SHEILA
MCKECHNIE

PPPPPPPPPPPPPPPPPPPPPP

Getting Your
Voice Heard
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About SMK.

We are a unigue charity, focusing on campaigners

Annual SMK Campaigner Awards

Learning Programmes, workshops and events

Promoting the rights of campaigners

Guidance and good practice
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# ADVOCACY

Voice/representation
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# LOBBYING

direct attempts to influence
policy/legislation}
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mobilisation/pressure
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Legal limits?

“To be a charity an organisation must be
established for charitable purposes only,
which are for the public benefit. An
organisation will not be charitable if its
purposes are political.” CC9



Individuals

@CarnegieOldpark
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Who cam pa ig ns?: ot v pEon

Large charities
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Current trends:

Digital campaigning BEGPEES 1

people. power. change. Y
NG
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Current trends:

User engagement
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Current trends:
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Current trends:

Collaborations
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Campaigns that ’nsp’re

what are
WMYS?
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Campaign strategy.

You
YO
want
are

U
to be
here

Your campaign strategy is how you get there
in the straightest line possible
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Campaign strategy.  founoanon

Issue

Alm

Objectives

Audiences

Messages

AcTtivities and timeline
Monitoring and evaluation
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Theissue.  FoUNDaTion

-—p What is the problem®e
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Theissue.  FoUNDaTion

—p How do you know it is a problem?
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POWERING CAMPAIGN PEOPLE

= What is the intended impact of your campaigne

= A simple and compelling statement about what the future
should look like e.qg.

= Try to stick to one aim

Make Halve child
poverty in the
UK by 2018

debt
poverty
history
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POWERING CAMPAIGN PEOPLE

“Af least 30,000 people vising their local sports /
clubs and signing up as helpers and supporters” “Convert g once in a lifetime wave of

interest into help, support and membership
from the local community.”

“5,000 sports clubs holding events
in the weekend between the
Olympic and Paralympic Games”

AV »

Joinin™
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POWERING CAMPAIGN PEOPLE

Must be SMART

(Specific, Measurable, Achievable, Realistic, Time-bound)

5,000 sports clubs
holding events in the
weekend between the
Olympic and
Paralympic Games

Convertaoncein a
lifetime wave of
interest into help,

support and
membership from
the local
community.

At least 30,000 people
vising their local sports
clubs and signing up as
helpers and supporters







SHEILA

AUdiences MCKECHNIE

POWERING CAMPAIGN PEOPLE

= Core audience: Who can make the change you
wante

= Influencers: Who has influence on them?
= Who are your allies?

= Who are your oppohentse How do they see things?
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equal marriage




O Wherry

Room [0 Move

Under-occupation

Incentive Scheme
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Keep it simple.

“These toxes
c:e
regressive

III
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ldentify key dates and points of influence
Have smaller goals
Think about how planned activities work together for maximum impact

Create or wait for ‘political space’

GIRL by
SUFFRAGETTE

GIRLS HAVE THE RIGHT VICTURY
TO REACH THEIR FULL

FOTENTIAL 19th Amendment Ratified!] S




Tactics

Give evidence to

select committee CF:;SSZ(::;L:; | N S | D E R

Develop dialogue
with civil
servants/officials Sponsor a
private
member’s bill
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POWERING CAMPAIGN PEOPLE

Government
E-petition

Direct Freedom of
action Information
Protest/
demo/march Judicial
review

Public

meetne OUTSIDER

Boycott Strike

ONLINE

Twitter/
Facebook
campaign

(not so nicely)

E-petition (e.g.
38 Degrees,
Change.org)
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®

Supported by

Tudortrust

Sue Tibballs
smk.org.uk
Twitter: @SMKcampaigners
Facebook: Sheila McKechnie Foundatior
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Why the media is so important to T

campaigners.

POWERING CAMPAIGN PEOPLE

= Provides an audience —in print and online

= Powerful voice

Sets news agenda of the day

= Helps get other people on board — MPs, celebrities (reflected glory) etc
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Characteristics of a news story. i

EDUCATiEG
INTERTAINING
" ENGAGING
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How to meet a journalists needs.

= Know your elevator pitch

= Talk about human stories/ case studies
=  Provide facts / figures to generate new angles
= Offer an exclusive

= Meet the deadlines - no excuses

= Provide high resolution pictures

=  Be opinionated



Press release.

