
1

>

>

What is Campaigning?

>

>

>

>

campaigns 
effectiveness
toolkit

Section B

planning an effective

campaign



>

>

contents



3

>

>

Contents

Section B: Planning an Effective Campaign

6. Deciding on campaign actions – identify routes of influence 4

7. Influence mapping and power 7

8. How to influence: the ‘pictures in our heads’ 10

9. Press 13

10. Public affairs 17

11. Creative campaigning techniques 21

12. Developing work plans 28

13. Monitoring your progress 30

Endnotes 34

>



6. Deciding on

campaign 

actions: 

identify

routes of 

influence

>

>



5

>

>

Deciding on campaign actions: Identify routes of influence

So you’ve got your aim, strategy and impact. What

more is there to think about? Well, just a few things 

– bear with us! We need to take a look at who you

need to target and how, who holds power and

whether we need to change the balance of power 

– most campaigns do, in a small or large way.

In this section, the main thing we want to help you
avoid is rushing into a series of activities which have
very little bearing on what you want to achieve, or at
the least give you no way of knowing how they might
effect change. If you go down this route, you may as
well wander through London in no particular direction
with a placard stating “down with this sort of thing”. A
little more planning and you’ll be there, and you may
even decide that humorous placards form a key part of
an effective campaign…

The NUS National Demonstration in November 2010 drew thousands

of students to the streets of London in protest against the cuts to

education funding and student support. Some students went to quite

an effort to get the message across, including this student dressed as

a man made of money.

6. Deciding on campaign

actions – identifying

routes of influence

Once you have identified your outcomes, you can start
to plan what outputs and activities you will need to
achieve and carry out in order to meet them. Start by
listing two or three outputs that will achieve your

outcomes. You may have already done this when
creating a Theory of Change.

For example, your impact may be to make students
feel less stressed around assignment deadlines and
one of your outcomes would be to keep the university
facilities open later. One of your outputs to achieve this
outcome would be getting 1,000 students to email the
vice-chancellor or principal. 

There are hundreds of different campaign tactics
which could be used in a campaign. An often-used
distinction is between insider and outsider campaigning;
some say that outsider tactics introduce tension
whereas mutual dialogue may be more effective, and
vice-versa, others say that change can only be
achieved through pressure exerted outside ‘normal’
channels. In reality, this distinction is fluid and many
campaigners have found that you need to adopt a
mixture of tactics to achieve change, as the social and
policy environment we are campaigning in (at a local
and national level), is itself changing at a rapid pace:

The Good Guide to Campaigning and Influencing
(NCVO), argues: ‘Campaigners need to understand
the far more complex way in which conversations now
happen between policy-makers, government,
campaigners and their targets’.1 Governments crowd
source ideas with the public and use social media to
engage people; many charities have become
stakeholders or partners in government or local
authority-led services, what does this mean for the
insider/outsider distinction? It is useful to have an idea
of the distinction, but take it with a pinch of salt!

Insider – campaigning that works with targets through
established channels (lobbying, public meetings,
consultations). 
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Lobbying is the practice of influencing decisions made
by government, other legislators or advocacy groups.
This can be done by letter-writing campaigns or
petitions or by meeting those in charge of making the
decisions. It can also be done by involving those who
can influence decision-makers. A lobbyist is a person
who tries to influence legislation or decision-making
processes on behalf of a special interest or a member
of a lobby. 

Outsider – pressure exerted on targets through means
outside established channels (demonstrations, direct
action, social media).

Direct action is politically motivated activity to achieve
political goals outside normal social channels. Direct
action is a form of protesting, and if it pushes the law
too far it can become civil disobedience. Direct action
can take the form of pre-emptive strikes, occupations
or demonstrations.

Download the NUS guide Occupations and protest on
campus: guidance for students’ unions, and read it in
conjunction with the NUS/Liberty guide Protest: Your
Rights.

When should I chain myself to a railing?
Which tactics to choose

If your campaign aims to amend a specific clause of
college or university policy and you have established a
good working relationship with the principal or vice-
chancellor, beginning your campaign with an
occupation may not be the most effective tactic.
However, if you cannot persuade your targets through
argument alone, demonstrating the level of support
behind your cause and applying pressure through less
established channels of influence may well tip the
balance of success in your favour.

As mentioned, the distinction between insider and
outsider campaigning is fluid and changeable. Some
tactics can be both inside and outside established
channels, and many campaigns involve both. Take
social media and e-campaigning – it could involve a
constituent emailing an MP, an organisation

encouraging supporters to sign an e-petition, creating
user-generated videos or communicating over
Facebook and Twitter. The distinction between outsider
and insider campaigning doesn’t let you know if a
campaign involves tactics focused on supporters or on
decision-makers, for example, or much about the
nature of the tactics.

Whatever tactics you choose, your decision should be
based on your aim and strategy. What is most
conducive to achieving your objectives and making a
real difference to students’ lives? Developing a plan of
who to reach and how is key to winning a campaign,
part of which involves having clear outputs derived
from outcomes – essential to a strategy. The activities
should be derived from your aim and objectives and, if
you have time, through generating a Theory of Change
with all campaign partners.

Action: 

List three outputs that are most likely to achieve each
outcome. 

1. 

2.

3.

Once you have finished this action, you should have
devised:

• a campaign aim/impact

• three outcomes to achieve your aim

• outputs to achieve each of your outcomes

(maximum of three per outcome).

This is your campaign strategy. (Click here to
download the impact chain template).

Now you have your basic strategy, you can think

about who to target and which tactics to choose.

http://www.nusconnect.org.uk/resources/wales/Liberty-NUS-Protest-guidance-briefing/
http://www.nusconnect.org.uk/resources/wales/Liberty-NUS-Protest-guidance-briefing/
http://www.nusconnect.org.uk/resources/39429/impact-chain-handout/
http://www.nusconnect.org.uk/resources/39429/impact-chain-handout/
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An influence map is a useful way to help you reach

your targets, gaining an understanding of how

sympathetic and helpful each stakeholder is to your

campaign and how much power/influence they have

over enacting the change you seek. To create your

own map, plot each of the stakeholders in your

campaign on a graph such as the one below,

according to how helpful their views are and how

much power they have.

Once you have an understanding of your stakeholders
and their position in relation to your campaign, you can
then use the map to work out who to influence – and
which stakeholders can influence other stakeholders.
Another way of representing your stakeholders and
analysing their relative power is to place them on a
table according to whether they are friends, foes or
floaters (the example opposite uses the stakeholders
in the chart below).

You should now have a good idea of who to target. The
next step is to consider whether you can turn foes and
floaters into friends. Can you make an alliance of the
unexpected? Working in coalitions is often an effective
way to save resources and reach your targets more

easily, as your allies may have more established
relationships or more influence than you do. You may
have common ground on issues with allies you would
not expect to have – your enemies’ enemies may well
be your friends. This will help you in constructing an
approach and an argument to persuade them to your
cause.

