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Chapter 1:
ADVOCACY IS A JOURNEY 
NOT A DESTINATION



Preparing for the Long Game 

There is No One Way to Reach the Goal 

Tracking Your Success 

What is Advocacy?
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Chapter 2:
WHY ADVOCACY MATTERS: 
THE CRUCIAL ROLE THAT
NONPROFITS PLAY



Nonprofit Advocacy: The Public Benefit

Providing a Different Lens 

According to author and political scientist Roger Gibbins, policy advocacy on behalf 
of registered charities is a moral imperative that should be encouraged rather than 
constrained. In Gibbins’ address at CCVO’s 2018 Annual General Meeting, he reminded 
us that nonprofits “not only bring more voices to the policy table, but also different 
voices”.3 I

, Gibbins emphasizes that there 
continues to be an increase in the “necessity for, and risks of, advocacy” work.4 

CLICK TO DOWNLOAD CCVO’S PRESENTATION: 
THE CASE FOR NONPROFIT ADVOCACY

Nonprofit Advocacy: The Organizational Benefit

Building Alliances 

Get inspired with Bolder
Advocacy’s stories of nonprofit advocacy.5

RETURN TO TABLE OF CONTENTS

CLICK TO DOWNLOAD ADAPTABLE PRESENTATION: 
THE CASE FOR NONPROFIT ADVOCACY

Chapter 2: Why Advocacy Matters: The Crucial Role That Nonprofits Play

https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/5bb29145f4e1fcc82ad1c999/1538429254731/Rogers+Gibbins+New+Horns_Old+Dilemmas+speech_091918.pdf
https://www.bolderadvocacy.org/stories/
https://www.bolderadvocacy.org/stories/
https://robyn-hounjet-ccvo1.squarespace.com/s/The-Case-for-Nonprofit-Advocacy-2020.ppt
https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/5f24390695243f27611c719b/1596209420610/The+Case+for+Advocacy+-+2020.pdf


Chapter 3:
WHY NONPROFITS MATTER: 
THREE MAJOR CONTRIBUTIONS
OF THE NONPROFIT SECTOR



  Nonprofits Contribute to Our 
  Social and Cultural Fabric 

  Nonprofits are Cornerstones 
  of a Thriving Economy

Nonprofits play a critical role within our economy. Canada’s nonprofit and charitable 
sector is the second largest in the world, employing over two million people. There are 
more than 170,000 nonprofit organizations in Canada that represent 10.5% of the labour 
force and contribute to 8.5% of Canada’s GDP.6 

In Alberta, the nonprofit sector is equally important to the economy and creation of 
jobs. Its impact has grown substantially in the last decade and will continue to contribute 
to the economic wellbeing of the province. 

In Alberta, the sector is comprised of: 

• More than 26,000 nonprofits in Alberta7

• Nearly $10 billion  GDP8

• 450,000 nonprofit employees9

• 262 million annual volunteer hours10

1. 

2. 

  Nonprofits are Crucial to 
  Democratic Participation3. 
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https://open.alberta.ca/opendata/alberta-non-profit-listing
https://www.alberta.ca/albertas-non-profit-voluntary-sector.aspx
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Alberta’s Nonprofit Sector

≈ $5.5 Billion
in GDP contributions 

to Alberta’s economy i

450,000
nonprofit employees iii 

$
46% of nonprofit

revenue is earned income iii 

26,000+
nonprofits across 
Alberta represent several 
subsectors, including: 

Other 2%

Universities &
Colleges 0.5%

International 0.9%

Hospitals 0.9%

Health 2%

Environment 3%

Business, Professional 
& Unions 4%

Education & 
Research 6%

Advocacy & 
Politics 7%

Development & 
Housing 7%

Fundraising & 
Volunteerism 8%

Arts & Culture 9%

Social Services 10%

Religion 11.5%

Sports & 
Recreation 25%

262 Million 
annual volunteer hours ii

CLICK TO DOWNLOAD THE ALBERTA NONPROFIT SECTOR INFOGRAPHIC
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Sources 
i Profiling Volunteerism: An Alberta Nonprofit/Voluntary Sector Initiative Discussion Paper of the Value and 
Contribution of Alberta Volunteers (2020)
ii Statistics Canada General Social Survey on Giving, Volunteering and Participating (2013)  
iii rofiling the Nonprofit and Voluntary Sector in Alberta (2018)

Government of Alberta Nonprofit Listings

https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/6064c9c41ad9931636fc5ed3/1617217988853/CCVO%2BNonprofit%2BSector%2BInfographic.pdf


Canada Revenue Agency’s Regulations
Lobbying in Alberta
Third-Party Advertising in Alberta

These areas may or may not apply to your nonprofit, depending on 
whether you are a registered charity, you have paid staff, and how much 
you spend on election-related activities.

