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Definition 1

A campaign Is a dramatic series of connected communicative
battles, series of communicative events (actions, press releas
etc.) with the minimum goal to change peoples minds on a
certain issue.

The higher goal is to motivate people to take a concrete actior
to achieve a certain goal in politics/economy.
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Definition 2

A campaign IS

s dramatic

s focussing on a certain restricted topic

s IN a certain time frame (begin, end)

s aiming at public awareness
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Definition 3

A campaign Is a strategy to
s raise public awareness/reach a certain goal
s without formal power

s through a wise communicative strategy.
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Definition 4

Move the stone,
not make people understand it!
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The distinction

Education <<>> Campaigning
Genuinely educational genuinely campaighwise
Pedagogical practice campaign practice
Range of perspectives single viewpoint

Own conclusions single solution

Benefit from each other possilldut only if clear distinction!
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The distinction

Education <<>> Campaigning
understand change

time for understanding urgent

long process, end not defined clear timeframe
Topics around the focus clearly restricted topic
Complexity Simplicity

goal not defined clear goal

own conclusions simple solution
actions? motivate for one action

Benefit from each other possilldut only if clear distinction!
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Why a campaign?

to show political constituency and power (voters, consumers)

Don't campaign without lobbying, don't lobby without
campaigning

Only lobby where is the constituency for it
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What do we first need for a
campaign?

wcbd
S=AW X 1P X~ wid




Campalgn Preseniaion SUdwend
wchd

S=AW X Ip X wid

S = Scandal

Aw = Awfulness

Ip = Immoral profit

wcbd = what can be done

wid = what is done
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What else we need

s ISSuUe, topic

s Information

s aim, goal

s Strategy

s target

s target group(s)

s actions

s tools

s possible outcomes

s Success criteria, evaluation
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Examples
development
campaigns
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International context of

development campaigns

s MDGS

s Falrtrade

s 0,7 % and other ODAargets

s fair working conditions

s environmental concerns

s fair and ecological lifestyle and consumption
s donations

s etc. etc.
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Play Fair at the Olympics 1
PLAY FAIR

AT THE OLYMPICS

s Alliance of Global Unions, Oxfam and Clean Clothes
Campaign

s February to August 2004

s Aim: Improving working conditions in sportswear
Industry

s target: 7 companies (Puma, Asics, Fila, etc.) and IOC

s tools: report, press releases, actions, petition, ...

s Outcome: 500.000 signatures, companies improved,
|OC only talks
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Play Fair at the Olympics
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Make Trade Fair!

s For Oxfamds Make Trade Fair <ca
coffee giants were targeted

s They were asked afterwards if the campaign had an impact

s Kraft r e d theywsrenot odr Bustomers and we
only |Iisten to our customer so

s Oxfam didnot show Kraft they w
Kraft ignored them. Suggests weak power analysis was
done/used.
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0,7% of GNP for ODA Austria
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Make poverty history!




