 (http://democracyctr.org/resources). 
 



 
2.1.2. Capacity building: understanding the budget? 
 
Becoming versed in the ‘technical aspects’ of the structure of budgetary information and understanding 
budget terminology, methods of topic categorization, standardized accounting classification is not a simple 
task.  It takes time to collect existing budgetary information and learn timing and sequencing of the 
budgetary process and institutional roles and responsibilities.  However, starting on specific issues and 
learning by doing will help build the capacity for understanding the budget over the long-term.  Both Idasa 
in South Africa and DISHA in India built their understanding of the budget process by focusing on 1 or 2 
issues.  Also important is training to help build a solid understanding of the budget. 
 
2.1.3. Audience:  
 
Who are the people and institutions you want to provide budget data to and influence?   Audience may 
include Parliamentarians, members of local intelligentsia, and the media. 
 
 
2.1.4. Create simple messages: what are the key pro-poor budget issues?  
 
Reorganize budget data and figures into a simple format and use a computer, with appropriate software, if 
available. Analyze the data on incomes and expenditures and find out what share of resource qualifies to be 
called pro-poor.  Identify the key messages on the budget. Prepare briefs that craft and frame a set of 
messages that will be persuasive on budget analysis findings to meet defined audiences.  For example, the 
brief will elaborate discussions on aspects of the budget (departments or subjects) highlighting a few points 
including the amount allocated, accountability, and proposals for modification.   
 
 
2.1.5 Delivery the message: 
 
Be prepared to brief the media about the ‘poverty face’ of the budget as soon as the budget is delivered for 
immediate coverage in the press.  If parliamentarians are included in the audience, timing is critical.  
Deliver briefs as rapidly as possible to Parliamentarians before deliberations begin. Disseminate budget 
messages in local languages through newspapers, one-page fact sheets in rural areas through schools, and 
writing articles on policy issues. 
 
2.1.6 Evaluation:  
 
It is important to know if we are meeting the objectives of the state action and to be able to make mid -
course corrections, know what is working and what is not.  Learn how to improve simplifying budget data 
and packaging it into messages. 
  
 
2.2  Key Questions for Developing an Advocacy Strategy 
 
There are nine phases involved in developing an advocacy strategy.  These include:  
i) Objectives, ii) Audiences, iii) Message, iv) Messengers, v) Delivery, vi) Resources, vii) Gaps, viii) First 
Efforts, and ix) Evaluation. 
 
 
2.2.1 Objectives: What do you want? 

Any advocacy effort must also begin with a sense of its goals.  Starting small and building an advocacy 
strategy focused on 1 or 2 issues help builds capacity for advocacy work (learning by doing)  and 
relationship for sustained advocacy.  These goals need to be defined at the start, in a way that can launch an 
effort, draw people to it, and sustain it over time.  



2.2.2 Audiences: Who can give it to you? 

Who are the people and institutions you need to move? This includes all those who have the actual formal 
authority to deliver the goods (i.e. legislators) and those who have the capacity to influence those with 
formal authority (i.e. the media and key constituencies, both allied and opposed). In both cases, an effective 
advocacy effort requires a clear sense of who these audiences are and what access or pressure points are 
available to move them.  

2.2.3 Message: What do they need to hear? 

Reaching these different audiences requires crafting and framing a set of messages that will be persuasive. 
Although these messages must always be rooted in the same basic truth, they also need to be tailored 
differently to different audiences depending on what they are ready to hear. In most cases, advocacy 
messages will have two basic components: an appeal to what is right and an appeal to the audience's self-
interest. See demystification of budget. 

2.2.4 Messengers: Who do they need to hear it from? 

The same message has a very different impact depending on who communicates it . Who are the most 
credible messengers for different audiences? In some cases, these messengers are "experts" whose 
credibility is largely technical. In other cases, we need to engage the "authentic voices" who can speak from 
personal experience. What do we need to do to equip these messengers, both in terms of information and to 
increase their comfort level as advocates? 