>
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Vice chancellor/principal

University Council

Campus / college newspaper A

Local newspaper A

Local newspaper B

Local MP

Local NGO student activist group

Students

NUS

Campus / college newspaper B

Other students’ unions

– Position    +
(how positive/helpful their views are)

Friends Foes Floaters

Local NGO
student activist
group

NUS

Other students’
unions

Campus/
college
newspaper B

Students

Vice-chancellor
/principal

Campus/
college
newspaper A

University
council

Local
newspaper A

Local MP

Local
newspaper B

From NUS’ Hidden Course Costs campaign 

Aim: to remove all hidden course costs, by ensuring institutions absorb all essential costs, are fully transparent on all

costs, and provide means-tested support where this is unfeasible.

>

Power (influence)
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Influence mapping and power

Power

What ties much of your campaigning together will be
an attempt to understand and alter power relations.
Any campaign for change will seek to affect the
balance of power – enabling you to achieve your aim.
Your influence map should give you an idea of who
has the most power to help you achieve the change
you seek. But what is power? How do we know who
holds it and how do we target them?

Power can be seen very simply as ‘the ability to get
someone to do something they would not otherwise
do’, but power has multiple dimensions and can be
both negative and positive. In his classic book Power:
a Radical View,2 Steven Lukes defines three faces of
power:

• Visible – operating through laws, institutions and
decision-making

• Hidden – operating behind the scenes to set the
public and political agenda – e.g. which
organisations are invited to policy discussions by
the government

• Invisible – operating to shape norms, beliefs, ideas
and behaviour – e.g. systematic racism, sexism, or
the conception of poverty as ‘natural’. 

On top of this, power can be either persuasive or
coercive.

Power can also be defined in a positive light, as:

• Power with – collective strength when people work
together through alliances

• Power to – the capacity to shape your life and
change wider society

• Power within – individuals’ sense of self-worth,
confidence and identity.

If you consider these different forms of power when
you are making your influence maps and power
analyses, you will be able to create a much more
informed campaign strategy.

>
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How to influence the ‘pictures in our heads’

A common approach in reaching targets is to begin

with persuasion and move on to pressure if need be.

Consider which stakeholders have influence over

those you cannot influence by argument alone – use

different routes through your allies and other

stakeholders. In these circumstances, demonstrating

support and more public-facing campaigning can often

be useful in applying pressure on selected targets.

Some targets may be more receptive to public
pressure than others, so persuasion and pressure
often go hand-in-hand – sometimes the threat is more
powerful than the real thing. The exact mix of
persuasion and pressure will depend upon your
strategy – your influence mapping and power
analyses. As well as asking yourself what you want
your targets to do, you need to question how best to
ensure your issue resonates with them…

Consider the following:

• your target’s current views

• how your issue is perceived by other audiences

• your organisation’s credibility

• whether your target has the resources to make a
difference.

While we deal with communication in more depth later
on, how you frame your issue is crucial in influencing
decision-makers and the public. The most recent
insights from social psychology and social studies
suggest the importance of the frameworks of meaning
people use to interpret information and experiences.
So rather than bombarding people with facts or
appealing solely to rational argument, when
campaigning we need to consider political narratives
and value frameworks.3

These ‘pictures in our heads’, as political commentator
Walter Lippman called them, or ‘frames’, as linguistics
professor George Lakoff terms them, refer to
unconscious cognitive structures that shape the way
we view the world.4 You may have collected powerful
evidence and identified key targets, but if your
messages are couched in the wrong way, you may still
have little impact. Lakoff argues that when we hear a

Campaign for a Living Wage

Spearheaded by Citizens UK
and the TUC, the Living Wage
campaign calls for every

worker in the country to earn enough to provide their
family with the essentials of life.

The campaign started in 2001, and to date it is
credited with lifting 10,000 families out of poverty, by
persuading numerous organisations to pay the
London living wage (£8.30 per hour), or the outside
London rate of £7.20 per hour. 

The campaign was launched by TELCO (The East
London Communities Organisation), the founding
chapter of Citizens UK, with research into the needs
of their members. This built strong links with the
membership and empowered them with advocacy
skills. The research also led to a clear presentation
of the moral and business case for the living wage,
which enabled the campaign to frame the issue
well, emphasising one or both cases depending on
their audience.

Workers directly affected by low pay organised to
mount campaigns by Citizens UK, based on a clear
power analysis of their immediate environments.
This led to:

• targeted negotiation and lobbying at a local level
led to short-term wins, scaled-up nationally

• Living Wage Award established for businesses,
with support from the London mayor

• Living Wage Foundation established to oversee
the accreditation of employers.

“The key strategy is to get to the person who holds
the power to make the decision … It is crucial to
devise different tactics for different institutions to
get a meeting with the right person.” Paul Regan,
London Citizens trustee 5

For NUS and UNISON’s campaign for the Living

Wage, including resources for students’ unions to

develop and tailor their own local campaigns,

please see www.alivingwage.co.uk

>
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word, its frame is activated in our brain. Examples of
this would be the terms ‘political correctness’, or
‘nanny state’. So how do you make an impact with
your targets and audiences?’

Consider the values and political beliefs of your
targets, alongside how they are situated on your power
analyses: how can you frame your messaging to have
the most impact with them? If you can tie this into a
long-term plan to change the wider public and/or
political narrative (i.e. the way an issue is commonly
perceived) around an issue, then you will be well on
your way! 

Think back to your Theory of Change. One of the ways
in which social change happens is through issue
framing; when you campaign, you need to think about
how your issue sits within different frameworks, so that
you can more effectively appeal to different individuals
and groups. You can then show how the policy or
behaviour solution you are asking them to support or
enact is aligned with their values.

Reframing an issue could mean, for example, aiming
to change the public perception of tertiary education
as a primarily public, rather than private good. This
may be crucial in helping you to achieve your more
specific campaign aim. In order to do this, you will
need to have a clear understanding of power – in its
multiple faces. Issue framing and power are very
closely related. 
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It is worth considering news media at this stage

because having a press and communications

strategy from the early stages of your campaign can

really pay off. Think about the frames of reference

your target audiences use (potential supporters,

decision-makers and anyone else you’re trying to

reach) and adapt your messaging appropriately.

Research your audience and find out:

• where they get their news – e.g. online/offline, which
newspapers/social media they read/use

• what communications they use most – e.g. case
studies, reports, phone calls, email, letters, posters,
social media.

Have a clear idea about what you want your target
audiences to do – you should have a good
understanding of this by now. Use your influence and
stakeholder maps to aid you. But how do you capture
people’s attention, then move and inspire them to
action?

News media, whether offline or online, have a huge
impact on how issues are understood by the public
and politicians – whether by framing how an issue is
presented or in acting as gatekeepers of information.
Influencing the media can be very effective in
influencing the public and politicians.

