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Space for Cycling 
LCC’s 2014 London Elections Campaign:  
 

PLANNING AN EFFECTIVE CAMPAIGN 

 

This section will outline some techniques and suggestions for how you can begin to plan the plan the plan the plan the campaigning campaigning campaigning campaigning 

activitiesactivitiesactivitiesactivities in your borough for the Space for Cycling campaign. We suggest that you work through this Guide with 

Local Group members, other Campaign Organisers and volunteers. 

 

Remember, you might not be able to do all the things outlined in this Guide. But by reading through the next few 

pages, you might get some ideas for things you do have time to do, and should help you decide what to dedicate 

your time to. 

 

Often the first impulse is to throw ourselves into action straight away. But if you take a little time to analyse the 

situation and to develop a plan of action you can increase your effectiveness and chances of success. By spending a 

bit of time thinking about this, you can also make the best use of people's time and energy. Planning your 

campaign activities will help you to: 
 

1. Choose the right tacticsright tacticsright tacticsright tactics at the right time - By thinking ahead you can see which tactics will be useful 

and when they can be best used. 

 

2. EvaluateEvaluateEvaluateEvaluate successes (or failures) - If you have a clear plan you'll notice the milestones as you pass them 

or can re-evaluate if you aren’t having success. 

 

3. Be consistentconsistentconsistentconsistent - Your local campaigning work should be seen to grow, rather than stop and start. This 

is important for morale and to attract new people. 

 

4. ConnectConnectConnectConnect with other similar projects or campaigns - Are there any other groups or organisations that 

might have similar aims or interests that you could work with? You’ll need to carefully think about 

who you can work with, and make sure that your campaign message isn’t diluted. But there is an often 

a lot to be gained by joining up with others! 

 

5. MatchMatchMatchMatch skills and energy to the tasks at hand - By assessing the skills and interests that exist within the 

Local Group, or your organiser teams you can make the best use of those skills and come up with 

more exciting (and interesting!) ideas for action than thinking of tasks and then delegating them. E.g. is 

there someone that could help with press releases or blogging? 
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6. Be responsiveresponsiveresponsiveresponsive - Once you have drawn up a plan, be prepared to change it if necessary. You’ll need to 

keep an eye on what candidates are saying, as well as political parties; so you can adjust your message, 

follow up with information or welcome statements or actions. 

 

It's also important to remember that the initial motivation is a good source of energy, and shouldn't be allowed get 

lost in endless discussions about what to do. A strategy or plan is there to help you into action and not to 

immobilise you by causing long discussions! 

 

 

 

What makes a good campaign? 

 
 

 

 

 

 

 

 

 

 
 

Campaigning is about change.  All campaigns depend on people organising themselves to effect change in their 

communities – to have an impact. A good campaign will probably include the following elements: 

 

• Targeted lobbying and influencing strategies aimed at decision makers e.g. local councillors to make 

them aware of what you are calling for and persuade them to act – this could be through the sheer 

number of people who are concerned about the issue. 

• Organising people to take action and demonstrate concern e.g. through petitions or letters 

supporting your campaign asks. 

• Raising the public profile of issues and messages to make more people aware of the campaign and 

inspire them to take action or get involved. 

• Hooks and opportunities making the most of key dates, events or connections and using them as a way 

to get your message across. 

• An issue that grabs attention – more people are likely to engage with your campaign if it interests 

them. Sometimes this can be done through careful messaging, keeping things simple, showing the 

potential benefits clearly, as well as using good images or slogans. 

• Makes explicit gender and diversity issues for example thinking about how you talk about your 

campaign; how you can reach out to different audiences; as well as taking into account differences in 

needs; will make your campaign inclusive.  

• A sense of urgency and importance – people are more likely to take action if they feel it is timely e.g. 

the elections are approaching and we have a limited window to influence candidates. After the 

election, there is less chance they will listen. 

• A short and clear story – long complicated policy statements are no way to win over members of the 

public. A campaign needs to have a clear ask and a simple sentence to explain what you are trying to 

achieve. 
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DEVELOPING YOUR PLAN 
 

Here are some suggested steps to help you plan your activities. These will form your ‘strategy’ to help achieve the 

overall goal of influencing candidates and engaging other people in your community. This section covers: 

 

1.1.1.1. Defining your aimsDefining your aimsDefining your aimsDefining your aims            p3p3p3p3    

2.2.2.2. Gathering more informationGathering more informationGathering more informationGathering more information    p4p4p4p4    

3.3.3.3. Identifying targetsIdentifying targetsIdentifying targetsIdentifying targets        p5p5p5p5    

4.4.4.4. Choosing tacticsChoosing tacticsChoosing tacticsChoosing tactics        p7p7p7p7    

5.5.5.5. Engaging local peopleEngaging local peopleEngaging local peopleEngaging local people            p13p13p13p13    

6.6.6.6. Organising the borough eventOrganising the borough eventOrganising the borough eventOrganising the borough event    p14p14p14p14    

7.7.7.7. Finalising your plFinalising your plFinalising your plFinalising your planananan        p15p15p15p15    

 

