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Campaigning
CHapTER
6
In this chapter we focus on campaigning – one of the 
three interrelated components of our HRBA programming. 
Together with empowerment and solidarity, campaigning 
enables poor and excluded people to hold duty bearers to 
account and in so doing make changes in their lives.

We begin this chapter with an example of campaigning from 
ActionAid Pakistan. 

 

In section 1 we elaborate our understanding of 
  advocacy and campaigns drawing on the Pakistan  
  example. 

 
In section 2 we look at how to practically work on 

  campaigns at the local level. 

 

In section 3 we focus on a specific form of 
  campaigning – the monitoring of policy and budgets  
  to hold duty bearers to account. 

 
In section 4 we look at the monitoring of campaigns.
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Chapter 6: Campaigning

 Section 1: An introduction to campaigns in   
  ActionAid – our approach

 
Working to advance the rights of women 

  home-based workers in Pakistan 

Thanks to Javeria Ayaz Malik, ActionAid Pakistan, for this story 

“We work from six in the morning until ten at night making 350 bangles every 
day and in return get only Rs3. Even if a single bangle breaks, the cost is 
extracted from our wages.” Aman Khala, 55, a home-based bangle maker 
from Hyderabad

In Pakistan, millions of women work at home making garments and bangles, 
stitching sacks and footballs, and weaving carpets. These women represent 
about 75% of the total informal workforce. They have few, if any, rights as 
workers: no security of employment, no benefits, no minimum wage. They 
face poor working conditions, repetitive and hazardous work, long working 
hours and low wages (some as low as US$5 per month in 2008). 

In 2005, ActionAid Pakistan, recognising home-based women workers as 
a marginal group in need of support, carried out field visits and informal 
consultations with home-based workers in different geographic locations. 

mobilising HomE-basEd woRkERs
In the first phase of work with the women workers, ActionAid Pakistan helped 
them organise into 11 groups, each with 20 to 30 women, on the basis of 
geographic locations. In order to provide a collective platform for the groups, 
one cooperative centre was established in each area. The centre included a 
meeting hall (also used as workplace), a study room (for conducting study 
circles for cooperative members), a community kitchen (providing low-priced 
food) and a day-care centre (for cooperative members’ children). 

Partner organisations met with the women’s families and convinced them to 
allow the women to join the centres for a nominal fee. Home-based workers 
were encouraged to use these centres for work and socialising purposes. 
Food was provided to them and their children at subsidised rates, their 
children were accommodated in the day-care centres, and their personal and 
domestic issues were discussed during the meetings to build their trust and 
association with the centre. 

The women workers were trained in communications and negotiations, market 
know-how and leadership skills. They were also trained in basic accounting 
and mathematics to enable them to calculate their income and expenditure. 

The organisation of women workers was undertaken to help them improve 
their work quality, negotiate better deals with their employers, find better 
sales points, and eventually look for independent work orders without the 
intervention of a middle agent. 

They face 
poor working 
conditions, 
repetitive and 
hazardous work, 
long working 
hours and low 
wages
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womEn Taking aCTion
The confidence of the women workers was increased through organising, 
training and rights-awareness activities, and through having their basic needs 
met. The women met with middle agents and investors and demanded better 
wages and social security benefits. They negotiated better deadlines, safety 
equipment and timely and competitive wages. Their collective voice enabled 
them to make a dent in the influence of the exploitative middle agents. 

Despite this immediate relief, the women workers saw the need for more 
sustainable, long-term change to improve their wages and protect them 
against old age, disability, and poverty. ActionAid Pakistan and its partners 
proposed that these demands be advocated to government as a key duty 
bearer. 

The time had come to build collective pressure to campaign government 
to sign and ratify the International Labour organisation (ILo) Home Work 
Convention C-177. Linked to this, ActionAid Pakistan and its partners joined 
with the home-based women workers to draft a social protection bill for women 
workers in the informal sector. The partners and ActionAid together conducted 
a study on social protection, focused on home-based women workers in the 
garment, bangle, shoe-stitching, embroidery and handicrafts sectors. They 
reviewed the laws of different countries pertaining to women workers. And in 
June 2007 they developed a draft social protection bill, covering benefits such 
as sickness, maternity, injury compensation and disability pension for women 
working in the informal sector. 

Social protection refers to different types of ‘social insurance’, benefits 
and services – typically delivered by the state – that provide protection 
against old age, disability, unemployment and poverty.

In october 2007, the ILo signed a letter of intent with ActionAid to provide 
technical support to campaign for government to ratify Convention C-177 and 
implement the social protection bill. 

In provincial consultations around the country, ActionAid Pakistan shared the 
draft bill with government representatives, members of trade unions, human 
rights activists, political parties, partner organisations, NGos and HomeNet.  
The final draft of the bill, presented to the Ministry of Labour, was accepted 
for further deliberation by policymakers. 

To influence policymakers and gain public support for the bill, ActionAid 
Pakistan and its partners drew on print and electronic media. Radio 
programmes, articles and letters to the editors of leading newspapers and 
magazines and television documentaries gave the issue a strong push. 

1 HomeNet is a global network established to coordinate work with homeworkers. HomeNet 
South Asia (www.homenetsouthasia.org) comprises Bangladesh, India, Nepal, Pakistan and 
Sri Lanka. Its aim is to disseminate information about ILo’s Home Work Convention (C-177) 
across the region so that all countries can work to implement the convention and pass laws or 
national policies for homeworkers.
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In April 2008, ActionAid Pakistan and its partners organised a Grand National 
Convention on home-based work, during which representatives of the Ministry 
of Labour declared, for the first time, social protection for home-based women 
workers.

The home-based women workers formed their first-ever union – the Home-
Based Aura2 Workers’ Union, with support from ActionAid and its partners. 
They formed 25 primary associations at district level in all provinces. The 
Union took steps to mobilise and organise home-based women workers in 
other parts of the country, and kept up the pressure on the government to sign 
and ratify the Convention C-177. 