Think about who you need to reach and which medium
is the best way to do it. For example, many tabloid
newspapers will be more receptive to case studies and
personal stories, while broadsheets may respond
better to factual information, reports and interviews.

Personal testimony and stories are some of the most
powerful ways of getting people’s attention and
engaging them on an issue through mainstream media.
Another issue is trust – if people trust the messenger,
they are more likely to trust the message, so check
that the organisation or individual(s) delivering the
message have some popularity either locally or
nationally, and have some legitimacy to speak about
the issue. Consider partnering with organisations or
public figures who will help you achieve this level of trust.

No publicity is bad

publicity?

Something else to consider is shock tactics – create a
short film, an advert for your student TV station, or a
flier/poster for your campaign, which challenges
established views/norms and gets people’s attention.
However, think about how it’ll help you achieve your
aim; will people just end up discussing the medium
rather than the message? 

People for the Ethical Treatment of Animals (PETA) has regularly used

shock tactics. In July and August 2010, volunteers in Times Square lay

down nearly naked in giant plastic-wrapped meat trays, splattered in

fake blood.

Do remember that doing visual stunts like PETA does
can really divide your supporters and targets; it’s
crucial you situate them within your strategy and your
knowledge of your audience. Whatever you choose to
do, having an integrated offline and online
communications strategy is essential.

Some other things to consider are:

• Citizen journalism – empower your supporters to
create media about your issue and bypass
traditional media outlets. The potential to create
news about your campaign here is huge, and it is
much less resource-intensive. You may well have
video cameras to hand already, and most
smartphones have filming capacity. So why not do
some interviews, a bit of reporting, post a blog
about it and get your supporters and campaign
team to do the same?  

>

>

Campaigns Effectiveness Toolkit | Section B – Planning an Effective Campaign



15

Press

• Social media – start a Facebook group, tweet about
your issue and develop a hashtag for your
campaign. Start a campaign blog and invite your
supporters to comment and blog their own articles.
Most campaigns have a campaign website with
areas for people to learn about the issue and clear
actions to take. 

Social media can range from the personal to the
prolific – from user-generated campaign videos posted
on YouTube by students, to a number of students using
the same hashtag for a specific campaign action. For
example, in our No to FE fees campaign we asked
students to take part in a constituency lobby offline
and online (see the No to FE Fees case study for more
information). Ask yourself how you want to create news
and engage your audiences.

With everything you do, think about what your story is,
why it’s important now, what you want your audience
to do and how they can be involved. 

Integrate your online and

offline communications

One of the most important things about social media is
ensuring you integrate it with offline actions. Often this
can be done really effectively at a local level. For its
Let’s Stop Cow Factory Farms campaign, 38 Degrees
worked with several national groups and a local
pressure group, CAFFO (Campaign Against Factory
Farming Operations). Together they crowd sourced
funds for adverts in local newspapers, got 60,000
people to sign a petition and 14,000 people to email
the local council to put an end to its approval of
proposed cow factory farms. 

As a result, the companies behind the proposed
mega-dairy in Lincolnshire cancelled their plans to
build it. Hundreds of people also turned up when the
organisation submitted their petition to the local
council (North Kesteven District Council, Lincolnshire).

Social media can allow you to tell compelling individual
stories. To draw attention to their mental health support
service, University of Leeds Students’ Union

developed a video which was placed on YouTube,
called It’s Time to Talk, which includes stories from a
range of students about their negative and positive
experiences of mental health.

>

MidKent College Students’ Union campaign for

affordable travel

“The best resource we had to use were the
personal experiences of students.” James Phillips,
President, MidKent College Students’ Union

Particularly since the loss of EMA, students at
MidKent were finding it expensive, time-consuming
and tedious to travel to college, so the students’
union campaigned for discounted travel and for
more services to under-served areas.

The union decided to create focus groups including
college, union and business stakeholders, ensuring
regular and effective communication. The union
listened to the experiences of students and
gathered case studies on their experiences, and
they used a range of social media to promote the
campaign and provide updates. 

When they held a travel debate with students, staff,
parents, MPs, councillors and transport providers,
the union used the college marketing team and
social media to promote it. The campaign also
collected data from students, and the immediate
outcome has been more affordable and frequent
travel for students. 

>

http://blog.38degrees.org.uk/2011/02/22/mega-dairy-stopped/
http://www.youtube.com/watch?v=kYwyzkb67pA
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Using social media to protect and promote woodland – Woodland Trust 6

“It was a baptism of fire … the figures of support were very high and unprecedented for us … we were pleased
with the range of media … now we expect that – we are challenged to be innovative.” Kaye Brennan,
Campaigner, Woodland Trust

Campaigning charity the Woodland Trust aims to achieve a country rich in native woods and trees enjoyed and
valued by everyone. Prior to the 2010 general election, they encouraged supporters to develop videos for their
‘Woods Under Threat’ campaign, which enables communities to take action on specific cases of woodland under
threat. For the general election they developed six campaign objectives, the main one calling for a doubling of
ancient woodland cover in the UK.

Through a video for each of their campaign objectives, they were able to communicate their campaign through the
personal stories of a range of people who became involved in the Woodland Trust. This made their efforts to include
their objectives in the manifestos of the biggest political parties much easier.

The videos went hand-in-hand with local action by their supporter groups as they engaged PPCs (prospective
parliamentary candidates) to sign a pledge, they put a lot of quizzes and polls on Facebook and used Twitter to
popularise their campaign.

852 PPCs signed up to their manifesto objectives and the four main political parties were very supportive – of those
852, 77 became MPs. This campaign was followed by efforts to influence the Natural Environment White Paper and
local elections.

One interesting tool the Woodland Trust have developed after the campaign is MyView, which is a piece of software
that enables supporters to take a picture of their local area, upload images of trees onto it and send it to their local
councillor as a petition.

>

http://www.woodlandtrust.org.uk/en/wt-archive/moretrees-moregood/get-involved/lobby-your-council/Pages/myview.aspx
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Influencing local or national government can be

instrumental in helping you win your campaign. For

obvious reasons, if your campaign aims to establish

(or resist) a change in policy or the practice of

government or public authorities, lobbying by

yourselves or through other campaign partners can

be really effective.

In December 2010, students from around the country descended on

Westminster to lobby their elected representatives to vote against the

proposals to increase tuition fees. The lobby was combined with a

public rally and followed the NUS national demonstration in November

of the same year. 

Your stakeholder diagram and influence map should
have helped you to identify who to target and the best
route to reach them, but it might help to remember a
few things about elected and public officials. 

One crucial point to keep in mind is that MPs,
councillors, peers or civil servants will be subject to
lobbying from numerous interests, including those
opposed to your campaign aim. Elected officials will
also likely be influenced by their own party policy on
the issue you’re campaigning on. So think about all
these things when you’re approaching your targets
and framing your campaign objectives.