Don’t forget to look at the other useful guides in the Activist Pack: 

 

1.1.1.1.    Organising an EventOrganising an EventOrganising an EventOrganising an Event    

2.2.2.2.    Using Social MediaUsing Social MediaUsing Social MediaUsing Social Media    

3.3.3.3.    Working with MediaWorking with MediaWorking with MediaWorking with Media    

4.4.4.4.    Lobbying GuideLobbying GuideLobbying GuideLobbying Guide    

 

Some of you will already be experienced campaigners, and may have been campaigning on cycling issues in your 

area for many years. You may be reading this as a member of a Local Group who already knows how to plan a 

local campaign. Or you might be completely new to campaigning. Either way, make use of what is helpful to you; 

this isn’t a compulsory guide, it is something to help you think about how you might want to plan your Local 

Election campaigning activities.  

 

1. DEFINE YOUR AIMS 
 
The first step is to make sure everyone is clear on the campaign aims (ward asks). What is it that you want to 

achieve in each ward? Is there a common theme in the wards in your borough? It might be easier to think about 

your strategy or plan if several wards all have asks which sit within one policy theme. 

 

Remember, the six policy themes are: 

 

•         Safe routes for schoolchildren •         Safe routes for schoolchildren •         Safe routes for schoolchildren •         Safe routes for schoolchildren     

•         •         •         •         AreasAreasAreasAreas    without through motor trafficwithout through motor trafficwithout through motor trafficwithout through motor traffic    

•        •        •        •            ProtectedProtectedProtectedProtected    space on main roadsspace on main roadsspace on main roadsspace on main roads    

•  •  •  •                              GreenwaysGreenwaysGreenwaysGreenways    

•         20mph speed limits•         20mph speed limits•         20mph speed limits•         20mph speed limits    

•         Liveable town centres•         Liveable town centres•         Liveable town centres•         Liveable town centres    
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2. GATHER MORE INFORMATION 
 

The next step is to gather some more information. Think about 

what would be useful to know to help achieve your aims? For 

example: 

 

• Details of similar projects/campaigns in your area – 

what other groups are working on these issues? 

• How many people in your borough cycle to work?  

• Levels of car ownership?  

• Attitudes towards cycling? 

• Accident statistics in your borough? 

Think about what information might help you put your case might help you put your case might help you put your case might help you put your case 

across to candidatesacross to candidatesacross to candidatesacross to candidates, as well as people you want to engage 

with (people in your community, the press, social media and 

so on). For example, you might be able to highlight that your 

borough has a lower rate of cycle to work journeys compared 

to other London boroughs. You could use this information to 

persuade councillors that more needs to be done to encourage 

people to get out on their bikes, by providing protected space 

for cycling.  

 

Or maybe the opposite is true, and you have a higher level of 

bicycle use in your borough, which could be used as evidence 

to support your cause that cycling is important to people in 

your area. 

 

Accurate information will not only help you make a good plan and give ideas for action, but it will also help you to 

convince local people and potential allies. But don't get paralysed by a mountain of irrelevant information!But don't get paralysed by a mountain of irrelevant information!But don't get paralysed by a mountain of irrelevant information!But don't get paralysed by a mountain of irrelevant information! 

Some information might be easy to obtain, some more difficult, so make sure you decide what you should spend 

time looking for.  

 

Staff at LCC and members of the Local Group may already have useful information to share with you, so see what 

already exists to save time. LCC can provide figures of cycle usage and car ownership in each borough from the 

latest census data. 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 

ACTIVITY: Have a think about any questions that people might ask you (in relation to the campaign) and 

be ready to answer them. You can use the information provided in your Activist Pack (Frequently Asked 

Questions). Or you can always ask LCC staff, other Local Group members or other activists for help with this.  

 

For example, are there any groups who might be opposed to your plans? This could be a vocal motorist group 

in your area, or a local newspaper that doesn’t speak fondly of cyclists? Think about ways you could engage 

these groups if they pose a threat? You never know, there may be areas where you might agree! 

 

Write a list of the benefits of cycling, not just to individuals, but for the wider community. You can use this 

information to help convince non-cyclists that creating safe space for cycling is beneficial to a lot of people, 

not just those who ride bikes.  

ACTIVITY: Make a clear list of each ward ask within your borough and make sure everyone who is helping 

you has a copy or is able to see it. If you have access to a borough map, you could write each ward ask on a 

sticker and or post-it note and stick on each ward to see where there are any common themes to be aware of.  
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3. IDENTIFY TARGETS 
 

Candidates: You should have already been given a list of the candidates in each ward in your borough. They 
will be your targets to influence. It would be a good idea to do some    researchresearchresearchresearch on these people. Ask others to help 

you. Your Local Group will probably have some previous experience or knowledge about some candidates, so 

check with the Group Coordinator. 

 

If you are starting from scratch, a simple Google search, or a browse at the candidates’ website (if they have one), 

Facebook or Twitter feed might tell you that a candidate in one ward is a keen cyclist who travels to work by bike. 

They may be someone willing to meet with you to discuss the campaign and may publicly show their support. 

