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Goals for Session

1. Advocacy Basics Where, How, Recent Collaborations.

2. Press as Advocacy Adjunct

3. Communication basics:
Framing your message.

Adapting your message: policy, media, individuals.

4. Workshop
Ledes. (mid-way through)

"To be sure" and pivots. (end)



For Workshop

• What might you want to communicate to a policymaker, the press, 
or even in a blog post?

• Do you want to talk about pain as a public health issue? An 
economic issue? 

• Do you want to talk about reimbursement or the pressures or 
squeezes in pain management?

• Maybe you have some other burning agenda…



Why Advocate?

UNPRECEDENTED 
MISINFORMATION

ATTACKS ON SCIENCE. 
ATTACKS ON EXPERTISE.

CUTS TO COVERAGE. 
CUTS TO RESEARCH.  

HEALTHCARE LIVES IN A 
COMPLEX REGULATORY 

STATE.

WHO GETS PAID, FOR 
WHAT, AND EVEN WHICH 
TREATMENT TOOLS CAN 

BE USED ALL EMERGE 
FROM THE POLICY 

ENVIRONMENT.

A COMMON PHRASE IS 
“BENCH TO BEDSIDE,” 

BUT TRANSLATION 
NEEDS TO REACH 
POLICYMAKERS.



Where to Advocate?  Advocacy is Broad.

Legislatures (Federal and State) Administrative Agencies (Federal, State, Local)

Professional Associations (Guidelines)



Critical Role of the Press

• The press plays a key role in 
policy influence. 

• “Whoever tells the best story 
wins.”

• We use press engagement 
as a policy adjunct often.



Collaborative Effort 

• Issue: Administration’s proposal to cut research by 40%,  
eliminate and/or defund institutes, and cap indirect costs.

• Response: Meetings with Appropriations Committees and 
Labor HHS Subcommittees in House and Senate.

• Sign on letter endorsed by 60 leading pain organizations.

• Trainings about appropriations and how to meet with policymaker; 
meetings pairing a policy lead with a researcher/clinician and person 
living with pain in each jurisdiction.

• Follow-up meetings through Report stage. Congress is now rushing to 
fund through “mini-bus” bills by Jan. 30.



Administrative Agencies (FDA, CDC, CMS)

• Comments in the Federal Register
• Big impact with less investment. Designed for expert input.

• Agencies publish Notices in the Federal Register. They read all unique comments.

• Tracking:

• Sign up at federalregister.gov to get notifications for specific keywords, agencies, or 
document types delivered to your inbox; or use keyword searches for current rules.

• Follow @FedRegister on X for updates.

• Stay in touch with allied groups to know when something in your area is heating up.

• Comment deadlines are published in the Notices 
• Label comment with Docket Number (RIN) from the Federal Register
• Submit comments using Regulations.gov.

https://www.federalregister.gov/
https://www.google.com/search?client=safari&rls=en&q=Regulations.gov&ie=UTF-8&oe=UTF-8&mstk=AUtExfDEQcYNXAQibL2hN3x-X-GySVjpVNJ53fPAw74SnQSD8I1ccr8QiT60_fWH6qapaZOVzt-EkaI7Wux2iT3HGQX8ZNm9b-CgVI7TMo2nqsblj170MYedjwjyWrtgBNYs9H7DQLe1fn1LIH0YK4MvUrHL0ITqOymf5xj2D9A1ma6UHI8&csui=3&ved=2ahUKEwjx0O2U1fyRAxWiPDQIHdJ_KxIQgK4QegQIARAB


Typical 
Notice



Submit on Regulations.gov



n

Collaborative Effort

Medicare released 

a Proposed LCD eliminating in 

many regions nearly all 

peripheral nerve blocks from 

coverage policy for chronic 

pain.

Comments: AAPM, USASP 

(Anna Woodbury), NPAC , 

Multi-Society Letter. AAPM 

submitted publication in Pain 

Medicine.



Examples (DEA, FDA, CDC, NIH, etc.)



Crafting Your Message

• Use simple, general language. No jargon. 
No acronyms. Something your spouse or 
older children would understand.

• Make No More than 3 points:

• The problem.

• Why it matters. 

• What you are asking for.



Why should they care?

• Why does it matter now? Why does it 
matter to them (ROI)?  This is true whether 
you are communicating at work or with a 
policymaker: human connection.