Efforts to ensure legal and social protection for home-based women workers 
continues. The Coalition on the Rights of Home Based Workers, set up by 
home-based women workers with ActionAid and partner support, continues 
to research and advocate for legal recognition and protection. A national 
consultation, convened in June 2010, aimed to develop key aspects of 
protective legislation. The Ministry of Women Development and the National 
Commission on the Status of Women (NCSW) support the legislative process 
to secure and safeguard the rights of home-based women workers. This 
consultation follows the development of a 2009 draft policy, led by the Ministry 
of Labour and Manpower, and yet to be presented to the cabinet. 

2 Aurat means woman in Urdu.

Actors in the campaign for social protection
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THE CHangE
The process of organising and working together helped the home-based 
women workers overcome their social isolation and silence. They have been 
able to support each other and learn from each other’s experiences. They 
have become more expressive and vocal about their concerns and problems. 
Their position in patriarchal households has improved, as has their economic 
standing. They have long battled against exclusion and subjugation, but their 
collectivism and organisation helps them gain greater confidence and a sense 
of worth. 

Their Union and the Coalition have strengthened and widened their 
organisation, giving visibility and voice to the 20-million plus women workers 
in this sector. Their campaigning brought public attention to the issue, and 
consistent pressure on government to act. They have developed strategic 
alliances with key actors within the state, like the Women’s Ministry and the 
Women’s Commission.

Home-based workers still have a long way to go in achieving their goal of 
government-sponsored social protection and improved wages, but their 
1,000-mile journey has indeed begun. 

	 In	summary,	what	are	the	specific	 
 campaign elements in this story?

The campaign has stretched well over three years. It has made significant 
gains for home-based women workers but has yet to achieve its main 
objectives of the Pakistan government ratifying Convention C-177, and 
adopting social protection legislation for women informal sector workers. 
The campaign has been made up of the following activities:

 � Researching social protection laws in different countries and, together 
with home-based women workers, drafting a social protection bill for 
women informal sector workers in Pakistan;

 � Provincial consultations with government representatives, members 
of trade unions, human rights activists, political parties, partner 
organisations, and NGos, and a Grand National Convention to 
educate and apply pressure to government officials;

 � Using radio and print media to highlight the problems facing home-
based women workers to the wider public, to win support and public 
pressure for new social protection legislation;

 � organising home-based women workers, initially into local groups, 
later into a union, and in 2009, into a Coalition with others, to mobilise 
and apply pressure on government to act; and

 � Forming tactical alliances with key partners in government – the 
Women’s Ministry and the Women’s Commission – to support the 
legislative process.
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What does this story tell us about ActionAid’s approach to campaigning?

ObservatiOn 1: a cOmpOnent Of integrated Hrba prOgramming
This is a powerful illustration of ActionAid’s work to support change in the 
lives of poor and excluded people through the coordinated interweaving of 
our three components of programming – empowerment, campaigning, 
and solidarity. The home-based women workers were empowered through 
their organisation into local groups; through the cooperative centres, which 
enabled them to meet, share experiences and support each other; through 
basic skills training; and very importantly through the building of a union of 
workers. They won some immediate concrete changes to their conditions 
through the bypassing of middle agents and hence improved income. 

Civil society – other NGOs, labour organisations, human rights activists 
etc. – was mobilised to support the intensive campaign of home-based 
women workers for social protection. This campaign targeting the Pakistan 
government to fulfil its accountabilities to home-based women workers has 
included a significant range of civil society organisations, and has embraced 
a range of strategies from national forums to media campaigning to formal 
lobbying. 

The ActionAid Pakistan example shows how solidarity can increase the 
power and voice of the rights holders and bring pressure to bear on the state. 
Solidarity took many different forms – the solidarity between rights holders 
in the union and the Coalition; solidarity between rights holders and allies 
like ActionAid Pakistan and partner organisations; and solidarity between the 
rights holders, ActionAid and an international institution like the ILO. Tactical 
alliances have been formed with women in the Women’s Ministry and the 
Women’s Commission. 

 What is campaigning? 

Campaigning creates and harnesses people’s power through organization, 
mobilization and communication around a simple and powerful demand, in 
order to achieve a measurable political or social change. 

Campaigning builds on and integrates advocacy and organising 
techniques, but has some very distinctive features. 

 � First, unlike pure advocacy work, campaigning is based on the active 
involvement of large numbers of people and seeks to shift and mobilise 
public opinion. A campaign aims to reach the people who can make a 
difference and persuade them to support the goal of the campaign; and 
hopefully contribute actively to the campaign itself with time or money. 
Sometimes the support of a broad cross-section of citizens is needed 
to influence decision-makers. At other times it may be a particular 
constituency or interest group that can help you win your campaign. 

 � Second, unlike pure organising, campaigns seek to get a win on a very 
specific, time-bound issue. Campaigns try to achieve change through 
a series of steps where one leads to another like a line of dominoes. 
They don’t address a holistic set of issues all at once, as we often do in 
our programme work or in policy analysis. This “step by step” approach 
can go hand in hand with a long term plan for building an organisation. 

Campaigning 
creates and 
harnesses 
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communication 
around a simple 
and powerful 
demand



[ 128 ]

H R B A  R E S o U R C E  B o o k

A campaign incorporates a range of activities to achieve its objectives – 
these may include research, documentation of best practice or piloting of 
alternatives, lobbying and media work – and backs these with mass actions 
such as marches and rallies, civil disobedience, petitions, consumer 
boycotts etc. 

A successful campaign needs an excellent communication and organising 
strategy. Policy demands should be sharp and specific (e.g. ‘abolish school 
fees’, not ‘undertake a comprehensive reform to ensure quality and access 
in the school system’). Campaigning is about winning one small victory at a 
time while working towards the larger change each victory contributes to.

Campaigns can be purely local but because human rights are universal, 
participating in national or global campaigns is a great way to link people, 
movements and issues across localities in order to make a bigger impact 
on the causes of poverty.

Drawn from ActionAid Campaign Vision – click here to access

obsERvaTion 2: lEd by RigHTs HoldERs and THEiR inTEREsTs
Rights holders should lead campaign efforts, shaping their focus, objectives 
and strategies. The better-organised rights holders are, the more effectively 
they can do this. ActionAid strives therefore to conduct campaigns in a way 
that strengthens the leadership, organisation and capacity of rights holders.  

ActionAid can enter into dialogue with rights holders on the change agenda 
and can support, help organise, build capacity, provide resources, bring in 
specialist knowledge and offer strategic guidance. We must dialogue in ways 
that do not dictate positions and tactics.

