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Introduction  
In 2011 RobertsBrown was engaged by the Consumer Advocacy Panel (the 
‘Panel’) to conduct an evaluation of the 2010-11 grants and assess the program’s 
contribution of the Panel’s objectives.   The Panel was established through the 
Australian Energy Market Commission Establishment Act 2004 (the Act) to 
promote the interests of all consumers of electricity or natural gas.  
The evaluation of from the Consumer Advocacy Panel (the Panel) suggests the 
Panel may wish to consider how it defines energy advocacy and which models of 
advocacy it should support. This issues paper addresses those questions and 
provides a framework for effective energy advocacy in Australia.   

Focus on consumer outcomes 
One quarter of the funds in 2010-11 included provision for organisational capacity 
building but much of the emphasis of the current funding model is on short-term 
projects and submissions.  RobertsBrown suggests the Panel consider re-
focusing the grants program to give greater emphasis to outcomes for consumers, 
particularly long-term outcomes for the most disadvantaged.  

Defining Advocacy 
It became clear in the evaluation that there were differences in understandings 
about the objectives of the Panel and how advocacy grants might contribute to 
that objective.  We therefore recommend the Panel clarify the definition of energy 
advocacy in line with its objectives.  We have proposed a definition below for the 
Panel’s consideration. 

Energy advocacy is any activity designed to persuade a third party to 
make a decision or a change that ameliorates or improves the market 
situation of consumers of energy, particularly small to medium 
consumers.   

Effective advocacy model 
The definition supports an increased focus on consumer outcomes.  Such a focus 
has implications for both the funding model and the model for effective advocacy.  
Effective advocacy is generally improved by a flexible approach to achieving 
consumer outcomes and the selection of appropriate strategies for each 
campaign or project.  Effective advocacy is not restricted to responsive strategies 
such as submissions.1   It has two key elements: the ability to adapt to a dynamic 
political and social environment; and it is built on an infrastructure of knowledge, 
consumer involvement and partnerships with other advocates, industry and 
government.  Each effective advocacy project or campaign uses the existing 
infrastructure but also contributes to that infrastructure through increased 
knowledge, reputation, networks and so on. A related issue is the ability of the 
advocate to act with and for their constituents independently of political pressures. 
The sections immediately below outline our suggestions for the future direction of 
energy advocacy. 

                                            
1   Renouf & Porteus (2010:29) make a rather nice distinction between ‘responsive advocacy’ 
and ‘proactive advocacy,’ which refers to consumer-initiated projects.  I find ‘proactive advocacy’ a 
little clumsy and in the rest of the paper I use the shorter expression ‘Active Advocacy’ instead.  
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Need for Consumer Advocacy 
The Australian Energy Market Commission Establishment Act 2004 (the Act) 
recognised the need for consumer advocacy in the establishment of the 
Consumer Advocacy Panel (the Panel).  The Act provides that the Panel will have 
a range of functions including: 

 “(d) determine … how grants for consumer advocacy projects and research 
projects for the benefit of consumers of electricity or natural gas (or both) are to 
be allocated.” (s.29).   

Purpose and definition 
The Act also specifies the goals for energy advocacy (see below) but is silent on 
what an advocacy project might look like or how advocacy is defined.  

At its broadest ‘advocacy’ refers to public support for a particular person or 
position or cause (See Collins Australian Dictionary, Oxford Dictionary).  For 
example, it can refer to the profession of a barrister or to public statements in 
support of a cause.  Advocacy might be for an individual or for a group.  It might 
be responding to an authority’s request (or demand) for commentary or 
explanation; or it might be driven by a need or cause. There are multiple 
dimensions to the concept of advocacy.   

The term ‘consumer advocacy’ is a little tighter and is often defined in terms of 
persuasion and influence on behalf of consumers (Australian Productivity 
Commission 2008, Australian Advocacy Institute, Mansfield & Alameddine 2010, 
Schlangen 2012).  The definition of energy advocacy in Australia has been the 
subject of some discussion (Allen Consulting Group 2004; KPMG 2005; Renouf 
and Porteus 2010) but there is no consensus and some differences from other 
definitions of consumer advocacy.    

