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AIMS OF THIS MODULE

CAMPAIGNING IS:

WHAT IS CAMPAIGNING?

DIABETES
 VOICES
WHAT IS 
CAMPAIGNING

HOW THIS MODULE WORKS

Campaigning is a series of actions or 
activities that aim to bring about change. 

• To understand the purpose of campaigning

•  To learn more about different types of campaigning 
and what makes campaigns effective

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

There are lots of different styles of campaigning, and 
different environments in which we campaign: on the 
street, outside the Houses of Parliament or G8, via 
the media, in small meetings with MPs, or round the 
table with lots of different types of people, eg patients, 
clinicians, NHS managers, or accountants.

“The mobilising of forces by organisations to 
infl uence others in order to effect an identifi ed 
and desired social, economic, environmental or 
political change.”
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WHY CAMPAIGN?

DIFFERENT TYPES  

OF CAMPAIGNS

PUTTING IT INTO PRACTICE

Take a moment to think about your own 
experience of campaigning. Write a list of 
some of the campaigns that you have found 
memorable. Have you campaigned before? 
What made you decide to get involved in those 
campaigns?

To make a change. Campaigns should always be driven 
by the change that is aimed for. This might be:
•  to raise awareness of an issue, for example, the 

Department of Health’s FAST campaign to raise 
awareness of the signs of a stroke

•  to make something happen, for example, suffragettes 
campaigning to change the law to let women vote

•  to stop something happening, for example, the Save 
Lewisham Hospital campaign against the closing of  
the hospital.

With so many different styles of campaigning, it can be 
difficult to know where to begin, and which methods will 
make the most difference.

DIABETES
 VOICES

Breakthrough  
Breast Cancer
Organised Breast Cancer Conversation 
where the Secretary of State for Health 
and other politicians met with people 
affected by breast cancer. This was 
supported by their Left in the Dark report, 
a detailed piece of research into waiting 
times for breast cancer diagnosis.

Impact: Commitment that everyone 
referred for possible breast cancer will 
see a specialist within 2 weeks.

Fathers for Justice
Three men dressed as Fred Flintstone 
climbed on top of Stonehenge to 
campaign against David Cameron’s 
comments about absent fathers. It 
attracted a small amount of media 
attention, but condemnation from English 
Heritage.

Impact:  There has been no recorded 
political response.

Busts for Justice 
was set up by Beckie Williams who 
was frustrated that Marks and Spencer 
charged more for larger cup sized bras. 
Beckie set up a Facebook group and 
coverage in the Evening Standard helped 
the group to grow to over 19,000 people. 
Beckie bought a share in M&S with the 
aim of bringing the issue to their AGM.

Impact: M&S dropped the extra 
charge, reduced the price of all its bras, 
and retrained all bra fitting staff.

Emmeline Pankhurst formed the militant 
Women’s Social and Political Union, 
who were not afraid to use violent means 
to further their campaign for women’s 
right to vote. Their high profile and often 
illegal and disruptive activities received a 
mixture of ridicule and respect from their 
contemporaries.

Impact: The right to vote was given 
to women over 30 in 1918, and all women 
in 1928. Many believe that women’s 
contribution to World War 1 was a greater 
catalyst for change than the activities of the 
suffragettes, but their activities succeeded 
in raising the profile of the issue.
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•  What are the strengths and weaknesses of each 
of these campaigns? What makes one of these 
campaigns stronger than another? What do 
you think this exercise tells us about our existing 
perceptions of ‘good campaigning practice’?

•  Which campaign styles do you think had the 
greatest impact?

•  Are some campaign methods better than others? 

PUTTING IT INTO PRACTICE 

DIABETES
 VOICES

NOTE ON IMPACT

Given the purpose of a campaign is about making a 
change, the success of a campaign should be judged  
on whether the desired change was made. What was  
the impact of the campaign?

Although this sounds like common sense, once a 
campaign has started it can be easy to forget! For 
example, it is easy to start focusing on how many  
people are involved or how much media coverage  
you are getting, rather than what changes are being 
made.