Three main reasons why we say rights holders must lead are to:
1. Ensure that power and decision-making is with the rights 

holders and not us! Through our campaigns we are demanding 
that duty bearers change the way they use power – to stop 
using it for the benefit of themselves and their allies and to 
start using it to bring about a change in the lives of poor and 
marginalised citizens. This is their accountability to citizens as 
duty bearers. If rights holders do not lead we are contradicting 
and undermining our position and our HRBA;

2. Give legitimacy and credibility to the campaign demands and 
solutions put forward; and

3. Empower rights holders with new analysis, new skills, and new 
confidence to lead their own struggles for rights and justice.

ActionAid Pakistan spent a great deal of time and effort organising the home-
based women workers and building their skills and capacity. Campaign 
strategies deliberately built the strength and skills of the women workers and 
their organisations. Where possible, home-based women workers and their 
organisations led aspects of the campaign. However, in order to advance 
the rights of the women workers ActionAid Pakistan, alongside partners and 
other allies, took strategic leadership of some aspects of the campaign. So 
long as we are always guided by the interests of the rights holders this is 
entirely appropriate, especially when a movement and its leadership is still 
emergent, as was the case with the union of home-based women workers. 

Conduct 
campaigns 
in a way that 
strengthens 
the leadership, 
organisation 
and capacity of 
rights holders

https://hive.actionaid.org/Field_Staff_Programming_Forum/Resource%20Library%20Homepage/Home.aspx
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obsERvaTion 3: links aCRoss THE loCal, naTional and inTERnaTional
Local actions may result in a change in the way policies are implemented 
locally, or in the behaviour change of one company or landlord. But local action 
does not usually change policies or laws that frame government programmes 
or that regulate companies. To achieve the broader, more lasting change we 
seek we must escalate to the next level(s). This can happen in several ways:

 � Knowledge and awareness: our work at the local level 
should help rights holders understand how their struggle 
links with deeper structural issues and systems, including 
international systems (for example, the existence of the ILo 
and conventions related to informal work, such as Convention 
C-177; neo-liberalism and the ‘casualisation’3 of labour).  

 � Forging alliances beyond the local level: The home-based 
women workers realised that they needed to join with others 
and build national and international alliances to change the 
laws governing their conditions of work. This was achieved 
in the Pakistan case by escalating from the local level to a 
national campaign, involving multiple actors, aimed at bringing 
about legislative change. In addition, the campaign and the 
union of home-based workers was linked into an alliance of 
home-based women workers, HomeNet, at the international 
level.

 � Taking demands to duty bearers at national level through 
a campaign: Filing a lawsuit, demanding a government 
investigation, or submitting a complaint to the national human 
rights commission are examples of ways to amplify a local 
struggle into a national issue. 

obsERvaTion 4: ClEaR objECTivEs basEd on a sound analysis
Successful campaigning starts with an in-depth power analysis that looks at 
why the problem exists; an understanding of who benefits from the existing 
situation and therefore will resist change; an identification of allies; and the 
strategising of possible solutions. Building knowledge through research 
or piloting alternatives may be a critical part of the process of building 
understanding and analysis of the problem.4 

Following the in-depth analysis, decisions need to be made about what 
change is practical given the context and the moment; the extent of power 
amongst your allies; which duty bearer you should be targeting for change 
etc. You may decide on a strategy to influence a change in policy over five to 
ten years, and a series of smaller steps, or milestones that will bring you to 
your ultimate goal. In the ActionAid Pakistan example, the long-term goal is 
to ensure just wages and social protection for home-based women workers. 
Milestones on the way to achieving this included the campaign to get public 
support and a commitment from government to take the bill into the legislative 
process.

3 Taking work out of formal work spaces into the homes of poor people, especially poor women, and 
removing responsibilities for minimum wages and social protection from companies and the state. 
4 For more on tools for analysis see Chapter 4, section 1, part B, building block 2.
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obsERvaTion 5: a vEHiClE To oRganisE RigHTs HoldERs and THEiR soCial movEmEnTs
Campaigns must be planned, and implemented in ways that organise 
rights holders, strengthen their organisations, build their skills, deepen their 
consciousness, and support their social movements. 

 What is a social movement? 

A social movement is a collective and sustained challenge to elites, 
authorities, opponents etc. by people who share a common purpose and 
solidarity.5  

A social movement is comprised of members directly affected by a 
common rights violation or ‘issue’ around which an identity is forged 
through movement struggle. The movement is typically led by members 
from its ranks although you may find sympathetic intellectuals and 
middle-class activists playing leadership or support roles.

Campaigning offers great opportunities to build a wider political movement. 
Campaigns can link rights holder groups, create a sense of unity and identity 
amongst affected groups, marshal energy towards concrete changes, and 
help build and strengthen the movement. In fact, a campaign and its objectives 
could well be secondary to the main objective of movement building. 

The ActionAid Pakistan example shows how rights holders were organised 
into local groups, which scaled up into a trade union, and later a Coalition. 
Not only were rights holder groups organised but they were empowered 
through consciousness raising, analysis building, advocacy and campaign 
strategising, and a range of confidence- building lobbying activities.

obsERvaTion 6: inCoRpoRaTE a gEndER analysis and advanCE womEn’s RigHTs 
ActionAid’s HRBA places women’s rights at the centre of our work. Through 
our work we aim to confront the domination of men over women and the 
inequality between men and women in access to services, resources and 
power. 

When we undertake analysis to understand a problem we must ensure that we 
consider women’s interests, and how women are affected given the existing 
gender power relations. When we think about solutions we need to ask if 
these solutions will expand or limit women’s access to services, resources 
and power. When we strategise and act to empower rights holders we must 
organise women as a specific grouping within the rights holder group. We 
must build and advance women’s leadership in campaigns or within social 
movements. 

In conclusion, these six observations collectively represent ActionAid’s 
people-centred, transformative, and integrated approach to campaigns in a 
local rights programme.

5 From Tarrow (1994).
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 Section 2: Getting practical – 
  campaigning in local rights programmes
Planning campaigns in a local rights programme
At local level we plan in cycles. The long-term rights programme strategy 
sets out the change objectives for the life of the programme, and the local 
rights programme strategic plan sets out the change objectives and 
indicators for three to five year periods. Annual plans indicate change 
objectives over the period of one year. 