This might encourage other candidates to find out more and do the same.  

 

Alternatively, you may find out that a candidate has spoken out against cyclists in the past, or is more interested 

in other policy areas. They may be more difficult to convince. But if you know about each candidate, you can 

brainstorm to find out creative ways to approach them and try to change their minds. 

 

You or your Local Group may already have a good relationship with some local Councillors (who are standing for 

re-election). These councillors may already be on your side, and therefore won’t need too much persuasion to 

agree to the ward level asks in their area. But this will not be the case for everyone. 

 

You could think about things like: 

 

• Does the candidate have children? Where do they go to school? Does that school have sufficient facilities 

for cycling? Are there safe routes to cycle to the school? 

• Does the candidate have any personal interests? If they are interested in sport generally, you might be 

able to use that to your advantage. 

• Have they ever commented on cycling policies in the past? Have they made promises or supported 

similar campaigns which you could reference? 

• What local facilities/services they use? 
 

Anybody else? 
 
Along with candidates, are there people, groups or institutions that have an interest in the issue in your local 

area? Check with your Local Group to see if relationships with other groups already exist. It would be useful to 

know if there are any difficult relationships or previous experience with other groups before getting on contact.  

 

For example: 

 

• Local bike shops Local bike shops Local bike shops Local bike shops     

• Other cycling groups or clubs Other cycling groups or clubs Other cycling groups or clubs Other cycling groups or clubs     

• Sports clubs, youth clubs, Brownies, Girl Guides, Sports clubs, youth clubs, Brownies, Girl Guides, Sports clubs, youth clubs, Brownies, Girl Guides, Sports clubs, youth clubs, Brownies, Girl Guides, 

Scouts, and other similar groupsScouts, and other similar groupsScouts, and other similar groupsScouts, and other similar groups    

• Local schools Local schools Local schools Local schools     

• NeighbouNeighbouNeighbouNeighbourhood groupsrhood groupsrhood groupsrhood groups    

• Businesses Businesses Businesses Businesses     

• Journalists or newspapersJournalists or newspapersJournalists or newspapersJournalists or newspapers    

• Other activist groups Other activist groups Other activist groups Other activist groups ––––    Living Streets or Friends of Living Streets or Friends of Living Streets or Friends of Living Streets or Friends of 

the Earth etcthe Earth etcthe Earth etcthe Earth etc    

• Local political party groupsLocal political party groupsLocal political party groupsLocal political party groups    

• Faith based groupsFaith based groupsFaith based groupsFaith based groups    

• Motorist groups Motorist groups Motorist groups Motorist groups     

• Local celebrities* Local celebrities* Local celebrities* Local celebrities*     

*Sometimes celebrity endorsement can be helpful in promoting your campaign message, but do be careful about who you 

approach. For example, whilst you might find a local TV personality or sportsperson to approach, if they have made 
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inappropriate remarks on their Twitter feed or blog, then you should think twice about working with them. Don’t risk 

damaging yours (& LCCs’) reputation. If you need any advice, then speak to LCC staff. 

These groups or organisations might be willing to help get involved with the campaign, they might be willing to 

support you, or they might provide an audience for you to talk about and promote the campaign. Or they might 

be people you need to try to persuade or influence, e.g. any motorist groups. 

Some things to consider: 

Do any of the schools in the area actively promote cycling to school? Do they have good facilities? The head 

teacher or PTA could write a letter to the local ward candidates from the school or encourage parents to do so? 

Could they host an assembly or event? 

 

Are there any companies in the area who you might be able to engage with? Might they sponsor an event?  

Are there places / shops / cafes you could put up posters or petitions?  

 

Think about the opinion of local people – is cycling something already something people care about? Or are they 

more concerned with parking facilities? 

 

Is there anyone prominent in your area that might want to support you? They could write a column in a local 

paper, post a blog, send a tweet, and attend your event? 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

 

ACTIVITY: Work with others to brainstorm ideas and look for any information about candidates that you 

can make use of. There is a suggested question sheet in the Activist Pack to use if you wish.  

 

You could delegate a certain number of candidates to the people in your group, or friends and family. This could 

lead to discussions about how to engage each candidate and come up with some creative ideas. You could do 

this at a local pub, or over dinner to make it more fun! 

 

� If you don’t have much time, or people to help you; prioritise the candidates who are most likely to win. 

Concentrate on the top 4 or 5 party candidates (e.g. Labour, Conservative, Liberal Democrats, Greens, 

UKIP). 

� You can look up the results from the most recent Local Council Elections to determine which 

candidates are likely to win. This website provides the previous election results and the current council 

compositions:   

http://www.londoncouncils.gov.uk/londonfacts/londonlocalgovernment/londonmapandlinks  

 

Once you have the information, use it to try and make a list of candidates who: 

 

1. Will be very supportive of the campaign 

2. Might be likely to support the campaign 

3. Those who might need some persuasion 

4. Those who might be against you or hard to win over 

 

Using this, you can think about how you might approach each candidate. For example, is it worth spending a lot 

of time writing to and meeting with the candidates who are already supportive, or is it better to focus on 

persuading those who need some convincing? Or alternatively, do you want to waste time trying to influence 

candidates who are unlikely to win? Can you make use of the supportive candidates to help promote the 
campaign? If one candidate publicly supports the ward ask, it might encourage others to follow suit. 
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Influencing targets 
 

The main objective of this campaign is to make sure that every candidate in every London ward is sent messages 

asking them to agree to the ward ‘asks’ identified by LCC. Many supporters will send emails via the online action 

that will be promoted by LCC to all supporters and members.  

