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Impact Campaign

Plan International defines their campaigns as a concerted effort to bring : Girls and young women, in all their diversity, are at the forefront of driving Plan’s
about positive change with decision-makers in order to reach a specific, : campaigns. This is because they are the most impacted by gender injustices.
defined and time-sensitive goal. It will not be one single action, but a : However, boys and men are critical partners and allies. Boys and men are also
combination of activities that integrate communications, advocacy and : negatively impacted by gender inequality — from the expectations placed on them
meaningful youth participation. : to be tough, emotion-less, masculine and heterosexual to the social pressures to
: be successful breadwinners, physically dominant and “manly”. Without boys and

.. .. : men, we cannot create the gender equal world that Plan International envisions. In
Our guiding principles: : a gender equal world, everybody wins.

Boys and men, in all their diversity, have vital roles to play as change-makers and
champions of gender equality. They have essential roles in engaging their peers

: in campaigns, challenging gender norms and helping to make space for girls’ and
Impact campaigns shoud be driven by clearly defined goals and strategies, : young women’s voices and leadership.

resulting in positive change by decision-makers. Impact campaigns support

the delivery of your goals by seeking political, programmatic/policy, and Three ways to describe your role:
social norms change. :

Impact-led

Youth-centred

Young people like you are Plan’s critical partners for achieving gender
equality and we will always put them at the centre of our activism and
campaigning.

Nationally led, globally connected

Plan’s campaigns will be driven by country level priorities and will champion
locally-led action, delivering impact for girls in the communities and
countries they live. We will use our position as a global organisation to
connect our joint efforts for change, build global solidarity and share cross-
regional learnings.

Francois (right),17, is a member of the
SRHR club at his school in Rwanda
©Plan International/Solange Iradukunda




Section Two

Let's get to work!

She Leads advocates Felicity, Korotoumou, and Bernice championed girls' rights at the 56th UN Human Rights
Council session. They spoke at key events, advocating for leadership, autonomy, and protection from harassment,
and met with Special Rapporteur Elisa Morgera and OHCHR staff in Geneva. ©Plan International/Enzo Tabet Cruz



Cut-Out Cards to outline your campaign

This template will help you shape a campaign
vision. Start by choosing the general theme for

your campaign, analysing the current situation and
describing the change you want to see going forward.

In the next page you will find an example of how

you can fill-in the template using the theme “Girls’

Leadership”.

(Enter theme here)

The situation

(Enter theme here)

The Change we want

(Enter theme here)

Girls’' Leadership
|
Support girls and young women, in all their diversity, to i
! become powerful leaders and participate in all decsions
affecting their lives.
The situation
|
|
! Everywhere in the world, girls and young women are
1 excluded from positions of power, leadership and deci-
sion-making processes.

Key facts !

1 1. Globally, only 24% of parliamentary seats are held
by women.

2. Less than 2% of the world’s parliamentarians are
under the age of 30. !

3. Globally, 1in 4 companies have no women in sen-

|
! ior management roles.

4. A study of approximately 22,000 companies in 91
countries found that companies with female CEOs
produce higher profits. H

|
|

p—— - -

Girls’ Leadership

The change we want

! New pathways to power are embedded in institutions
so that girls and young women are seen, heard and
valued as leaders!

Immediate

participating and have their priorities reflected in
multiple political party manifestos within at least 5
countries and 1 global presidency

Long-term

1 Nothing about her without her’. We will reform
institutional processes and structures to ensure girls
and young women always have a seat at the decision-
making table.

Who's involved?

Political decision-makers and powerholders at all levels
— local, district, national, regional and global.

By 2026, we want to see girls and young women 1

- - Jp—

p—— - -

Girls’ Leadership

In 2022, there were 28 women heads of state or prime
ministers across 193 countries.

women.
1 In 2022 a research was carried out on leadership
women participating across 29 countries. The study

| found that 94% of respondents recognized significant
barriers to their participation in politics, and globally,

only 11% were generally happy with their political
leaders’ decisions on issues they care about.

2022: Girls Get Equal: Equal Power Now Report.

Only 21% of government ministerial posts were held by

ambitions and realities with over 29,000 girls and young

For the full report and more key findings, check out our



https://plan-international.org/publications/equal-power-now/#:~:text=It%20explores%20their%20attitudes%20towards,income%20levels%20and%20civic%20contexts.

What are the key elements of a campaign?

Committed co-leaders

People to coordinate the
campaign strategy and delivery
of activities! .
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A goal ‘

This is what you ultimately want
to achieve through /
your campaign. N

A vision /

A vision is your idea of a Utopia.

An objective =

What do you want to change?
Your objective is the concrete
thing you are trying to achieve.
Some examples of this are:

* Anpolicy change

* Achange in law

*  Abudget commitment

* New services to ensure girls’
and young women’s safety on
public transport

Your objective is something that
you think will have an impact on
girls and young women. It should
be SMART: Specific, Measurable,
Achievable, Realistic

Tactics and activities

There is a wealth of effective and
exciting tactics that you could use
to activate your campaign, these
include:

» Strategic communications

+ Gathering data and research

* Lobbying your government

*  Public mobilisation (online
and offline)

* Building partnerships and
coalitions with likeminded
people, groups, networks or
organisations

Fundraising activities

In some contexts, especially

2\

Managing risks

No matter how exciting your
campaign is, it's always important
consider the risks, who might

be affected and how to manage
those risks. How to manage

risks to yourself, others and your
campaign will be useful to think
through this key topic.

Allies and Audience

Think about who you will engage
to influence your decision-makers
and who is directly affected by
your campaign. Stakeholder

Tailored messaging

The way you “sell” or
communicate your campaign
will vary depending on the
audience. Think back to (a)
who you want to influence (i.e.
the decision-makers) and (b)
your stakeholders. With certain
audiences such as partners,
allies or other stakeholders

who are “on-board” with your
campaign, you might be more
bold and confrontational in your
messaging. At the same time,
for stakeholders from whom you
anticipate a bit of resistance, you
might soften your language and
frame your messaging in terms

\ Monitoring Success

How will you ensure your campaign’s success?
Throughout your campaign, it's important to constantly
track whether your tactics and activities are having the
intended influence.