Depending on your aim, who you need to influence
may well be at a local rather than national level. You
won’t want to waste resources targeting government
ministers when your local councillors or MP may be
both easier to reach and more able to directly affect
what you want to change.

One other thing to keep in mind is that if you are
seeking a policy change, at some point you will most
probably have to develop a working relationship with
the relevant government or council department, so
how oppositional your campaign is at what point can
be critical. You need to keep track of whether the
relationship is conducive to affecting that change,
whether you are being co-opted, etc.

Your research into your targets and your issue, the
external environment (including the government and
political parties) and the strategy you create as a result
should aid you in keeping track of this key issue.

A good place to start with lobbying may be your local
MP. Use the website www.theyworkforyou.com to do
some research on them, and/or the Parliament website
to find out about what is going on in the House of
Commons and House of Lords, plus how the system
works.

The Register of All-Party Groups is also worth taking a
look at in order to get an idea of what interests your
MP has. If you lobby your MP, remember that they do
work for you and will be particularly receptive if those
working with you are constituents of theirs.

Select committees can be hugely influential in
targeting, as they scrutinise the work of government
departments. For example, you may want to request to
meet with them or participate in evidence-gathering or
consultation exercises they carry out to produce
reports.  

Special advisors can be a really key target when
lobbying – they provide a link between cabinet
ministers and officials as well as the party they are
from. So while you may need to build relationships with
particular policy officials (essential to building a
relationship with government on your issue), a good
way to influence MPs and lobby to negotiate a conflict
and progress towards the change you’re campaigning
for is to build relationships with advisors.

Think about getting your MP to ask a parliamentary
question on an issue key to your campaign – the
government will be required to respond (if you require

>
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http://www.theyworkforyou.com/
http://www.parliament.uk/
http://www.parliament.uk/
http://www.publications.parliament.uk/pa/cm/cmallparty/memi01.htm
http://www.parliament.uk/about/how/committees/select/
http://www.parliament.uk/about/how/guides/factsheets/procedure/p01/
http://www.parliament.uk/about/how/guides/factsheets/procedure/p01/
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access to physical or electronic documents, submit an
FOI request instead). 

While essentially an awareness-raising tactic, getting
an MP to submit an early day motion can form a key
part of your influencing strategy, as it may help gain
support from a range of MPs as a step to having an
influence on policy. Be sure to follow up those who
sign it with targeted meeting.

For a guide to lobbying, see NUS’ lobbying guide and
other resources for the Come Clean campaign, or the
No to FE Fees campaign lobby pack.

What to ask for

You could ask for a number of things when lobbying,

but the main thing to consider is strategy – have short-,
medium- and long-term aims and base these on your
campaign strategy (impact chain/Theory of Change)
and a knowledge of who you need to target and how.

Often a meeting with an MP or civil servant may be the
icing on the cake – you may have liaised beforehand
(ideally you will have), building up a relationship,
sending them information and so on. Remember to
have clear goals in mind when approaching officials,
and be able to quickly summarise the key points to
your campaign, in whatever form you think will most
likely have an impact with them.

If the MP you are lobbying is a member of the
government, they may not be able to publicly criticise a

Public Affairs

Save EMA campaign

On hearing of the government’s plans to abolish the Educational Maintenance Allowance (EMA) – a means-tested
allowance of between £10 and £30 paid to 16- to 19-year-olds who stay on in education – a coalition of
organisations including NUS got together in November 2009 to launch a campaign to save it. They aimed to:

• get every party to be as clear as possible about where they stand on EMA

• get those parties who oppose EMA to change their policy

• give a voice to those students currently receiving EMA to enable them to express support for it

• increase awareness of EMA and its benefits

• get a vote on EMA in parliament, so it is shown the same attention as tuition fees

• fight the cuts to EMA by any peaceful means possible!

Central to the campaign was local action by students’ unions – lobbying their institutions’ management as well as
MPs, asking them to sign a petition as well as the EMA Early Day Motion (422). Unions also created a wave of
stunts, creative actions and protests, both online and offline. On Twitter, the EMA campaign was the second most
talked about subject during the national day of action on 13 December 2010.

The EDM received 93 signatures, mostly from Labour Party MPs, but also three Liberal Democrat MPs and one
Conservative Party MP. The campaign secured a commitment from the then Labour government in March 2010 to
keep EMA ‘up to and beyond’ the time the school leaving age is raised to 18, with support for EMA from David
Cameron and Michael Gove, as well as Nick Gibb (the Tory Minister responsible for EMA) on record.

Though EMA was eventually abolished, the campaign was able to secure additional support in the 16–19 bursary,
resulting in £180 million. Research by the Association of Colleges (AoC) revealed the negative consequences of
scrapping EMA – for example that 52 per cent of colleges were topping up the government’s bursary scheme with
their own contributions, and that 50 per cent reported a drop in students aged 16–19. The Organisation for
Economic Cooperation and Development (OECD) even called on the government to reinstate EMA. The campaign
continues – emacampaign.org.uk; saveema.co.uk

http://www.parliament.uk/edm/2009-10/422
http://emacampaign.org.uk/
http://saveema.co.uk/
http://www.nusconnect.org.uk/resources/campaigns/come-clean/


government policy – but they can potentially raise your
concerns directly with the relevant minister. If they are a
backbench opposition MP, perhaps they can ask a
parliamentary question (PQ) raising your concerns
officially – or they can sign a petition you may have or
attend an event at your college or campus to support
your campaign.  

So when you lobby, keep these things in
mind:

• do research into your MP or peer – use
www.theyworkforyou.com or www.publicwhip.org.uk 

• check their entry on Wikipedia, search Google, The
Guardian, and the BBC for media mentions, press
articles and interviews

• have clear objectives in mind

• ask us. Find out whether NUS have had past
dealings with particular MPs. We may have tips for
you. Email public.affairs@nus.org.uk 

What to find out about

• Personal background, education, previous
employment, areas of interest and record as an MP.

• What is their political party? This will have a key
bearing on most of their areas of interest and views.

• Are they a backbencher? Do they always vote with
the party?

• Consider the size of their majority. MPs with
marginal seats are much more aware that ‘every
vote counts’ when it comes to being re-elected.

One final thing to keep in mind is that while lobbying
seeks to influence the behaviour of elected or public
officials, you can also directly petition the House of
Commons or House of Lords, through an MP or peer
presenting it. To find out about how this and other
parliamentary procedures work see the Parliament
website.

Now you can start to develop work plans with a

timetable of tasks…

>

>
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No to FE fees

NUS’ recent campaign to prevent
the introduction of fees and loans

for students aged 24 and over entering further
education focused primarily on a national
constituency lobby of MPs by students’ unions.