 

But there may be other ways to influence candidates in your area through other means. Whilst lots of emails can 

send a strong message; they can be easily ignored, particularly if someone is receiving lots of the same template 

campaign email. Personal letters, meetings, phone calls, Tweets and other ways of getting your message across to 

candidates can have a bigger impact and make your campaign more effective. Candidates should be listening to, 

and be interested in, the concerns on their constituents.  
 

 

4. CHOOSING YOUR TACTICS 
 

By now you should have: 

 

1. A list of candidateslist of candidateslist of candidateslist of candidates along with details of those who you think will be supportive or not, and the 

likelihood they will be elected. 

2. A list of other ‘stakeholders’list of other ‘stakeholders’list of other ‘stakeholders’list of other ‘stakeholders’ in your community. 

 

You now need to think about how how how how you’re going to influence candidates using this information.  

 

So, to start with, think about who in your area might be able to influence candidates, based on your list of 

stakeholders? Which of these stakeholders will have the most influence over candidates? 

 

 

EXAMPLEEXAMPLEEXAMPLEEXAMPLE    1111 - If one of your local candidates has children who 

attend a local school, would a visual message from the children in 

that school be a good way to get the campaign message across?  

 

They could draw pictures of how a new cycle path might look, or 

how they might cycle to school on a safer road. What about a 

giant letter or picture from the local Scout or Girl Guide group 

about why they want to see the ward ask realised in their area?   

 

You might be able to visit a local school to speak at an assembly 

about cycling, or visit a Scout or Girl Guide group (is there a 

cycling badge up for grabs?). Think about people you know and 

how you might be able to do this. Do your children go to one of 

these groups? Are you a teacher? Do you know teachers who are 

interested in cycling that could make an interesting lesson or 

assembly out of these activities? 

 

EXAMPLE 2 EXAMPLE 2 EXAMPLE 2 EXAMPLE 2 ---- Perhaps a candidate supports the local rugby 

team. Could you use that knowledge to do something to influence 

them? Maybe the players would be willing to write a joint letter 

with outlining their support for the ward asks. Or maybe one 

would write a blog or open letter online, supporting the 

campaign. 

 

ACTIVITY: Make a list of all the ‘stakeholders’ – i.e. anybody else in your community who may want to 

get involved; have an interest in cycling issues; or who may be able to help you promote the campaign. 
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You might come up with a number of ideas, so using an influence map (sometimes called a stakeholder matrix) 

can be a helpful way to think about where your time and energy is best spent. See the next activity box for details 

of how to do this. You can use the influence map in two ways; to plot your stakeholders as well as the candidates.  

 

When you plot the candidates, you may not want do this for each ward, so you could prioritise wards where prioritise wards where prioritise wards where prioritise wards where 

you have most resources, or just focus on those candidates who are most likely to win in each ward.you have most resources, or just focus on those candidates who are most likely to win in each ward.you have most resources, or just focus on those candidates who are most likely to win in each ward.you have most resources, or just focus on those candidates who are most likely to win in each ward.    

    

ACTIVITY: Make an influence map 
 
First write the ward ask/s across the top of a big piece of paper and copy over an influence map like the one 

below. 

 e.g. ‘We want to see 20mph speed limits in ward X’ 

 

IN
F

L
U

E
N

C
E

 

High         

Medium           

Low         

  

V anti Anti Neutral Pro V Pro 

POSITION 

 
Now get your list of stakeholders. It’s time to place them on your influence map (you might find it helpful to use 

stickers or post-it notes to do this).  

 
INFLUENCE ROW: Go through each stakeholder and identify them as high / medium / or low influence based 

on what influence you think they might have over certain candidates. It doesn’t matter if you’re not sure, often 

these will be guesses at first. 

 

For example, the local rubgy team might have a high influence over the candidate who likes rugby – so you can put them 

in the ‘high’ category (with a note that this may only be for one particular candidate). Or another activist group who has a 

good relationship with a current councillor might also have a high influence over one particular candidate. The local bike 

shop may have a low influence over candidates. 

 

POSITION COLUMN: Now you need to move the stakeholders across chart based on their position i.e. how 

supportive you think they are of the campaign. For example, the rugby team might currently have a  neutral 

position about cycling, the activist group might be very anti or very pro in terms of their position on cycling 

(depending on who they are) and the bike shop is likely have a very pro stance on cycling. 

 

Plot the position of all the stakeholders such as other interest groups, institutions and authorities on the paper – 

these will be the people you listed earlier i.e. those groups or people that might have an interest in the cycling or 

the campaign itself in your local area. This should include the local media too, such as certain newspapers or local 

radio stations. Remember that people may have power or influence because of the law (like the council), or 

because of money (like a large business), or because of commitment and beliefs (like you).  