Fundraising

Fundraising is crucial for a campaign’s success but it
can be tricky, especially if your group or organisation is
informal or unregistered. We’ve got some tips for you
in How to fundraise effectively and sustainably

Here are some great toolkits to
take you through the process:

There are so many campaign toolkits
that exist already. You can use these to
take you through the steps of designing
a campaign. The next few pages gives
some tips and recommendations from
Plan International’s perspective. We hope
you find them useful!

See stories by Beautiful Rising of
memorable campaigns analysing
what worked and what didn’t and
why

It might sound silly to imagine and Time-bound! <~ _ thos_e that are polit_ically . gna/ysis: e D7) whg = . of hovy el uIt|n_1ater © Beautiful Rising’s Toolbox gives you
N restrictive, tactics like public important to your campaign will benefits or accelerates their . : Ll
an ideal world that doesn’t exist ST o . s ; . . 70+ time-tested guidelines for how
. ZRSh N mobilisation can be challenging provide some useful tools to interests. Many young activists tell us, “Look, great laws and ; X
but the image of that world is 3 ) . : to design successful campaigns
g o or unsafe. “How to conduct an identify these. policy frameworks already exis, the problem is that
the best way for you to make A target , analysis of your context” will Plan International’s resources they are not being implemented!”
sure you share people in your . : : ® . ,
A help to assess what tactics and provide key messaging and o Plan International’s Advocacy
organization or movement share Think about whose mind or Gl e b e T examples, but you should feel In many contexts around the world, this |s_the Toolkit
values and vision of what you’re ; ; : . case. Often power-holders do not have political
actions you need to change to strategic, safe and effective free to adapt this to your context ) L . .
trying to achieve. This helps when : iaetive? Thi . T . will, training, budget or capacity to implement laws
achieve your objective? This in yvour particular communit and shape the language and A . "

you’re communicating with others o yourp Y, M . and policies. Of course, this is very frustrating. In

bout th Id h t coullld .be deCISIQp-makers, country or region. frgmlng i iz that Let _bel'eve this case, a change in policy or law may not be the
abou he worh youhope 1o politicians, traditional leaders, will receive the most positive most strategic objective for your campaign. Instead,
EEEION rough your campaign or private sector companies, media outcome your objective might be focused on making sure
Communllt)./ action - and entertainment bodies, civil they implement the policies and laws in existence
(see Activist Handbook) S.. society or your peers. (e.g. by committing budget or setting up a new

=5 community service). ,
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https://beautifultrouble.org/toolbox/story
https://beautifulrising.org/type/principle
https://beautifultrouble.org/toolbox/story
https://plan-international.org/publications/advocacy-toolkit/#download-options
https://bit.ly/3aBsPvL
https://bit.ly/3aBsPvL

- There are endless possibilities of what your campaign objective might be. But, ideally, it needs to be SMART:

How to develop campaign objectives N s an excellent resource D D

~-- by Beautiful Trouble on how to
~ — — - develop smart objectives

Once you've identified which campaign goal you want to focus on now it’s time to think about
what specific concrete thing you want to achieve! This is called a campaign objective. Your
campaign objective(s) could be, for example:

A changeinlaw A policy change A budget commitment A changeinlaw specific Measurable Achievable Realistic Time-bound
Questions that can make Questions that can help Consider the following Consider these factors: Consider these questions:
e.g. for the legal age e.g. for your government to e.g. for the Ministry of Education €.g. for your local Mayor your objective more with this are: questions:

of marriage to be raised to 18
years in your region.

to set up a safe and
confidential hotline for girls
and young women who
have experienced public
harassment to access
support.

*

introduce a gender quota to
increase the representation of
young women in parliament.

* Is there a window of
opportunity within
which we need to
act? (e.g. before the
next election, board
meeting, etc.)

to fund a new national specific are:

curriculum for girls to learn their
digital rights online.

» Is this objective
aligned with your
group’s mission and
vision?

*  How will we know
that the change has
happened?

* Has anyone ever done
*  What exactly are we this successfully?
hoping to achieve?
* Is this possible in the
*  What are the deadline we have set?

indicators of success?

. i i i ?
Why is this important? «  Are any ethical

principles jeopardized

*  What are the benefits by this objective?

to reaching this goal?

e When will this
objective be reached?

*  What factors might
restrict success? e.g.
(political, cultural,

. How will we measure

these indicators of «  Are there enough

© eecccccecccssscccccssccccccssscccsscssscne
© eecccccecccssscccccssccccccssscccsscssscne
© eecccccecccssscccccssccccccssscccsscssscne
© eecccccecccssscccccssccccccssscccsscssscne
© eecccccecccssscccccssccccccssscccsscssscne

- -
* successs logistical) resources available?
If you are campaigning on: If you are campaigning on: If you are campaigning on: If you are campaigning on:
POOR: We want to POOR: We want to stop the POOR: We want to end POOR: We want to stop the
increase women'’s political street harassment of girls and cyber-bulling of girls and promotion of harmful stereotypes
representation in local women. young women on social onTV.
government. media.

12

SMART: By 2025, we want
our local government to
fund and deliver leadership
programmes for all girls
aged 10 — 15 in our
municipality.

SMART: By 2022, we want all
major public transport services
in our city to have a reporting
mechanism for the harassment
and abuse of girls and young
women.

SMART: By 2023, we want

a new law that holds social
media companies to account
for hosting abusive and illegal
content.

SMART: By 2024, we want the

top advertising companies in our
country to be banned from using
and promoting sexist stereotypes in
any content.

13


https://beautifultrouble.org/toolbox/tool/smart-objectives

How to conduct an analysis of your context

Stakeholders

Once you know WHAT you want to change, you must think about WHO
can make that change happen. It's time to map your stakeholders. Who
do you need to influence? And who else will you partner with to influence
them?

The next step in your campaign is to understand and map out two main
things: STAKEHOLDERS and SYSTEMS that have power over that
issue.