A local rights programme long-term strategy, strategic plans and annual plans 
should set objectives for each of the three areas of HRBA programming – 
empowerment, campaigning, and solidarity. You must ensure that your 
objectives take into account the specific discriminations that women may face. 
So, if your policy change objective is to persuade the district government to 
introduce mobile HIV testing and counselling centres, for example, you may 
consider as a sub-objective that clinic staff receive training on issues facing 
HIV-positive women. 

Your campaign objectives in a local rights programme will specifically relate to 
‘issues’ you will be working on at the local level. But you will also be planning 
to participate in national and/or international campaigns, and so you should 
include these in your local strategies and plans.6 Your campaign objectives 
at local level can be oriented to changing policies held by local authorities, 
practices and/or budget allocations. For example, you may find that a policy is 
in place but is not being properly implemented because of a weak programme, 
or inadequate budget, or because of discrimination in implementation. 

The local rights programme strategic plan will also outline the types of 
campaign strategies you would use to achieve your objectives, including 
strategies to address women’s interests, organisation, voice, and leadership. 
Greater detail on campaign strategies and tactics will be developed in your 
regular annual plans, or in more detailed campaign plans developed with 
stakeholders.

Your local rights programme strategic plan will include indicators and ways 
of monitoring and measuring the success of your campaign efforts. These 
will often be ‘process indicators’ or what you might call ‘stepping stones’ – a 
set of supporting changes required year by year to reach the ultimate goal or 
change sought.

moniToRing poliCy and budgETs – an EnTRy poinT and TypE of Campaign
A very important dimension of our campaigns work is to help citizens to hold 
governments to account. Monitoring the implementation of public policy can 
reveal if government is actually doing what it promised to do. Monitoring 
budgets can reveal if government spent what it promised to spend. Policy 
and budget monitoring also helps reveal situations where existing policies 
and budgets, even when properly implemented, are short-changing the poor. 
Hence the monitoring of policy and budgets can serve as a springboard for 
demanding policy change. 

6 How we can build links across levels is discussed in more detail in Chapter 4, section 1, part B.
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our local level campaigns work is most likely to be successful if it is focused 
to improving implementation (i.e. changing local budget allocations, stopping 
corruption, changing local by-laws or regulations, holding office bearers 
accountable for the performance of officials etc.). A policy change focus at 
the local level is unlikely to be feasible, as this typically requires national level 
strategies. 

Since government spending is one of the most visible ways in which 
government acts on the lives of the poor for better or worse, budget monitoring 
is the one major focus for our public accountability work. The framework and 
process that usually guides this work is the ActionAid Economic Literacy and 
Budget Accountability for Governance (ELBAG) programme.  

The ELBAG methodology builds capacity and understanding amongst 
rights holders in order to hold government to account. ELBAG increases 
understanding in economic justice issues so that rights holders can analyse 
and understand reasons for underdevelopment and inequality at the local 
level. ELBAG is now being applied in over 15 countries in Africa, Asia, and 
the Americas.7 

dEvEloping a Campaign plan
(The following is a brief guidance on how to develop a campaign8)
A campaign will be one part of a bigger strategy or programme for bringing 
about a desired change. A plan clarifies the purpose of the campaign, the 
audience, the solutions and messages, and the actions. Your campaign 
plan should also include a risk analysis and strategy. A campaign plan may 
form part of a strategic or annual plan, or it may be entirely separate. As the 
campaign proceeds you will need to stop and reflect and, if necessary, make 
changes. Your planning process must involve the rights holders (including 
women), allied community organisations, NGos etc. 

Here are some questions to help you develop your campaign plan 
1. What is the problem/rights violation you are addressing? What 

are its root causes? What aspect of the problem can you make 
a difference to now? Who does it impact upon (and remember 
to consider the ways it will impact differently upon women and 
men)? Who benefits and in what ways from the existence of 
the problem? How do they benefit?

2. What is the particular solution that you are advocating? Is it 
credible and compelling? Are there solutions that rights holders 
have already started to build in practice? Could we partner with 
rights holders to create alternative solutions to a problem that 
we could then advocate through the campaign?

3. What needs to happen to bring about the solution? What 
specific outcome or decision do you want (i.e. what is your 
campaign objective)? What are the ‘stepping stones’ (the 
actions that need to be taken, the things that need to be done) 
to achieve the objective?

7 For more information and resources on ELBAG see the ELBAG website; for examples of 
policy and budget monitoring see section 3 of this chapter.
8 Drawn from ActionAid HungerFREE toolkit and Women Won’t Wait campaign planning 
materials.
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http://www.elbag.org/main/
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 4. Who has the power to bring about that outcome (your 
campaign target)?

5. What is the best way to get to your target/s? Who or what 
would influence them to do what you want? Who do you need 
to be working with/convincing/mobilising (your campaign 
allies, partners, secondary targets or audiences)? Who will be 
working against you (your campaign opponents)?

6. What action do you want your allies and audiences to take?

7. What does your audience believe/need/want in order to take 
the desired action? And how can you craft the right call to 
action (your campaign action message) and use the right 
people or media to reach your audience (your campaign 
channels)?

Your objective is at the centre of your campaign. An effective objective will:

 � Be precise and realistic;

 � Tell you what you want to change;

 � Tell you who will make the change; and

 � Tell you by how much you want to change and by when.

Going back to the ActionAid Pakistan example at the beginning of this chapter, 
the campaign objective could be something like this: Social protection 
legislation for home-based women workers is in place.

The time-frame for your campaign will vary according to what you want to 
achieve and the strategic spaces or opportunities that exist (such as elections, 
or a policy consultation, for example). Campaigns can run for many years or 
just a few weeks.

You need to pick a good clear solution that will be promoted through the 
campaign. The solution from the ActionAid Pakistan example is the passing 
of social protection legislation that will ensure sickness and maternity cover, 
injury compensation and disability pension for women working in the informal 
sector. When choosing a solution ask yourself:

 � Is it a convincing solution? 

 � Is it actionable (i.e. can it be feasibly implemented)? 