 
REPLICATE THE MAP FOR CANDIDATES: It would be a good idea to replicate this diagram for candidates 

too. Did you make a list of candidates who either: support the campaign; could be persuaded; or are against it?  

You could plot their position based on this, and their influence based on the likelihood they might be elected or re-

elected? So, a current Labour candidate who is standing again for re-election; has a strong supporter base and a 

keen interest in cycling might be high influence and very pro in terms of their position. A new independent 

candidate, who is a keen motorist, with no website, no clear policy positions, who is not actively campaigning 
might be low influence and have an anti position. 
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What now?    
 

Take a look at your STAKEHOLDER influence map: 
 

Try to work out how much effort it would be Try to work out how much effort it would be Try to work out how much effort it would be Try to work out how much effort it would be 

to ‘drag’ a stakeholder up the influence to ‘drag’ a stakeholder up the influence to ‘drag’ a stakeholder up the influence to ‘drag’ a stakeholder up the influence 

column to column to column to column to highhighhighhigh    or along the position row or along the position row or along the position row or along the position row 

towards the “towards the “towards the “towards the “very provery provery provery pro” end? Also think about ” end? Also think about ” end? Also think about ” end? Also think about 

how you can pull any stakeholders with how you can pull any stakeholders with how you can pull any stakeholders with how you can pull any stakeholders with high high high high 

influenceinfluenceinfluenceinfluence    and an “and an “and an “and an “antiantiantianti” position to eithe” position to eithe” position to eithe” position to either r r r low low low low 

influenceinfluenceinfluenceinfluence    or a “or a “or a “or a “propropropro” position” position” position” position.  

 

EXAMPLE 1: The local paper doesn’t write about 

cycling stories in your area, yet writes a lot of 

articles of the lack of car parking spaces in the 

town centre. They are a popular paper with a 

large readership. They could therefore be 

considered high influencehigh influencehigh influencehigh influence and have a very antivery antivery antivery anti 

position. Are there ways you could reduce this by 

sending in some letters to the editor to promote the benefits of cycling and how bicycles can be used to make journeys 

quickly and cheaply? Could you make contact with a journalist who might want to do a story on the Local Group, or 

the Space for Cycling campaign?  This might get people in your area more aware of cycling issues. Such tactics may 

help to neutralise the paper’s position and reduce their influence by making sure a balanced representation is being 

given in the paper. This might be a difficult challenge!  

 

EXAMPLE 2: The local cycling clubs in your area might be very provery provery provery pro but with low influencelow influencelow influencelow influence. Is there a way you could 

increase their influence by getting them involved? If you all work together, you will have a bigger voice which will be 

hard to ignore.  

 

Things to consider: 
 

If you know that many local residents support the ward level asks (you might know this because X amount of 

people have taken the LCC online action targeting candidates; or by monitoring a local online forum or 

discussion page, you know there is interest) but they aren’t doing much more. You need to think of ways of 

mobilisingmobilisingmobilisingmobilising those people to move them up the ‘influence’ column.  

 

Some tips for focusing your strategy: 

 

� Top right hand corner: These are the best stakeholders to target and work with (i.e. most influential, 

strong support for the campaign asks). 

 

� Bottom left hand corner: Least important people to target and work with (no influence and no support 

for campaign asks) 

 

� Top left hand corner: They could be dangerous (high influence, no support for campaign asks), think 

about what you can do to reduce their impact – for example, by challenging the validity of their 

argument. 

 

� Bottom right: Think about how you can increase their influence (low influence, strong support for 

campaign asks) – for example by giving them a platform; try to get them involved in your campaign 

publicly. 

 

� Middle: How do you make it in their interest to join you?  
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More people who add their voice to the campaign means they have more power. Candidates will start to listen Candidates will start to listen Candidates will start to listen Candidates will start to listen 

to large groups of peto large groups of peto large groups of peto large groups of people if they think it will affect how those people will choose to vote.ople if they think it will affect how those people will choose to vote.ople if they think it will affect how those people will choose to vote.ople if they think it will affect how those people will choose to vote.  

 

For example, if the local councillor received one email from a grumbling constituent asking her to ban cycling in the 

local ward, she probably won’t decide to make that something she would try to do if elected. However, if 50 

constituents send a letter or email asking that same candidate to promote better cycling policies in the local area – it 

will show the candidate that cycling is an issue that is important to local people and hopefully means she will agree to 

add it to her manifesto of things she will do once elected.  

 

By pulling the local residents and supporters up to the ‘high influence’ section, you will also drag candidates 

along to the “pro” end. 
 

Now look at the CANDIDATE influence map:  
 
What can you do to bring those candidates who are “What can you do to bring those candidates who are “What can you do to bring those candidates who are “What can you do to bring those candidates who are “antiantiantianti” into the “” into the “” into the “” into the “propropropro” end?” end?” end?” end?    