Chapter :
RULES OF ENGAGEMENT 
FOR NONPROFIT ADVOCACY



Canada Revenue Agency’s Regulations

• related to and support the organization’s stated charitable purpose(s)  and
• nonpartisan (this includes a ban on both direct and indirect partisanship).

Direct and Indirect Partisanship

1

• Create an environment of respect for the diversity of political opinions 
among staff, volunteers and people who your charity serves. 

•
•

Give you access to diverse community leaders and funding sources.
Reaffirm charities’ position as trusted sources that can engage with and 
give voice to underserved populations and topics, beyond party lines.1

As Canadian citizens, staff and volunteers have a right to participate in the democratic 
process.1  This means, as individuals, they are not bound to nonpartisan dialogue – as 
long as they are not acting in their official capacities as representatives of a registered 
charity. Check with your organization regarding any conflict of interest policies that may 
exist. 

To avoid partisan engagement during your advocacy efforts, consider the following 
os and on’ts.

For more information on CRA’s draft guidance documents and examples of direct and 
indirect partisanship visit here.1  Please click here for Explanatory Notes Relating to 
the Income Tax Act Legislation.1

Don’t:

7 focus on, promote or oppose a political candidate or party publicly or 
 internally.

7 instruct or influence constituents to vote for a specific candidate or party.

7 work with or coordinate with campaigns, political candidates or parties.

7 transfer resources (ex. financial, human, or physical resources) to support  
or oppose a political party or candidate directly or through a third party, or 
allow a political party or candidate to use your charit  resources without    
compensation. 

7 refer to or identify a political party or candidate when supporting or  
opposing a law, policy, or decision of government. 
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Do: 

3 focus on the charitable purposes that your PPDDAs are meant to achieve. 

3 keep records that demonstrate your primary consideration in carrying on  
PPDDAs is to further your charitable purpose and provide a 
public enefit.1

3 review legal requirements of other legislation such as Alberta Elections Act  
and Lobbying Act.

3 give all political candidates and parties an equal opportunity to present  
their views and answer questions. 

https://www.canada.ca/en/revenue-agency/services/charities-giving/charities/policies-guidance/public-policy-dialogue-development-activities.html
https://www.canada.ca/en/revenue-agency/services/charities-giving/charities/policies-guidance/public-policy-dialogue-development-activities.html
https://www.canada.ca/en/revenue-agency/services/charities-giving/charities/policies-guidance/public-policy-dialogue-development-activities.html
https://fin.canada.ca/drleg-apl/2018/bia-leb-1018-n1-eng.html


 
 

 

Click here for more information on the different types of lobbyists and exemptions.  
Click here for a lobbying toolkit for nonprofits developed by IntegralOrg which 
includes a summary of some of the relevant legislation in Alberta.19

Lobbying in Alberta

• Legislation (including legislative proposals, bills, resolutions, regulations 
and orders in council).

• Programs, policies, directives, or guidelines.
• The awarding of any grant or financial benefit.
• Decisions by the Executive Council to transfer assets from the Crown or 

to privatize goods and services.
• In the case of consultant lobbyists, arranging a meeting between a public 

office holder and any other individual; or communicating with a public  
office holder in an attempt to influence the awarding of a contract.1  

• Nonprofits that are constituted to serve management, union or 
professional interests.

• Nonprofits that have a majority of members that are profit-seeking 
enterprises or representatives of profit-seeking enterprises.

Third-Party Advertising in Alberta

Third-party advertising rules are meant to ensure that the public is aware of who 
is placing and paying for political and election advertising at  different levels of 
government. 

In Alberta, “ lection dvertising” refers to advertising that promotes or opposes a 
registered party or a registered candidate during an election advertising period (The 
election advertising period starts on December 1st, or from the issue of a writ for the 
election, until the end of polling day). 

