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Introduction: what is campaigning?  
 

‘Getting organised to change something’. That’s probably the simplest way to define what we mean by 

campaigning. For Ramblers up and down the country, the ‘something’ is about making walking an easier, 

more accessible and more pleasant activity for people in our local communities. 

Local campaigns can be huge and complex, such as when our Isle of Wight team fought to have the Island 

included in government’s plan for the England Coast Path. They utilised almost every campaign method 

available to them: from lobbying their MP; to presenting their case to the media; building alliances with 

other organisations and taking legal action. 

But local campaigns can be more modest in size too. Getting a local footpath re-opened when it’s become 

overgrown or illegally blocked is the bread and butter of local Ramblers campaigning. 

Whether large or small, successful campaigns tend to share certain characteristics. This introductory guide 

to campaigning in your local area will identify some of these key factors for success and outline how you 

might use them to make your area an even better place for walkers. 

 

Where to start  
 

To campaign - or not to campaign?  

It’s probably a good idea to be sure that you need to run a campaign at all. It might be that a council is 

willing to clear an overgrown path or a farmer to plant a crop with proper consideration for a path simply by 

asking them. Working locally, many Ramblers know how useful it can be to maintain productive, positive 

relationships.  

If you decide you do need to start a campaign, this guide sets out the basic steps you might want to take to 

give yourself the best chance of success. Winning campaigns can take a long time - and require some 

determination, but they can also be massively rewarding. Simply standing up for what you believe in is a 

great feeling in itself! 

 

Creating clear, agreed aims 
 

Everyone enjoying a good Ramblers walk will know where the walk will start and finish. It will have been set 

out in the walk programme. The walk leader will have included the information in their briefing at the start of 

the walk. You can imagine the chaos if no-one to knew where they were going! 

The same principle applies to successful campaigns. Everyone agrees from the outset where the campaign 

is going and what it aims to achieve.  
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There are a couple of reasons campaigns often fail. Firstly, people are not clear about what they want to 

change. Secondly, they set unrealistic objectives or try to tackle too many issues at once. Once your 

campaign has a clear and simple aim, you can use it to set out your campaigns objectives. Your campaign 

will be much easier to manage if these objectives are SMART – specific, measureable, achievable, realistic 

and within a specific timeframe. 

 

 

 
Worked example 
 
Campaign aim: 
 
To make the River Watling Path safe for walkers 
 
Campaign objectives:  
 

 get Watling Council to agree to divert a 100m section of the River Watling Path away from a busy road 
by June 

 Get 3,000 people to sign our petition by Christmas 

 Gain the support of at least two local organisations including River View Residents’ Association and 
Watilng Church Committee by February 

 

 

Identify the target of your campaign – and potential partners! 

 

This is about working out who you need to convince or influence to achieve your campaign aim. Sometimes 

this will be obvious but it’s still worth taking a little time to think about and research. For example, if your 

campaign aims to save a path threatened by ‘anti-crime’ gates that will block if off after the hours of 

darkness, there will likely be a number of people who will make a final decision and further people who 

have significant influence over it. The campaigning textbooks call this a ‘power analysis’ but an easy way to 

dertermine who your campaign needs to target is simply to ask yourself a couple of questions: 

Who are the decision makers? 

Identify the person or group who will actually make the decision to resolve your problem. In the example 

given above, it’s likely a final decision will be made by a group of elected councillors who are members of 

your local authority’s planning committee. A quick look at your council’s website or a call to their democratic 

services team will give you their names and contact details.  

The person or people you identify here will be the primary target(s) of your campaign. 

Who will influence the decision makers? 

It’s important to think quite broadly when answering this question. And remember to include people who are 

in opposition to your campaign aims. If they have an influence on your decision makers, they’re relevant 

here. Continuing with our example scenario, possible influences might include: 
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- The PTA/Head-teacher of a local school (if pupils use the path to travel to and from pre/after school 

clubs) 

- The local neighbourhood watch group 

- Local businesses or the Chamber of Commerce 

- Your local MP 

- Members of a local church congregation 

These people are the secondary targets of your campaign - and potential partners. 

 

 

Key messaging and research  
 

Messaging can be the key to winning your campaign. If you get the right messages out to the right 

audiences – you’re already much closer to obtaining your aims. It’s important that you understand your 

campaign issue from all angles so you can counter any argument made by opponents and to ensure you 

give your campaign targets all the information they need to be persuaded of your campaign’s merits. Once 

you have your key messages, you will need to be consistent and make sure everyone in your campaign 

team sticks to them to ensure that as many people as possible hear what you have to say.  

You will also need to think about your different audiences. For example, local media will be more interested 

in the emotional side of what your argument and are always keen on good case studies- someone you can 

share their experience and bring your story to life. Local councillors will be more interested in the 

practicalities of your campaign ask, and whether you can demonstrate that their constituents care about the 

issue.   

