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CAMPAIGN OR COMPLAINT?

DIABETES
 VOICES

HOW THIS MODULE WORKS
CHECK YOU’VE GOT  

THE RIGHT ISSUE

IDENTIFYING THE CAUSE  

OF PROBLEMS

IDENTIFYING YOUR  

CAMPAIGN ISSUE

DECIDING YOUR CAMPAIGN GOALS
Having a clear goal is the first step in running 
a successful campaign – but establishing what 
that goal is can be harder than you think. It can 
be tempting to jump straight to activities, but 
in order to maximise your chance of success, 
it’s better plan your main messages and 
decide what you want to achieve.

This learning module has been designed so that you can 
learn at your own pace, whenever suits you. The module 
starts with all the information you need to know. There is 
then a ‘putting it into practice’ exercise so you can practise 
some of the things you have just learnt about, and check 
that you have understood everything.

If you have any questions or comments, call the 
Diabetes Voices team on 020 7424 1008 or email 
diabetesvoices@diabetes.org.uk

Not sure what issue to campaign on?
It can be hard to know where to start. You may have 
identified lots of things you want to change but you need to 
be specific. Start by working out what you want to campaign 
for first. If you move on to campaigns for other changes, 
remember that each campaign needs a separate goal.

Use the following resources to find further information on 
issues and whether or not they affect your local area:
•  The Diabetes Watch online tool is a great starting point 

for finding out about local services. It gives you data on 
how many people in your area are getting the care and 
support they need, and how this compares to the rest 
of the country.

•  Visit or join your local support group and talk to other 
people living with diabetes.  You can find out the areas 
in which they’d like to see change and if they would like 
to get involved in your campaign. 

•  Read our simple patient checklist leaflet, “Diabetes 
– the care you should receive”, which outlines the 
15 healthcare essentials that everyone with diabetes 
should expect to receive.

•  Keep an eye on your local newspaper – it might feature 
a diabetes story and give you ideas for your campaign.

•  Your own stories are valuable - an idea for a campaign 
may come from your personal experience of diabetes 
services and care.  

There might be one particular change you feel strongly about, 
in which case this is the obvious thing to choose – but check 
it against the questions below to make sure it’s achievable: 
•  Does the issue affect other people in your area? If so, 

this will make it easier to convince others, including your 
locally elected representative and other decision-makers 
to support you.  

•  Can something be done about it?
Change doesn’t happen overnight, no matter how much 
we want it to. Be realistic in what you want to achieve, and 
remember that changes might be slow and take time.

Sometimes making a formal complaint to the right 
people is better than launching a broad campaign. 
There is information on how you can do this in our 
Guide to Making a Complaint about your healthcare

You might find that you know what things are going 
wrong, but don’t know what needs to be done to make 
things better. If this is the case, you will need to work out 
the cause of the problems.

Start by listing all the issues on which you want to 
campaign. For each issue, ask why it’s  come up, and  
why this is the case. Keep going until you find something 
that could be changed that would fix the problem. This 
is your root cause, and it’s what you should base your 
campaign on. If this can be fixed, then all related problems 
should be resolved.
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PRIORITISING YOUR GOALS

DIABETES
 VOICES
FINDING THE ROOT CAUSE

What are the 
problems?

Causes Root cause

Children aren’t getting the 
support they need 

in schools

School staff are not 
being trained by 
specialist nurses

Not enough 
Paediatric Diabetes 
Specialist Nurses

Children are not getting 
their regular 

appointments

Children are not getting 
their regular 

appointments

Parents aren’t able to 
get advice when 

children get ill

There is not a specialist 
nurse on call

Staff on hospital ward are 
giving incorrect advice

Ward staff are not 
diabetes experts

Families are anxious
Not able to get the 
service they need

WHY?

WHY?

WHY?

WHY?

WHY?
WHY?

WHY?

WHY?

Using this method to identify the root cause shows you what you want to campaign to change.

A campaign is far more likely to be successful if you 
ask for a clear, specifi c change to be made. This may 
mean that some issues will need to be left to be tackled 
later. A prioritisation matrix will help you decide which of 
your issues to focus on. This is a visual tool for deciding 
between options, assuming you can’t deal with them all at 
the same time.