RULES OF ENGAGEMEN

REGULATORY 
AREA

REGULATION APPLIES TO DOES NOT 
APPLY TO

Charities can engage in 
unlimited public policy 
dialogue and development 
activities, so long as these 
activities further their 
charitable purpose(s) and 
do not involve the direct 
or indirect support of, or 
opposition to, any political 
party or candidate for public 
office. 

Registered 
charities.

All other nonprofits 
(not registered 
charities).

Alberta Lobbyist 
Act

Must register if 50 hours of 
lobbying has been reached.

Nonprofits 
that serve 
management, union 
or professional 
interests, or that 
have a majority 
of members or 
representatives that 
are profit-seeking 
enterprises.

All other nonprofits 
(not among the two 
listed exceptions).

Alberta Third-
Party Act

Must register if have spent or 
plan to spend $1,000 or more 
on political advertising.

All other nonprofits 
(not registered 
charities).

Registered 
charities.

CLICK TO DOWNLOAD RULES OF ENGAGEMENT AT A GLANCE

 
 

 
 

A registered charity is not eligible to register as a third-party advertiser through 
Elections Alberta. However, nonprofits that are not registered charities are required to 
register as third-party advertisers if they have incurred or plan to incur expenses of at 
least  or they have accepted, or plan to accept, at least 
$1,000 in election advertising contributions. There are no advertising donation limits  
but advertising expense   $150,000 during the election advertising 
period.20  

Please click here to view the full Elections Alberta Third-Party Advertiser Guide.21
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https://www.albertalobbyistregistry.ca/apex/f?p=171:CMS:1583845910618::::CMS_SITE%2CCMS_PAGE:ABLBY%2CHOME
https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/5c89813fe79c706b33447b7f/1552515392245/CCVO+Rules+of+Engagement+at+a+Glance.pdf
https://www.elections.ab.ca/wp-content/uploads/Third-Party-Advertiser-TPA-Guide.pdf
https://integralorg.ca/toolkits/lobbying-toolkit/
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7 Click here for a 
lobbying toolkit for nonprofits developed by IntegralOrg which includes a summary 
of some of the relevant legislation in Canada and a 15-minute video that demonstrates 
the basics of lobbying, lobbying legislation, public office holders, registering as a 
lobbyist, grassroots lobbying, and more.28

https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/5d66e51d868ab400017bf978/1567024413886/Federal+Rules+of+Engagement+Policy+Advocacy.pdf
https://lobbycanada.gc.ca/en/registration-and-compliance/are-you-required-to-register-in-the-federal-registry-of-lobbyists/
https://integralorg.ca/toolkits/lobbying-toolkit/
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Chapter :
SETTING A POLICY AGENDA



Specific vs Broad Policy Agendas

I

• What issues have you already researched? What expertise do you 
possess?

• What policy issues have you been involved with in the past? Are 
there opportunities to build on previous momentum? 

• If your nonprofit is a registered charity, does this issue fall within 
your charitable objects?

• What is the capacity of your nonprofit? Who can lead and who can 
support the work? 

• What connections with the intended audience (e.g. government, 
community, industry) already exist? 

• What are other nonprofits doing and can you leverage each other’s 
work?

• What kind of policy shift would make a big impact on the people, 
community, or issue in your nonprofit s mandate? 

Set Your Goal 

• Establishing credibility and/or expertise on a particular issue.
• Building relationships with bureaucrats, elected officials, and/or media.
• Maximizing impact by forging partnerships with other organizations. 
• Creating engagement among stakeholder groups.
• Educating and/or informing decision-makers about issues.
• Seeking public commitment on a policy issue from parties (either through 

the party platform or other public declaration of support). 

Framing Your Agenda 

• What problem does this solve and how can that be communicated in a 
way that conveys the importance of your ask?

• Who is your audience? Be specific  who are you trying to reach with 
your message?

• What is most relevant or compelling about this issue to your audience? 
• What does your audience already know about this issue?
• What is the language that will resonate with this audience?
• What evidence exists for your issue? How prominently does the 

evidence feature in your message? Evidence to support your policy 
agenda is important but it is rarely the central story, it is a supporting 
player.

• Who does your issue impact? What would be the effect if your policy 
agenda was implemented? 