A campaign website was created with University
College Union (UCU), Association of Teachers and
Lecturers (ATL) and UNISON, providing information
and guidance (a lobbying guide and an issue
briefing), as well as an integrated Twitter feed. 
The website provided an easy way to find, 
research and contact MPs and was linked to
www.theyworkforyou.com

The coalition of NUS, UCU, Unison and ATL
ensured a holistic staff and student focus, while the
main tactic – lobbying by students’ unions offline
and on Twitter (a ‘twobby’, where students tweeted
their MPs) – led to a lot of constructive dialogue and
a groundswell of pressure. The constituency lobby
was combined with national-level public affairs work
with key policymakers.

The immediate outcome (August 2012) has been a
number of concessions by the government: 

• loans will be written off for students who

complete access courses and go on to study in

higher education

• a £50 million bursary fund will be distributed

over two years to support particularly

vulnerable learners

• additional information, advice and guidance for

adults who are uncertain about loans, provided

by the National Careers Service.

Key features of the campaign were coalition working
– sharing resources and expertise to maximise
impact, as well as communicating through a range
of channels with supporters and decision-makers,
largely focused on action and interest.

http://www.theyworkforyou.com/
http://www.publicwhip.org.uk/
http://no2fefees.org.uk/
http://www.theyworkforyou.com/
http://www.parliament.uk/about/
http://www.parliament.uk/about/
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“When the Women’s Institute sends its members into
supermarkets to kick up a stink about excessive
packaging, you know direct action has hit the
mainstream.” Bibi van der Zee. 7

Lobbying, research, press and public affairs are all
important elements in a campaign, but what if you
need to exert more pressure on your targets? While we
discuss how to organise and engage students in your
campaign in the next section, you may need to
consider direct action, demonstrations, occupations or
other creative campaigning techniques, for example
visual stunts. 

As with other tactics, the key is to start with defining
what it is you want to achieve and then, using the
stages we’ve outlined so far, decide the best means to
achieve them.

The most obvious recent example in the student
movement of tactics based more on pressure were the
string of occupations which appeared during and
immediately after the national demonstration in
November 2010. At University College London (UCL),
students occupied the Jeremy Bentham Room, stating
they were against “savage cuts to higher education
and government attempts to force society to pay for a
crisis it didn't cause.” Similarly, at the University of
Edinburgh, students and supporters went into
occupation, stating: “We stand firm alongside all other
students, university staff and others nationwide
affected by education cuts and the risk this poses to
the future of higher education.” At Royal Holloway,
University of London, in a pattern repeated elsewhere,
students were joined by supportive members of staff
for ‘teach-ins’. 8

Recent years have seen a rise in direct action on
climate change – particularly against the expansion of
airports and coal, oil and nuclear power stations.
Groups such as Plane Stupid and more established
organisations such as Greenpeace have taken direct
action on several occasions. Direct action can range
from visual stunts – e.g. flash mobs to engage
students in a campaign to save a mental health
counselling service – to acts of sabotage, harassment
and criminal damage.

Direct action does not have to be illegal – it just
involves putting yourself on the line. If you are
considering direct action, you need to be aware of the
legal consequences. See our guide, Occupations and
protest on campus: guidance for students’ unions,
which should be read in conjunction with the
NUS/Liberty guide Protest: Your Rights.9

Direct action can be a form of community organising,
whereby you can engage people on issues of
relevance to them, illustrate the links between local
and national or other issues, and train people on how

>

Campaigns Effectiveness Toolkit | Section B – Planning an Effective Campaign

Goldsmiths occupation for Palestinian

scholarships

In 2009 students held an occupation at Goldsmiths
College over the military attacks on Gaza, and
calling for humanitarian scholarships for Palestinian
students. The campaign, which began at
Goldsmiths in 2006, had built a great deal of
support among students leading up to the
occupation, and while in occupation momentum
was upheld by having outreach teams putting out
flyers and posters, and organising film screenings,
social events and debates in the occupied building.

In the end, the outcome was greater than the
occupiers had set out to achieve – the college
agreed to establish four scholarships, covering the
cost of taught postgraduate tuition fees, to be
awarded to students who come from any part of the
world which is affected by oppression, persecution,
political or military strife such that their human right
to education is denied to them.

“It is my belief that the occupation of Deptford
Town Hall has been conducted peacefully and in
good order. Unless, when the occupation is over,
significant damage is found to have occurred, I
am happy to confirm that no action will be taken
against those students who took part in the
occupation.” Hugh Jones, registrar and secretary,
Goldsmiths College

>

http://www.nusconnect.org.uk/resources/wales/Liberty-NUS-Protest-guidance-briefing/
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to engage in non-violent civil disobedience. Many of
the occupations started by students involved links with
other campaigns, such as calling for the Living Wage
for staff at their institutions, as well as becoming
workshops for campaign planning.

While occupations and direct action are one form of
pressure tactic, other forms of creative campaign
actions involve staging visual stunts (such as flash
mobs) as part of a wider campaign strategy.

The University of Warwick Students’ Union set up a
cage at different locations around their campus and
photographed over a hundred students 'caged by
costs' (holding hidden course cost receipts). They
used the hidden course costs totaliser on their
website, which enabled students to enter the hidden
costs they’d had to pay and collated them. They
twinned these actions with lobbying the university
management and with existing research for the Pound
in your Pocket survey, to create a holistic picture of
what it costs to be a student at Warwick, and to
campaign to remove hidden costs.

Students at Kingston University Union teamed up
with professional street artists from the Graffiti Life

Company to paint a huge protest mural and Come Clean
campaign placards, while King’s College London
Students’ Union organised teach-ins, stunts, and an
aerial photograph of students holding up separate
pieces of card which together spelt ‘I love EDUCATION’.
The students’ union got students to write down on price
tags how out-of-pocket they were, and attached the
tags to a giant pound sign which they presented to their
principal, urging him to Come Clean on hidden costs.

As a result of sustained actions and lobbying on the
issue of hidden costs, Universities UK (UUK) and

Creative campaign techniques

Greenpeace – Kingsnorth six

In 2008, six Greenpeace volunteers were acquitted
of criminal damage by a crown court jury after they
scaled the 200-metre-high chimney and unveiled
the word ‘Gordon’, causing £30,000 of damage.
Their defence was based on the argument that they
were trying to prevent climate change from causing
greater damage to property elsewhere in the world.

Among those giving evidence at the trial were
Conservative MP Zac Goldsmith, then David
Cameron’s environment advisor, and an Inuit leader
from Greenland. 

Greenpeace has received a lot of criticism for the
direct actions it has taken throughout its existence.
As an organisation, Greenpeace uses lobbying,
research and direct action to achieve its goals.

From top to bottom: students at Warwick caged by costs; students at

Kingston paint a mural and ask their institution to Come Clean on

hidden course costs; students at King’s College London stand

together to say ‘I love EDUCATION’

http://www.greenpeace.org.uk/blog/climate/kingsnorth-trial-breaking-news-verdict-20080910
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GuildHE, representative bodies for the UK’s
universities, announced that they would work with their
members to provide students with clear and accurate
information about additional costs.