Stakeholders

Identify the key actors in your context who have power over your issue
or are affected by it — including key organisations, networks, activists,
decision-makers, political parties media bodies, private companies etc.
Are they opponents or supporters of your campaign issues?

Try activity one to map out who you should focus your energy on - who
do you want to influence or partner with to achieve your campaign?

Once you've identified your stakeholders in activity one, see how they
fit into activity table two, to determine which stakeholders you will focus
your energy and resources on and, what strategy you can use to target
them.

As you go through these activities, keep in mind:

1. Which campaign demand will you focus on?
2. What is your vision and objectives?

14

Example demand: Equal Power
Example context: /ndonesia

Those who have power over your cause (they
have resources to influence the change you want;
they have the power within the social, political and
conomic system)

High Power
Private
businesses
L Women
Ministries of politicians
education
Religious
leaders
Interested / affected
by or supportive of
your cause
Disagrees » Agrees
with us with us
Not interested /
affected by or op-
posed to your cause Community
leaders
Local
authorities
School
teachers
Young

Those who have little
power or no power over
your cause

Activity One: Stakeholder Mapping
Plot who has a stake in your campaign.

Low power

activists

Activity Two: which stakeholders to target and how?

High
Power

Low
Power

Agrees with us

Strategy: Influence

Consult them directly or speak to experts/ research
to discover what influences their decision-making.
Lobby this group to make decisions that support your
campaign.

Examples: policy-makers, local-decision makers,
private companies, media

Strategy: Collaborate, consult
and involve

Those who are the most affected by what your
campaign is trying to change will be in this category.
This is your target group to organise or mobilise for
people power!

Examples: Girls and young women in your local
community, fellow activists, schools/ teachers

Disagrees with us

Strategy: Satisfy

It can take a lot of resource and energy to engage
with this group. Sometimes, it can be very strategic to
directly influence this group. Sometimes, it might be
too risky or not worthwhile. Research the position of
these stakeholders as your campaign progresses.

Examples: religious institutions, some media, some
NGOs

Strategy: monitor

It's probably not worth your energy and time to target
this group. They’re not interested and they have no
power to influence your issue. This is a low priority
group. Nonetheless, you should monitor their position
and ability to impact your campaign periodically. You
could involve if they add value and if you have the
extra resources/time to do so.

Examples: local businesses affected by your
campaign

or visit:
https://bit.ly/2UwyC01

or visit:
beautifulrising.org/tool/power-
mapping

or visit:

beautifulrising.org/tool/spectrum-of-
allies

or visit:
beautifulrising.org/tool/peel-the-onion



https://planinternational.sharepoint.com/teams/reg/TEAM006/Resource_Mobilization_ROA/Resource%20Mobilization%20Library/Toolkits/Partnership%20Management%20Tools/13.01.31%20IBLF%20-%20Stakeholder%20mapping.pdf
https://bit.ly/2UwyC01 
https://beautifultrouble.org/toolbox/tool/power-mapping
https://beautifulrising.org/tool/power-mapping
https://beautifulrising.org/tool/power-mapping
https://beautifultrouble.org/toolbox/tool/peel-the-onion
https://beautifulrising.org/tool/peel-the-onion
https://beautifulrising.org/tool/peel-the-onion
https://beautifultrouble.org/toolbox/tool/spectrum-of-allies
https://beautifulrising.org/tool/spectrum-of-allies
https://beautifulrising.org/tool/spectrum-of-allies
https://beautifulrising.org/tool/spectrum-of-allies

Systems

You will also need to analyse Political, Economic, Social/cultural/ religious,
Technological, Legal and Environmental (or PESTLE) factors that have
influence in your context. This includes trends, social, cultural or religious
barriers/enablers, policy and legal frameworks, and opportunities or challenges
to advance your campaign in your specific context. Use these tools to guide
your systems analysis:

PESTLE Tool
by UN Women or visit: https://bit.ly/2Js2S65

Problem Tree Analysis
by WeRise (werise-toolkit.org) or visit: https://bit.ly/2UPTnCQ

A problem tree analysis is a
common tool used by campaigners
to understand a problem by
examining its causes (the roots), its
effects (the branches), and how they
are all connected, like a tree!

Systems Mapping Tool
by MobLab (mobilisationlab.org) or visit: https://bit.ly/2JrSr2e

Here are some more really useful tools by
Beautiful Rising (beautifulrising.org):

Pillar of power
or visit: beautifulrising.org/tool/pillars-of-power

Points of intervention
or visit: beautifulrising.org/tool/points-of-intervention

SWOT analysis
or visit: beautifulrising.org/tool/swot

Click here to see Beautiful Rising’s big picture ideas that help us
understand the world or visit: beautifulrising.org/type/theory

16
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What are the different campaigning strategies?

There are many different strategic approaches that
you can use in order to achieve your campaign
objective(s). These can be a mixture of advocacy,
policy, public mobilisation (online and offline), strate-
gic communications, partnerships, and research/ data
gathering. There is no “one size fits all’; it will depend
on your objectives, context and stakeholders.

Advocacy

* Analyse political environments

* |dentify strategic targets to bring about change

* Engage and manage relationships with
stakeholders

* Lobby policy- and decision-makers

+ Use evidence and key facts from Plan
International resources, research and policy
analysis as the basis of advocacy

+ Organise events, roundtables, workshops,
festivals etc.

Policy

Understand and analyse relevant policy and legal
frameworks that affect your campaign. Research what
policy and legal frameworks your decision-makers
and target audiences are bound by.

What policy and legal frameworks need to be
changed and how for the success of your campaign?
(Consider local, national, regional and global levels)

Building partnerships

Collective action! Mutually harnessing the diverse
resources and reach of all partners will maximise
collective action

Research and evidence

Plan Internationals’ Activist Hub and State of the
World’s Girls Reports provide you with thoroughly
researched evidence and recommendations on
different campaign demands. Check out reports from
previous years to find statistics about: Digital Rights,
Online Safety, Political Participation, Girls’ Acitvism
and more. Stay tuned for more resources.

