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Intersection of 
Advocacy and 
Professional Ethics 



Overview of 
Legislative Processes



1. Pre-filing period: December 1 through the opening of the general 
session. Pre-filed bills are introduced on the first day of the 
session.

2. Legislative session: First Monday in January through May 30, 
though the legislature stops considering bills in mid-May.

3. Election cycle:
I. State senators serve 4-year terms. Senators from odd-numbered districts are elected 

during presidential elections. Senators from even-numbered districts are elected during 
“off-years” elections.

II. State representatives serve 2 year terms, elected at each general election.

Source: https://documents.house.mo.gov/billtracking/info/howbill.htm

The Missouri Legislative Timeline
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1. Bill introduction. Bills can be introduced from the 1st day through 60th day of the session.
2. First and second readings. Conducted by the House clerk.
3. Referral to committee. Referral is performed by the Speaker of the House.
4. Public hearing. The bill is presented to the committee by its sponsor, and both proponents 

and opponents are generally heard in a single hearing.
5. Committee executive session. The committee decides if the bill advances or not, with or 

without amendments.
6. Placement on the “perfection calendar”. Debate on the House floor, including proposal of 

amendments.
7. Third reading and final passage. Bill receives a vote and gets sent to Senate, which 

passes it or amends it (requiring inter-chamber negotiations).
8. Sent to Governor. The Governor may sign the bill, veto it or not sign it (it becomes law by 

default).

Source: https://documents.house.mo.gov/billtracking/info/howbill.htm

The Missouri Legislative Process
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The Federal 
Legislative 
Process
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Everyday Advocacy: 
Where Do I Start? 



Understanding Barriers to Advocacy

Many people 
understand the 
importance of 
advocacy, but 
hesitate to do 
engage 
because…

They are short on time.

Meeting with officials is 
intimidating.

They don’t know where to 
start or what to do next.

They are unsure how to read 
the political environment.

They think they have to be 
experts on a topic / share 
content in a very formal way.

They are unsure of their 
leverage as constituents.



The Big Idea
Advocacy can fit 
into your life no 
matter your level 
of experience or 
availability.



What Does Engagement Look Like?

There are three categories of advocacy activities you can engage in:

Chiming In
Entry-level

15 minutes or less.

Building Bridges
Intermediate

Between 15 minutes 
and a day.

Empowering Diverse Voices
Advanced

Requires multiple group 
interactions. Time varies.



11

Entry Level: Chiming in

Engagements that take less than 15 minutes:

• Engage with an action alert (2 minutes).
• Post on social media, including sharing posts, and 

tag your elected officials (2 minutes).
• Call your elected officials’ offices (5 minutes).
• Mail a post card to elected officials (5-15 minutes).
• Send a letter to the editor (10-30 minutes).



KEY 
TAKEAWAYS

Chiming in brings needed 
volume to issues… And 
volume is relative.

Even with volume, offices 
notice a personal touch.



Example:
Which is 
Better?

Option A
Please support this legislation to fund 
mental health services in schools. It will 
help save lives by provided funding to 
meet student needs.

Option B
Please support this legislation to fund 
mental health services in schools. I am a 
school counselor, and this semester 
alone three students told me they 
seriously considered self harm. This bill 
will help save lives by providing funding to 
meet their and their peers’ needs.
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Intermediate: Building Bridges

Engagements that take from 15 minutes up to a day:

• Write an email directly to your elected officials, sharing your 
insights / expertise on an issue (15-30 minutes).

• Schedule introductory meetings with your elected officials (30 
minutes – 1 hour).

• Schedule issue-specific meetings with elected officials (30 
minutes – 1 hour).

• Attend a town hall or political event (1-2 hours).
• Participate in a legislative day / fly-in (1 day).



KEY 
TAKEAWAY

Repeated interactions 
(bridge-building) create 
long-term relationships 
and trust.
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Advanced: Empower Diverse Voices 
for Psychology
Length of time will vary based on activity - expect multiple 
interactions over several days.

• Organize a group stakeholder meeting with or group sign-on 
letter to new strategic targets.

• Organize a call-in or office drop-in campaign with other 
stakeholders to increase visibility.

• Organize a legislative day delegation (including through 
coalitions) at a strategic time.

• Organize a stakeholder meeting or town hall (virtual or in-
person) to show in-district support/opposition.