• Who are the critics and what are the risks? 
• Who are the allies and how can you bring them along? 
• Whose jurisdiction does the issue fall into? 
• How critical is the issue? Is there a need for immediate action or can it be 

addressed over time? 
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Creating Conditions for Success 

Although there is no magic formula for developing a policy agenda, there are ways to 
set conditions for success to strengthen and position your policy agenda: 

You know people. And you know people who know people!  
your networks  and the networks of your networks  to talk to people 
about your policy ideas. This may even lead to a collaborative approach and a 
stronger voice advocating for the same issue. 

Test out your ideas for unintended consequences. Think through 
as many of the possible outcomes as you can by consulting with people who 
would be impacted by your policy agenda.

Know the timing. Find out when and how all political parties are developing 
their platforms. 

Stay up to date on current events   sign up for newsletters 
from parties, pay attention to news of the day,  find e-news sources that are 
timely and informative.

Stay focused   your policy agenda but be nimble on how to 
move it forward by monitoring, learning, and adjusting your plan as you go 
along.

Have fun with it!
Remember that setting a policy agenda does not have 
to be a daunting task, but instead a way to maximize the 
impact your nonprofit has on the communities you serve.

CLICK TO DOWNLOAD A SAMPLE POLICY AGENDA
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Chapter :
DEVELOPING AN
ENGAGEMENT STRATEGY



Focus on Your Goals and Choose Your Tactics

Bring People Along With You 

Know the Landscape 

Craft Your Communications 

Whatever tactic or combination of tactics you decide to pursue, it will always 
be important to focus on the content. Is the message you are sharing in your 
communications inspiring and effective? Here are a few questions to ask and tips to help 
guide the way as you engage with political candidates and your intended audience: 

Is your content objective, fact-based, well-reasoned, and non-partisan? 

TIP: Share local data and statistics about your nonprofit, or the broad 
nonprofit sector – you may surprise people with your findings. 2

Have you engaged your audience (communities, candidates, 
decision-makers, etc.) in different ways?

TIP:  message often needs to be heard multiple times through different 
avenues before it is remembered.  

Have you used storytelling in your communications?

TIP: People are more likely to remember information told as a story
characters, a beginning, middle, and end, a plot, conflict, and resolution.

Have you used visuals and descriptive language in your communications 
to help create a picture of the solution you’re proposing?

TIP: Research shows that readers understand and are more likely to remember 
material when it is expressed in language that allows them to form visual 
images or that connects to the senses. 3 For example, the simple use of the 
word “sweet” draws a stronger response than “kind” and the same for “bitter” 
compared to “mean.” 4

https://www.calgarycvo.org/state-of-the-alberta-nonprofit-sector
https://www.calgarycvo.org/state-of-the-alberta-nonprofit-sector


Are your calls to action clear and specific?

TIP:  clear on how the proposed solution will help 
solve the problem, and how they can play a role in the solution,  
call to action  effective. For example, instead of asking people to end 
climate change,  reduce gas emissions by carpooling, 
riding a bike or walking.

Are your recommendations to government or political candidates/parties 
clear and specific?

TIP: The more specifics you provide, the closer you bring the decision-
maker to deciding. For example, instead of asking for a nonprofit strategy, 
CCVO has specifically suggested the creation of a Premier’s Advisory 
Council 5 on the Nonprofit Sector that reports directly to the Premier and 
Executive Council, an approach that will ensure clear lines of accountability.   

ENGAGEMENT STRATEGY TOOLBOX
TACTIC OPPORTUNITY CONSIDERATIONS

Make sure to: 
• Prepare talking points, 

issue, briefs, fact sheets, 
etc.

• Keep it brief and use plain 
language

• Anticipate their questions
• Send thank you letters, 

including contact 
information for further 
questions, and follow-
up with summary notes, 
actions items, etc.

Sharing stories and background materials 
through traditional and social media is a 
great way to increase understanding and 
awareness with public stakeholder groups 
and the community. 

You may oppose or support 
a policy, but keep your 
communication nonpartisan by 
making sure it is not connected 
to a single candidate or 
political party. 