 

Is there a candidate who doesn’t cycle, and is unaware of the issues, but is open to discussion? Could you invite 

them to come on a gentle ride with the Local Group so they can show them what they want to see changed (in 

line with the ward level asks). You could take them to a street which could really benefit from a 20mph zone, or 

show them the dangerous route where you would like to see a designated cycle track. 

 

 

Can you make use of those candidates who are 

already in the “pro” end? For example: 

 

• Will they be willing to lobby other candidates 

from their party groups in other wards to sign up 

to their respective ward level asks?  

• Have they pledged to support ‘Space for Cycling’ 

online?  

• Could they put a logo or banner on their website, 

Facebook or Twitter feed perhaps? 
 
 

 
 

YOU CAN READ OUR LOCAL ELECTIONS LOBBYING GUIDE  
FOR MORE DETAILED INFORMATION AND IDEAS FOR INFLUENCING 

CANDIDATES AND OTHER POLITICAL TARGETS. 
 
 

Deciding on what to do: 
 

Once you have identified people and stakeholders to target, and which of these you will prioritise; you need to 

decide on the best methodmethodmethodmethod to do this. You will have already come up with ideas after going through the activities 

above. Many people will plunge straight into discussing or pursuing the first one or two ideas that have been 

suggested. But this is not always the best way and can limit the choice of action and stifle creativity. You might 

want to consider having an Action BrainstormAction BrainstormAction BrainstormAction Brainstorm. This tool helps to quickly gather a large number of ideas for 

actions you can take. The idea is to encourage creativity.  
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Now you can move on to discussing the advantages and disadvantages of the different ideas from your action 

brainstorm. Make sure you don't discount the wilder ideas out of hand. Sometimes these are the ones with the 

most potential. A good way of analysing actions is by using a Flowchart.Flowchart.Flowchart.Flowchart. 

 

    

Flowchart - How to do this: 
 

1. On the left side of a large sheet of paper write down the ‘issue’ being addressed i.e. changing the mind of 

the pro motorist candidate so that they support the LCC ward ask 

2. In a column next to it list a number of ideas that were 

written down during the brainstorm.  

3. Then write down the potential benefits, limitationsbenefits, limitationsbenefits, limitationsbenefits, limitations and 

consequencesconsequencesconsequencesconsequences of each action next to it. 

 

These could include points like:  

 

� May lose support  

� No time to organise 

� Too radical? 

� Too costly 

� Probably won't bring change 

� Will raise awareness 

� Will give chance to talk to people 

� Creative  

� Good publicity? 

� Has worked elsewhere 

 

 
 

 

ACTIVITY: Organise an Action Brainstorm meeting with the Local Group members or your fellow 

campaigns volunteers to explore all creative options. You’ll need some pens and paper. 

 

Begin with stating the issue to be tackled. The ‘issue’ will be the people (stakeholders or candidates) you have 

identified from your STAKEHOLDER and CANDIDATE matrix who you would like to move along the 

POSITION line or the INFLUENCE line, e.g: 

 

• changing the mind of the pro motorist candidate so that they support the ward ask  

• building the voice of the local cycling clubs to make your message heard.  

 

You may have several different ‘issues’ to discuss, so go through them one at a time if possible. 

 

Ask people to say whatever comes into their heads as fast as possible without censoring it. The wilder the 

ideas the better! This helps people to be inspired by each other. Have a note taker to write all the ideas down 

where everyone can see them. Make sure there is no discussion or comment on others' ideas. Structured 

thinking and organising can come afterwards. After people run out of ideas check over the list of actions that 

has been generated and get short explanations for any that aren't clear. 



 

www.lcc.org.uk |www.space4cycling.org | activism@lcc.org.uk   

12 

 
 
 
 
 
 
 
 
 
 
 
 

 

Matching skills 
 

When you are analysing different types of actions 

and tactics it helps to look at what kind of skills 

people have and what they enjoy doing. People 

work better if they enjoy what they're doing, and 

so the best way to run a project or campaign is to 

make it fun! The following exercise helps you to 

match people's skills and actions. It is also a very 

good way of generating new ideas for actions and 

for realizing how many resources you have at 

your disposal. 

 

Don’t forget to make sure that your Local Group 

members are included in this exercise as they are 

likely to have many skills to offer between them. 

 

 

 

 

 

ACTIVITY: Use post-it notes or small pieces of paper, and give the people in the group a few pieces and 

pens. Ask people to write down what skills, equipment or other resources they have access to (on separate 

pieces of paper). They don't have to have it themselves directly it could be, for example, "a friends PA system", 

"my computer and printer", “some design software” or "the photocopier at work". Other examples could 

include things like "baking", “a meeting room”, "time", "a tandem bike". When everyone is finished writing, 

have a look at what you have. You could stick these onto a wall or large bit of paper with bluetack. 

 

You might be surprised at how many skills and useful things your group has access to. Move the pieces of 

paper around to make groups "meeting room" might go together with "public speaking" and “baking” to give 

you the idea of doing a public event.  