To gather more evidence in your specific context, here
are some research methods you can use:

Use existing information: what’s out there
already on the Internet, in academic, civil society or
government reports etc.

Consult: talk, talk, talk to different people about your
campaign demands — is it important to them? What
are their ideas for change?

Surveys: a quick way to gather data to support your
demands

Interviews: a valuable way to gather detailed
personal insights and real-life stories

Facilitate Workshops: provide a safe and interactive
space for dialogue, building relationships and
awareness, and gathering detailed evidence and
feedback.

Public mobilisation - the big one!

Public mobilisation is a set of activities that asks a
community of people to take action for a specific
outcome. It can take many forms, such as organising
a rally, writing letters, signing petitions, and even
holding celebratory parties. Mobilisation is a set of
activities that creates an enabling environment for
decision makers to take on recommendations and
policy positions — to make decisions for change

and for good. The follwoing pages will explore this
approach in detail.
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https://plan-international.org/campaigns/activist-hub/
https://plan-international.org/publications/state-of-the-worlds-girls/
https://plan-international.org/publications/state-of-the-worlds-girls/
https://endvawnow.org/en/articles/1182-pestel-analysis.html
https://bit.ly/2Js2S65
https://bit.ly/2Js2S65
https://werise-toolkit.org/en/system/tdf/pdf/tools/Problem-Tree-Analysis_0.pdf?file=1&force=
https://bit.ly/2UPTnCQ
https://bit.ly/2UPTnCQ
https://mobilisationlab.org/wp-content/uploads/2019/03/System-Map-A4.pdf
https://bit.ly/2JrSr2e
https://bit.ly/2JrSr2e
https://beautifultrouble.org/toolbox/tool/swot
https://beautifulrising.org/tool/swot
https://beautifulrising.org/tool/swot
https://beautifultrouble.org/toolbox/tool/pillars-of-power
https://beautifulrising.org/tool/pillars-of-power
https://beautifulrising.org/tool/pillars-of-power
https://beautifultrouble.org/toolbox/tool/points-of-intervention
https://beautifultrouble.org/toolbox/tool/points-of-intervention
https://beautifulrising.org/tool/points-of-intervention
https://beautifultrouble.org/toolbox/theory
https://beautifultrouble.org/toolbox/theory

Public mobilisation

Before you jump straight into these mobilisation
activities, first ask yourself this question:

Is there already a supportive and organised
community or network who we can mobilise? (Do
they agree with our cause? Are they ready and willing to
enthusiastically stand up with us?)

Great! Then you can put your bus )
in motion (mobilisation) and drive Public

e
off on your campaign journey! Mobilisation

Public mobilisation and community
organising are closely related and
are fundamental to the success

of each other. To mobilise a

public you require an organised

Orge : community of individuals who are  :

%; : invested, passionate, and able ;

o Sometimes, you might : toact. (Itis sometimes p033|b!e :

- RS LELEELELEELEEDCEED eELLELEEN need to do a bit of both e.g. . to mobilise people who haven’t 3

Ok, let’s talk about . . . Ty herm Tl - ' skills building workshops . really engaged in your issue ;
organising a supportive » Think of public mobilisation like driving a bus. Before ' (organising) to prepare g } ot 3
community! gﬂ 1 you can drive the bus out onto the road, you need to . for street performance before using strong statistics
' ensure that all the parts functio n ] (mobilising) . and stories. However, you need ;

4 ;i-rs-t-s-t;;' --------- A ] : * to think carefully about why and :

P ) : ! Does the engine work? > Is there exsisting power and . Yes . how you would mobilise them). :

! Tomobilise a public, ] 1 leadership? 1 : Depending on your context and :

! there needs tobe a : . 1 . stakeholders, your campaign :

1 tsr:‘af’tpigrg‘r’geaﬁ?srgg‘?:'tg’ke ! ! Do the wheels tun? Is  --——> Do people have motivations 5 . approaches might focus more on

there enough fuel? and capacities to take action? . ianti ; :

1 action. In some contexts, 1 : o ; AR : organisation to build the depth of

! organising is often the ! ; . ¢ your public’s participation or more

i k . 3 o . :

! precursor to mobilising. ! ' Areall the passengers -~ T . 5 on mobilisation tactics to (lex’pand 5

N e ’ ' onboard? to engage? . . the breadth of your public’s :

~ ... _ad : participation. :
/5/2/7 You might need to do Youmay needtolookatthe | = B 000 liiiiieeiececceccececcescecescescecascnsans :

mechanics of the bus and focus Community
on organising before you can
put it in motion.

some organising work
before you mobilise

Organising

18



Tactics

Community Organising

Public Mobilisation

Online

Collecting a database of supporters
e-mails* (with their consent!)

Building a highly-engaged social
media audience and developing
targetedposts

*Make sure you follow the relevant
data privacy laws

Online

Social media challenges
Twitter storms

Online competitions

Online petitions or letter writing

Offline
Mapping your allies

Holding deep conversations with
individuals to build their awareness
and desire to act (e.g. hosting
meetings or public Q&A lectures to
hear from experts)

Building the skills and capacities of
your supporters and partners to take
action (e.g. organising an event or
workshop)

oOffline

Artivism (crafting banners, street art)
Performance theatre

Protests and rallies

Strikes

Community marathons or sport
events

20

Kadiatou, 18, is a slam artist and activist. Through Plan International’s
GirlEngage project, she champions girls’ rights, education, and safety.
©Plan International / Sylvain Cherkaoui

Another
way to think

about it...

Community Organising

Public Mobilisation

Build leadership by
transforming the motivations
and capacities of members
to take on activism and

Build membership by playing
on existing motivations

How to build
leadership power
Develop leaders to engage Identify and invite as many
with more people people as possible
How to build
members

Responsibility is distributed,
actions are concentrated
on building the capacity a
smaller group of people

Strategy

Actions come from
centralised group of people
to a larger base of supporters

Depth of support

Results

Breadth of support

21



Tips for campaigh messaging

Different stakeholders need different messages. Think about how you might tailor your
messaging on each campaign demand depending on who you’re engaging (e.g. friends,
students, community leaders, politicians and ministers etc.) Always try to frame it in terms
of their interests — why should they care? What’s in it for them?