Demonstrations

Holding a demonstration can be incredibly easy and
provide a good rallying point for people to get involved
in your campaign. They can create a highly visible
show of support for an issue and act as a powerful
means to mobilise students to a cause. Think about
whether you want to hold a march or a rally (or both),
and why. Of course, you could combine a
demonstration with a visual stunt or direct action and
think quite creatively about what you want to do.

The one thing to keep in mind is to make sure you’re
clear on why you’re demonstrating – is it the most
effective means to achieve your aim? Will it help
achieve some key outcomes – e.g. policy changes? 

Demonstrations can be a really memorable moment in
a campaign – creating solidarity around an issue
among the participants and making a very public
display of support that can be hard to ignore. As part
of the Make Poverty History campaign, 225,000 people
marched through Edinburgh while the G8 met at
Gleneagles in July 2005. Within a few days, politicians
had announced an aid package, and many politicians,
including Hilary Benn, then Secretary of State for
International Development, wanted to be associated
with the message.

Of the large national demonstrations in recent years,
both the march in London against the Iraq war (with
upwards of 750,000 people attending) and the TUC-
organised March for the Alternative in London (with
250,000–500,000 people attending) have left people
frustrated with a lack of action from the governments
and political leadership of the times. After the March
for the Alternative, then Business Secretary Vince
Cable said: “No government — coalition, Labour or
any other — would change its fundamental economic
policy simply in response to a demonstration of that
kind.” 10

Following the demonstration against the Iraq war, the
then British government still took part in the invasion of
Iraq, and people have been debating the effectiveness
of the aid package delivered after the Make Poverty
History march, and whether the campaign sold out on
its objectives, ever since. Demonstrations – whether
small or large – often represent a significant cost to an
organisation, whether that’s about money or about the
time you and your campaign team need to put in to
make it a success. They can draw energy away from
the rest of your campaign activities, so if you’re going
to do it, make sure you know why!

A lot of demonstrations on a smaller scale have often
gone hand-in-hand with other tactics and have achieved
some key outcomes. For others, the key output has
been a formative point in building a movement or
network of activists. The NUS National Demo in 2010
was for many students the first time they had engaged
in activism. Plans to raise tuition fees from 2012 to

>
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Glasgow College students create a wall of sound

On 24 May 2012, hundreds of students at Glasgow
College created a ‘wall of sound’ to draw attention
to the impending cuts to creative courses at their
college, belting out classic songs such Fleetwood
Mac’s ‘Go Your Own Way’ and John Lennon’s
‘Imagine’. The protest gained media attention in
Scottish daily newspaper the Daily Record.

The course cuts were linked to the government’s
plans to cut £74 million from the budget of
Scotland’s 41 further education colleges. While the
students had meetings with their college principal
before the demonstration, who assured them that
no final decisions had been made on the cuts,
students claim that lecturers had informed them
that the courses were to be axed, along with some
teaching positions.

A week after the protest, students were informed
that the courses would be saved from cuts, but due
to a lack of funds, the numbers in the classes would
be cut.

http://www.dailyrecord.co.uk/news/scottish-news/college-music-courses-saved-after-1128140
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£9,000 were passed by only 21 votes in parliament,
and the campaign of which the national demo was a
part involved lobbying and other methods to pressure
MPs, which resulted in some key concessions by the
government. This was despite several Liberal Democrat
MPs not adhering to the pledges they had made
through the Votes for Students campaign. NUS
believes the concessions have not created a fairer
funding system, but they are a step in the right
direction. They can be viewed on the NUS website.

Legal issues

You also need to be aware of the legal issues
surrounding protest. While peaceful assembly is an
international right, recognised in the International
Covenant on Civil and Political Rights, there are some
key areas of law, including legislation brought in by
governments in recent years, which have acted to
restrict in some cases our ability to practise this right.
See the NUS/Liberty guide Protest: Your Rights. 

Petitions

Other forms of pressure tactics may involve petitions
and the use of mass emails. Getting a lot of students
to sign a petition and/or send emails to a decision-
maker can be really effective in showing the degree of
support for an issue. Although a petition is often a
knee-jerk reaction to an issue it can be a very effective
tactic, e.g. “it’s outrageous that there aren’t enough
computers in the library for students to use, let’s start a
petition and hand it over to the university
management.” 

As long as a petition is part of a wider campaign
strategy, it can sometimes tip the balance of success
in your favour during a campaign. For example, if you
are campaigning to establish a Living Wage for staff at
your institution, and you have several meetings
scheduled with your institution’s management and
your local MP, your petition could emphasise how
widely felt the issue is. It could aid your discussions if
your arguments are not gaining ground or it could help
you gain a meeting with a decision-maker or some
sway with other targets.

E-petitions

Why not do your petition online and reach a wider
number of people? You could do an offline and online
petition, so as to reach as many as possible. Why not
use websites like Change.org – or better, place a
petition on your union’s website? If your petition is
aimed at national government, why not use the
government’s e-petition website? If it gains 100,000
signatures it may be debated in the House of
Commons.

Campaigns using email are often effectively petitions,
as supporters are asked to send an email which has
already been written, and add their name to the
bottom. This form of campaigning has come under a
degree of criticism from some MPs and peers in the
House of Lords, and research by the Clore Social
Leadership Programme found that mass email
campaigns by charities are ineffective in changing the
views of members of the House of Lords, but they do
draw their attention to an issue.

Organisations like 38 Degrees have had some key
successes in campaigns which used email as a core
tactic, for example in halting the government's decision
to sell off the nation's forests. If you want to build a

Creative campaign techniques

King’s College London Students’ Union (KCLSU) 

– campaign for increased library opening hours

King’s College students’ Union decided to
campaign for an increase in the opening hours of
the college library (Mon–Fri 8am–1am, Sat–Sun
9am–1am), and for 24-hour rooms to be available in
their Denmark Hill library. As part of the campaign
they set up an online petition which gained over 300
signatures.

KCLSU used the petition alongside meetings
between student officers and college staff. The
most recent update, at the time of writing, is that
after a financial review, the college intends to
propose an extension to library opening hours to
midnight each day, from September 2012 onwards.

http://www.nus.org.uk/en/campaigns/funding-our-future/
http://www.nusconnect.org.uk/resources/wales/Liberty-NUS-Protest-guidance-briefing/
http://www.change.org/en-GB
http://epetitions.direct.gov.uk/
http://www.thirdsector.co.uk/news/1142015/mass-email-campaigns-peers-ineffective-study-finds/
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constructive relationship with an MP it may not be the
best tactic, but it can really help build support and
pressure your targets, if used well. Conservative MP
Robert Halfon has written an article in the Guardian
newspaper supporting this assessment.

