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What makes a great campaign?
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You, and the talent in this room

A simple process

The correct mindset

Virtues to embrace

Putting this into practice

Thinking big



A campaign is ‘storytelling with a purpose’

‘a planned sequence of communications and interactions that use a 

compelling narrative over time to deliver a defined and measurable 

outcome’. 

First we need to know the outcome required, and then all the 
audiences to be targeted. Once we have that knowledge, we can 
write the plan and narrative that guides the campaign, using research 
if necessary to inform our thinking.
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OASIS 
plan
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What do you want your campaign to help you achieve?
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Audience insight
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1. Define the problem and state what success looks like

1. Use audience insight to inform: 

a. Core proposition 

b. Key messages

c. Channels

d. Partners

e. Budget 

3. Stay flexible 

4. Keep colleagues informed
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Strategy channels

OWNED

PAID FOR

EARNED
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●Evaluation makes campaigns better

●Evaluation is a constant process

●Focus on outcomes

●Be proportionate

●Borrow from best practice

●Use full range of data sources

●Consider your audience

●Think about how the learnings will 

inform future activity



12

Audience journey
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Evaluation Framework
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What makes a great campaigner?

• Genuine curiosity about audiences.

• A big picture vision that inspires and is infectious.

• Simple objectives that are bold, SMART and stretching.

• Relentless optimism and a ‘can do’ mentality.

• Big enough for strategy and small enough for detail.

• Resilience to see the job through.

• Pride in your work – we can save lives, create jobs…
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Barriers to success
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Process for 

its own sake 

Pessimism 

and 

negativity

Lack of 

courage and 

conviction

Stop/start –

no 

momentum 

Rigid 

thinking

Seeing 

complexity 

at every turn



Prioritise ruthlessly 

Single-minded, SMART 
objective

Look for 

Common Ground

with your audience

Promote 

Real Substance

Don’t spin

“Golden Thread”

What’s your story and 
how do you tell it?

Use 

Credible witnesses

to promote your message

Create

Symbolic Actions

to attract attention

ENGAGE, AMPLIFY

You can’t influence if 
you’re not in the 

conversation

Campaign tips and techniques
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Thank you -

and always happy to talk!

claire.pimm@cabinetoffice.gov.uk

Any questions?