Exercise: building your pitch

Use the following exercise to think through how you would communicate
your campaign to others, and how you would convince them to support you.

Scenario:

Imagine you and your fellow activists have secured a meeting with your
town mayor to ask them for local funds. They are a busy person. You have
a limited amount of time to convince them to support your objective. You
need to grab their attention and make a compelling case. Use the following
exercises to think about how will you pitch your idea to them in a powerful
and concise way. It's important to understand their position as well — have
they been supportive of the issue in other ways? If so, you should recognise
this, thank them for their support so far.

Manu, 18, from Nepal, as part of the Steam Ahead
initiative, she has gained the confidence and skills to
lead change in her community ©Plan International
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Structure your pitch

1. What is your campaign about?
State your campaign goal — what is the world you want to
create?

2. What needs to change and why is it so important?
Situate your objectives within the wider context. It’'s important to
express the moral urgency of your envisioned change here

3. Why do they need to be involved?
Why should they care? How are they affected?
What has already been achieved?

4. Examples of success stories and how they benefitted
your target audience.
This is a good place to plug in your key facts.

5. What are the next steps?
This is your call-to-action or your demand. What are your
practical recommendations or actions for them to take?

Remember - Be specific and don’t forget to practice, practice,
practice! The key to a successful pitch is timing, body language
and content. Practice in front of the mirror, with a friend or record
yourself on a phone.

A community leader

How will supporting your
campaign benefit the community?
How will your campaign contribute
to the overall development and
prosperity of the community?

You might even consider, how

will your campaign benefit the
community leader/council itself?

A private company

How will supporting your cam-
paign increase their profit mar-
gins? How will supporting your
campaign help them to meet their
corporate social responsibility
(CSR) requirements?

A fellow student or friend

How does this issue impact their
civic and political rights? How is
this impacting their daily lives?
How will joining your Campaign
benefit them?

A politician or
decision-maker:

How will supporting your
campaign advance their political
agenda? How will this help them
deliver their promises to the
public? How will this help them
uphold the national, regional and
international policies and legal
frameworks to which they are
bound?

There are many other stakeholders to whom you can pitch your campaign. Refer back to the section
on How to conduct an analysis of your context to remind yourself who you need to target.

Here are some great tools to help
you pitch your campaign to others:

The Story of Self, Us and Now is a time-
tested storytelling tool for powerful and
persuasive messaging.

Here's a worksheet to help guide you.

Here’s a really useful article on how
to create powerful messaging for
campaigns.

Check out MobLab’s Campaign
Accelerator resources for narrative
building and pitching your campaign

Plan International’s Advocacy Toolkit
pages 60-63.

Pitching tools and public speaking tips on
page 13 of FRIDA Resource Mobilisation
Toolkit



https://www.mckinsey.com/featured-insights/leadership/making-the-most-of-corporate-social-responsibility
https://beautifultrouble.org/toolbox/tool/story-of-self-us-and-now
http://marshallganz.usmblogs.com/files/2012/08/Public-Narrative-Worksheet-Fall-2013-.pdf
https://medium.com/@ippf/reframing-the-debate-how-language-changes-hearts-minds-89212f0f5727
https://medium.com/@ippf/reframing-the-debate-how-language-changes-hearts-minds-89212f0f5727
https://medium.com/@ippf/reframing-the-debate-how-language-changes-hearts-minds-89212f0f5727
https://mobilisationlab.org/wp-content/uploads/2019/03/CA-plan-pitch-final.pdf
https://mobilisationlab.org/wp-content/uploads/2019/03/CA-plan-pitch-final.pdf
https://bit.ly/3aBsPvL
https://youngfeministfund.org/wp-content/uploads/2017/11/FRIDA-RM-Toolkit-2017.pdf
https://youngfeministfund.org/wp-content/uploads/2017/11/FRIDA-RM-Toolkit-2017.pdf

Appeal to your audience

Using the Head, Heart and Hands tool, think about

how you might communicate your campaign to your
stakeholders that you identified earlier. This doesn’t need
to be longer than one page.

The Head
What can change?
Deliver your key facts and stats.
Tell them inspiring examples/
evidence of what is possible.

The Heart The Hands
Why should they care? What can they do?
Convey the moral urgency! Propose practical ways that
What is the situation and your audience can support
what needs to change? the campaign.
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Example campaign: Q
Ensuring the safety of girls and young women in the city

Example stakeholder:
Public transport operators

Example country:
Malawi

Head:

Did you know that X% of girls and young women experience sexual
harassment on public transport in [your town/city] every day? [Insert
your own case study or facts]

Heart:

Girls and women in Malawi are denied the space and opportunity to
move in public without fear of harassment or violence. These girls
and women are your customers, your sisters, aunts, cousins etc. [You
could use quotes from girls and women or real-life examples here].
As custodians of this town/city, you could be champions of change —
making the town/city safer for girls and women! In a safer town/city,
everyone benefits...

Hands:

In cities like Lilongwe, there are examples of public transport operators
(e.g. bus drivers) who have formed ally-ship collectives with each
other to call-out sexual harassment and report perpetrators to local
authorities #NotOnMyBus. Transport providers who are part of these
collectives witness more girls and women using their services because
they feel safer. As a result, we see reports of increased profit for those
transport providers and reports of girls and women feeling safer. We
want to partner with you to form such an ally-ship collective! Are you
with us?

Tips for strategic communications

First, ask yourself these questions:

Why are you communicating with people? Is it to mobilise the public? To raise
awareness? To pressure a target?
Who is your target audience?

How well informed are they about your cause? What techniques will capture
their attention?

What channels are they on? What communication or media platforms have the
widest reach within your context —
this could include:

»  Social media platforms like Twitter, Instagram, TikTok, YouTube or
Facebook

* Radio or podcasts

» Traditional media like print or television

Now, here are some methods you might consider:

Sharing or posting strong-evidence based stories, blogs, infographics, videos.
Or creating engaging TikToks, Snapchats and Instastories.

