
PART 1: PLANNING THE CAMPAIGN 
 

 
 
 
To have a successful campaign you need to be clued up on: 

1. The issue 
2. The environment you will be campaigning in 
3. The way you want to achieve the change 

 
 
 

1.1.0 Planning a campaign in 3 easy steps! 
 
1. Ask yourself a few questions: 
 
The Question Where you can find out more in this gu ide 
What exactly is the problem? What is it that I 
really want to see changed? 

Researching the campaign  

Why hasn’t this change happened already? 
Who or what needs to change? 

Identifying targets 

Who could you work with to make this 
change happen? 

Identifying allies and partners 

 
 
Your campaign aim (based on what you have learnt so far) =  What you WANT to change 

________________________ 
 

            What you CAN change 
 
You can find out more in the section: Putting together your campaign aim  
 
 
2. Is your campaign aim SMART? 
 
The Question Where you can find out more in this gu ide 
Is the aim Specific?      The message, the audience and campaignability 

Is the aim Measurable?     Measuring your successes 

Is the aim Achievable?     The message, the audience and campaignability 

Is the aim Realistic?     Considering the academic year 

Is the aim Timed ? Planning the campaign timeline 

 
 
3. Think about campaign actions 
 

What do we need to achieve in order to reach our aim? �  Your demands 
What actions will we do in order to get our demands met?  �  Your tactics 
When will we use these tactics? �  Your campaign timeline 
 
 

 

 



 
1.1.1 Researching the issue 
 

Where to find out more about the issue 
·  The STAR website – www.star-network.org.uk or direct from the STAR national office 
·  Arrange to meet or talk with people or organisations that are also interested / working on the issue 
·  Online periodicals, e.g. The Journal of refugee Studies - online and free - www.oxfordjournals.org    
·  Policy briefings and statement by other organisations and available online  
·  The printed media 
·  Talk to those affected and get their views 
·  www.mori.co.uk 
·  Think tanks. E.g. www.ippr.org.uk  
 

A bigger list of organisations that might be useful  in researching the campaign can be found in 
the Resources section of the STARting Out Guide 
 
 
Being sure you’ve identified the problem AND the po ssible solutions 
It’s really important that you have identified exactly what the problem is before you set any campaign 
aims. This is so that you can both be effective in reaching a positive outcome and also feel confident 
in what you are talking about! 
 
One useful way of thinking about the problem and finding it’s solutions is by using a problem and 
solution tree. See Appendix for an example of this. 
 
 
 
 

1.1.2 Identifying targets  (& those that influence them) 
Ask yourself 3 questions: 
1. “Who has the ability to make the change?” = YOUR TARGET! 
2. How am I going to reach my target? Who do they listen to? 
3. What is my targets position on this issue? 
 
The answers will obviously depend on the subject of your campaign, but some suggestions include: 
·  Government ministers, such as The Home Office Minister or the Immigration Minister 
·  MPs, MSPs, MEPs or Lords 
·  The Mayor 
·  The local authority  
·  An immigration detention centre 
 
They say that every person in the world can be connected to every other person via 7 connections! So 
who make up the connections to reach your target? How will you reach them and then use that 
influence to reach your target? 
 
 
 
 
 
 
 
 

 



 
1.1.3 Working with allies & partners 
Some of the best campaigns work well because they are an alliance (sometimes an unusual one) of 
groups working together for a common aim. And perhaps there are organisations or people already 
campaigning on this very issue. Make the most of it. 
 

Partnerships can: 
·  Provide strength in numbers and can increase your legitimacy 
·  Enable the campaign to reach groups you wouldn’t necessarily be able to reach on your own 
·  Give you access to decision makers and changemakers you can’t reach on your own 
·  Enable you to focus on your strengths  
·  Increase you campaign resources 
 

Allies and partners may include: 
·  Trades Unions, including your Students Union, NUS or teaching unions such as the Universities 

and Colleges Union (UCU) 
·  Local or regional refugee fora. * See The Jargon Buster in the Appendix 
·  Refugee Community Organisations* 
·  Other union societies such as The International Students Soc or Amnesty Students 
·  Local refugee support organisations or other community groups 
·  Local colleges, schools or your university 
·  Local businesses 
 

Making partnerships work 
A campaigning partnership can be as divided or as formalised as you want but it is important that 
everyone agrees how it is going to work. Here are some things to remember: 
·  Every partner needs a reason for getting involved 
·  Set clear aims and goals. Discuss them and agree them. 
·  Be clear about how you will meet and communicate. Remember that some partners may have 

commitments or limited resources that make it difficult to get involved, for example, Refugee 
Community Organisations (RCOs) who might not have any permanent staff members or budget. 