• Train new allies to amplify voices on an issue.



KEY 
TAKEAWAY

Elevating voices shows 
an issue has broad / 
diverse appeal.
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Reaching out to Candidates

This is a federal election year, so candidates will be looking to 
connect with constituents during the campaign season. 
Candidates can often be found:

• Knocking door to door to canvas support.
• Joining community events such as state / county fairs, high-

profile competitions, openings of new businesses, etc.
• Hosting townhalls or fundraisers.
• Attending site visits organized by constituents, such as 

tours of hospitals, research labs or university facilities.

This is a good time to leverage their interest and flag issues 
important to psychology!



Identify which 
officials to contact.

Know what actions to 
ask officials to take.

Shape the content you 
share with officials.

MOPA and APA Can Help You:



KEY 
TAKEAWAY

Leveraging organizations’ 
resources allows you to 
focus on sharing your 
experiences and insights.



Pause for 
Group Discussion



Conveying Your 
Message Effectively



Some Context…

The best practices 
we are sharing 
here apply best to 
direct emails and 
meetings (virtual 
or in-person). 



The Big Idea

Image: psychologists in a Congressional meeting

Your actions 
before and after 
reaching out to 
officials matter as 
much as the 
interaction itself.



Research your officials in 
advance:
o Their policy positions.
o Their background.

Plan your messaging:
o Think about what you 

want to say, in what 
order (more on that 
next).

Best Practices to Interact with Officials

B e f o r e  R e a c h i n g  O u t D u r i n g  Yo u r  
I n t e r a c t i o n s W r a p  u p  &  F o l l o w  U p

• Take an interest in your 
audience.

• Be courteous and read 
the room.

• Be honest when you do 
not know an answer.

• Keep the conversation on 
track.

• Keep an open mind.

• Ask questions.

• Offer yourself as a 
resource.

• Show appreciation.

• Follow up to keep the 
issue on their radar.



KEY 
TAKEAWAY
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Officials and their staff 
have limited attention 
spans.

Plan ahead so you can 
make the most of your 
time with them.



The Big Idea
Keep it short. 

Keep it simple. 

Keep it concrete. 
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Source: Chip Heath and Dan Heath, Made to Stick
Image: psychologists meeting with U.S. Senator Booker in a hallway



Advocacy Messaging Needs to…

to persuade officials to adopt a policy.
The combination of story, framing and request is called a pitch.

Have Structure Offer Context Make a point
(“the ask”)

Source: Living Proof, Evaluating Personal Narrative Story-telling for Advocacy



Elements of a Pitch
W h a t  y o u  w a n t  t h e m  

t o  F E E L
W h a t  y o u  w a n t  t h e m  

t o  K N O W
W h a t  y o u  w a n t  t h e m  

t o  D O

What emotions do 
you want your 
anecdotes to evoke?

You can still infuse 
your stories with 
science (e.g. insert 
statistics, etc. at 
relevant points).

Establish early on:

• Why the issue is 
important. Infuse 
your pitch with 
science.

• Why you are a 
relevant stakeholder.

Come prepared with a 
solution (“the ask”).

APA, your SPTA and 
other organizations can 
give you suggestions.

Source: Daniel Pink, To Sell is Human



Story Telling Is Effective Because It…

Improves Comprehension Reduces Resistance Increases Empathy

Source: Living Proof, Evaluating Personal Narrative Story-telling for Advocacy



KEY 
TAKEAWAY
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Facts make you trust-
worthy.

Anecdotes and stories 
make you memorable.

Your pitch needs both.



Example: Seeking Mitigation / Prevention



Example: Asking for Change



Example: Focusing on the Policymaker



Example: Serving As an Ambassador



Example: Demonstrating Influence



KEY 
TAKEAWAY
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Pitches are just the 
beginning of a conversation.

You will need to continue 
building bridges for that 
conversation to turn into 
results.



Leveraging Social Media 
for Advocacy
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Points for Consideration
Disadvantages of Social Media ActivityBenefits of Social Media Activity

Broader reach: public posts can be shared 
and reach audiences far beyond your 
immediate network.

Low cost: individual accounts are generally 
free and professional accounts have many 
affordable options.

Speed: Content can be shared / updated in 
real time.

Exposure / Security Risk: complete strangers 
with different opinions or agendas can access 
your content and contact you. This can 
escalate quickly.