The broad range of possible meanings and multiple dimensions (see Appendix A 
for more detail) means that it is important for the Panel and advocacy groups to 
develop a shared understanding of energy advocacy and the sort of work that the 
Panel wishes to support.2 Fortunately, the Act provides specific goals for energy 
advocacy in the objectives for the Panel.  

 “In performing its functions—  

“(a) the Panel must have regard to any relevant objectives set out in a 
National Energy Law; and  

 “(b) the Panel must seek to promote the interests of all consumers of 
electricity or natural gas while paying particular regard to benefiting small 
to medium consumers of electricity or natural gas.” (s.30). 

In other words, energy advocacy under the Act is about benefits for consumers.  
The Australian Energy Market Commission Establishment Regulations 2005 (the 
Regulations) Schedule 1.(2) & (3) specify that such benefits are defined broadly 
but they must have some relevance to the national energy market or the retailing 
of electricity or gas.  The Panels’ Grant Guidelines 
(http://www.advocacypanel.com.au/applications.htm) also refer to the issue of 
                                            
2  KPMG (2005) made the same point.  The legislation now provides a guide for such a 
definition and allows us to move beyond the definition used by KPMG. 
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relevance to those markets. The scope of benefits includes, but is not limited to, 
the National Energy Law, policies or regulatory issues.  

So energy advocacy may be directed towards benefits such as an improvement 
in the market conditions for energy consumers or at least amelioration of the 
worst effects of changes in the market.  

On the basis of our analysis of the Act and Regulations RobertsBrown suggest 
the following definition of energy advocacy. 

Suggested definition  
Energy advocacy is any activity designed to persuade a third party to 
make a decision or a change that ameliorates or improves the market 
situation of consumers of energy, particularly small to medium 
consumers.   

The suggested definition is reasonably broad; and, in line with the Act and 
regulations, allows the Panel to support advocacy directed towards access to the 
market (KPMG 2005) such as concessions, disconnections policy, compensation 
for increased prices, and so on.   

The Act and Regulations also enable the Panel to support advocacy for policy 
and market measures that improve energy efficiency (e.g. smart meters). 
Improving energy efficiency is relevant to the market in that it reduces costs for 
consumers (hence improving access), reduces demand on the system and may 
impact on peak loads.   

However, we do not believe that the legislation supports community education for 
energy efficiency as a goal in its own right.  Community education is a valid 
strategy to help achieve an advocacy objective but on its own is not an objective 
of advocacy as we have defined it.  We discuss the issue of community education 
in Appendix C Consumer Empowerment. 

Advocacy Model   
A focus on consumer outcomes in line with the definition of advocacy has 
implications for the models of advocacy that the Panel might wish to support.  
KPMG (2005) flagged the importance for the Panel of a clear model for advocacy.  

Advocacy takes place in a contested space and involves attempting to influence 
the behaviour of other powerful parties (Schlangen 2012). The pathways to the 
outcomes are subject to negotiation and development over time and are often 
different from what was originally envisaged.  Some of the outcomes are 
unpredictable and there is almost always a time-lag between action by the 
advocate and change in market conditions.  There are no straight lines and 
simple logics.  Advocacy is a complex endeavour like raising a child rather than 
an inherently logical process, no matter how complicated, such as sending a 
rocket to the moon.3  

                                            
3  This analogy is derived from Patton (2008) 
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In order to achieve long-term consumer goals, effective advocacy has to be 
outward looking and aware of the political and social environment (Raynor et al 
2009).  It requires advocacy acumen (Schlangen 2012). It also has to be capable 
of adapting quickly to the opportunities and threats present in that environment. 
Such flexibility and adaptability can only occur if the advocates are prepared to 
revisit their strategies and activities as their environment changes and adapts. 