 
 

1.1.4 Putting together your campaign statement 
A sentence which states what you aim to achieve and why  you need to achieve it; a statement that 
you all agree on and can refer back to, to keep you on track and focussed. 
 

This statement can then be broken down into the components of what you are going to do to achieve 
this aim = Your Campaign  Objectives 
 

Example  
The Still Human Still Here campaign, which will be STARs main national campaign in 2007/8 has the following aim: 
 

“To highlight the plight of tens of thousands of re fused asylum seekers who are being 
forced into abject poverty in an attempt to drive t hem out of the country. We are calling 
on the Government to end the threat and use of dest itution as a tool of Government 
policy against refused asylum seekers.” 

 

Some objectives of the Still Human Still Here Campa ign 
·  To have 20 sleep outs across the country to raise awareness of the plight of failed asylum seekers who are 

living destitute in the UK  
·  For the Immigration Minister to receive X number of letters about the Still Human Still Here campaign  
·  To hold X number of meetings with MPs…  

 



 
1.1.5 The message the audience & campaignability 
    (AKA being specific & achievable) 
Campaigns benefit from gaining public support. But remember: no campaign should have as it’s target 
‘the general public’.  No campaign can expect to reach that many people! You need to be specific 
about which section of ‘the general public’ you want to reach and then aim your campaign at them. 
 
 

·  Make it scandalous  - To be a scandal it has to be avoidable. In which case, are you offering a 
solution your audience will sympathise with? This may mean making your campaign aim more 
specific or more moderate, depending on your target audience. 

·  Think from the point of view of your target audienc e - put the campaign message in their terms 
·  Motivate  – Keep your key message as an unambiguous ‘call to action’ which requires no 

explanation and says what it means  
·  Keep it simple  - Communicate the problem as you see it, the solution as you see it, the 

opportunity as you see it – and only that! 
 
 
 

1.1.6 Measuring your success 
Regularly meeting to update and discuss progress and developments is important so that you can 
keep track of your progress and make sure you’re heading in the right direction. 
 

Progression checklist: Questions to ask during the campaign and to compare to the situation 
before campaigning began 
Has there been a change?  
How significant was it? 
Was it intended or not? 
Was it for the better? 
What made it happen? 
Are you getting feedback from the group of people you are trying to help by campaigning? 
 
 
Ways of keeping track of progress 
·  Ask for feedback from people attending campaigning events and actions 
·  Keep a campaign diary and use it to record decisions you make, meetings you hold, outcomes of 

actions, contacts, press clippings, promises, etc 
·  Keep track of the media. Has your campaign or your campaign issue been featured anywhere? 
 
 
 

1.1.7 Considering the academic year  
“Campaign aspirations need to be tempered with real ism. Campaigners should be visionary, 
but not delusional.”  
 

The academic calendar means that realistically you will have around 20 weeks a year  to spend on 
campaigning as a society when exams and holidays are considered. This will have a big impact on 
when and how much you can achieve. 
 

You can still make a huge and lasting impact in this time. But it will help you stay motivated and sane 
to set realistic aims and goals. 
 

