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Since all individuals have a limited attention span, it comes as a real challenge to gather 
momentum around a cause. Invisible Children  showed the possibilities of networked 
media  through KONY 2012. The video became a viral success and rapidly mobilized 
millions of people  to stop Joseph Kony. The campaign was nonetheless very much 
criticized for being too politically wrong. But putting aside any judgment, KONY 2012 was 
the start of an experiment, emphasizing the power of the Internet  and the power of 
networked advocacy journalism. 

Because what happens on the Internet is often asymmetric, unpredictable and hybrid, non-
governmental organizations cannot rely entirely on it. They need to balance the volatility of 
the Internet with sound expertise and sources.

Transparency and openness  are also essential in the dialogue with politicians as these 
components will prove the worth and the reliability of the NGO. Openness might also extend 
to engage in critical debate  around the work of the NGO itself in order to enhance 
transparency and show it can stand accusations – thus enhancing politicians' trust.  

Taking into account all the components; bringing together advocacy and communication is 
key to win politicians' confidence.

 

OBSERVATIONS

The multiplication of media outlets and the increased flow of information has 
made it all the more harder to grasp both the politicians and the public attention. 



An International Network

The many connections and knowledge 
NGOs have developed over time are seen as 
tremendously valuable by politicians.

NGOs can therefore act as a 
communication bridge  between local 
communities, partners and decision makers.

Building their role as watchdog is important 
to monitor the implementation of 
political measures. Indeed whenever there 
is a lack of consistency between the foreign 
policy of a country and its policy towards 
developing countries, NGOs have a role to 
play in strongly advising politicians against 
some detrimental actions the country could 
take.

Acting as a Watchdog

Expertise and professionalism are necessary characteristics for NGOs to be legitimate. 

NGOs EXPERTISE



The most important for NGOs' communication is probably not the quantity of media coverage they get 
- too much might trigger a compassion fatigue among the public. It is the content and quality  of 
their message which is crucial. To differentiate itself and convince people, an NGO should convey its 
values and objectives clearly.

Instead of solving the media coverage issue, the Internet seems to have further polarized 
the public's attention. But the majority of Americans still get most of their information 
through television, hence the need to still rely on mainstream media outlets.

 Media cannot tell you what to think, but it can tell you what to think about. In addition, opinion 
leaders  pay close attention to mass media and pass on their interpretations  of media 
messages to others. 

Setting the Agenda

 As the attention span of audiences is 
limited, NGOs need to be to the point.  

 The communication of an NGO is all the 
more intricate providing that it has to 
remain upright at all times. Staying 
honest, simple and authentic  without 
going into miserabilism.

Short and Clear Message as More 
Efficient

THE NEED FOR MEDIA 
COVERAGE



NGOs Working Closely with 
Journalists

Implementing a give and take relationship 
with journalists  on whom NGOs can actually 
have an impact: during conflicts for instance or 
to access impoverished countries, journalists 
often try to work hand in hand with NGOs for 
logistic purposes but also to access their already 
available data and reports.

Since documenting issues  is crucial to inspire 
global actions, NGOs need open journalism 
structures to tap into mainstream media.

Transforming Mainstream Media                 
                                                                      
                                                         
Mainstream media's aptitude for change in the 
networked public sphere offer NGOs more 
opportunities to impact their media coverage.

New communications technologies facilitate 
flows of information and agency. 

By allowing more diverse voices, networked 
journalism may reconcile the traditional conflict 
between independence and collaboration. 

Journalism is evolving and adapting to more open structures: collaboration between 
journalists, NGOs and the network public sphere.

OPEN STRUCTURES OF 
COMMUNICATION



Social media networks work along the 
same lines as media logic in the sense 
that they permeate all the spheres of 
public life. 

Social media shares with mass media its 
potential to transport its logic outside 
of platforms. In other words, debates, 
ideas, statements made in an ecosystem 
of connective media go further than 
virtuality and impact reality.

However, as mass media outlets devote 
a limited coverage to NGOs, new 
information and communication 
technologies come as a great 
opportunity. Indeed with such tools, 
NGOs can upset the old media hierarchy 
and become their own media outlet.

New Information and Communication 
Technologies

MOBILIZING PUBLIC OPINION 
THROUGH SOCIAL NETWORKS



Proximity and Connectivity

In campaigning, there is a constant need 
to be creative. Social media networks 
allow for ideas to be shared and an allow 
for inventive brainstorming. 

Now for traditional media outlets (TV, 
print, radio) to continuously capture 
public attention, they constantly renew 
themes. For NGOs to also have the 
capacity to renew their message they 
can use proximity with local 
associations, local coordinators or 
communities  and allow them to 
participate in their flow of information.

A criticism sometimes made to NGOs is that 
they seem too remote from local 
communities. By giving them a voice they 
could also use it as a tool to increase their 
media flow. 

In addition, connect and develop 
specialized relationships of common 
interests  is one of the main characteristics 
of social media - building communities out 
of interests instead of geography.



Because of the two-way traffic the Web 2.0 generates, NGOs can 
continue to have their own flow of information while steering users' 
communicative contributions. 

The power of social media compared to mass media is its capacity to 
unsettle existing social hierarchy and the old discursive order of TV 
and prints. Social media networks give users an impression of freedom 
and responsibility over decision-making and actions.

By using users themselves to shape the information flow NGOs would be 
insured to have a mobilized public opinion. The more active public 
opinion is, the easier it would be for NGOs to pressure politicians.

Empowering Users 

Reward-exposure system: Every attempt of 
politicians to help developing economies could 
be exposed by NGOs. 

For that purpose twitter  is a powerful tool, 
transforming quotes into tweets that could then 
be retweeted and shared between users. Groups 
of users who decide something needs to be 
retweeted or even needs to become trending 
can orchestrate a publicity wave. 

Therefore, insuring exposure for politicians 
trying to work alongside NGOs would have a 
positive impact on their public image, hence 
also influencing voters for a possible future 
election.



CONCLUSION

New technologies offer tremendous opportunities to develop inventive and effective 
communication strategies. Raising the awareness and mobilizing public opinion will hopefully 
enable NGOs to convince politicians and prompt actions more efficiently.

The sharing of intelligence with journalists increases NGOs legitimacy among politicians. The open 
networked structures can reinforce communications between all branches and raise NGOs voice 
among international institutions. Eventually, NGOs will have a greater impact in the decision 
making process.

The focus today is put on social media networks because they are a way for NGOs to build lasting 
relationships  with citizens. Media itself will not change the world but politicians and people can. 
Therefore, for progressive movement to work efficiently, a commitment to media citizenship is 
vital.
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