 

Doing this might help you think about what options are available to you. Do these skills match up well with any 

of the ideas you’ve come up with to influence candidates or engage stakeholders? 
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Idea 1 

 

 

Idea 2 

 

 

Idea 3 

 

 

Idea 4 

BENEFITS    LIMITATIONS   CONSEQUENCES 
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5. ENGAGING LOCAL PEOPLE 
 

You will need the support of other localsupport of other localsupport of other localsupport of other local    residentsresidentsresidentsresidents if you want to show candidates how much support there is 

for the campaign in the area. Candidates are more likely to respond to a specific campaign ask if there is 

significant support for it in their community.  

 

You may well have thought up somYou may well have thought up somYou may well have thought up somYou may well have thought up some ideas and tactics for how you might want to engage with other e ideas and tactics for how you might want to engage with other e ideas and tactics for how you might want to engage with other e ideas and tactics for how you might want to engage with other 

stakeholders, but how about other members of the public?stakeholders, but how about other members of the public?stakeholders, but how about other members of the public?stakeholders, but how about other members of the public? 

 

Think about how you will be able to engage other 

residents in your area: 

 

• Are there ways that you can encourage them 

to get involved, either by helping you as a 

campaign organiser, or by contacting 

candidates and taking action?  

• What about your Local Groups’ Facebook or 

Twitter page? Can you publicise your 

activities on there? Or set one up? 

• Can you add some content to the Local 

Group website if they have one?  

• How could you encourage local people to 

write letters or make phone calls?  

• Are there ways that you make this easy for them, by providing a template letter for them to sign and 

offering to post it?  

• Can you make use of the LCC materials and adapt them for your needs? 

• What about knocking on doors to gather support?  

• Can you produce campaign posters and ask people to display them in windows, so canvassers can see?  

• Could you put flyers through letterboxes? The flyers could have a list of suggested questions or 

comments for people to use if canvassers knock on their doors.  

• Are there other community spaces you could place posters or hold events to promote the campaign? 

• Could you make something to tie onto parked bikes? Other groups have used this tactic in the past to 

promote their activities to fellow cyclists!  

• You can ask the Local Group Coordinator to request the list of LCC members (Email activism@lcc.org.uk) 

within your borough. This could be used to send campaign information or updates to, or to ask people to 

get involved with the campaign.  

• Could you start a blog? Or ask other prominent bloggers to promote the campaign? 

• Are there local newsletters that might help you? Or local websites that could help promote the 

campaign? 

• Are there any local forums or online spaces that you could comment on? Are there existing online 

debates or discussions on cycling that you could join and promote the Space for Cycling message?  

 

There are lots of ways to engage local people, some might be difficult, and some will be easy. Brainstorm your 

ideas and work out what is feasible and what isn’t, depending on the time and resources you have. Make sure you 

work with Local Group members and other Campaign Organisers / volunteers. By talking to others, you might get 

some good tips for things that are working well elsewhere. You could split some of these tasks up amongst other 

volunteers, for example, one person could keep an eye on internet forums and discussion boards and others 

could help with face –to – face activities such as flyering. 
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6. ORGANISING THE BOROUGH EVENT 
 

 

One of the key activities of the 2014 Campaign is to ensure that each borough holds one high profile campaign one high profile campaign one high profile campaign one high profile campaign 

event. event. event. event. The event should be designed to:    

 

• Reinforce the ward-level campaigning and build public support. 

• Provide a focus for direct public engagement with local politicians.  

• Be a way to promote and publicise the campaign within local political and media circles. 

• Encourage people to take action. 

 

The Campaign Organiser and the Local Group should work together to plan this event.  

 

There are no rules for what you should do, but some suggestions are: 

 

� A hustings eventhustings eventhustings eventhustings event – invite the local candidates to speak and make sure that cycling is the main topic of 

discussion. 

    

� A stall or fayreA stall or fayreA stall or fayreA stall or fayre. You could get people to take action by writing letters at these stalls. 

 

� A public eventpublic eventpublic eventpublic event, like a talk or film screening – is there someone locally who is a good public speaker who 

could give a good talk about cycling?  

 

� A bike themedbike themedbike themedbike themed event in the local park, sports centre or school. Is there a way to involve families and 

children? Could you invite local councillors to take part in a ride and show them where the problems are 

with local infrastructure? 

 

� A campaign action or stuntcampaign action or stuntcampaign action or stuntcampaign action or stunt – this could be something visual which might encourage some press 

attention. A public gathering or rally with lots of banners and posters? Could you take an aerial photo? Or 

organise a flash mob bike ride?   

    

 

PLEASE READ THE SEPARATE GUIDE ON ‘ORGANISING AN 

EVENT’ TO HELP YOU PLAN YOUR BOROUGH EVENT 
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7. FINALISING YOUR PLAN 

 
Hopefully you have explored a number of options for influencing candidates and engaging with other 

stakeholders, including members of the public. Do you think you now have some useful tactics to use? 