In turn, those flexible responses need to be built on an underpinning (or 
infrastructure) of knowledge; community and stakeholder respect; communication 
and collaboration with other stakeholders; and consumer engagement in the 
advocacy process.  

These considerations lead to our proposed model for energy advocacy in Figure 
1 below (and in Appendix E). 
Figure 1. Effective Advocacy Model 

 
The proposed model takes into account a number of factors.  First, the model 
recognises that advocates need to develop and maintain a sound understanding 
of the needs of consumers and the impact of the market on those consumers.  
For both ethical (see Appendix D) and practical reasons consumers are best 
placed to articulate those needs.  So there is a strong argument for consumer 
engagement in the advocacy process.  Such consumer engagement has to be 
predicated on the consumers feeling a need that has to be addressed.  If they 
don’t see a problem they won’t be engaged: and widespread appreciation that 
there is an issue tends to arise only after a change has occurred.4 At the very 
least, advocates must have close, ongoing relationships directly with the 
consumers so the advocates can maintain their knowledge.  

                                            
4  There is a good reason for consumers to avoid considering impacts until they occur.  It is 
the experience of the impact that provides them with evidence of that impact.  Indeed arguments 
about potential impacts are easy for anyone (consumers, regulators, government, etc.) to dismiss 
because the evidence is usually weak and predictions are often wrong, especially about the extent 
of impact.  
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Second, consumers are very diverse and have different needs and issues that 
require different outcomes (Allen Consulting Group 2004).  It is sometimes 
difficult to reconcile those needs and it may be necessary to have multiple 
advocacy bodies.  

Third, a focus on consumer goals implies that the advocacy groups have a 
responsibility to initiate action and respond to threats rather than waiting for a 
government body or regulatory authority to ask for input. Indeed, both the 
literature (e.g. Hansen et al 2005; Mansfield 2010:3; Raynor et al 2009) and the 
evaluation interviews suggest ‘active advocacy’ is generally more effective 
because it can help set the agenda and work towards long-term consumer goals 
rather than being constrained by existing policy parameters. The model should 
allow for active and strategic advocacy as well as ‘responsive’ advocacy.5 

A key attribute of effective advocacy is building a constituency for change and 
persuading decision-makers to work towards one's goals (Hansen et al 2005; 
Raynor et al 2009; USAIID 1998).6  The most effective way to do so is obtain 
consensus amongst all the parties and recognise the legitimate aspirations of the 
other parties.  It is not always possible to achieve full consensus and advocates 
must sometimes confront opposition. Even partial consensus can help move 
towards the consumer outcomes required. 

The considerations outlined above are consistent with the requirements for 
effective advocacy variously identified by the USAID (1998), Hansen et al (2005) 
and Schlangen (2012).  We have consolidated those requirements into one list as 
follows: 

• Understanding constituent and public issues and views  
• Opportunities for effective action 
• Significance to constituents 
• Public and constituent participation 
• Data on nature and extent of issue 
• Understanding of the systems (government, market, etc.) and 

organisations that affect the issue 
• Viable alternative position – coherent and well presented 
• Coalitions and Networks (collaboration and specialisation) 
• Public support through public education  
• Action to bring about change, maintain public interest  

Effective advocacy based on infrastructure 
The list above demonstrates that effective advocacy is dependent on an 
infrastructure of skills, context, knowledge and relationships. This is particularly 
true for energy advocacy where the technical and regulatory issues are so 
complicated.  
Figure 2 below presents a diagram that outlines the elements of advocacy 
infrastructure. Further detail of the advocacy infrastructure is provided in the 
diagrams at Appendix E. 
                                            
5  See discussion by KPMG (2005:2 & 19) and Renouf & Porteus (2010:29). 
6  See also ACOSS and SACOSS in the main report, 
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Figure 2. Infrastructure for Effective Advocacy 

 

An important characteristic of advocacy infrastructure is that much of it grows 
from doing advocacy.  Some elements can be built independently, such as 
knowledge through research and training but elements such as networks and 
credibility are built over time and by doing advocacy (not necessarily in the same 
field).    So new advocates and advocacy organisations will take significantly 
longer to become effective than a body that already has a sound advocacy 
infrastructure.  

