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Hello, my name’s Ian Bruce and I’m the director of the Cass Centre for Charity Effectiveness.  

Welcome to this podcast – part of our Charity Talks series sponsored by HSBC Global Asset Management.
You’re going to be hearing from two leading figures from the voluntary sector who will share their tips and advice on how to get the most from campaigning.
John Stewart is the chair of Airport Watch and chief executive of HACAN Clear Skies, which campaigns against airport expanstion, particularly at Heathrow.  And Brian Lamb is executive director of advocacy and policy at the RNID and chair of NCVO’s Campaigning Effectiveness Board .

But before we hear from them, we’ve been asking people in the charity sector what they think makes a good campaign.
Mark Santos, Positive East

My name is Mark Santos and I’m from Positive East, we’re a HIV charity in east London. I think what makes a good campaign is something that’s accessible, connected with people and gets the point across really easily.
Lucia das Neves, Help the Hospices

My name’s Lucia das Neves, I’m marketing manager at Help the Hospices. What makes a good campaign? A really strong, clear message that people can understand easily, access and that’s delivered consistently.
Lorna Schofield, Campaign to Protect Rural England

Lorna Schofield, Campaign to Protect Rural England. I think it’s all about understanding your audience and treating them appropriately.
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In 2007 it seemed almost certain that a third runway would be built at Heathrow. Individual and co-ordinated lobbying and campaigning by a range of groups has now changed all of that. The tactics have been both adroit and daring, ranging from skilful lobbying to non-violent direct action. At the centre of all this has been John Stewart, as the chief executive of Hacan Clear Skies. He’s been telling me how the campaign has been planned, managed and implemented.
John Stewart, HACAN Clear Skies

HACAN has been going for a long time now, but for many years it was simply a small residents’ group. It’s only in the last 10 or 15 years that it’s become a broader campaigning organisation. I think it’s expanded as concern about Heathrow has expanded, as the number of people who are affected by Heathrow has got greater and greater all the time.
We’ve learnt from previous campaigns where we’ve actually lost. We fought Terminal 4 and we fought Terminal 5 – and we weren’t successful. So we tried to learn some lessons from that at the beginning of this campaign to stop further expansion at Heathrow and in particular a third runway.
I think what the two lessons we felt was one, we had to work in coalition with a whole range of other groups, because working together made us stronger. And secondly we felt that in addition to the noise and the environmental problems we really had to tackle the question of whether the expansion of Heathrow is good for the economy.

As the campaign’s gone on clearly we’ve had to be flexible, so we’ll respond to events. But what we’ve tried not to do is simply do nothing else but respond to events. We tried to set the agenda, we tried to campaign on our territory. Because I think our feeling is that if you simply respond to the government’s agenda then they are dictating the pace and they may also dictate the result of the campaign. 
So therefore we sat down, many years ago now, and thought ‘what are the key points we need to develop in order to win this campaign?’ And one of the key points was to bring together as broad a coalition as possible, to fight the expansion of Heathrow. So we’ve got not just residents’ groups like ourselves, but over 20 local authorities, most of the MPs in the area, but critically also this time, large environmental groups like Greenpeace, plus some of the young environmentalists who are concerned about climate change. 
So this makes us a much stronger group than we were before and it also means that we take up a whole range of issues, and a much wider range of issues, than we took up before – so it’s not just noise, it’s climate change, it’s economics, it’s community destruction.
One of the great challenges for a campaign like ourselves is to reach people who are not directly affected. First of all, though, I think we have to start with the ‘warm audience’, with the people who are directly affected. Those living under the flight path, those who could lose their homes, all those who are concerned about expansion for wider environmental reasons like climate change. So we build up our warm audience first and then through that warm audience we try to reach out to others. 
Now we’re never going to reach out to everybody. But what we want to do is create a climate of opinion in the country, that most people are saying that either they ‘we are not very keen on Heathrow expansion’ or ‘we don’t really think it’s a good thing’. Realistically we’re not going to get 500,000 people marching on the streets of London about Heathrow expansion, but that doesn’t matter as long as there are a sizeable number of people in the country who don’t really think Heathrow is a good idea.
So in these various ways we bring in the committed and the undecided. And if we have the committed and the undecided sort of on our side then, at the very least, the perception is that we become a major fighting force.
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Brian Lamb is the executive director of advocacy and policy at the RNID and the author of NCVO’s Good Campaigns Guide, which maps out effective tools to increase the quality and the evaluation of campaigning. Within RNID, Brian has had overall responsibility for driving forward the work on awareness of the dangers of loud noise, including the award winning ‘Don’t Lose the Music’ campaign aimed at younger people and those working in the entertainment and music industry. Here he explains what he think makes an effective campaign.
Brian Lamb, RNID
I think it’s something that captures the imagination, I think it’s something that’s got flair and passion. I think passion’s vastly underestimated still, in campaigning. You’ve got to have the technique but you’ve actually got to pull people to your issue – because there’s hundreds of issues out there and yours has got to stand out. And yours has got to motivate decision makers to make them feel that this is the one that they’ve got to address.
I think what you have to remember, whether you’re a big or a small campaign, the kind of steps you ought to be taking is focusing ruthlessly on what is the key thing you need to achieve and who can really make that difference for you. And look to how you can use the language of the people that you’re campaigning against, to put it into their terms, so they can understand what you’re looking for. And I think if you do that, you will always present a very effective case to those you’re lobbying against.
I think campaigning is changing massively at the moment, because the more people become disillusioned with traditional parties and traditional ways of influencing, the more and more they’re going to charities and to campaigning organisations to get the democratic voice they feel they’re not getting through the system. We’ve seen an explosion in the last ten years of community national base campaigns taking on large issues and creating the political weather, where political parties are simply now just responding to what’s going on in civil society.
I think what’s interesting is everybody keeps talking about the internet and Twitter and social networking, and that’s very important. But it’s amazing how much people are going back to traditional grass-roots methods of giving people a sense of community, a place to go and people to relate to. You look at a lot of the successful campaigns that are getting media attention – it’s actually about bringing people together in a way that, again, political parties are often not. It’s then knowing how to use the media and to do that with flair and do things differently that actually attracts attention. And again I think it’s the novelty that people can bring, as well as the passion, that often makes the difference and makes particular campaigns stand out.
Ian Bruce

You can find out more about campaiging and ways of improving your charity’s effectiveness by visiting www.knowhownonprofit.org and joining in our discussion forum on campaigning.
Thank you for listening.
Questions for John Stewart

How did the Hacan Clear Skies campaign get started?
Who was involved?

What were your initial aims/plans?

Did your aims change as the campaign went along?

How did you measure the impact you made?

What mistakes did you make?

How did you know you were making a difference?

What advise would you have for other people involved in campaigning?

Questions for Brian Lamb
How did you become a campaigner? What got you started?
What are the key components of a good campaign?
Is there ever a “one-size-fits-all” approach?

What is your view of Hacan’s campaigning?
Where do you think people make mistakes?

Can you give me some examples of some good campaigns?
Where do you see our campaigners of the future?

How do you see the future of campaigns? (online/mobile phones/etc..)
 