When people mention direct action or creative
campaigning, it’s often in regard to organisations like
Fathers4Justice, PETA or environmental groups. When
Greenpeace activists scaled Mount Rushmore and
unveiled a banner which read ‘America honours
leaders, not politicians’, the message about the
urgency of climate change was clear to see. When
former French president Nicolas Sarkozy attempted to
rush through unpopular reforms to higher education in
France, protesters gathered in Paris to hear readings
of La Princesse de Clèves, a 17th century novel that
Sarkozy disclosed was his least favourite book.
Protestors staged a ‘ronde des obstinés’, where
people walked around in circles in the middle of Paris
for 24 hours a day for two weeks; academics gave
public lectures and public trials of government
members took place. 

The question to ask with all of these creative

techniques is whether they have helped achieve a

campaign aim or simply raised awareness.

Fathers4Justice famously scaled several public
buildings and created a lot of media attention to the
issue of father’s rights, but these actions and this
attention did not go hand-in-hand with legal changes.
Greenpeace’s banner was taken down two hours after
it was unfurled, and many would argue the US has a
long way to go until it is a leader in tackling climate
change. The French government did however make
amendments to its education reforms in response to
public pressure, though the reform itself still became
law.

As part of NUS’ Come Clean campaign, the University
of Bristol Students’ Union encouraged students to tell
the government, in the spirit of Jimmy McMillan (who
ran for New York mayor and had a particularly unique
and memorable style of public speaking), that “the
student debt is too damn high!” They staged a protest

and took photos of students holding debt placards, to
present to university management. In a major Come
Clean win, the union persuaded the university to
reinstate and increase its bursaries programme.

Ask yourself what it means to be creative. Is it about
doing imaginative and innovative stunts or shocking
people into action? As shown earlier, PETA regularly
engages in shocking visual stunts, as do other
organisations, such as environmental protestors Plane
Stupid. In its efforts to end airport expansion in the UK,
Plane Stupid has carried out a range of direct actions,
such as occupying a taxiway at London Stansted
Airport in December 2008. On this occasion, the
protestors raised a banner reading 'CLIMATE
EMERGENCY' and wore high-visibility vests with the
message ‘Please DO something’ printed on them. The
timing coincided with 2008 UN Climate Change
Conference in Poznań to discuss the successor to the
Kyoto Protocol on climate change.

Many organisations who engage in direct action or
creative tactics also do a range of other actions as part
of wider campaigns, such as Bristol Students’ Union
did as part of its ‘Don’t bin Bristol bursaries’ campaign
for Come Clean. Plane Stupid was a part of the
alliance of organisations which made up the No Third
Runway campaign, which to date has succeeded in
preventing the expansion of Heathrow Airport. As part
of this campaign, Plane Stupid engaged residents
living near to Heathrow in direct-action training, in
order to resist any planned demolition of their homes.

What does this mean for creativity? Is it actually about
engaging people in really visible, exciting events to
grab their attention in new ways? Many of the tactics
outlined above fall into this category; in a world where
people are bombarded by 24-hour news media, and
receive an almost continual stream of advertising
messages, is it essential that campaigners create
innovative ways of getting their message out?

Think about strategy first, tactics second. Involving
people in the design of your campaign in a way that
empowers them and enables them to involve others
could be just as creative as holding a visual stunt

http://www.guardian.co.uk/voluntary-sector-network/2011/feb/03/successful-lobby-mp-personal-local
http://www.ubu.org.uk/voice/dontbinbristolbursaries/
http://www.notrag.org/
http://www.notrag.org/
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worldwide. This resolution is seen as a turning point in
shareholder activism, as shareholders started to exercise
their right to know how their money is being invested.

For two great guides to protest and creative
campaigning, see Rebel Rebel: The protestor’s
handbook, by Bibi van der Zee, and Banners &
Dragons: The complete guide to creative campaigning,
by Dan Jones, Amnesty International UK.12

Now you can start developing a plan of actions;

create a timeline of tasks and divide up

responsibilities…

Creative campaign techniques

where a funeral to higher education is performed. New
forms of tactics may raise awareness, but think about
how they will help you achieve your aim. If you think
creatively, your actions will follow.

Consumer and

shareholder activism

Have you considered involving companies or
corporations in your campaign? You may want to
change the way they operate or gain their support.
While research, lobbying and direct action are some
ways you can target the private sector, what about
shareholder activism or consumer boycotts?

During Shell’s AGM in 1997, Barbara Hayes,
shareholder and self-styled activist, tabled a resolution
calling on the company to set itself stringent
environmental and ethical standards to be applied

Busts4Justice

Beckie Williams set up an internet campaign ‘Busts
4 Justice’ on Facebook, calling for Marks and
Spencer (M&S) to drop its surcharge on large bras,
following what she thought to be price discrimination.

“Busty ladies and anyone else with a vested
interest in busty ladies – in fact anyone with a
vested interest in simple justice: join forces to end
this blatant discrimination.” Beckie Williams, Busts
4 Justice Facebook webpage.

• Almost 12,000 people added their names to the
Facebook campaign Beckie set up.

• Initially, an email leaked from M&S revealed that
they would not back down.

• Beckie Williams bought a share in M&S (for just
£3.40) in order to attend the firm’s AGM to raise
the issue

• Within weeks, Marks and Spencer dropped the
extra charge and reduced the price of all bras by
25 per cent in response to the amount of people
who supported Beckie’s campaign, and the
media coverage it gained.

Tar Sands Counting the Cost – FairPensions 11

The Tar Sands: Counting the Cost campaign
launched by FairPensions (which campaigns for the
ethical investment of pension funds), supported by
Greenpeace, The Co-operative and others,
encouraged pension funds and other shareholders
to express concern over decisions taken by
companies to invest in tar sands (or oil sands)
development. The concerns related to huge
increases in greenhouse gas emissions, financial
risk, wildlife disturbance and threats to indigenous
communities.

The campaign secured support from 150
shareholders and a coalition of NGOs to table
resolutions at the 2010 meetings of Royal Dutch
Shell PLC and BP PLC; between 1/10th & 1/7th of
investors defied company management.

• The campaign used a variety of tactics including
gaining national media coverage, lobbying
investors (putting the business & ethical case),
and ensuring an early day motion (EDM) was
raised in parliament by a cross-party group of MPs.

• One key outcome of the campaign was that Shell
and BP disclosed information related to the issue
of concern and that a process of company–
investor dialogue started re-examining the risks
of tar sands development. 

http://busts4justice.com/
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Developing action plans

Action planning is where you identify the tasks that

need to be done to deliver your outcomes and

activities.

As well as identifying the task list, the action plan also
needs to identify the resources needed, who is
responsible for each task and the timetable in which it
should be done.

Action planning can often become over-complicated
and therefore make the campaign hard to deliver. It is
important that you keep it simple and do this for each
of your outputs before you start any campaign action.
The reason for this is that there may be overlapping
efforts and a duplication of tasks, which will waste 
your time and make it harder to win your campaign.
This smart action planning will save you time and
resources.