 � Is it a solution that would be visible and measurable? 

 � Is it fully supported by all campaign allies? 

Once you have identified and agreed on your solution, generate a plan 
of action and activities over the life of the campaign. Your analysis of the 
context, and of the actors you are seeking to influence, in particular, will tell 
you which are the best actions and tactics to use. Poorly chosen tactics may 
well alienate your audience, so be very careful. A few examples of tactics and 
actions that you can use in a local rights programme include:

Pick a good 
clear solution 
that will be 
promoted 
through the 
campaign
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 � Big public events like street theatre, a public meeting, a concert, a 
rally etc.;

 � Lobbying decision makers through a petition, or arranging for them 
to visit affected rights holders on site, a public debate or meeting;

 � Mobilising rights holders through door-to-door visits, cultural events 
(music, poetry etc.), community information meetings, awareness 
sessions, a picket or demonstration;

 � Research and mobilise facts – design and undertake participatory 
action research, mobilise and train rights holders to undertake surveys 
etc.; and

 � Mobilise allies/build solidarity – a campaign delegation meeting 
with influential locals, a community radio station covering the issue 
from your vantage point, lobbying local priests/imams to your side.

Analysing and managing risks 
A good campaign emerges from sound and deep analysis. We need to very 
carefully analyse the key institutions and groups in relation to the change 
we seek. We need to understand what power they have, what their vested 
interests are, and how we should relate to them. Analysis should be done 
together with partners and rights holders, including women rights holders, so 
that women’s perspectives and interests are included.

Your analysis might be more intensive at particular ‘moments’, for example 
when you are building your campaign strategy as part of your local rights 
programme strategic plan, or when you are planning out a specific campaign. 
You may also revisit and deepen your analysis at the time of your PRRPs 
and annual plans. However, you should be engaging in ongoing analysis with 
partners and rights holders – after campaign actions, during field visits, during 
meetings etc. – with a view to identifying changes in context, shifts in the 
orientation of actors, emergent opportunities to build on etc.

In some contexts campaigns can result in tension with duty bearers, 
specifically the state. This is because we are working with rights holders and 
allies to hold duty bearers accountable and ultimately shift power away from 
the powerful towards the poor and excluded. This change will be resisted by 
those who stand to lose. This therefore introduces some tension, possibly 
even conflict to the relationship. 

For more discussion on how and what we analyse in a HRBA programme, 
for information on and links to tools and frameworks we can use for analysis, 
and more discussion on risk identification and management see Chapter 4, 
section 1, part B. 

Strategic options: Being ‘seriously’ strategic in our planning
balanCing long-TERm vision wiTH winnablE objECTivEs
Much of our campaigns work must be geared to supporting and sustaining a 
movement for change, in which rights holders lead and others act in solidarity. 
In order to build and sustain a movement, we need immediate gains, some 
victories and sense of achievement, both for activists in the movement and 
for supporters to keep giving time and money. These are what we called 
‘stepping stones’ earlier.

In order to build 
and sustain a 
movement, we 
need immediate 
gains, some 
victories 
and sense of 
achievement
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This has implications for how we plan and set objectives. If we only set 
realistic objectives then we don’t dream big. But if we set objectives that 
are too ambitious they might take so long to achieve that rights holders and 
supporters will become demoralised and withdraw. If we are monitoring and 
regularly reviewing progress the changes can be more easily detected and 
we can win more support.

A good example of this is the Jubilee ‘Drop the Debt’ campaign, a global 
coalition of organisations and movements in 40 countries. Their call was for 
the unpayable debts of the poorest countries to be cancelled in the year 2000. 
For at least a decade, the campaign was considered ‘unwinnable’. Some 
NGOs pulled out for that reason. While the campaign eventually benefited 
millions of people through debt write-off for some countries, and contributed 
towards the creation of a mass movement, it could have been more strategic 
in setting intermediary objectives. These ‘in between’ objectives could have 
included getting the issue on the UN agenda, or focusing on a couple of 
countries in which a debt relief win would have been morally or politically 
tenable for power brokers. Setting ‘in between’ objectives may have helped 
keep the movement intact, and strengthened the forward march to the big 
goal of debt cancellation.  

So we have to be very strategic when we plan our campaigns. We need to 
keep the big change picture in mind always, but break it down into achievable 
campaign objectives that are steps towards the longer-term goal. 

Identifying and then monitoring milestones along the way towards the ‘big’ 
change strengthens the movement of rights holders and supporters
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sTRaTEgiC Timing – oppoRTuniTiEs To waTCH ouT foR9 
opportunities and constraints shape campaigns, and this is why it is important 
that we constantly analyse and forecast changes in context, and watch out 
for opportunities. Here are a few political opportunities that can support 
campaigning: 

 � Elections: “Are an opportunity to involve a broad base of 
citizens in public debate, raise issues, criticize officials and 
current policy, influence candidates, political parties, and 
policymakers, and present policy alternatives and people’s 
platforms… You can use advocacy for a year or more before 
the elections, as well as between elections.” It is important 
to note, however, that elections are also a time when ruling 
parties may be at their most vulnerable and defensive, and 
campaign efforts that may be seen to ‘criticise’ or ‘undermine’ 
the party in power could place rights holders, ActionAid and 
other allies at risk. These are the sorts of assessments that you 
need to make in context and at the time. 

 � Different stages of law or policy formulation: When 
government is developing a new law or policy they may 
open space for ‘consultation’. This is often ‘controlled’ space 
– government may wish to create the appearance that it is 
consulting, but decisions have already been taken. There is the 
danger of being co-opted into unsatisfactory decisions if you 
are not strategic. The key to successful influencing will be the 
extent to which the constituency behind a position is visible, 
has significant numbers, and holds credible positions. 

 � A crime, a highly visible tragedy, or a rights violation: This 
can bring an issue into the public spotlight and to the attention 
of duty bearers. It ‘personalises’ (brings a human face) to a 
political problem. It can help to mobilise public support for a 
change and force decision makers to find a solution.

 � Public policy monitoring: our public policy monitoring work 
creates platforms through which we can campaign for change. 
In addition, the information that comes through public policy 
monitoring efforts can also be fed into our campaigns. 

