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If you feel you need further support, a team 

of dedicated staff is available to guide you. 

They are able to help with setting up surveys, 

organising focus groups, providing statistics 

and data, developing campaigns, and sharing 

your successes with USW students and staff.

Feel free to get in touch and we will 

endeavour to deal with your query as 

promptly as possible. 

INTRODUCTION
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Dear Course Rep,

Thank you for taking on the role. The 

Students’ Union really values your input and 

all the hard work you put in to making your 

course the best it can be. 

You will receive comprehensive training at 

the start of the academic year, which will 

give you a broad introduction to the role and 

responsibilities of a Course Rep. 

These toolkits have been designed to help 

you go further and make the most of your 

role.
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WHAT IS CAMPAIGNING?

What is campaignign?

Campaigning is diverse and can take many 
shapes or forms, from petitioning to open 
letters or direct action. Campaigning needs to 
be managed effectively and be structured in 
order to produce positive results. 

During your time as a student at USW, you may 
wish to campaign on issues that are close to 
your heart. It may be an academic, liberation, 
welfare or environmental matter. This guide 
will help you decide how to do about it. 

You, as a student, have a unique opportunity 
to influence and shape how your course and 
your University is run. You have strong links to 
other students, and have first-hand experience 
of Higher Education. The wealth of knowledge 
and experience you possess can help improve 
the services and policies that are designed to 
support students’ learning. 

If you want to start a campaign, or if you 
would like to contribute to an existing one, 
please get in touch with your Students’ 
Union. A team of staff and student 
representatives are available to guide you 
and provide tips to get your campaign off 
the ground.

 

Sophie Banks,
Education & Representation Coordinator
        sophie.banks@southwales.ac.uk
        01 443 483 521 (Treforest)
        01 443 668 772 (Cardiff)
        01 633 432 502 (Newport)

Sian Drew,
Student Voice Coordinator
        sian.drew@southwales.ac.uk

Student Rep Support Team
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WHY CAMPAIGN?

1. Change Policies: By lobbying decision 
makers (politicians, civil servants, Vice 
Chancellors of a University, etc.) you can 
change policy which will have an effect on the 
next generation and can change mentalities 
and behaviours.

2. Influence Policy Development: If a policy is
not meeting basic requirements, you can 
initiate debates, set up working groups or 
Think Tanks, suggest improvements and 
propose new policies to be discussed by 
decision-makers.

3. Improve Services: This can mean 
establishing services where they did not exist 
before, increasing availability and access 
to services, making them more efficient, 
or increasing collaboration to improve the 
delivery and quality of the service.

4. Modify Access, Barriers and Opportunities: 
This means changing an aspect of something 
(increasing, decreasing, modifying or 
changing) to make sure opportunities are 
available for everyone to access and enjoy 
services, products or information.

5. Change Behaviours: Campaigns to change 
behaviours can be achieved by working in 
partnership with individuals, communities and 
organisations, carefully planning a campaign, 
providing training and support for decision-
makers, and focusing on strengths as well as 
your objectives.

LINKS
National Council for Voluntary Organisations
https://www.ncvo.org.uk/

KnowHow Non Profit
https://knowhownonprofit.org/

Community Toolbox
http://ctb.ku.edu/en
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WHAT IS A GOOD CAMPAIGN?

TIMELY

REALISITC

ACHIEVABLE

MEASURABLE

SPECIFIC Your goal should be well-
defined, clear, and targeted.

You should be able to monitor 
the progress of your campaign, 
determine the steps needed 
to achieve your goal, and you 
should recognise when your 
goal has been achieved.

Make sure your goals are 
achievable, not setting yourself 
too many high hurdles on the 
way.

Think carefully about the 
resources, knowledge and time 
needeed to achieve your goals.

Set out a clear timeframe at 
the start of your campaign 
to ensure you leave yourself 
enough time to achieve your 
aims without leaving too much 
time for the momentum to die 
down.

TIPS
Think SMART. Taking some time to plan your campaign can have a huge impact on whether 
or not you will be successful. Think about the best campaigns or advertising tactics you 
have come across: why were they successful? What was the key message and how was it 
conveyed? What tools and resources were used? 
If you are short of ideas, look up guerilla marketing campaigns. You don’t need to have a lot of 
resources or money to do something different and unique!

S

M

A

R

T



If you wish to campaign on an issue which you 
are passionate about, you will need to carefully 
think about what methods to use.

The two main campaigning methods are 
insider and outsider campaigns. 

With an insider campaign,the aim is to try 
to work collaboratively with those who hold 
power to achieve a common goal. In this case, 
campaigners have direct access to decision-
makers and are able to work from within to 
build evidence to support their arguments.

Outsider campaigns are more oppositional and 
usually associated with marches or actions of 
public protest. 

This is not always an effective method of 
ensuring your views are heard and you should 
think carefully about what you are trying to 
achieve.