It will also help identify if an activity is implausible
before you start to work on it. You can revisit your
objectives and outcomes you have set earlier and
break them down into tasks, perhaps using a table
similar to the one below. The crucial point is that each
task is part of your wider campaign plan, helping you
achieve outputs, which will lead to what outcomes you
need and your ultimate impact.

These will then support your campaign strategy and
you should start to be able to see where your actions
are linking together to achieve your impact. However,
before you move on to carrying out your actions,
getting everyone enthused and contacting the press,
there is just one more stage to the campaign planning
you need to think about: monitoring and evaluation.

Outcome 1 to achive Objective 1

Task Resource needed Who Deadline

>
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Monitoring progress

Without monitoring a campaign, you cannot check if

you are on the right track and making progress.

Evaluating your campaign is also essential to

demonstrate its effectiveness – in order for your

members to hold you accountable, for you to decide

what to campaign on next, and for you to develop

your effectiveness in campaigning. However, these

processes need to exist right from the beginning of

the campaign and need to be built into all of your

plans; this is a process that is often overlooked. 

You may already have a robust Theory of Change
through which you have checked your capacity,
assumptions and strategy, giving you an idea of how
to measure impact. Otherwise, you should have a
strategy and an understanding of impact, which will
help you in deciding what to monitor and evaluate, and
when.

The campaigns cycle is a good representation of
where monitoring fits into a campaign:

The Campaigns Cycle

Reading Students’ Union campaigns to Come

Clean…

As part of the Come Clean week of action, the
University of Reading Students’ Union held a protest
rally outside their university senate using artwork
created by third year fine art student Emily Hatcher.
Senate members were faced with giant letters and a
student weighed down with concrete letters spelling
out the word ‘debt’. As a result of the campaign,
which included a diverse range of tactics, the
senate made a public statement calling for the
government’s higher education reforms to be
properly scrutinised.

As a result of imaginative tactics and a coherent
strategy, Reading Students’ Union achieved some
fantastic gains. But how could they tell if they were
on track to achieve their objectives and if they had
made an impact? 

In this example, two things are crucial:

• the need to monitor progress towards impact

on a regular basis

• the need to evaluate whether the campaign has

resulted in the public statement and how this

affects impact.

>
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What’s the difference

between monitoring and

evaluating?

Monitoring should be about tracking progress to your
intended aim and impact (having clear indicators is a
good way to do this), whereas evaluation is about
reflecting on and assessing your progress at given
points during a campaign. Through evaluation you can
reassess your campaign strategy and tweak it to adapt
to any given circumstance. A strategy should be a
working document – it is important to have a clear idea
of what you want to do and how you can get there, but
it is also necessary, within this context, to be relatively
flexible. 

Do not assume that you can look back once you have
achieved your aim and evaluate the campaign as a
whole. It is crucially important to build a monitoring
framework into the campaign from the beginning. 

The philosopher John Stuart Mill wrote that the first
difficulty in understanding the laws of social
phenomena is that “we are without the means of
making artificial experiments.”13Campaigning is not a
science and we cannot run or rerun a campaign in a
laboratory, taking out some factors to check that we
know for certain the cause of one outcome or other.
But this doesn’t matter!

Focus on contribution, not attribution – if you use a
simple, user-friendly monitoring and evaluation
framework throughout your campaign, it’ll save you
time and effort and help you understand what progress
you’re making – what contribution you’re making.
Perhaps one of the biggest challenges in evaluation is
working out what you want to measure – this should be
linked to your aim.

Key issues to consider

Build evidence, not proof – you can build robust
evidence and demonstrate the contribution of your
campaign to outcomes and impact. To do this, some
key issues are:

• measure what is important, not what is easy

• keep it simple and user-friendly

• link your measures to action.

To develop a monitoring and evaluation framework,
here are some points worth considering:

• set clear change objectives (steps to achieving
your aim – see previous section)

• identify capacity and resources (be realistic in
achieving your aim – see previous section)

• identify indicators (what information will show
whether your objectives are being met)

• verification (what sources will you explore and what
techniques will you use to gather evidence?)14

Techniques of evidence-gathering could include some
of the following:

• surveys commissioned by the organisation, e.g.
polls (via Facebook, Twitter, SurveyMonkey or face-
to-face)

• one-off detailed analysis, e.g. existing data and
documents

• qualitative research, e.g. interviews and focus groups

• secondary data, e.g. existing reports, and data from
existing research

• anecdotal evidence, e.g. stories from individual
students

• external evaluation, e.g. by a consultant or research
agency.

For a good guide to conducting research in
campaigning, see NCVO’s publication ‘Building your
evidence base’.15

The key point is not to make things too complicated.
Once you have worked out what key pieces of
information will measure whether an outcome is being
met and what techniques you will use to gather
evidence, you can develop a simple table like the one
opposite: 

>

>
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Key questions in monitoring

and evaluating: 

Inputs/activities

• Can financial accountability be demonstrated?

• Have activities been delivered according to plan? If
not, why not?

Outputs

• Have the range of outputs been delivered according
to the plan? If not, why not?

Outcomes

• How much progress has been made towards
achieving the campaign’s objectives?

• What other factors are contributing to or impeding
achievement of the objectives?

• To what extent are the objectives contributing
towards the progress of the campaign in achieving
your aim?

Impact

• What changes in people’s lives have resulted from
or been influenced by the campaign?

• To what extent does the campaign appear to be
moving towards a positive impact?

Action:

Now you have developed your action plans, which
should include deadlines for targets, thus creating a
timeline for your campaign, add in three stages where
you will monitor your progress. 

You may wish to build a meeting time into the
campaign plan where the conveners of the campaign
meet to go through the questions above.

Your campaign is now starting to take shape. You have
your aims and outcomes written out along with the
action plans on how you aim to achieve your
outcomes, and dedicated points in the campaign at
which you will monitor and evaluate progress. 

The next stage is to figure out which people or

organisations can help you deliver your activities…

Monitoring progress

Outcomes Indicator Target How to gather data

All essential costs are
absorbed by the institution

Students perceive a drop
in course costs 

Departments absorb costs
of printing, travel and
materials

Annual students’ union
survey of students, plus
interviews with students

All course costs are fully
transparent

Council discuss issue 
and vice-chancellor
commitment

Policy passed on making
costs transparent

Policy published – obtain
copy of policy

Financial support for
students where costs
cannot be absorbed

Policy passed at the
dean’s committees of all
Schools

Schools to provide 
means-tested support 
for field trips and sporting
equipment

Minutes from dean’s
committee and interviews
with students

Outcomes Indicator Target How to gather data

Students are better able 
to pursue studies and 
are less financially
constrained

More students completing
studies and on average
better off financially

Percentage of students
complete studies and
report no essential course
expenses to pay

Annual students’ union
survey of students, plus
interviews with students

>
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