Take each of the issues you’ve set and give them a rating 
for impact and do-ability and then place them in the 
appropriate position in the prioritisation matrix. For each 
issue, think about how much of a difference it makes 
for people living with diabetes. Use this to give a score 
for impact – 4 if it will make a big difference, and 1 if the 
difference will only be small. Then decide your do-ability 
score based on how easy each issue will be to resolve – 4 
if it is relatively easy to resolve the issue, 1 if it will be really 
diffi cult. Then plot the issues on a grid like the one here

The ideal outcome is to have items distributed across the 
matrix so that only a very small number appear in the top 
right-hand cell – these are the most favourable issues to 
work on.
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S – What are your Specific objectives?
M – Are there any Measurable benefits?
A – What actions will you take and are they   

Achievable?
R – What Resources do you need to achieve this? 

Are your plans Realistic?
T – How much Time is required?

LOCAL CAMPAIGNS AND DIABETES UK

BE SMART?

Setting your Campaign Goal
To set your goals you need to think about what you want 
to achieve. Typical goals may be to:

•  Obtain a written commitment from decision makers 
to make a change

• Create a new service or improve an existing service

• Stop something happening

•  Increase the number of people accessing a service 
(for example, retinopathy screening)

• Keep a service open.

To get the change you’re looking for you need to be 
specific about what you want to achieve and when. If you 
make your goals too ambiguous then people might agree 
with the principle but they won’t be clear about what 
is required of them.  It is also important that goals are 
achievable – if you set the bar too high then motivation will 
quickly fade as people realise that it’s going to be difficult 
to achieve the change you’re looking for. 

Making an objective SMART will make it clear to other 
what needs to change, and mean that you are able to 
judge whether you have achieved what you set out to do.

Here’s an example of how to make a goal SMART 

S M A R T goal 
Seaside-on-Sea CCG to adopt and deliver  

Diabetes UK’s integrated foot care pathway by  
January 2015 - ensuring people with diabetes with  

foot complications are treated at the right time  
by the right people.

non- S M A R T goal 
Improve  

footcare services

Do you know what the solution is?
Identifying possible solutions will help you decide what 
your aims should be and can help you win support from 
decision-makers. It will let them see what you want 
to achieve and give them something to respond to. It 
doesn’t have to be the ultimate solution, but will show 
that you are positive and willing to work with them on 
identifying a way forward. For more complex issues, you 
may need to set a number of interim goals. This will help 
break things up into more manageable tasks and keep 
the momentum going.

Setting your key messages
On your campaigning and influencing journey, you’ll speak 
to lots of different people including your local NHS official, 
political representative and local health journalists. To help 
make sure they understand what you’re trying to achieve 
and how they can help, it’s a good idea to identify some 
key messages based around the goal you’ve set. 

Key messages should refer directly to your campaign 
goal, but also include the reasons why people would want 
to get involved.

• Work out the important points – for example, it 
might be that people in your area are waiting over 
a year to see a dietitian, which is causing them 
anxiety and distress, and your local NHS must 
take action.

• What are the consequences of not taking action?

• Think about who your audience is, what their level 
of understanding of the subject might be and how 
you want them to respond.  Do you want them 
to do anything and, if so, what? You might have 
different key messages for different audiences.

• A simple way to check whether your messages 
are easy to understand is to ask yourself whether 
you mum/neighbour/work colleague would 
understand what you’ve written.  

Here are some tips on preparing 
simple key messages:

Diabetes UK wants to encourage campaigning on 
diabetes issues in whatever way we can. It is important 
to remember that local campaigns belong to you and 
not us. But there are big advantages to not using the 
Diabetes UK logo or name. It really helps your campaign 
if it has its own look and feel that links it strongly to 
your area. People take notice when local campaigners 
demand to be heard in their own right.   
We rely on people to take the initiative and do things 
in their own way. We’re keen to hear about what’s 
happening so keep in touch. Email diabetesvoices@
diabetes.org.uk or call 020 7424 1008.