Advocacy processes 
The reliance on infrastructure implies that certain types of activity are crucial to 
advocacy.  The activities required to build the infrastructure of advocacy are 
summarised below: 

• Engage constituencies - participation, consultation and consumer research 
(Allen Consulting Group 2004; Raynor et al 2009) 

• Research and understand the environment and organisations affecting the 
constituents – understand the legal, regulatory, technical and market 
conditions and the political processes (Mansfield 2010; Mansfield and 
Alameddine 2010; Raynor et al 2009) 

• Establish clear and measurable long-term goals and outcomes for one’s 
constituents 

• Develop relationships with government and other organisations affecting 
the issue  

Effective advocacy is also based on sound planning, environmental awareness 
and review. Effective advocacy processes include:  

• a process for monitoring the environment (e.g. policy and issue analysis) 
and the impact of the changes on consumers (Mansfield 2010; Mansfield 
and Alameddine 2010; Raynor et al 2009) 

• articulating a theory of change explaining how the work is expected to 
bring about the intended outcomes  (Reisman et al 2007)  
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• an Action strategy to achieve the desired change 
• a process for review of the strategies used and adopting new ones as 

required 
• a campaign strategy (– see below and Main Report) 
• allocation of resources  

Theory of Change 
Articulating a theory of change is useful both as part of the advocacy effort and to 
help assess effectiveness.7 Effective advocates don’t just do advocacy: they are 
able to tell the story about what change is intended; how the activity contributes to 
that change; what else is necessary to bring about the change; and what impact 
their work has had on the constituency they represent. For energy advocacy one 
may need statements of the form: 

Doing ‘S’, or ‘T’  or ‘U’  

will lead to changes ‘W’ and ‘X’ by ‘A’  

in turn changing the market to ‘Y’ 

resulting in benefit ‘Z’ for consumers ‘B’ 

The theory of change informs the campaign strategy.  Crucially theories of 
change and campaign strategies should be seen as contingent and subject to 
change. The focus should always be on the intended benefit for consumers with 
flexibility around process and intervening steps.  

The activities of advocacy bodies need to be chosen both for their contribution to 
the long-term goals but also to address the specific opportunities, threats and 
circumstances at any particular time.  

Monitoring and review 
An effective monitoring process is crucial to the advocate’s awareness and 
understanding of the opportunities for action and the threats to ones constituents. 
Advocacy planning is necessarily contingent on the dynamic environment. 
Advocates need the ability to choose from a range of strategies and to change 
strategies as circumstances change. 

Available strategies 
The goals and circumstances of a campaign or project then determine which 
strategies are most likely to be effective.  Some of the strategies available to an 
advocacy organisation are outlined in Figure 3 and they include:   

• Policy change 
• Submissions 
• Self-advocacy 
• Lobbying (relationships with government) 
• Generating Public will for change  

o Media  

                                            
7  More detail on a theory of change and how to develop one can be found in Funnell and 
Rogers (2011) Purposeful Progam Theory. 
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o Public meetings 
o Social marketing 

• Coalitions for action  
• Grass roots organising  
• Legal action 
• Proposals to develop and fund services  

Figure 3 Advocacy Processes 

 

Organisational capability8 
The work conducted by advocacy organisations is predicated on the capability of 
that body. It must have long-term consumer oriented goals, be able to develop 
the advocacy infrastructure, be outwardly facing, adaptable and knowledgeable in 
a wide range of relevant areas and be able to influence or persuade decision-
makers.  Raynor et al (2009) identify many of the elements of organisational 
capability.  We have developed them further based on our analysis.  The 
elements are outlined in Figure 4 below and in Appendix E. 

