Five golden rules of effective campaigning
Each campaign requires a different approach but by trying to include the five golden rules your chances of success will increase.

Golden Rule 1: Clear aims. 

You need to work out exactly what your campaign is trying to achieve. Start by ensuring that your campaign has a short and simple campaign aim that can be communicated in one sentence and easily understood by people not currently involved in the campaign. Two of the main reasons why campaigns fail are that people are not clear about what they want, or they set unrealistic objectives. 
Break your campaign aim down into a series of small steps that will help you achieve success. These will become your objectives. 
It can be really helpful to investigate your campaign's potential for success by performing a simple 'SWOT' analysis. SWOT stands for Strengths, Weaknesses, Opportunities and Threats. It allows you to clearly investigate the pro's and con's of your current situation and gives you an idea of any areas that you may need to concentrate on to maximise your chance of achieving your campaign aims. 
You may find that your strengths lie in the experience or knowledge of the people who want to campaign on your issue; weaknesses may include a lack of knowledge, or money, or too few people currently aware and ready to take action. Opportunities and Threats usually refer to the outside world - opportunities for advancing your campaign aims could include supportive local media, an international day on the issue which you could tie your campaign in to, or a local upcoming event. Threats could include an unsupportive media, an outspoken MP that disagrees with your issue, or a proposed cut in funding for local services in your area.

The process will ensure you don't get caught out later on, and provides an opportunity for fellow campaigners to work together to identify, analyse and discuss your strategy which will ultimately lead to better understanding of what is realistically achievable given your existing resources.

Golden Rule 2: Define your target and develop your key messages

Who is the person that makes the decision? Find out, and then think about how you can make them agree with you. For instance, is it the health authority, the local education authority or the local MP? It may be a combination of these decision makers. It could be helpful to think about:

· Who is responsible for the issue/providing the service?
· Do other local companies or organisations have a role in providing this service?

· How is the service financed, planned and delivered?
Once you know who to target, try to make links between your campaign aim and their main interests or concerns. It’s often useful to think about “what’s in it for them”. 
Golden Rule 3: Gather accurate information 

Gathering accurate information and evidence to support your campaign is vital. It is crucial to have information the media, decision-makers, and the public want. Ensure it’s in a form that can be easily distributed and understood. Evidence could include:

· Personal stories - from blind or partially sighted people who have experience of your campaign issue. Anecdotal evidence can really help to illustrate the impact that your issue has had on people. Questionnaires/ surveys – These are good way of gathering statistics and gaining an idea of public opinion. RNIB campaigns staff can advise with projects like this.
· Good practice examples - Find examples of positive solutions that have been put in to practice elsewhere. 
· Statistics - National, regional or local statistics showing the number of people affected by your issue
· Petitions - Petitions provide an easy way for campaign supporters to take action. They do require quite a bit of promotion, so think in advance about how you will spread the word.
Golden Rule 4: Good timing
Timing is important, so try to determine when key decisions will be taken and build your campaign activity around these key dates. One tip is to work backwards – plot the decision date in a calendar and then think about how you’re going to campaign and how long each element might take.

If it is your local council who will be making a decision which affects an outcome you want to see, it’s worth getting a copy of your council's forward plan. This is a public document which will tell you which meetings will be held over the following months and what important decisions will be made. You will be able to get this from your Council’s website, or by calling their information line.
Remember to factor in time for planning and arranging your activities -month by month. At this stage you can review your plans and timelines if you find that you are trying to squeeze too much in to one month. 
Also remember to build time in to your campaign calendar to evaluate your campaign. This allows you to check your progress against your objectives and adjust your strategy accordingly. Don’t leave this until the end of the campaign – plan in evaluations at mid way points too.
Golden Rule 5: Solid partnerships
It's important to involve other people and groups who share your views and may be able to support your campaign. Decision-makers will be much more likely to listen to your concerns if they see that a number of different groups are represented. For example if you think a new pedestrian crossing should be introduced by a busy road, maybe a local school parents group, or older people’s society would agree. Why not approach influential local figures such as the mayor or local celebrities for their support? These people could help you achieve press coverage. 
Most importantly - have fun and keep going! Contact the RNIB campaigns team for help and support.
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