• Use Statistics. Be specific and show how it 
fits in the larger context. (Key stats, $$$).

• Use Storytelling. Stories are the language 
of policymaking. (State of the Union). 

• Use Visuals: charts, etc. (Ex: which 
institutes have pain research; where $ are 
allocated at NIH).



The Op-Ed Project: https://www.theopedproject.org

A Great Primer







Ledes





Lede (2) and Call to Action in Italics













- (Lede): Grab attention.
- (Thesis): Main Point.
- (Argument): Explain and Support your point.
- (To Be Sure): Anticipate criticism. 
- (Call to Action): Ask for what you want. 

Strategic Communication, In Sum:



Communication Applied to Policy

• I published this and another related opinion piece around the 
same time in Washington Post.

• Went to CDC with HRW asking for a public-facing 
acknowledgement of misapplication and harms.  

• They issued such an announcement.

• When they eventually revised the Guideline in 2022, I was 
appointed to their opioid workgroup.

• Something as simple as writing a high-impact Op-ed can lead to 
policy change.



Ledes



Workshop 1:  Ledes

1. Pick a topic:
• Maybe you have a view on something in the news cycle or policy environment;

• Maybe there’s something you’ve been wanting to say that’s implicating your work;

• Maybe you want to use the examples I provided: 

How might you argue for reimbursements if Medicare proposes cutting coverage for 
chronic pain treatments

How might you make the point about the importance of biomedical research?

2.  Pick a strategy for a lede: 

       • A story? A study? Something in the news?

3. Share.



Tailoring Communication

Once you know what you want to say, the 
next step is to tailor that information to 
your specific audience.

Tailor to context: policymaker/ press.

Tailor to individual: Aderholt, Gillibrand.



Capitol Hill 101
Request a meeting, typically with health policy staffer. Explain who you are, who 

you represent, what you want to address. Virtual is fine. Member vs. Committee. 

Identify Your “ASK.” What do you want them to do and why? 

Prepare a one-pager with your ask, main points, story, stats, and your contact 

information.

Do your research. Different policymakers have different priorities. Google their bills 

and committee assignments. 

Frame your issue as a solution to what they care about.



(light blue): 

(purple):

Op-Ed Structure 

Applied to One Pager



Working with the Press

1. If politicians want “asks,” reporters typically 
have angles. Research the reporter and ask 
about the story. 

2. Be quick to respond. Reporters work on 
deadlines. 

3. Prepare the message you want to 
communicate: your thesis, arguments, and even  
potential quotes. 

4. Offer data to back up your point. Reporters 
need citations. 

5. Answer only the questions you can and feel 
comfortable answering. It’s okay if you need to 
get back to them; it’s okay to say you have no 
answer.



Press (cont.)

6. Be prepared to pivot to your point. Use sentences 
like, “That’s a great question, but what’s really 
important to understand is…” ”Or, that question makes 
me think of a related one that’s critical…”

7. Make your points—more than once. Reporters 
often end the interview by asking if there is anything 
they’re missing. Use that opportunity.

8. You may ask to check direct quotes for accuracy. 
You won’t likely get to change more.



Pivoting

• Reframe context. “That's a great question, but what’s really 
important to know is…”

• Correct with alternative stories or data. “Yes, I’ve heard that 
concern, but what I see in practice is…” or “but what the data show 
is..."

• Reframe the question. “That’s not in my area of expertise or I can’t 
speak to that, but what I can tell you is…” Repeat your message.

• Offer to get back to them. “Can I get back to you on that?”

• Reiterate your message. If any question gives you an opening, 
answer the question and then refine it by repeating your message.



Pivots   → “To Be Sure”

• Both are about addressing points potentially critical to your point 
of view, coming from opposite directions: 

• “To Be Sure” You are the drafter, so you anticipate the counter-
arguments.

• During a press interview, the reporter is leading the inquiry. 
Pivoting allows you to address misconceptions on the part of the 
reporter or someone they’ve quoted and return to your point.



Workshop 2: 
Role Play & 
Sharing “To 

Be Sure” 



Advocacy is a team sport.

Contact me with questions, 

advocacy ideas, for support, 
for help with an Op-Ed at:

kate@nationalpain.org

mailto:kate@nationalpain.org
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