 

Don’t forget to look at the other useful guides in the Activist Pack when developing your plan as they will have 

some more information and ideas on the following topics: 

 

1.1.1.1. Organising an EventOrganising an EventOrganising an EventOrganising an Event    

2.2.2.2. Using Social MediaUsing Social MediaUsing Social MediaUsing Social Media    

3.3.3.3. Working withWorking withWorking withWorking with    MediaMediaMediaMedia    

4.4.4.4. Lobbying GuideLobbying GuideLobbying GuideLobbying Guide    

 

When you have a good idea of what kind of actions and tactics you want to go for, the next exercise helps you to 

form them into a time plan. 

    

Remember, tactics    are actions selected to achieve specific aims such as getting media coverage or raising 

awareness amongst the public. Choose them carefully to fit in with the overall aims and strategy of the campaign. 

 

Time Line  
 

The purpose of a timeline is to give you an idea of how many different things you may have to do, and when.  

 

You can start by plotting key datesplotting key datesplotting key datesplotting key dates and then work backwards to think about what you need to do before then, 

such as booking meeting rooms, arranging meetings with candidates, approaching other groups or organisations, 

setting up a Facebook page, or finding the log in details of the existing Local Group page, putting up website 

content, setting up a website, printing flyers or posters, working out your budget with the Treasurer of the Local 

Group, writing letters, recruiting people to help you, and so on. 

 

Some example key campaign dates: 

 

Public Launch of Space for Cycling CampaignPublic Launch of Space for Cycling CampaignPublic Launch of Space for Cycling CampaignPublic Launch of Space for Cycling Campaign  March 2014 

Final list of election candidates Final list of election candidates Final list of election candidates Final list of election candidates announced:announced:announced:announced: April 2014 

LCC Online email action to candidatesLCC Online email action to candidatesLCC Online email action to candidatesLCC Online email action to candidates        April 2014 

Public Hustings Event    …………………………………………………………………………………(fill in with details) 

Local Group Borough Event   …………………………………………………………………………………(fill in with details) 

BIG RIDE:BIG RIDE:BIG RIDE:BIG RIDE:      Saturday 17171717thththth    MayMayMayMay 2014 

Local Elections:Local Elections:Local Elections:Local Elections:     Thursday 22222222ndndndnd    MayMayMayMay 2014 

 

When you've plotted out the course of the project/campaign in this way you can see how much work it will take 

and whether your plans are realistic. If you have huge gaps in your time line then you need to redistribute your 

activities or think more about what to do then. 

 

Be aware of your limits in terms of time and energy. Starting off with lots of activity may be tempting but if this 

means that after a month everyone is burnt out, you should think again. It is definitely worth checking how much 
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time people in the group are willing to give to the project. As time goes on you might want to intensify your 

activities and increase the pressure by choosing more creative tactics.    

 

 
Reviewing your plans and actions 
 

As more information is discovered, or the campaign develops, your plans may need to change.  

 

 

Burnout 
 

If you use these tools properly, they can help you to avoid burnout. If you notice that anyone in your group is 

getting tired out, see how they can pass on some of their responsibilities. 

 

If that isn't possible then revaluate your plans so that they're less intense. Everyone should be aware of their 

personal limits, and not take on too much. By mapping out your plans you can take account of people's limits and 

availability. 

 

Make sure you feedback regularly to Afeedback regularly to Afeedback regularly to Afeedback regularly to Amy Summers in the LCC officemy Summers in the LCC officemy Summers in the LCC officemy Summers in the LCC office with your progress and activities 

throughout the campaign. She is also there to help you with anything you aren’t sure about activism@lcc.org.ukactivism@lcc.org.ukactivism@lcc.org.ukactivism@lcc.org.uk....    

    

    

You can find a PDF version of this dYou can find a PDF version of this dYou can find a PDF version of this dYou can find a PDF version of this document and the latest Campaign Planning information on our website ocument and the latest Campaign Planning information on our website ocument and the latest Campaign Planning information on our website ocument and the latest Campaign Planning information on our website 

www.lcc.org.uk/activistwww.lcc.org.uk/activistwww.lcc.org.uk/activistwww.lcc.org.uk/activist----packpackpackpack. . . .  

ACTIVTY: In order to... 
 
This is a very simple but effective tool to work out whether a course of action is realistic, or should be dropped 

in favour of something else. It can also show that an unrealistic sounding idea can be perfectly practical, so 

apply it to all your ideas! 

 

Think of a possible action from your brainstorming or that has come about after using the Skills Match activity. 

Then try to complete the sentence "In order to {do action XYZ} . . .we need/have to/should...."  

 

This will help to work out what the action needs to be successful. You can then check whether there is enough 

energy and time in the group for this action. 

ACTIVITY: Mid-way through the campaign, list all the activities or things you have done. What was good? 

What didn't work so well? What could have been done differently? Be aware that what some people feel to be 

negative might be a positive thing for others. It isn't necessary to agree on this. Ask people to list any 

successes, however small. These could be a mention in the newspaper, a successful event, making links with 

other groups or publishing a flyer.  

 

This can also be on a personal level - people may have learnt new skills, feel more confident, got to know new 

people. Your group may also have a had a general knock-on effect on the community, for example people 

from different groups are now talking to each other about the campaign etc. 

 

Consider sharing this information with Campaign Organisers from other boroughs so they can learn from 
your success (or mistakes!).  