                                            
8   This term is used in preference to ‘capacity building’. During the evaluation of grants in 
2010-11, it became apparent that there were different understandings of the term ‘capacity 
building’ and that such differences resulted in some confusion and misunderstandings between 
the Panel and some of the grant recipients. 

For the Panel, ‘capacity building’ appears to relate to organisational capability e.g. “the ongoing 
development of the applicant’s capacity to advocate effectively”  (Consumer Advocacy Panel 
2007).   

For many of the non-Government organisations interviewed for the evaluation, ‘capacity building’ 
referred either to the capacity of other community groups to undertake advocacy; or to advocacy 
that empowers consumers to act for themselves. 
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Figure 4. Organisational Capability 

 

Many of the attributes outlined in Figure 4 were discussed above.  One important 
attribute is the role of leaders.  Systemic advocacy on behalf of a constituency 
(rather than an individual) involves representing the organisation in public or to 
other bodies.  The credibility of the advocacy efforts demands that the leadership 
of the organisation be seen to be involved in and supportive of such advocacy.  It 
is crucial that at least some members of the Board are actively engaged with the 
project and that, where it is appropriate, the Chair or CEO make relevant and 
informed representations.  
Inherent in the attributes of organisational capability are a number of 
organisational characteristics.  It needs to be sustainable over a period of time.  
So it needs financial stability. It needs to have a high profile with decision-makers, 
the community and the media. It also needs to have a wide base of support from 
the community and in terms of Board participation. It needs significant resources 
and facilities, though they don’t all need to be devoted to the advocacy project.  
The organisation also needs back-up arrangements: and sufficient people 
knowledgeable about the work that it can continue if one person is lost to the 
organisation.   
An energy advocate working in such a body needs a wide range of skills and 
knowledge, or more realistically, ready access to such skills and knowledge.  The 
skills required are not simple ones but entail the ability to use skills and 
knowledge to build relationships, pick and choose issues and build consensus 
with the decision-makers.  Schlangen (2012) uses the term ‘advocacy acumen’ to 
describe the complex skills required. The knowledge required is also complicated 
and includes knowledge of consumers’ issues, the market (including financing), 
the regulatory system, and technical and engineering knowledge that is integral to 
this market. 
It would be a rather special person who has all the skills and knowledge required 
for this task.  More realistically advocates should work in teams. At the very least 
an advocate needs a back-up in case of illness: a person in the organisation who 
is up-to-date on the current work and networks; and good systems for capturing 
and sharing information.  An advocate also needs both practical organisational 
support and professional support from peers who can help and critique proposed 
strategies and activities.  
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It is clear then, that an effective advocacy organisation has a minimum effective 
size and resource base. Few organisations would be able to generate the 
required size and resources by focusing on energy advocacy alone.   More 
realistically, effective energy advocacy is likely to come from organisations with a 
broader role either in advocacy or direct service provision.  
There is some argument that an organisation that provides direct services to its 
constituency can also be an effective advocacy group (Schlangen 2012).  There 
are some arguments against a mixing advocacy and direct service provision.  The 
demands of service provision are different to advocacy and tend to result in 
organisational attributes that make it hard to be an effective advocate (Raynor et 
al (2009).  There can also be conflict of interest issues, especially where the 
organisation depends on funding to provide services. On the other side of the 
ledger, such a community-based group is also likely to have a minimum size and 
basic organisational capabilities.   They are also in direct contact with consumers 
and will hear first hand about issues and the impact of changes in the market.  If, 
like the Society of St Vincent de Paul the organisation has mechanisms for raising 
those issues and discussing them internally, then it can be a very effective 
advocate for its constituency. 
The connection to the constituents is very important.  There have been 
suggestions that there should be a national energy advocacy body, a peak body 
for advocacy groups in Australia (Allen consulting Group 2004; KPMG 2005; 
Renouf & Porteous 2011).    While a national body has many advantages it is 
crucial that that any such body maintain a direct connection to consumers and 
does not rely on second or third hand input about consumer issues.  It is also 
important that such a body represents the diversity of consumer issues and 
needs.  
It may be possible to reduce some of the demands on smaller organisations 
through: shared resources (as outlined above); or through a mentoring scheme in 
which advocates are supported by other advocates with significant experience. 
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Appendices	  
Appendix A Multiple dimensions to advocacy 
There are multiple dimensions  to the concept of advocacy.  The dimensions 
include: 

• The difference between advocacy for individuals and advocacy for a group 
(or a constituency), usually to bring about systemic changes.  