Radio or podcasts might be more effective in some contexts.
You might consider partnering with other activists, groups or networks who
already have strong communication outreach.

For advice on using the media, what makes a good story and how to get
noticed, check out pages 112-123 of Plan International’s Advocacy Toolkit

Canva’s drag-and-drop features and professional layouts lets
you to easily design stunning graphics and documents.

Facebook tools for nonprofits

Social network service that lets you create stories or timelines
using social media like Twitter, Instagram and Facebook.

A social media management system.

User-friendly photo editing platform that enables you to embed
text upon photos, apply watermarks and create photo collages.

E-mail marketing management service.

Schedule, publish and analyse all your social media posts.

A video editor that enables easy trimming and merging of video
clips and into video stories with music, stickers, filters and
subtitles.

A searchable portal to multiple statistics databases all over the
world.

User-friendly, cloud-based video editing platform with advanced
tools, such as animation, voice over,and clip transformation.

Event and ticket management tool.

Share large files and documents with others.



https://bit.ly/3aBsPvL
https://canva.com
https://actionsprout.com
https://storify.me
https://hootsuite.com
https://picmonkey.com
https://mailchimp.com
https://buffer.com
https://vivavideo.tv
https://statista.com
https://wevideo.com
https://eventbrite.com
https://wetransfer.com

How to work with others

Plan’s campaigns run on the power of collective action of diverse, girl-
and youth-led movements for gender equality! Collective action that is, of
course, locally led and globally connected!

Based on the stakeholders you've already identified for your campaign
above, you can think about how you might create alliances or partnerships
with those who share your vision or goals.

Collaboration, networking and a large supporter base increases your
chances of achieving your campaigning objective.

Reasons to build partnerships:

» Share skills, resources, knowledge and experience from diverse
people.

* Pool your financial and human resources.

* Reduces chances of duplication or competition in your local context.

+ Safety and strength in numbers.

* Increase the power and credibility of your campaign.

Who can you partner with?

Depending on your context and goals, strategic collaborations could be
with peer youth groups or organisations, civil society organisations, local or
national governments, local or national NGOs, UN bodies or even private
businesses.

Identify your allies
Do some research on other groups, networks and/or organisations who

share you vision and campaign goal. Reach out (if it is feasible and safe to
do so) and decide how best to work together.
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Juna, 26, takes part in Girls Out Loud meeting in Sunsari district. ©Plan International

No matter who you partner with, it is very
important to set clear and defined roles and
responsibilities between you and your partner(s)
at the start! Who will be responsible for doing
what and by when? Make sure you document
this in a written agreement, this can be as simple
as an e-mail or a one-page paper.

Resources for partnership working:

How to map your networks (and potential collaboration initiatives)

FRIDA Young Feminist Fund’s Resource Mobilisation Toolkit for Girls, Young Women
and Trans Youth (Page 16)

General advice on building alliances and partnerships
Plan International’s Advocacy Toolkit (Pages 111-112)

Ethical considerations
Plan International’s Advocacy Toolkit (Page 113)

How can you partner with them?

* How to map each other’s skills and strengths, and divide tasks (Pages 90-93)

» Activities for how to find and collaborate other activists, groups and networks
(Pages 123 - 126)

» Activity to brainstorm collaboration initiatives (Pages 131- 132)

FRIDA's Resource Mobilisation Toolkit for Girls, Young Women and Trans Youth has
activities for:

» Understanding relationships, patters and distribution of resources (Pages 17-18
» Approaches to create your desired network (Pages 19-20)

More Tools!

Want to join the International Feminist

Network?
https://feministnetworkproject.

wordpress.com/

Plan International’s
How to Network Safely

7 Key Steps for Managing Partnerships
(pages 11-14)

Let your local Plan International office
know about your campaign:
https://plan-international.org/
where-we-work

Girls Advocacy Alliance Toolkit
(page 67)



https://youngfeministfund.org/wp-content/uploads/2017/11/FRIDA-RM-Toolkit-2017.pdf
https://youngfeministfund.org/wp-content/uploads/2017/11/FRIDA-RM-Toolkit-2017.pdf
https://bit.ly/3aBsPvL
https://bit.ly/3aBsPvL
https://youngfeministfund.org/wp-content/uploads/2017/11/FRIDA-RM-Toolkit-2017.pdf
https://feministnetworkproject.wordpress.com/
https://feministnetworkproject.wordpress.com/
https://plan-international.org/campaigns/how-to-stay-safe-online/
https://plan-international.org/campaigns/how-to-stay-safe-online/
https://plan-international.org/publications/building-better-partnerships
https://plan-international.org/where-we-work
https://plan-international.org/where-we-work
https://issuu.com/plannederland/docs/gaa_youth_advocacy_toolkit

Manage risks to yourself, others and your campaign

All campaigns will face risks — especially working on gender equality and
girls’ rights due to the varying degrees of resistance and backlash. The
important thing is to identify the risks in advance and plan for how to avoid
them if you can — or how to manage them if risks turn into realities.

»  Some examples of risks your campaign face might be:
» Lack of sustainable funding in the long term for activities and tactics.
» Resistance from government stakeholders, traditional leaders or local

communities.

» Lack of clear roles and responsibilities defined within your campaign.

A simple way to think about the risks you, others and your campaign might
face is to roughly divide these into two categories: internal and external.

Ask yourself the following questions:

Internal

Are all campaign members aware of
the measures to keep themselves and
others safe and of existing protections
(e.g. helplines, community safe-
havens, and local police — if trusted)?

Are there specific risks that girls or
young women in the group might face
because of their gender? Are there
other people in the group who may
face risks e.g. LGBTIQA+ members,
those with disabilities?

Are there enough resources/funds to
undertake campaign actions?

Have key stakeholders and partners

been included in preparation and risk
identification meetings?
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External

What potential backlash or resistance
might there be to our campaign (at
local, district, community or national
levels)?

What kinds of discrimination or
violence exist that are barriers/
threats to our target group’s active
participation?

How might this discrimination or
violence escalate if there is resistance
to their empowerment, civic action or
rejection of social norms?

