
MODULE 3: Take Action

Bringing People Together

It is possible to run a campaign entirely online 
but bringing people together for meetings or 
small events is invaluable: it can spark new 
ideas and help to build stronger relationships 
between campaigners.

Think about how you can make your 
meetings fun, interesting and as interactive 
as possible. Here are some ideas:

 ➜ For meetings, rotate the role of 
chairperson so everyone takes 
responsibility for the logistics and 
paperwork, and leading the meeting 
discussions.

 ➜ Consider how to give the floor to other 
members of the group, especially new 
members who may feel reluctant to 
participate in the first meeting.

 ➜ Break into smaller discussion groups or 
pairs to brainstorm ideas and solutions.

 ➜ Food and drink (even just a pack of 
biscuits!) give people something to 
bond over and get chatting amongst 
themselves.



Finding suitable venues
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 ➜ Hold your event in a neutral place in the community where 
people from different backgrounds and beliefs would feel 
comfortable coming to.

 ➜ Check if your venue is accessible to wheelchair users and 
those with impaired mobility.

 ➜ Could you ask a shop or café that supports or sells Fair Trade 
to host your meeting? Some shops have meeting space whilst 
others may offer you the shop floor outwith opening hours.

 ➜ Consider travel options for your attendees – is your meeting/
event easy to reach by public transport?

Reaching out to other groups

Don’t always expect people to come to you. You may have to 
approach groups, organisations and businesses to advertise your 
meeting or hold your meeting in places where your target groups 
regularly meet. This may mean holding your meetings or events in 
different towns, especially if you are trying to reach large swathes 
of the population.

For groups that you have seemingly nothing in common with, try 
to make contact with someone within the group and chat to them 
to understand how your campaign may align with their priorities 
and interests.



Stunts

A media stunt is a visual event where something out of the ordinary happens, 
meaning you’re likely to attract attention from passersby and the press. This 
could include dressing up in costumes that illustrate your cause and standing in 
a very prominent place, human chains, unfurling a huge banner, and flash mobs. 
Keep an eye on what other campaigning organisations are doing for ideas.

TOP TIP
It is your responsibility 

to make sure your 
campaigning activities are 
within the law and do not 
cause distress or harm to 
anyone or any property.
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Get creative
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There are lots of softer approaches 
to campaigning that aim to provoke 
thoughtful conversations and reflective 
thinking. For example, “Craftivism” is 
when campaigners craft items such 
as embroidered or knitted pieces with 
messages and disseminate them in place 
of printed materials. The pieces are often 
eye-catching and unique and are placed 
in unusual places, making great photos 
for social media. Check out 
the Craftivist Collective for 
more information: https://
craftivist-collective.com/

In general, art and culture 
can be used to present 
an alternative vision of the 
world we want to live in. 
Could you work with local 
artists or arts groups to 
communicate your message 
through films, exhibitions, 
murals and other mediums 
to new audiences?

TOP TIP
Thanking event 

organisers, businesses or 
groups who support your 

campaign is a great way to 
acknowledge their efforts, build 

solid relationships with them 
and generate further 

support.

You could also use art, cultural or sports 
events taking place in your community 
to communicate your campaign. For 
example, if there is a festival coming to 
your town, could you apply for a stall to 
hand out flyers, collect signatures and 
speak to people about your campaign?

Does the event 
support and offer 
Fair Trade products? 
If not, this could 
become a campaign 
in itself. If they do, it 
is worth taking the 
time to thank them 
or acknowledge their 
efforts publicly (e.g. 
through social media) 
or privately by email.
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Contact your elected representatives

Your elected representatives may be the people you are targeting or need to work 
in partnership with to build your campaign. On these websites you can find contact 
details for your elected representatives:

Local councillors: https://www.gov.uk/find-your-local-councillors

MPs: https://www.parliament.uk/mps-lords-and-offices/mps/

MSPs: https://www.parliament.scot/msps.aspx
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Getting press coverage: tips from an experienced journalist
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 ➜Newsrooms receive hundreds of emails a 
day therefore yours has to offer something 
that others don’t to make it stand out.

 ➜Consider what publication you are 
targeting. Is it local, regional or national? 
If it is the latter two then they will likely 
have different email boxes for different 
desks – for example, news, online only, 
sport and business email inboxes.

 ➜Make sure your database is updated with 
these relevant email address and includes 
journalists who write about your subject 
area.

 ➜Consider where you would like the story to 
appear. Do you want it to appear as a print 
story, online or on social media?

 ➜ If you are targeting print, do you want 
it to be a page lead or a downpage/NIB 
(news in brief)?

 ➜ If it is to be a page lead your angle will 
need to be strong or provide a talking 
point.

 ➜Make sure it reads 
well, has no jargon, 
has explanatory notes 
and a strong picture 
(this can often be the 
deciding factor if a story makes 
it as a lead or a downpage).

 ➜All desks look for easy filler or downpage 
content or nibs to fill the paper.

 ➜ To aid inclusion, make sure that your 
release can be easily cut down. The 
optimal word count for a downpage 
is 90 and a lead is 200.

 ➜Make sure your release is written in a 
pyramid style – important content at the 
top – so that it can be easily cut down to 
these word lengths.

 ➜ If you are targeting online, the desk editor will 
consider “Will this release generate traffic?”

 ➜Keep a close eye out for quirky and odd 
stories related to your organisation. What 
people in your organisation are doing things 
differently? Emotional and people stories 
also drive a lot of traffic to websites.

 ➜ If you are looking 
to target the social 
media sites of a news 
organisation then pitching 
a good online article is 
essential.

 ➜News sites rarely publish content that does 
not drive traffic back to their own sites.

 ➜Your release should include a selection of 
strong pictures and video (send a dropbox 
link so that it does not block up the email 
size limit).

 ➜ These will help with the presentation of 
the article on site and on social media.

 ➜Relationships with people who work 
on news desks are key. A phone call or 
meeting to find out what their priorities 
are is one way to do this.

 ➜ If you can send a desk editor copy which 
contributes to strong print pages and 
good online traffic then you will develop a 
mutually beneficial relationship that means 
your email is likely not to be missed.

EXPLAINER
‘Website traffic’ refers 
to web users who visit 

a website. Traffic is 
usually measured in 

visits.

EXPLAINER
A ‘downpage’ is a 

story which appears in 
the bottom half of a 
newspaper page.