2.2.5 Delivery: How can we get them to hear it? 

The same message has a very different impact depending on who communicates it. Who are the most 
credible messengers for different audiences? In some cases, these messengers are "experts" whose 
credibility is largely technical. In other cases, we need to engage the "authentic voices" who can speak from 
personal experience. What do we need to do to equip these messengers, both in terms of information and to 
increase their comfort level as advocates? 

2.2.6 Resources: What have we got? 

An effective advocacy effort takes careful stock of the advocacy resources that are already there to be built 
on. This includes past advocacy work that is related, alliances already in place, staff and other people's 
capacity, information and political intelligence. In short, you don't start from scratch, you start from 
building on what you've got.  

2.2.7 Gaps: What do we need to develop? 

After taking stock of the advocacy resources you have, the next step is to identify the advocacy resources 
you need that aren't there yet. This means looking at alliances that need to be built, and capacities such as 
outreach, media, and research which are crucial to any effort. 

2.2.8 First Efforts: How do we begin? 

What would be an effective way to begin to move the strategy forward? What are some potential short term 
goals or projects that would bring the right people together, symbolize the larger work ahead and create 
something achievable that lays the groundwork for the next step?  

 



2.2.9 Evaluation: How do we tell if it is working? 

As with any long journey, the course needs to be checked along the way. Strategy needs to be evaluated 
revisiting each of the questions above (i.e. are we aiming at the right audiences, are we reaching them, etc.) 
It is important to be able to make mid-course corrections and to discard those elements of a strategy that 
don't work once they are actually put into practice.  

 

2.3 Lobbying – The Basics  

Effective lobbying requires a coordination of inside lobbying and outside lobbying.  Inside lobbying 
includes a mix of meeting with lawmakers and legislative staff, providing analysis and information to 
committees and legislative offices, testifying in committee and negotiating with policy makers and other 
lobby groups.  Outside lobbying involves activities aimed at shifting the politics and pressure around the 
issue. Some of these activities include: media activity (news conference, editorial board visits, assisting 
reporters with stories), local lobbying visits to constituents to their legislator, building broad and diverse 
coalitions, letter writing campaigns to legislators, and grassroots activity such as rallies.  

Six Phases for Lobby Legislators or Elected Officials 

2.3.1 Establish your agenda and goals.  

Know what subject you are going to address. Focus on 1 or 2 issues where you have strength and capacity 
for follow-up.  Decide what you would like to get out of the visit, i.e., a commitment to vote for your issue, 
leadership on the issue, or you may decide the visit is simply informational. Allow time for small talk at the 
outset, but not too much. Remember, it's your visit. If it is a group visit, decide who will start the discussion 
and put your agenda on the table. 

2.3.2 Listen well 

Much of lobbying is listening, looking for indications of the elected official's views, and finding 
opportunities to provide good information. If you are meeting with a "silent type," draw her/him out by 
asking questions. If you are confronted with a "long-winded type," look for openings to bring her/him back 
to the point. 

 

 

2.3.3. Be prepared, but don't feel that you need to be an expert.  

Most elected officials are generalists, like many of us. Do your homework, but don't feel that you need to 
know every little detail of an issue. Air personal feelings and experiences where appropriate. Relate the 
concerns of your friends and members of the community. Know when to admit "I don't know," and offer to 
follow up with the information. Be open to counter-arguments, but don't get stuck on them. Don't be 
argumentative or confrontational. 

2.3.4 Don't stay too long.  

Try to get closure on your issue. If you hear what you had hoped for, express your thanks and leave. If you 
reach an impasse, thank her/him, even if disappointed, and say so. Leave room to continue the discussion at 
another time.  



2.3.5 Remember you are there to build a relationship.   

If the elected official is good on an issue you've been involved in or has supported your position in the past, 
be sure to acknowledge your appreciation during the course of the visit.  If the opposite is true, think of the 
phrase, "No permanent friends, no permanent enemies." Some day, on some issue of importance to you, 
s/he may come through. In the meantime, your visit may prevent the official from being an active 
opponent. In other words, you may help to turn down the heat on the other side. 

2.3.6 Follow-up is important.  

Be sure to send a thank-you note after the visit. If commitments were made in the meeting, repeat your 
understanding of them. If staff members were present, write to them too. They can often be important 
allies.  

 

 

 

 

 

 