Friends of
For inmediate release: [date] the Earth

(If you want the media to use the story as soon as they receive it)

or
Embargoed for: [time/date]

(This is a good way of giving jpurnalists time to prepare
and to ensure they don't use it until a specified time)

Headline
(Start with a snappy headline, but not too clever)

Photo opportunity: (Whatitis, where it is, when it is and contact d etails)

Paragraph 1: Summarise the story - who, what, where, when and why.
All key information needs to be in this paragraph

Paragraph 2: Putin more details to flesh out the story
you have outlined in the first paragraph

Paragraph 3. "Quotes from you or someone relevant to the story.” Don't try to
cram too many points into one quote — each quote should make one point

Paragraph 4: Extra relevant information
Ends

N otes for Editors

* Provide background information in case they run a longer story
& Cutline what you have to offer: pictures, interviewees
* Cutline any additional relevant information or facts and figures, but keep it short.

Contact Make sure you supply numbers where you can be reached day or
night. This can make the difference between your story being covered or not

Name: [type name1] Tel: [type tell]  Name: [type name2] Tel: [type tel2]

[type your group name here] Local group

[ty pe your groupaddress here on one line separated by spaces]
Tekphone [ty pe fax no] Fax [type fax no] Email [type group email] Website [ty pe wweb add ess]
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The media as campaigners. ____

HILLSBOROUGH CAMPAIGN & LIVERPOOL ECHO

Live blogs

Used Twitter/Facebook to gather responses —real
people/real time

Video intferviews

Published the Taylor Report and the Independent panel
report online in full

Published section online with article for each of the 96

3
;A

The Hillsborough panel reports — Pages 8,9,10&1 |
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Other content.

Media coverage is not just about news

stories!

features
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Using social media. —~
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WHAT?

Several plaiforms...
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POWERING CAMPAIGN PEOPLE

Change.org
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petitions for
publicity, ouft
now unlikely
to change
Minas.

Showing
strength
Of

Support.



Why use social media.

= To reach more potential supporters
= Put pressure on campaign targets
= Gain media coverage

= Mobilise existing supporters

= Have you own voice
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POWERING CAMPAIGN PEOPLE
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Three questions should tell you

how and why you use social
media.

#1 Who do you want to reach?
#2 What do you want people to do when you reach them?e

#3 What resources do you havee

== The answers will help you decide which platform to use...
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Social media advice.

Be as frequent as you can

Evening and weekends are peak time
Think about mobile devices

Use visuals

Measure engagement and conversion - do people sharee Do they go to
your websitee Do they sign up?

Keep your messages simple
Think about why people engage with social media
Consider advertising



ENGAGING WITH GOVERNMENT

John Knights
John.knights@smk.org.uk

Web: smk.org.uk
Twitter: @SMKcampaigners
Facebook: Sheila McKechnie Foundation
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Why engage?

= Pressure for changes
= Raise your profile

= Impact on policy

= Get information



Finding the right ‘target’...

2013 NHS STRUCTURE 0@@
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Finding the right ‘target’.

= Political or Administrative issuee
= GO to the most senior person.
= Don’'t wait for a crisis or problem!
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Before you approach.

= Think about Politics.

- Remember austerity effects everything.

- Research —what have they said.

= Framing - Use their language.

- Use new data or present old data in a new way.
- Compare to other areas.

= Think about how to make it easy for them to do what you
want.
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How to apply pressure.

Council meetings — direct to councillors.
Parliamentary Questions — via MP.
Parliamentary debates — via MP.
Petitions.

Letter writing.
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How to influence policy.

Engaging with Ministers/ councillors.
Engaging with officials.

Consultations.

Parliamentary bills — via MP and consultations.
Select Committees.
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If all else fails!

= Localism Act — Right to Challenge and Right to Bid.
= Health and Social Care Act — Health watch.
= Social Value Act — For commissioning.

= Equality and Human Rights Legislation - public sector
Equality Duty.

= Freedom of Information Act.
= Judicial Review — Needs a lawyer.
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Contact details for MP or Lords - bit.ly/parimps

Research on MPs - www.theyworkforyou.com/

Government consultations — bit.ly/1Ldipm3

Library - www.parliament.uk/commons-library

Select committees — bit.ly/parlselect

Legislation - www.parliament.uk/business/bills-and-legislation/
Change.org- www.change.org

Freedom of Information - www.whatdotheyknow.com
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