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Political Landscape Update
By Cornerstone: Ashley Palmer

Budget and grantmaking pressures remain significant 

• OMB proposed uniform guidance rule 

• Slow pace of FY26 spending 

Midterm election cycle constraining legislative process 

• FY27 appropriations progress stalled, but not dead 

• “Clean” continuing resolution expected through December 4

• Setting up for end-of-year show down 

State and district level engagement helps shape policy and perspectives



RSVP for 

ASPPH District Advocacy Day
August 2026 



District Advocacy Day Checklist
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Coordinate with your 

GR & PR reps 

06Invite faculty, students, 

community partners, etc.

Decide how you want to 

participate 

Make your FY 27 “asks”

Share your story

Schedule and prepare for 

meetings and/or visit



Your guide for a successful day

ASPPH District Advocacy 
Day Toolkit
• How to Schedule and Prepare for Meetings/Visits
• Suggested Talking Points
• Advocacy Materials
• Communications Tools
• Marketing Resources



How to Get Involved 
Participants: 
• Deans and Directors

• Faculty

• Staff

• Students

• Alumni

• Researchers

• Community partners

• GR & PR Reps

When: 
August District Working Period

Where: 
• District and/or State Offices

• On Campus 

Host a campus visit 

for your U.S. Rep, 

Senator, or Congressional 

staff to showcase your 

school or programs and 

demonstrate the local 

impact of academic public 

health.

Meet with your 

congressional office in 

your District/State

to discuss your institution’s 

contributions to public 

health education, research, 

and workforce 

development. 



*Please work with your institution’s

Government Relations (GR) and Public Relations (PR) 

representatives to schedule and prepare 

for your meetings/event!*



ASPPH’s FY 27 Priorities



Make your FY 27 “asks”

1. Why Academic Public Health Matters

Demonstrate our impact in the district/state 

2. FY 2027 Funding Request

Support for NIH, CDC, HRSA, and related programs

3. Why Federal Investment Matters Locally

Strengthens communities and the economy 

4. Learn from the District/State Office

Understand constituent priorities and partnership opportunities



“Numbers are important, but stories are 

memorable.” – Hill staffer



MOVING BEYOND 
COMMUNICATION 

How to Build Meaningful Relationships with Policymakers

Tesfa N. Alexander, PhD, MA
Associate Practice Professor, Health Policy & Management

Co-Director, Lerner Center for Public Health Advocacy
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K n o w  W h a t  M a k e s  a  G o o d  S t o r y

TOP INSIDER TIPS
1. Elevate your standing as a trusted advisor

2. Map your story to their worldview, not yours

3. Create a model they can see and feel themselves 

4. Quantify the return on investment

5. Focus on characters, not programs or data

6. Build trust through non-verbals



THE MESSENGER IS 
OFTEN MORE 
IMPORTANT THAN THE 
MESSAGE. CHOOSE 
WISELY. 
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TIP 1: JOIN THEIR 
FELLOWSHIP AS A 
CHARACTER IN 
THEIR STORY
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What are you asking them to do?

CALL TO ACTION

What is important to them?
What do they need or desire?

WHAT THEY WANT

© Lerner Center for Public Health Advocacy

TIP 2: MAKE YOUR ASK ALIGN WITH YOUR POLICYMAKERS’ PRIORITIES 

Becherer, R. C., Richard, L. M., & Wiley, J. B. (1977). Predicting market behavior: Are psychographics really better? Journal of the Academy of Marketing Science, 5, 75–84.

Bosnjak, M., Ajzen, I., & Schmidt, P. (2020). The theory of planned behavior: Selected recent advances and applications. European Journal of Psychology, 16(3), 352-356.

WHO IS YOUR DECISION MAKER?

WHAT’S YOUR POLICY ASK?

WHY SHOULD THEY CARE?

Respect
How do they give and receive respect?

Influence
Who or what (including experiences) 

influences their behavior?

WHO & WHAT THEY LISTEN TO

Values
How do they spend their money & time?

Beliefs
What do they think to be true, not true,

& why?

Lifestyle
What communities do they belong to

(in-person & online)?

Knowledge
What do they already know and from 

what sources?

WHO THEY ARE

YOUR STORY FRAME



TIP 3: BUILD A MODEL THEY CAN FEEL, INSTEAD 
OF UNDERSTAND
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WHAT ARE YOUR NEXT STEPS?
• How can you apply this information for District 
Advocacy Day and beyond?

• What challenges do you anticipate encountering?
• What stands out as the most achievable 
recommendation and the most unrealistic?
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SHARE YOUR STORY WIDELY!
• MEDIA ADVISORY TEMPLATES
• SAMPLE SOCIAL MEDIA POSTS
• BRANDED GRAPHICS





THANK YOU!

Tim Leshan (tleshan@aspph.org)

Beeta Rasouli (brasouli@aspph.org)
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