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AIMS OF THIS MODULE

DIABETES
 VOICES

KEEPING A CAMPAIGN GOING

HOW THIS MODULE WORKS

CHECKING HOW YOUR 

CAMPAIGN IS GOING

ACTIVITY AND IMPACT

A common campaigning pitfall can be putting 
a lot of planning and effort into launching 
a campaign, but forgetting to think about 
what to do next to keep the campaigning 
momentum going. How do you know whether 
you are making progress towards your goal? 
How do you build on success? You are also 
likely to face challenges and setbacks. How do 
you deal with these and prevent them from  
de-railing your campaign?

• To be able to monitor whether your campaign  
is on track

• To know how to overcome barriers as they arise

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 an exercise so you can practise some of the things 
you have just learnt about, and to 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.

This is one of the most important steps in any campaign. 
By checking back against your original goals and 
measuring your progress you’ll be able to celebrate your 
success and identify anything you need to do differently to 
achieve your goal.

Along the way try gathering evidence:

• Note down anecdotal evidence for any changes 
that have happened such as feedback from other 
campaigners, targets and the general public.

• Use your own observations of how things  
are changing.

• Look out for reports and other research published 
by health boards and other bodies. (Remember 
these are often based on previous years and can 
take time to show change).

• Learn from your mistakes. After each step in 
the campaign, ask yourself what went well and 
what could have gone better. Not everything you 
do will work. After something has gone wrong, 
look at what you could have done differently and 
remember it for next time. The same is true when 
something has gone very well. Try to work out why, 
so you can do the same again.

• Progress is often hidden - you might meet with a 
decision maker or influencer who is sympathetic 
to the campaign.  In public, they may still have to 
repeat the official position, while at the same time 
beginning to quietly lobby on your behalf. Don’t 
give up if you don’t seem to make progress at first.

It will be very easy to keep track of the activity that you 
are doing as part of the campaign, but measuring the 
impact is far trickier. Remember to focus on the goal that 
you set out to achieve and monitor how close you are to 
meeting this goal. It can be easy to get sidetracked into 
thinking that your campaign is a success if it gets media 
coverage or more campaigners. Although these might 
make achieving your goal more likely, the success of the 
campaign should be judged by improvements to services 
and whether you have achieved your goal.

It is useful to monitor your activities in order to match these 
to the changes that are made. This will help you to identify 
the activities that are contributing towards the success of 
the work. 
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CHALLENGES AND SOLUTIONS 

1. Know when to compromise 
The decision maker(s) might come to you 
with a compromise that doesn’t give you 
what you want, but it may still make the 
situation significantly better than it was. 
Don’t reject a compromise out of hand. It 
is also important to recognise when people 
have made a change. If the people you 
are trying to influence feel they are trying 
to meet you halfway but all you ever do is 
complain, they are less likely to talk to you in 
the future. Say how much you welcome their 
concession, but point out that it only meets 
part of your objections.

2. Know when to stop
Ideally, you carry on until you win. Many 
seemingly impossible campaigns have had 
amazing successes because somebody just 
kept going. If you are the sort of person who 
just won’t let go, that’s great. But most of 
us are not like that. Don’t give up too soon, 
but there is nothing wrong with moving on. 
Times change and different issues may be 
important or maybe you just need a break for 
a while before going back to the issue again

3. Celebrate your successes and 
keep in touch 
As you work towards change, there will 
probably be a number of small wins along 
the way. Make sure you give yourself credit 
for them. Let us know how you’re getting 
on and if there’s anything we can do to help. 
Email diabetesvoices@diabetes.org.uk or 
call 020 7424 1008.

TOP TIPS

Challenges can come in all forms. They could come 
externally, perhaps if decision makers refuse your call for 
change, or do not engage. Challenges can also come 
from your allies – perhaps there will be disagreements 
about next steps, or an unfavourable press article.

Each different problem will require a different solution, 
but here are a few pointers that could help:
• Celebrate success to date. 
• Refocus on the campaign goals. This will remind you 
why you are putting in the effort and what could be 
achieved.

• Share ideas. Two heads are better than one, and three, 
four or five heads are even better! Talking through the 
problem and possible solutions will help you to think of 
different things you could try.
If you are struggling to persuade a decision-maker to 
your cause, or if the decision-maker is not even willing 
to engage, think about other ways that you could reach 
them. Who influences the decision-maker? Winning these 
influencers to your cause, will increase the pressure on the 
decision-maker and help to win them round.

Feeling stuck?
Campaigning is difficult and can take a long time to 
achieve. There may come a time when you are feeling 
worn down or disillusioned by it all. Perhaps you have 
done everything in your plan but still haven’t seen success. 
Perhaps you are struggling to keep the people you are 
campaigning with motivated.

This is a good time to review what you are doing. As a 
group, go back to your campaign goals. Are these still what 
you want to achieve? Are there any changes you could 
make to them that might help your campaign?

Once you have settled on your campaign goals, make 
a list of all the different things you could do to try to 
achieve these goals. Aim to generate as many ideas as 
possible without worrying too much about whether they 
are all realistic and useful. This can help reinvigorate your 
campaign and increase the energy level. 

Once you have a good list of ideas, you can then decide 
which of them can be included in your campaign plans.

Write down all the challenges you think you might 
come across as a local campaigner, for example, 
an unsympathetic MP, meetings being cancelled, 
staff leaving, time, etc.

For two or three of these challenges, think about 
what you could be to overcome these. Think about 
who you could draw on for help, and different 
things you could do.

PUTTING IT INTO PRACTICE 