Try this activity to help you think through potential risks and how

to manage them:

Risk description

How will you avoid or manage this risk?

Verbal or physically
harassment from groups
who oppose gender
equality.

How would you avoid this risk?

Mismanagement of our
funds

Learn from resources in How to fundraise
effectively and sustainably

Exhaustion and burn out

Learn from resources in Self-love and collective
self-care

Write your own

Helpful tools

Plan International’s Advocacy Toolkit (Pages 68-69)

Girls Advocacy Alliance Toolkit (Pages 48-49)

Self-care and collective care

Another major risk from campaigning is the risk to your own wellbeing. There’s no doubt about
it: campaigning for gender equality can be stressful and exhausting at times. The political is
personal. Taking care of our bodies and minds is very important. So is taking care of each other.
Supporting our individual and collective wellness through acts of self-love and self-care will help
us to overcome physical, emotional and mental challenges that come with the job of gender
equality campaigning.

Self-care as an activist should be built in as a practice. In this section are some tips and re-
sources to help you on your way.

Start here:
FRIDA Young Feminist Fund’s tool to develop your own self-care plan!

Intersectional feminism

Depending on our identity characteristics (e.g. gender, age, sexual orientation, race, ethnicity,
religion, language, ability, socioeconomic background, rural/urban livelihood etc.) we will all
experience different and multiple forms of discrimination and challenges depending on our
context.

Maria Esperanza,
19, is an
environmental
activist from
Ecuador ©Plan
International/
Israel Lucin Le6n

Hannah Daisy, Queer artist and mental health
advocate:

Feminist Voice:

Ashley Lukashevsky, Hawaiian feminist
illustrator and Civic Media fellow:

Caitlin Blunnie, Feminist artvist and graphic
designer for Marie Stopes International:

Kruttika Sursala, Graphic designer for gender,
equality and girls’ rights using satire and
humour:

Handsome Girl Designs, Feminist self-care
illustrator:

Morgan Harper Nichols, Self-care advocate of
colour:



https://bit.ly/3aBsPvLhttps://plan-international.org/publications/advocacy-toolkit/
https://www.girlsadvocacyalliance.org/learning-sharing/
https://youngfeministfund.org/solidarity-storms/self-care/
https://www.instagram.com/makedaisychains/?hl=en
https://www.instagram.com/feministvoice/?hl=en
https://www.instagram.com/ashlukadraws/?hl=en
https://www.instagram.com/liberaljane/?hl=en
http://kruttika.com/
https://www.instagram.com/handsomegirldesigns/?hl=en
https://www.instagram.com/morganharpernichols/?hl=en
https://youngfeministfund.org/
https://plan-international.org/uploads/2022/03/youth_toolkit_-_en_-_section_2-08-fundraise.pdf

How to fundraise effectively and sustainably

Fundraising for a campaign can be tricky, especially if your group or
organisation is informal or unregistered. But you can get creative!
Here are some helpful tips and resources on who to target, what
funders look for and how to raise your own funds!

Finding funders

Funding can come from a variety of different sources. These could be
grant funders or individual donors. Here are some examples:

+  Small trusts and foundations

* International NGOs

* Local NGOs and CSOs

* Embassies and consulates

* International multilaterals (e.g. UN or EU agencies)

» Corporates, businesses and brands

*  The community with giving circles and community fundraising

* Local/municipal government budget for youth/children’s activities
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Toolkits for resource mobilisation and
funding

FRIDA's Resource Mobilisation Toolkit for
Girls, Young Women and Trans Youth has
pretty much everything you need to gather
resources and funds.

Recorded webinar on how to unlock more
funding for youth organising (in English)

Plan International’s Equality Accelorator
https://eacolectiva.org/

Who can fund your girls-and women’s-rights
work? AWID’s Feminist Donor List

How to manage funds

Fund management checklist (CompassPoint)
Recorded webinar training on grassroots
fundraising and building independent funds (in

English)

Youth Organising Financial Template (Funders’
Collaborative for Youth Organising)

How to strengthen financial management
(Wallace Foundation)

Reflection and learning

How to monitor and evaluate your campaign

How do you know if your campaign is successful? It's
important to keep an eye on whether your campaign is
having the desired impact. What to monitor and evaluate:

« Did the actions get a reaction?

« Did the reaction achieve a result?

« Did this result help you achieve your objectives

*  What worked and what didn’t? And why?

+  Were there any unexpected outcomes or factors?

Useful ways to gather evidence

*  Surveys
« Evaluation forms
«  Statistics

* Impressions or observations from people involved
» Consultations

* Audits

* The media

* Internet and social media

With your group, try the activities in these toolkits to monitor
your progress and impact:

Plan International’s Advocacy Toolkit (Pages 70-73)
Girls Advocacy Alliance Toolkit (Page 50)

Live and learn:

Don’t worry if things don’t work out in the
beginning! That’s normal. Achieving systemic
change is a long, non-linear process. Very
few strategies work instantly as planned the
first time. It's all about reflecting, reviewing
and tweaking your plans and learning
from mistakes that will eventually set your

campaign up for
long-term success.
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https://youngfeministfund.org/wp-content/uploads/2017/11/FRIDA-RM-Toolkit-2017.pdf
https://youngfeministfund.org/wp-content/uploads/2017/11/FRIDA-RM-Toolkit-2017.pdf
https://fcyo.org/resources/campaign-strategies-to-unlock-foundation-funding-for-youth-organizing
https://fcyo.org/resources/campaign-strategies-to-unlock-foundation-funding-for-youth-organizing
https://eacolectiva.org/
https://www.awid.org/resources/feminist-donor-list-who-can-fund-my-womens-rights-organizing
https://www.compasspoint.org/sites/default/files/documents/646_internalcontrolschecklist.pdf
https://fcyo.org/resources/grassroots-fundraising-as-movement-building-build-your-base-to-fund-your-budget
https://fcyo.org/resources/grassroots-fundraising-as-movement-building-build-your-base-to-fund-your-budget
https://fcyo.org/resources/youth-organizing-financial-dashboard-template
https://www.wallacefoundation.org/knowledge-center/resources-for-financial-management/pages/default.aspx
https://bit.ly/3aBsPvL
https://issuu.com/plannederland/docs/gaa_youth_advocacy_toolkit

Section Three

Let's take action!