Competition: You will have to compete against 
many different voices and completely 
unrelated topics to be heard. 

Short life-span: content rapidly becomes 
outdated / irrelevant.



The Big Idea
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Your social media 
strategy will depend 
upon your goals, 
audience and 
timeframe.



Social Media Can be Used To…

Educate about… Advocate for… Elevate…

the needs and voices of your communities.
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Educate Your Peers

Raise awareness of issues affecting your community by:

• Sharing educational materials from reputable sources.
o Infographics, video testimonials, links to articles, etc.

• Sharing your own / your organization’s educational 
materials.
o Share your expertise in digestible snippets.

• Explaining why an issue is important to you, in general. 
o People trust their peers on social media more than 

brands.



Example:
Educating Succinctly
 
Format works for Twitter, 
Facebook and LinkedIn



Example: Raising Awareness / Sharing Stories

Both formats work well for all platforms.



KEY 
TAKEAWAY
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Like pitches, educational 
social media posts are more 
effective if they are SHORT, 
SIMPLE and CONCRETE.



Advocate for Policies
Create or contribute to a volume of voices on an issue:

• Posting policy “asks” and tagging officials.
o Tag elected officials and government agencies.
o Ask / challenge your friends to share.
o Thank officials for meetings.

• Hosting or joining a “social media day of action”.
o The goals of such activities is to generate a lot of volume in a 

short time frame to break through digital clutter.
o Use hashtags to track participation.

• Create additional buzz around an event (Hill Day, rally, etc.).
o Amplify the reach of events and model advocacy behavior to your 

peers by posting about them, even if you cannot attend.



Example: 
Elevating a Policy 
Ask
 
Format works for Instagram, 
X and Threads



Example: Creating Buzz and Goodwill

Format works well for all platforms.



KEY 
TAKEAWAY
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Also like pitches, advocacy 
posts should convey what 
you want the audience to 
FEEL, KNOW and DO.



Elevating Diverse Voices

Be an ally by... 

• Collaborating with others. Reach out to people / organizations 
supported underserved communities and ask them to weigh in 
and collaborate with you on advocacy content.

• Extending personal invitations. You may have contacts in your 
organization or networks who can contribute content but do 
not feel comfortable doing so without a direct request.



Example: Sharing Your Platform

Format works well 
for platforms with 

“live” or video 
capacities, like 
Instagram and 

Facebook.



KEY 
TAKEAWAYS
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Let the voices you want to 
elevate be the primary 
focus.

It will take time and effort to 
build trust with other 
stakeholders.



Policy Deep Dive:
Telehealth



- The American Telemedicine Association refers to 2024 as the 
"Super Bowl" of telehealth policy, with a number of issues for 
Congress and the Administration to resolve this year.

- Legislation
o Delay on implementing the Medicare in-person service requirement currently 

scheduled to end at the end of 2024
o Other Medicare telehealth flexibilities expiring at the end of 2024
o Hearings and markups on telehealth began 4/10/2024

- Administration
o DEA – Tele-prescribing rules expected in 2024
o Medicare Physician Fee Schedule proposed rule

Federal 2024 Telehealth Priorities
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- States are not waiting for Congress to do its work!
- A number of state legislatures are addressing a variety of 

telehealth-related issues, such as:
o Telehealth coverage in state Medicaid programs
oMeans of delivering telehealth services (i.e. audio-only v. audio-visual, 

synchronous v. asynchronous)
o Licensure and scope of practice issues
oPrivacy of patient data
oCoverage/pay parity

State Activity re: Telehealth

55



- Advantages:
oBipartisan support
o Impact on rural/underserved areas
oComparable quality of treatment

- Risks:
oConcerns over expected costs
oConcerns over increased utilization
oWorkforce availability

- Focus on telehealth as a means of expanding access to 
preventative services!

Framing Telehealth Advocacy
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Final Review



Your work has already equipped 
you with the necessary skills for 
advocacy.

Anecdotes / stories immerse 
audiences into your world by 
giving them something to feel. 
Build on that by sharing what 
they need to know and do.

Keep your messaging short, 
simple and concrete to break 
through the clutter / time limits 
your audiences face.

MOPA and APA are here to 
help you every step of the 
way.

A pitch is just the beginning 
of a conversation…

You need to follow up to 
build upon that 
conversation’s impact.
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