 



Some things to consider: 
·  Make the most of the first term. It’s the best time of capitalise on freshers fair exposure and newbie 

enthusiasm. 
·  How many people within your group are committed to seeing the campaign through? 
·  What will you do if you have not reached your aims at the end of the academic year? Do you plan 

to campaign over the summer if necessary? 
·  How will you ensure the campaign continues into another academic year if necessary? Make sure 

you keep track of campaign info and progress and hand it over to new campaigners when you 
leave 

·  Make sure your campaign plan is flexible  
 
 
 

1.1.8 Types of campaign activity & why you do them 
 
 
 
 
 

 Lobbying / behind the scenes 
campaigning 

Public campaigning / getting 
public support 

Why do it To target actions directed at decision 
makers 

To demonstrate public concern 
To organise people to take action 

Types of activities Meetings with decision makers  
Writing letters 
Coalition work with partners to consult 
decision makers 
 

Demos 
Public lobby’s 
Petitions 
Sit ins and barricades 
 

 
 
 
 
 

Influence 

Parliamentary 
pressure 

Involvement of 
your MP 

Media 
coverage 

Model letters 
or postcards 

Individual 
letters 

Petitions 

Talks Public meetings Public events Internet based campaigning Demonstrations 

Decision 
makers 

 

 



1.1.9 Planning a campaign timeline 
 
For every activity you plan you need to think: 
·  Whose attention are we aiming to attract by the activity? 
·  What is the desired result of the activity? 
·  What is the next move if: 
We get the desired outcome? 
There is an alternative outcome? 
We get no outcome at all? 
 
 
Every campaign is different & often unpredictable w hich makes it difficult to provide a 
one size fits all storyboard for a campaign.  But h ere are some things to keep in mind: 
·  Your campaign cannot be a whole picture all at once otherwise people will get confused and find it 

hard to see progress. Instead it has to be a trail. When deciding what campaign actions you want 
to do and when, keep a storyboard idea in mind, with each action a new chapter in your story. 

·  Each activity should have an aim, a target, lead onto something else and reveal another piece of 
the story to your supporters. 

·  Achieving your aims may require you to repeat activities. 
·  Communicate in actions. Create events that you can then communicate in pictures. ‘As a rule, if 

there’s nothing to photograph then there’s no actual activity, no objective to achieve and no 
campaign to join in with, report or support.’ Chris Rose, 2007 

·  When planning activities, are there any ‘hooks’ that you can hang your activities on? Examples 
could include: 

o Union events such as One World Week, executive committee elections, visiting speakers… 
o Parliamentary activities such as bill hearings, elections, cabinet reshuffles 
o Local events such as film festivals, cultural fairs… 

 
 

1.2.0 Communication & coordination  
In order to coordinate an effective campaign you need to make sure that all of you who are involved in 
running it from the inside are also communicating and coordinating with each other! 
 
Here’s a campaign coordination checklist 
 
Activity Done 
Nominated/elected a campaigns coordinator to keep everybody informed of campaign 
developments and ensure people are keeping their promises on completing tasks 

 

Agreed the ways that everyone involved in coordinating the campaign will keep in touch. Will 
there be a Yahoo Group / Face Book / Riseup list set up? 

 
 

Agreed how often you will meet  
 

 

Agreed how you will keep everyone informed of developments in the campaign, whether this 
is for those directly organising the campaign, supporters or partners. 

 

Made arrangements to keep records of everything you do. You don’t know when it will be 
useful and it will help you keep track of progress.  

 

Started a campaign diary 
 

 

 
 
 

 



1.2.1 Gaining Legitimacy 
How do you get people to listen to your campaign message, believe your argument and ultimately get 
as passionate as you are?  
 
The best ways to position yourselves as legitimate campaigners are to: 
·  Choose your campaign aims wisely  
·  Keep your argument consistent  
·  Stick to the facts – if someone asks you a question to which you don’t know the answer, don’t 

guess! Tell them you will find out and get back to them 
·  Get information to supporters in a reliable and timely way 
·  Keep track of where you’re at – Keep records of everything you do. You don’t know when it will be 

useful and it will help you keep track of progress and enable you to remind any decision makers of  
promises they made and have yet to keep  

·  Keep your promises – If you tell targets or supporters you are going to do something do it! 
·  Recognise where your position is in the grand scheme of things. If you are perceived as annoying 

by a particular audience you either need to change your stance or ignore them! 
·  Work in partnership 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Highlighting the plight of asylum seekers held in detention 

 