• A range of approaches from speaking “for” a person to facilitating and 
encouraging a person’ to speak and act for themselves and participate in 
consultations and public discussions (sometimes called ‘consumer 
empowerment’). 

• The distinction between ‘responsive advocacy’ and ‘active advocacy’ 
(discussed in detail below) 

The dimensions are shown in Figure 5 below 

Figure 5 Continua of Advocacy Models 

 

The distinction between advocacy “for” a group and consumer engagement in the 
processes is important. Consumer engagement is quite different in character to 
‘speaking for’ one’s constituents and takes a lot longer. 
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Appendix B: Responsive v Active Advocacy 
Interviews with regulators suggest that some, though not all, regulators would 
prefer most advocacy directed at them to respond to the terms of reference of an 
enquiry or review; or participation in forums and roundtables that have clearly 
defined functions.  A regulator’s ability to make changes is highly circumscribed 
by the policy parameters set by Governments and the Terms of Reference for 
enquiries and reviews.  There is little that a regulator can do about issues that fall 
outside their remit and they find submissions on such issues to be irrelevant, 
ineffective and unhelpful to  

However, the only object of submissions and representations is policy change.  
Moreover, the policy parameters and Terms of Reference constrain the scope of 
advocacy and limit its utility.  For these reasons, this level of advocacy has only a 
limited effectiveness (McGuigan 2003, Chapman 2005). 

Advocacy is a much broader concept than simply responding to submissions. It is 
about public discussions and debate as well as influence and persuasion.  
Different societies provided different opportunities (or channels) for public debate 
and different restrictions on such discussion. Chapman & Wameyo (2001) call the 
opportunities for public debate and discussion ‘political space.’   They have 
developed a hierarchy of levels of political space and they locate the process of 
responding to submissions, etc. as Level 4 in that hierarchy’.   

Where the purpose of advocacy is to ‘promote the interests’, and be ‘for the 
benefit’ of, consumers, the advocacy must directly address those objectives.   
The strategies adopted should be chosen for their effectiveness (Mansfield & 
Alameddine 2010; USAID 1998).    

Submissions can be effective when the Terms of Reference for a review are 
pertinent to the broader consumer goals (e.g. Curran 2007 quoted in Renouf & 
Porteus 2010, see also various submissions to the AEMC on Generator Market 
Power).  However, the literature suggests that many policy and regulatory 
changes have limited impact on the interests and benefit of consumers (Hansen 
et al 2005; Raynor et al 2009). 

Effective advocacy requires that the consumers initiate many issues and raise 
awareness of those issues in the public and in policy circles (Mansfield 2010 pp. 
3). 
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Appendix C – Advocacy as Consumer Empowerment 
In some advocacy models it is assumed that an advocate will speak for the 
consumers. Other models of advocacy talk about ‘empowering’ consumers to 
speak for themselves. 

Unfortunately, there are at least four different understandings of the meaning of 
‘empowerment.’   

• increasing the market power of consumers (Australian Productivity 
Commission 2008) 

• consumer participation in civil society (USAID 1998) 
• representations to authorities or providers (Australian Productivity 

Commission 2008:274);  
• consumer control over the decisions that affect them (e.g. National Aged 

Care Advocacy Program).  