 � An emergency: Can present opportunities for policy change, 
sometimes on a very significant scale. A disaster will usually 
impact different geographies, and particular groups within them 
differently because of the vulnerabilities created through the 
failures of government development orientation and policy. 
Sometimes these constraints on government may be imposed 
from outside in the way the country is inserted into the global 
system. The emergency will offer an opportunity to highlight 
these dimensions to the wider public and to global institutions, 
and will often open up opportunities for sometimes quite 
significant change in government thinking and policy.

9 Drawn in part from The Action Guide for Advocacy and Citizen Participation, pp 188–9.
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Timing: When are we campaigning?
When is campaigning likely to feature in a local rights programme? There are 
many possibilities depending on the context. Below are a few examples.

Scenario 1: In a local rights programme where rights holders are not well 
organised and conscientised, and where there are few or no civil society 
organisations working in a HRBA, the first two to three years of intensive 
programming work may be focused to organising local groups, building 
awareness and critical analysis, and strengthening leadership skills. Alongside 
this, rights holders could undertake small ‘easy win’ campaigns at the local 
level, for example lobbying a local councillor to secure council budget for a 
basic service. In this scenario ActionAid and the partner organisation should 
be supporting the rights holders undertake the basic monitoring of public policy 
and budgets using ELBAG. This can help build knowledge, organisation and 
confidence of the rights holders. Once local organisations are strengthened 
the programme may be ready to move into more intensive campaign efforts 
outlined in scenario 2.

Scenario 2: In a local rights programme where rights holders are well 
organised, perhaps even linked to movements beyond the local level, and 
where support organisations are working in a HRBA, campaigning in the 
first year or two may be focused to (a) acting on ‘issues’ emerging from the 
public policy and budget monitoring work that can be addressed at the local 
level; (b) linking the local level through emergent movements, networks and 
alliances into national level campaigns of relevance to the local; and (c) 
working very strategically to build and strengthen rights holder organisations 
that reach beyond the community level – such as networks, alliances and 
movements. From early on ActionAid’s role will be to create linkages and 
solidarity between the local, regional, national and international. This is the 
value we will add to campaigns in the context of strong networks, movements 
and civil society organisations. 

Scenario 3: A local rights programme may grow out of a national campaign. 
For instance a national campaign for the recognition of indigenous rights to 
natural resources may see strategic value in creating a long-term presence 
in a specific locality. The campaign objectives might be to undertake action 
research to demonstrate how indigenous communities manage natural 
resources, and to pilot a joint government-community natural resource 
management model. A local rights programme would simultaneously support 
the national campaign, mobilise and strengthen local communities, and 
address local needs. 
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 Section 3: Examples of public policy and budget 
  monitoring to hold duty bearers accountable
The monitoring of public policy and budgets is an absolutely essential part of 
rights holder efforts to make claims against and hold the state accountable 
to its citizens. Through the monitoring of public policy and budgets, rights 
holders develop important knowledge and capacity that are part of the 
empowerment process. For example, rights holder organisations are 
developed or strengthened to undertake the monitoring. Rights holders 
access information and build new understanding about the role of the state, 
its duties to its citizens, and an analysis of why this role is compromised 
through the alignment of the state in many places to the interests of elites. 

Specific entitlements promised through government policies and programmes, 
and budget expenditure on these, are monitored by rights holders with the 
support of partners and ActionAid. The monitoring leads to the identification of 
specific rights entitlement violations that rights holders can advocate around 
– these entitlements may be compromised because the delivery vehicles (i.e. 
programmes) are inappropriate, or because money is being misappropriated, 
or even because the policy and law itself is inappropriate. The monitoring 
therefore lays the basis for campaigning to bring about structural change.

Because of the importance of public policy and budget monitoring we have 
included some examples here to inspire and support your local level work.   

Monitoring budgets
Some examples of monitoring budgets as part of our public    
accountability work are described below.10

 budgET TRaCking foRums, bRazil
  Participatory budgeting was one of the first initiatives by the present 
ruling party to try to seize power at municipal level. In this context, ActionAid 
Brazil’s partner organisation Conviver (DA9) launched a campaign in 
Mirandiba, Pernambuco state, to monitor local government expenditures, 
investments and funds collected from taxes. The campaign slogan was 
the ‘public budget is your business’. Conviver leads the Mirandiba Budget 
Tracking Forum, which is made up of around 25 organisations. They have 
been able to ensure that community priorities are represented in the final 
budget. Their power comes from the authorities knowing that “… the Forum 
is serious in… defending… the will of society.” In this example, the ‘stepping 
stones’ were groups joining the Forum, then getting the budget information 
and analysing it, and then publicly critiquing it. This led to actual changes to 
the budget, which is an indicator of greater public accountability. 

 soCial audiTs, india
  A social audit is an accountability tool to understand, measure, verify, 
report on and improve government’s performance in the implementation of its 
policies and programmes. 

10 Please see the ELBAG website for many of the examples discussed.
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In India, ActionAid has been supporting the government of India to undertake 
a pilot social audit of the National Rural Employment Guarantee Act 
(NREGA) in the state of Uttar Pradesh. The NREGA is an ambitious anti-
poverty programme, providing a legal guarantee of 100 days of work a year 
to India’s rural households whose adult members are willing to do unskilled 
manual labour. Social Audit is an essential feature built into the Act to provide 
citizens with a chance to monitor, evaluate and give feedback on how it is 
implemented. Since 2006, ActionAid has conducted 90 social audits in eight 
blocks11 of a district in association with its local partner. 

Social audit takes place in phases – preparation, verification, presentation 
and follow up, as shown in this diagram:

Preparatory 
phase

Public hearing 
& physical 
verification

Presentation 
of reports

Taking action / 
follow up

Capacity 
building of staff

Physical 
verification of 
documents

Action against 
irregularities 

by district 
administrator

Collection of 
documents

Public hearing in the presence of 
community members and government 

authorities

Impact assessment and sharing report in 
presence of government and community

Awareness 
generation

Much of the process is generally completed in two days: on the first day 
documents are reviewed and analysed; and on the second day the report is 
shared with the villagers present during a public hearing. 