CLICK TO DOWNLOAD THE ENGAGEMENT STRATEGY TOOLBOX
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https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/5c51d26e032be4181420345a/1548866158319/Policy+Brief_CCVO+Agenda.pdf
https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/5f243dc5f4feda4cd3225d8a/1596210630030/CCVO%2BEngagement%2BStrategy%2BToolbox+-+2020.pdf
https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/5c770122a4222fd3f5b14fe8/1551302946996/Let%27s+Do+This.pdf
https://static1.squarespace.com/static/5aef5b46cef3728571e6c46c/t/5c770122a4222fd3f5b14fe8/1551302946996/Let%27s+Do+This.pdf


Chapter :
TIPS FOR ENGAGING
WITH THE MEDIA



Make trusted media 
contacts and nurture 
those relationships. 

Spend time getting to know media 
contacts and become a valuable 
resource for them. You do not always 
have to be on record, sometimes 
journalists need background 
information and news tips from reliable 
sources they can count on. In turn, they 
can be valuable resources for your 
nonprofit – just remember to respect 
their time. 

Contact information for journalists is 
usually readily available – do a little 
research and find journalists who are 
writing about topics related to the 
issues you want to highlight, get in 
touch and even consider taking them 
for coffee to discuss mutual interests. 

Understand the news 
cycle and newsrooms. 

Mainstream media – major television 
networks and newspapers – have been 
significantly impacted by the advent of 
social media channels and continue to 
lay off staff as their revenues plummet. 
Because of this, most newsrooms have 
limited staff on the weekends. If you 
want to hold a press conference on a 
Saturday or Sunday, make sure to give 
the newsrooms several days’ notice so 
they can plan accordingly. If you want 
to increase your chances of getting 
coverage, time the release for Monday 
to Thursday when more reporters are on-
shift and can more easily gain attention 
from public officials and other interested 
parties. 

Before sending out your press release, 
understand the constraints all newsrooms 
face: tight deadlines, shrinking staff levels, 
and reporters who are increasingly 
inexperienced and lacking institutional 
knowledge – all with the expectation to 
file multiple stories a day. Knowing this, 
craft a press release with a clear “hook” 
and in plain language (imagine you’re 
explaining the issue to an eight-year-old). 

Put a face to your issue. 

While your staff spokesperson will likely be replying to most media requests, your issue 
might also benefit from real people sharing their stories. To bring your story to life, 
confirm availability for someone impacted by the issue to speak to reporters the day 
you issue the press release. You will save reporters’ time to track down a subject for 
the story and by having someone readily available who can comment. Saving this time 
increases the odds your story will make the news that day. If you are having people 
share their stories– ideally while you are present, you should determine in advance if 
they are comfortable to have their name and every detail of their story included, or if 
they want to remain anonymous and/or have certain details omitted. 

Don’t shy away 
from conflict. 

Editors love conflict, so play this up 
when possible. This does not mean 
you have to overly criticize the 
current government (nonprofits 
are in a difficult position because 
funding often comes from public 
sources and being diplomatic may 
be more prudent). Instead, frame 
the issue in a way that editors 
and reporters, and by extension 
the public, will understand how 
this issue would impact them. 
For example, a lack of affordable 
housing leads to more people 
living on the street, which means 
more money will be needed for 
police and other public services to 
keep people off the streets, which 
leads to tax increases – avoidable 
expenditures if affordable housing 
units were just built initially. To 
further validate your point in your 
press release, you might also 
highlight how fiscally conservative 
policies, such as cuts to affordable 
housing support, can be 
contradictory when considering 
the unintended cost increases that 
come as a result. 

Block off a day for 
media with your staff 
spokesperson. 

If you are going to send out a 
press release, be prepared for 
a response. You might need to 
respond to a full day of interview 
requests across a variety of 
mediums, and have your nonprofit’s 
spokesperson available for phone 
and in-person interviews for print, 
online, radio, and television. For 
small nonprofits, it is likely that your 
CEO will have hands-on knowledge 
and experience to handle all 
media interviews. However, if your 
nonprofit is larger, you should 
consider identifying the thought 
leadership of other team members 
to be spokespeople as well.

Don’t be afraid 
to try media 
engagement! 

One news story may go a long 
way towards maximizing your 
impact and advancing your 
advocacy efforts.

Find a slow news day. 

Your press release will be more likely 
get attention if there is less going 
on in the newsroom. If you are not 
promoting a specific event, or are 
tied to a certain day, consider what 
else is happening and avoid major 
local, provincial, and national events. 
For example, carefully reconsider 
sending out a release when the 
Prime Minister is in town, unless your 
issue is federally related.
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