STARTING A CAMPAIGN

Do you feel strongly about an issue and think  you can do something about it?   Do others  share your views?   Why not set up a campaign group?   

Are you sure? 
Before you launch into a campaign, you should be aware it takes commitment, time, and perseverance and be ready for opposing views.

Questions to ask  first:

· Is this issue really important to me? 

· How much does it affect me or my family and friends where we live or work? 

· Will I feel bad if I don’t try to do something about it? 

· What can I do about it? 

Be realistic? 
Make sure that your issue is substantial enough to make it worth starting a campaign.   Local libraries and websites are useful places to start your research.

Find out if there are any existing groups related to your issue.  Maybe you could join forces with them, or help each other out. 

Is the timing right? 
The earlier you get involved in addressing an issue, the more likely it is you will be able to influence the final outcome.   It is harder to campaign when an official decision has been taken, although not impossible.

Starting a group 
It is important you have a well-structured group that is willing to work as a team.   Do they all feel as strongly as you do?   Are they all willing to take action and play a central role in the proposed campaign.  
If you need more members to help, advertise in the local paper, put up a notice in your local shops,  library or  public spaces.   Flyers could be put through doors asking for support and don’t forget family,  friends and neighbours.   Once you have gathered your group you need to get organised and put a structured plan in place.
Getting organised

Organise your first meeting of interested parties.  This is where your campaign will begin to take shape.  The task of this meeting should be to identify your objectives, allocate roles for your group members and draw up a constitution.      
Objectives
Form a very clear idea of what your aims are.  There is little to gain from generic opposition or support of a particular issue, so early in your campaign work out some specific and tangible goals. 


Name the Campaign Group 
Obviously, make sure you choose a name for your group.   This should be punchy and get your message across, or at least makes people curious to know more. 


Allocate roles and responsibilities
Groups can break down if the workload is not distributed evenly.  Think about what roles your group needs and divide them amongst the members.  It’s a good idea to match skills to jobs and make sure people are interested in what they are doing.   Define the scope of each role to avoid confusion over what is expected of people.     The precise jobs you have will depend on who is in your group.   Include the following positions:

· Campaigns co-ordinator: to organise the campaigners or others within the group and to oversee strategy 

· Group organiser: to receive information for the group and distribute it appropriately. Also makes sure meetings are arranged and minuted 

· Publicity officer: to liaise with the media including monitoring media coverage.   May also represent the group at other external events 

· Membership secretary: to co-ordinate new members by recording their details and allocating them appropriate tasks 

· Treasurer: to look after finances. A role best suited to someone with book-keeping skills, time to spare, and who is easily contacted

Draw up a constitution
You should work out how you are going to reach decisions. Do you want a leader or a management committee? Who will make the final decision when the normal processes of argument and negotiation break down? Is a show of hands good enough to make a decision? Draw up some basic rules about how your group should be run and the responsibilities within it. This should eventually evolve into a simple constitution, which will make the group accountable.   

Make your campaign contactable
You must have a contact postal address, email and phone number for people to get in touch with the group. You could consider opening a Post Office Box Number rather than using your home address.   A campaign website provides a public face, and enables people to get in touch more immediately.   


Sort out your finances
A bank account is essential, both to allow you to process donations and to avoid group members dishing out to keep the campaign going.   Have at least two trustworthy signatories who do not have outstanding financial court cases or significant debts.   One of these signatories could take on the role of treasurer.    Ensure at least two signatures on all bank transactions (e.g. signing cheques)

Timetable your campaign
Fix a timetable and a date for the next meeting and for the progress of your campaign.   Your next big goal should be planning your campaign strategy.   

What makes a successful campaign group? 
Diverse people
The more differences in age, occupation, interests, etc, there are in your group, the richer the group will be.   Your group will be able to draw on a wealth of experience which will encourage more ideas and increase the appeal of your campaign to different people.

Common Purpose
Make sure your entire group understands what you are trying to achieve and how you are going to achieve it. Ensure they know what their individual roles are and who is leading the team.   This is important for creating a unified, motivated organisation.


Involve people
Listen to what other members say and encourage them to contribute their ideas.   Don’t forget to thank people for the work they do.   Individuals who feel valued and included will make your group happier and more effective.   Try to include enjoyable activities in your campaigning efforts, allow time for team-building events.   Happy people make a happier group and in turn will feel more enthusiastic and committed and are more likely to spread the word, encouraging new members.

Keep growing
You could leaflet more widely or approach local, regional and national media to attract more people to your campaign.   Another good way to find people and information is to approach lobbying groups who might be experts in the field. If it is a local campaign, your local authority or Council for Voluntary Service should be able to provide contacts for other community and residents' groups who may be affected. 


FINAL CHECKLIST 
Being Informed
Know what you're campaigning about an inform yourselves: 

· Network with others with shared interests and goals 
· Invite speakers to meet your group/local community 

· Attend relevant courses, lectures, seminars & public events 
· Research what is happening elsewhere and how effective similar campaigns have been in other locations 

· Have a meeting locally where you share knowledge and experience 
· Share any interesting newspaper articles, websites or emails you come across.

Thinking about the future
Do you anticipate your campaign will go on for a long period of  time?    If so, you may wish to consider other factors.  It’s   a common problem that a group is really strong one year, then all but folds when the "long standing members" leave.   Ways to avoid that problem happening are:

· Share out responsibilities - make sure newer people get the chance to pick up skills "on the job",  it may take longer,  but it's worth it. 

· Set aside time to  skillshare, passing on your skills and knowledge to others. 

· Keep a handover file - you could make notes of lessons learnt during the year and progress made.   
· Keep an eye out for people willing to take on responsibility, and get them to take it on ASAP. 

Work openly - don’t just show people the finished leaflet or press release, consult with them along the way so they can see the process and offer advice.
Good Luck.  For more information or assistance in setting up a group or marketing your campaign contact jim.nichols@arrancvs.org.uk or telephone 01770 600611.   There are many useful web sites that may also be able to help you.  


www.workwithus.org/campaigning

www.north-ayrshire.gov.uk

www.healthscotland.com

http://epetitions.scottish.parliament.uk/
www.scotland.gov.uk

www.europarl.europa.eu

www.writethem.com