After the social audit in one block, Pratapgarh, actions were taken to address 
findings:

 � Suspensions or warnings were given to officials found 
responsible for irregularities, and an evaluation was undertaken 
of work carried out by these officers;  

 � A NREGA helpline was started to receive complaints and 
forward them to concerned authorities; and

 � Payment modes were adjusted, so that labourers’ wages were 
paid through banks and post offices, while materials were paid 
directly by cheque to prevent corruption. 

11 The block is an administrative unit of the state which comes after the village and before the district.
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An impact assessment on conclusion of the social audits found that people’s 
awareness of NREGA and its provisions had increased dramatically, and 
that NREGA was being implemented much more efficiently. The study also 
found that wages were being paid timeously, but that gender discrimination 
remained largely intact. 

The baseline in this example was the level of take up of the NREGA 
entitlements prior to the implementation of the audit. Developing the baseline 
allowed a deep analysis of what the barriers to take up were. Indicators or 
stepping stones were then the adjustment of forms, and schedules, and ways 
of paying, until finally rights were claimed. 

 CommuniTy-basEd moniToRing, uganda
  The Uganda Debt Network (UDN) has been facilitating a Community-
Based Monitoring and Evaluation System (CBMES) in seven districts. The 
sectors monitored are education, health, and water and sanitation.

A CBMES report and a public hearing in Katerera, Bushenyi district, discovered 
the following:

 � 2.4 million shillings and 86 iron sheets from UNICEF for 
Complementary of Primary Education (CoPE) schools in 
katerera sub-county were nowhere to be found; and

 � Funds deducted from taxpayers for the fiscal year 2004/5 for 
the CoPE schools could not be accounted for by the sub-
county sub-accountant.

UDN facilitated 72 radio programmes to disseminate findings of the community 
monitoring exercises. The programmes are moderated by community-based 
monitors and discuss how to monitor service delivery, ensure community 
participation and strengthen governance. The programmes are extremely 
popular because of their focus on making government accountable, and this 
has increased public support for community-based monitoring initiatives.

 CiTizEn REpoRT CaRds, Tanzania
  Citizens can report on the performance of public institutions and 
public functionaries through what are called Citizen Report Cards. Collected 
through surveys and focus group discussions, report cards give people an 
opportunity to assess the government’s delivery of public services such as 
hospitals, schools and police services. 

ActionAid Tanzania trained over 900 facilitators in eight districts to use 
community scorecards. The facilitators helped community groups monitor 
local government expenditure and performance. The analysis done in these 
local circles has fed into national advocacy on treatment, care and agricultural 
extension services for people living with HIV and Aids. other forms of citizen-
state dialogues include public hearings and poverty dialogues.

Monitoring public policy
Monitoring how national policies are implemented locally is another way in 
which we can hold our governments to account. Here are a few interesting 
examples of how we monitor public policy implementation in some of our 
country programmes.
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 publiC poliCy moniToRing of dEvolvEd fund, kEnya
  The government of kenya has pursued decentralised development 
policies since independence. The rationale is that public funds should be 
diverted to the local level as communities are best placed to identify their own 
needs and prioritise projects. The Local Authorities Transfer Fund (LATF) of 
1998 is one of the mechanisms for devolving funds. ActionAid kenya and its 
partner, the Coast Development Lobby Group (CDLG), have been monitoring 
the use of LATF funds by the Municipal Council of Mombasa. Actions 
undertaken as part of the monitoring process included: extensive awareness 
creation within the community; engaging the Municipal Council; and social 
audits of LATF-funded projects. The CDLG demonstrated against misuse 
of resources; implemented grassroots campaigns such as the February 
2006 Name and Shame Campaign; and petitioned the Ministry of Local 
Government. As a result of this monitoring the Lobby Group has:

 � Created widespread community awareness about the LATF 
process and citizen rights; and 

 � Contributed to greater accountability of public officials and 
political leaders in their use of public resources. 

 moniToRing agRiCulTuRE subsidy pRogRammE, malawi
  In 2004, the government of Malawi launched a nationwide Agricultural 
Inputs Subsidy Programme, in which roughly half of Malawi’s small farmers 
were given coupons to buy fertilizer and seed at a rate far below the market 
price. As part of the HungerFREE campaign, ActionAid Malawi has supported 
partners – the Salima Governance Network, the Coalition of Women Farmers, 
and the Coalition of Women Living with HIV and Aids – in three districts to 
monitor how the Agriculture Subsidy Programme is being implemented, and 
whether it is reaching resource-poor farmers including people living with HIV 
and Aids.

The process started with building the capacity of the above mentioned 
structures on the right to food, which can be partly fulfilled by accessing 
subsidized seed and fertilizers. The monitoring is done by counting and 
verifying if those who were registered are the ones receiving coupons. They 
also ensure that women living with HIV and Aids are not left out during 
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coupon distribution. Where anomalies are noted, the Division Agriculture 
Development Officer is notified and questioned. 

This initiative has had many successes. For example, in one district, Rumphi, 
monitoring revealed that few women were receiving coupons. The two coalitions 
called meetings with the chiefs and officials of the Ministry of Agriculture to 
ensure equal numbers of women received coupons. This is another great 
example of how monitoring is actually a programming intervention that can 
support and lead to change. 

 Section 4: Monitoring campaigns

In a people-centred approach to campaigns, change is evidenced not only 
in terms of changes in actual policy and practice, but also by an increase 
in active citizen mobilisation and a wider democratic space. Citizens are 
mobilising and more actively engaged in living their citizenship in the truest 
democratic sense – co-creating the society they live in, and insisting that the 
state be accountable to its citizens. 

In fact, following from our theory of change, we need to have evidence of both 
citizen mobilisation, and change in policies. This is because we believe that 
changes to policies will not bring sustained change unless rights holders are 
mobilised to ensure that the changes are actually implemented and are not 
rolled back later by more powerful interests. 

Campaigns are aimed at changing policy and practice and holding duty bearers 
accountable. obvious indicators are change to the policy, or increased uptake 
of a government programme. These changes lead to concrete improvements 
in the lives of people. If we have good baselines in our local rights programme 
we can monitor change over time, using the data not only as evidence of 
impact, but also as data to inform policy and campaigns work, for example as 
part of public policy monitoring. 