Questions to ask yourself: 

 Who are the different audiences and what motivates each of them? For example, local media, 

potential partners, key decision makers etc.  

 Why might the target decision maker not support my campaign and how can I argue against that?  

 Are my messages convincing? What information do I need to back up my claims? You will likely 

need to do some research to back up your key messages with facts! 

 

Tactics  
 

Once you’ve got your clear aim and objectives, your targets and your key messages – you’re ready to start 

thinking about tactics! How will you get those messages to your key audiences?  Below is a list of common 

campaign tactics, but you don’t need to stick to these –be creative!  

Face-to-face meetings  

You’ll generally want to have at least one face-to-face meeting with decision makers to ensure that you can 

get your messages across and understand whether they oppose your campaign or not and why.  
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Top tips 

 Make sure you have a briefing handy that you can leave it with the decision maker. The briefing should 

include all your key stats and key messages.  

 You should have someone who is directly affected by the campaign issue at the meeting who can share 

their experience  

 Make sure you follow up the meeting with a letter which backs up what you’ve said and responds to any 

issues the meeting raised.  

Petitions can work if you want to: 

 Show how many people care about your issue. 

 Make an impact with few resources: petitions are easy to organise, especially online. Ramblers can 

even help you set up an online petition on the Ramblers’ website, or you can use websites such as 

www.change.org.  

 Oblige your local council to take specific actions:  you can get your issue debated at a council meeting if 

you gather a certain number of  signatures.  Check out your local council’s website to find out more 

details of the rules in your area. 

 Gain media attention: having a petition signed by a large number of people can help you get local 

media attention.  

Getting your story in the local media can work if you want to: 

 Put pressure on local decision makers to respond to your campaign asks. 

 Urge people to join your campaign – for example by signing your petition. 

Top tips: 

 You’re more likely to get coverage if you have a “hook” such as hosting an event that you can invite the 

press to attend, or holding a rally outside your town hall.   

 If you can’t get coverage in your local paper or radio station why not try writing letters to your local 

newspapers to try to get some coverage through the letters pages?  

 Don’t forget to use social media. Lots of decision makers such as councillors and MPs have Facebook 

pages and Twitter accounts so you can send them public facing messages about your campaign issue.  

Letter writing campaigns can work if you want to… 

 Show decision makers that a lot of people really care about your issue.  

 Allow supporters to share their personal experiences and why they support the campaign in some detail 

– much more so than a petition. 

 Ensure lots of people to respond to a public consultation. 

Getting campaign champions can work if you want to… 

 Get more publicity for you campaign –for example by getting a local celebrity on board. 

 Increase your influence – for example by getting your MP to back your campaign and speak on your 

behalf to decision makers. 

http://www.change.org/
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Good timing and creating a plan of action  
 

Timing is important when planning a campaign. You don’t want to start lobbying your local council on, say, 

footpath budgets after they have just agreed their annual budget! Check-out your local council’s forward 

plan, and make sure you are aware of any key meetings and consultation deadlines that you need to take 

into account. 

Once you know your key dates you can start planning what action you’ll take when and this will form the 

basis of your campaign plan! 

Then all you need to do is get going! But if you want to do a bit more research, do look at our further 

information section below or contact us at campaign@ramblers.org.uk  

 

 

 

Good luck Ramblers! 

 

  

The role of legislation 

Using the legal avenues can work if you want to… 

 Highlight legal obligations to decision makers. 

 Gain more media attention, by using the legal angle as a ” hook” for journalists. 

Be cautious: Using the law can be complicated and you can never really say for sure whether, for example, 

your local council is in breach of any particular law –because this is ultimately decided by a judge or 

magistrate. If you believe your target decision maker is in breach of the law –you can point this out to them 

without actually taking any legal action. Proceeding with legal action can be expensive and does not 

guarantee success. As such, it is generally best left as a last resort. Do get in touch with the Ramblers 

Policy team if you are considering taking legal action at campaign@ramblers.org.uk. 

mailto:campaign@ramblers.org.uk
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Further information  
 

Understanding campaigning  

 The National Council for Voluntary Services has lots of great campaigning resources: 

http://goo.gl/Nbf3oh  

Understanding parliament  

 Check out the UK parliamentary website: http://www.parliament.uk/about/how/  

o In Scotland: http://www.scottish.parliament.uk/about-the-parliament.aspx  

o In Wales: http://gov.wales/about/?lang=en  

 For a detailed look at how national government operates see: Robert Rogers, Rhodri Walters, How 

Parliament Works, Guildford Press (2015)  

Understanding local government  

 Check out this government website: https://www.gov.uk/understand-how-your-council-works/types-of-

council  

http://goo.gl/Nbf3oh
http://www.parliament.uk/about/how/
http://www.scottish.parliament.uk/about-the-parliament.aspx
http://gov.wales/about/?lang=en
https://www.gov.uk/understand-how-your-council-works/types-of-council
https://www.gov.uk/understand-how-your-council-works/types-of-council