In 2003 the Ministerial Council on Energy put out a communiqué.  That 
communiqué had several references to consumer empowerment.  Those 
references related to increasing the market power of consumers by reducing 
information asymmetries.9  

The Productivity Commission also used the term ‘Consumer Empowerment’ to 
refer to consumers’ power in the market (Australian Productivity Commission 
2008).  While the great majority of references to consumer empowerment related 
to market power, the Productivity Commission also used the expression in a 
second way, to refer to increasing consumers’ ability to influence government 
policy (Australian Productivity Commission 2008:274).  This second use of 
consumer empowerment was also expressed in the community sector (Evaluation 
Interviews).   

However, other commentators in the community sector and from Development 
Non-Government Organisations offer a third meaning.  They use empowerment 
to refer to improving the ability of consumers, or community leaders, to exercise 
control over their own lives (National Aged Care Advocacy Program): or 
participate directly in public and media debates about the policies and practices of 
service providers and governments.   

Advocacy can also be seen as part of a process of developing a “politically active 
civil society” and “more accountable and transparent government” (USAID 1998, 
italics in the original).  It is seen as an integral part of the democratic process. In 
such approaches, consumer empowerment means helping people to speak for 
themselves and agitate for change (Evaluation Interviews; Hanssen et al 2005; 
Renouf & Porteus 2010). In the long-run empowerment and participation are 
thought to be more efficient and to generate multiplier effects, ‘teaching a man to 
fish’ is more effective than giving him food because it increases the chance of 
                                            
9   It may not be realistic to expect small consumers to gain meaningful market power in the 
current energy market. Some of the submissions to the AEMC Discussion Paper on Generator 
Market Power (http://www.aemc.gov.au/Electricity/Rule-changes/Open/Potential-Generator-
Market-Power-in-the-NEM.html) pointed out that in a complex and regulated market with a small 
number of generators market power is affected by more than just an information asymmetry. 
Small consumers in this context are inherently price-takers rather than price-givers. 
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self-sufficiency and he can teach others to do the same.  Indeed for some writers 
(Hansen et al 2005; Raynor et al 2009), empowerment and participation are 
essential elements of advocacy.  Some people also use phrases like building 
community capacity for the same processes  (National Aged Care Advocacy 
Program; Renouf & Porteus 2010). 

Community education is sometimes seen as consumer empowerment because it 
aims to improve people’s understanding and capacity to manage issues on their 
own.  It is directed at the people being ‘educated’ not the system or the market in 
which they operate.  

However, community education by itself does not directly facilitate consumers 
speaking for themselves. It is useful as a strategy for raising awareness of issues 
and mobilising public support but other work is required to help consumers move 
from an understanding of issues towards taking action on those issues.  So 
community education may be a step on the way to empowering communities but 
it should not be seen as a stand-alone goal of advocacy.  
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Appendix D - Ethics of advocacy  
The ethics of advocacy should be an important underpinning for advocacy groups 
and the Panel’s consideration of applications.  From the literature and our 
experience RobertsBrown suggests there are five overarching ethical principles 
that should inform energy advocacy. Those principles are: 

• Participation and empowerment (Mansfield & Alameddine 2010) 
• Legitimacy and trust of the community (Mansfield & Alameddine 2010) 
• Accountability to constituents (Mansfield & Alameddine 2010) 
• Independence from decision-makers (KPMG 2005) 
• Recognising and representing the diversity of consumer experience 

RobertsBrown added the fifth principle. Not all consumers are the same and a 
solution that works for the majority may adversely affect other disadvantaged or 
vulnerable people.  It is crucial that the advocacy recognises and reports on the 
diversity of experiences. It may be difficult for one body to represent the diversity 
of needs so there is a place for a range of advocacy organisations representing 
consumers with different needs. 

The rationale for including participation and empowerment as a principle relates 
to human dignity and basic human rights.  On a pragmatic level, an advocate who 
does not share the background experiences can never be certain that s/he 
understands that experience and situation.  

Legitimacy and trust are built through long-term interactions with the constituent 
community:  the provision of services, asking constituents about their experiences, 
responding to what they say, research and involving constituents in the 
governance of the advocacy project and the advocacy organisation. 

Accountability and independence are the obverse sides of the same coin 