Because change takes time, it is important to establish a clear set of steps 
towards change – what some call a critical path with stepping stones or 
‘process’ indicators. Process indicators/stepping stones are smaller steps on 
the way to larger change.12

Examples of process indicators/stepping stones for campaigns include:

 � A group or set of individuals gained skills, confidence, 
understanding, commitment, inspiration and/or motivation 
through their participation in a campaign or action;

 � Supporters of the cause grew (this could be numbers of 
supporters, or examples of powerful supporters that we 
targeted to bring in, such as a specific politician); 

 � Level of debate intensified or deepened, as evidenced by the 
content of articles or discussions; and

 � A bill or discussion paper was drafted and scheduled for 
discussion.

12 Veneklasen, L (2007), p 99.
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Examples of outcome or impact indicators include:

 � Numbers of children who accessed quality education due to 
increased spending after debt cancelled (Debt Campaign); 

 � Numbers of new teachers hired; a drop in teacher/pupil ratio 
after wage cap dropped (Education for All campaign); and 

 � Number of people accessing antiretrovirals (ARVs) after 
campaign (Treatment Action Campaign).

In the example from Pakistan, the following indicators or stepping stones 
were evident:

 � pay $5 month,  
no benefits

 � no organisation
 � unsafe work

BASELINE

 � women in 11 
organisations

 � win safety equipment 
and higher wages

STEPPING 
SToNES

 � bill accepted for 
deliberation

 � media coverage
 � ministry support

STEPPING 
SToNE

Performance indicators
In campaigns, we most often work through coalitions, and the change is 
brought about by a larger movement. Because of this we talk about our 
‘contribution’ to the change rather than ‘attribution’ or us claiming the change. 
To understand our contribution, we first need to be very clear on the campaign 
role we seek, and that is most appropriate and helpful (this should be set out 
in plans) and then we need to get feedback from other stakeholders. In a 
campaign we are often trying to play a background role, and this raises issues 
of what space we take. This is one of the things we should monitor in order 
to assess how effectively we played our role. our local and national plans 
should specify our roles and contributions and how we will monitor this.

How to monitor
Monitoring campaign work can be challenging. ‘Proof’ of our impact is often 
not easy to establish. Interviews with stakeholders to gather and record their 
opinions of the impact of our contribution can help improve our campaigns, 
and serve as evidence of what our contribution was. When designing review 
processes we should ensure women’s voices are heard, respected and 
taken into account. It is best to build monitoring and review into the ongoing 
process, collecting evidence, and deepening learning, along the way, rather 
than waiting until the end of the year or campaign. 

It is important to assign responsibility for gathering the evidence to specific 
people, and/or make everyone take active part. ‘Participant observation’ and 
‘real time evaluation’ is some of the jargon used to describe this. This means 
that you have someone who is involved in the campaign take on the role 
of actively seeking to understand the impact the campaign is having. This 
person can interview people throughout and record the responses.
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Monitoring our role is not easy. Stakeholders sometimes don’t admit to the 
influence we have had because they don’t want to build our power. Then we 
ourselves may think we have less impact than we actually have.  

Another monitoring mechanism (some call it a panel) is to seek out the 
opinions of knowledgeable people, who know about the issue, but who are 
not directly involved in the campaign. They can comment and give testimony 
on the campaign, its impact, and our contributions.  

For more ideas on how to monitor campaigns follow this link.

 
What	will	you	find	in	the	next	chapter?

In the next chapter we explore what solidarity is and why it is important to 
local development in a HRBA. We consider the different forms of solidarity 
and different ways in which we can build solidarity over the life of a long-term 
rights programme. 

 
Questions for you to think about

1. What are the main new insights or ideas you have about 
campaigns at the local level having read this chapter? Write 
them down or discuss them with your colleagues.

2. Have you got new questions or worries about campaigns? Jot 
these down, and discuss them with your colleagues or take 
them up with a manager.

3. What local campaign have you been working on in your local 
rights programme in the past year? Jot down your thoughts in 
response to the questions that follow:

a. What is the change you are trying to bring about? Is this 
change possible at the local level?

b. What have been your main campaign strategies and 
actions? Having read this chapter what new things could 
you introduce?

c. How have you tried to link to other local rights programmes 
and upwards to the national or the international? What 
barriers have you faced? And what can you do to address 
these in the next 14 months?

d. What are some of the main challenges you are likely to 
confront in bringing about changes in our approach to 
campaigns as part of a HRBA local rights programme?

4. What new knowledge, skills and support do you need to 
implement some of the ideas and suggestions contained in this 
chapter?

https://hive.actionaid.org/IASL_Community/Shared%20Documents/Monitoring%20and%20Evaluation.aspx?PageView=Shared
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Resources

ActionAid (2010) ‘Campaign Vision’ – follow this link

ActionAid HungerFREE Campaign Toolkit – on the HIVE

ActionAid (2005) Critical Webs of Power and Change (resource pack for 
planning, reflection and learning in people-centred advocacy) – critical webs 
online

ActionAid (2006) Power, Inclusion and Rights-based Approaches: The 
ActionAid Gender Equality and RBA Resource Kit

ActionAid (2009) Accountability Exchanges – Exchanges online

ELBAG website – http://www.elbag.org/main/

Samuel, J (2002) ‘What is People-centred Advocacy?’ PLA Notes, 43, pp 
9-12 – online copy

Tarrow, S (1994) Power in Movement: Collective Action, Social Movements 
and Politics, Cambridge University Press

Veneklasen, L and Miller, V (2007) A New Weave of Power, People & Politics: 
The Action Guide for Advocacy and Citizen Participation – guide online

Women Won’t Wait campaign (2006) (design meeting resource materials) – 
in hard copy only

https://hive.actionaid.org/Field_Staff_Programming_Forum/Resource%20Library%20Homepage/Home.aspx
https://hive.actionaid.org/Field_Staff_Programming_Forum/Resources%20Library/HungerFree%20Campaign%20Toolkit%20-%20Part2%20-%202007.pdf
http://www.actionaid.org/main.aspx?PageId=278
http://www.actionaid.org/main.aspx?PageId=278
http://www.actionaid.org/exchanges/issue_4/
http://www.elbag.org/main/
http://www.planotes.org/documents/plan_04302.pdf
http://www.justassociates.org/ActionGuide.htm