So, you've got your campaign basics
sorted, now it's time to figure out what you
need your key stakeholders and target
audiences to do!

Mobilising the public

Mobilising the public - both online and offline — is a key part of campaigning. It's
important for inspiring widespread support and demonstrating the urgency of your
campaign demands. Remember, typically, the first step to mobilise the public is to
have an organised, supportive community to mobilise from. (It is sometimes possible
to mobilise people who haven’t really engaged in your issue before, but you need to
think carefully about tactics and sustainability).

Building a supporter based

For effective public mobilisation, you need a solid base of supporters to reach and
engage. You can do this via online methods: social media channels, online pledges or
building a list of people’s contact information (with their consent!). Please ensure you
observe data privacy laws in your context. You can also do this via offline methods:
networking, coalition building, or hosting events/workshops/festivals etc.

How will you keep in touch with your supporters?

Chu takes part in a child marriage communication
sessions in her village© Plan International




Ideas and actions

When thinking about what campaign tactics to employ,
you should consider:

+  What will have the biggest impact to achieve your
campaign objective(s)?

*  What might be the most practical or efficient things
to do?

*  What skills or contacts do you or your fellow
campaigners, partners and allies have?

+ What actions have you or your partners had
success with in the past?

* Are there opportunities to be innovative or creative?

*  Are there upcoming events, moments or national /
international celebrations that would be strategic for
your campaign to engage with?

We understand what’s easy or hard may vary
depending on your context, e.g. it might be harder for
some people to take social media actions in places
where digital access is limited or low.

Here are some things you can ask your
target audience to do:

»  Share or post something on social media (e.g. an
infographic, a statement, a video, an article)

« Take a survey, poll or quiz

+  Sign a petition (online/offline)

+ Sign onto an open letter to a decision-maker which you
can publish

«  Boycott a certain product or company

»  Share your campaign to their friends, family and
networks

+  Write an e-mail or letter to a key power-holder

+  Write a blog or article

» Donate to the campaign or fund a specific activity

+ Attend an event, workshop, rally, march,
demonstration, flash mob, festival, street theatre, or
exhibition

+ Enter a competition, or submit a poem or piece of art
which can be exhibited with your campaign

Need inspiration?

Here are some example actions you could take:

E- Organise a street performance or forum theatre

+ Contact your nearest Plan International office to
get involved in a Girls Takeover

» Create infographics and share on social media
+ Rally and petition your local government

+ Organise an workshop, event or festival for
building and promoting girls’ leadership

» Organise a song/art/poetry competition
* Organise a march, rally or protest

» Check out 5 ways girls are tackling street
harassment around the world!

* Organise a Chalk Back

Follow these amazing people on social media:
Sophie Sandberg, founder of the Chalk Back movement and
Catcalls of NYC explains how to deal with street harassment
(@catcallsofyc)

@dearcatcalls

@ourstreetnow

Organise an Artistic Vigil

Learn from the Chilean women’s protest phenomenon:
Un Violador en Tu Camino

Organise a Solidarity Walk

» Speak at an event, festival, in a school, at a protest Other:
etc.
* Meet with a locally elected politician » Create some collective street art!
+ Organise or co-design an action with you » Create traditional dance performances or circles to

raise awareness

*  Organise a Twitter storm with your friends and
networks on your issue

»  Spark a TikTok video trend and get others involved
Organise a Love Flooding (supporting girls, young
women and other marginalised identities who are being
attacked by trolls online by flooding their accounts with
love and solidarity messages)

To succeed at a HARDER action, you will need to
have a well organised group/public!
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https://beautifultrouble.org/toolbox/tool/artistic-vigil
https://www.theguardian.com/world/2019/dec/06/chilean-anti-rape-anthem-becomes-international-feminist-phenomenon
https://lightacandle.caritas.org
https://plan-international.org/global-girlstakeover-bigger-ever
https://plan-international.org/girls-get-equal/5-ways-global-girls-are-tackling-harassment
https://plan-international.org/girls-get-equal/5-ways-global-girls-are-tackling-harassment
https://plan-international.org/girls-get-equal/how-handle-catcallers

Activity One: Stakeholder mapping

Those who have power over your cause (they

have resources to influence the change you want;
Example demand: they have the power within the social, political and

conomic system)
Example context:

High Power

Disagrees Agrees
with us

with us
Not interested /

Interested / affected
affected by or op- by or supportive of
posed to your cause your cause

Those who have little
power or no power over

your cause . Lowpower

~




Activity two: Stakeholders to target and how?

High
Power

Low
Power
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Agrees with us

Disagrees with us

Activity three: Head, heart and hands

Using the HEAD, HEART AND HANDS TOOL, think about how you might communicate your campaign to the
stakeholders identified earlier. Remember, this doesn’t need to be longer than one page.

Campaign demand: What can change?
Deliver your key facts and stats.
Stakeholder: Tell them inspiring examples/

evidence of what is possible.
Country:

Why should they care?
Convey the moral urgency!
What is the situation and
what needs to change?

What can they do?
Propose practical ways that
your audience can support

the campaign.
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Activity four: Identifying and Managing risks

Risk description How will you avoid or manage this risk?

We won't stop
until we are all
equal.
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Until we are all equal

About Plan International

Plan International is an independent development and humanitarian organization that
advances children’s rights and equality for girls. We believe in the power and potential
of every child but know this is often suppressed by poverty, violence, exclusion and
discrimination. And it is girls who are most affected.

Working together with children, young people, supporters and partners, we strive for a just
world, tackling the root causes of the challenges girls and vulnerable children face. We
support children’s rights from birth until they reach adulthood and we enable children to
prepare for and respond to crises and adversity. We drive changes in practice and policy at
local, national and global levels using our reach, experience and knowledge. For over 85
years, we have rallied other determined optimists to transform the lives of all children in more
than 80 countries.

We won't stop until we are all equal.
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