In the context of Higher Education, 
communication and feedback channels are 
in place to ensure the student voice is heard 
at all levels of the institution – students, 
Course Representatives, Student Voice 
Representatives and Students’ Union Officers 
can all campaign and lobby the University for 
change. It is worth checking frst if something is 
already being done about your issue. 

Campaigns can be classified according to the 
four following categories:

TYPES OF CAMPAIGNS
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INSIDER/ OUTSIDER:
insider campaign works

within the established channels; 
Outsider campaign exerts pressure 

through public channels

TACTICS: 
advertising, protest, lobby, direct 
action, advocacy, letter writing, 
news reporting, petitioning, etc.

THEME: 
child poverty, human rights, public 
health, education, community, etc.

DESIRED OUTCOME: 
policy change, policy development, 
policy implementation, behavioural 

change.

TYPE OF TARGET:
NHS, board member

of an international corporation, local 
MP, Vice Chancellor of the 

University, etc.



PLANNING YOUR CAMPAIGN
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1)  DEFINE YOUR OBJECTIVES AND ANALYSE THE ISSUE
What are you aiming to achieve through this campaign? Conduct research around your topic 
and gather evidence.

2) EXTERNAL FACTORS AND RESOURCES
Think about what could impact on your campaign, hinder it or improve it, and what resources 
you will need to carry it out. What are the potential outcomes of your campaign?

3) PLAN YOUR CAMPAIGN
Which methods do you want to use, what type of campaign is it? Create a timeframe detailing 
when you want to achieve things by.

4) DEVELOP A STRATEGY
Who/what is the audience of your campaign? How can you reach them? Who can help you in 

your campaign? Who is likely to oppose it? How will you address opposition?

5) MONITOR PROGRESS
Make sure you keep on top of your objectives and stick to them. If unforeseen events occur 
and set you back, revise your strategy and make it work differently.

6) START YOUR CAMPAIGN
Use appropriate methods to get spread the word: social media, flyering, viral videos, 
writing reports, interventions, sit-in, direct action, letter writing, petitioning, lobbying, etc.

When planning your campaign, you should carefully consider what order to do things in. 
There may be external factors you did not anticipate, so it is a good idea to have a clear vision 
of what you expect from your campaign, how it might be received, and what to do if you 
come across difficulties.



Review and update

If you are not achieving the results you 
expected, maybe it is time to review your aims 
or your strategy. Sometimes the way you frame 
your campaign can have an impact on how 
people perceive it. Try changing your message, 
slogan or campaigning tactics for better 
results. 

Use the resources and knowledge available 
from the Students’ Union. Our team of staff 
may be able to help you identify why you 
are not successful and help you tweak your 
campaign.

MONITORING PROGRESS
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Assessing effectiveness

It is important to identify tangible outcomes 
that you wish to achieve in order to be able 
to measure impact. For instance, if your 
campaign aim is to increase the support 
for a certain category of students, such as 
support for students on placement, you 
should set a target of how much you think is 
sufficient compensation. This will allow you to 
benchmark progress.

Measuring change

Change does not always happen overnight 
and it can take a long time for things to be 
implemented. This does not mean you should 
give up as change is usually incremental. Make 
sure your aims are realistic and attainable or 
you may be discouraged if at first you do not 
succeed. Remember that every little step 
counts.
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POWER MAPPING

If you are about to start a campaign, it is 
a good idea to identify who the main 
decision-makers, influencers and allies are. 
This will help you target your audience and 
get help in achieving your aims.

Decision-makers: they are the ones who hold 
the ultimate power to submit, amend or 
propose policy.

If you are running a policy change or policy 
implementation campaign, they are the ones 
you will need to target to achieve your goals.

Examples: MPs, Deans of Faculties, CEOs of 
big companies, etc.

Influencers: they are the ones with the ability 
to shape or influence the decision-maker. 

Examples: Lobbies, pressure groups, Non-
Governmental Organisations, charities, Trade 
Unions, etc. 

Allies: these are the people who can help you 
achieve your aims and who may benefit from 
your campaign.

By identifying allies to your campaign, you 
can build support and evidence which will 
ultimately give weight to your arguments.

The next step is to analyse how much power 
each key player has. You can do this by using 
a power mapping axis.

Strongly opposes your 
objective or position

Most influential or powerful 
(in terms of your objectives)

Least influential or powerful (in 
terms of your objectives

Strongly supports your 
objective or position



Lobbying is all about trying to influence 
decision-makers to create legislation or 
influence their actions. If you decide to take 
on a student leadership role, you may find 
these tips useful to effectively influence the 
running ad management of the University:

1. Be specific: Identify exactly what you want 
the people you are lobbying to do. Don’t just 
provide generic information. Express your 
targets and make sure you are directing them 
to the right person (power mapping).

2. Consider timing: Think about when the best 
time to introduce an idea is (for instance, after 
an important event which may support your 
case). Be careful of workload of the people 
you are trying to lobby –do they have other 
priorities that may take prevalence over your 
campaign?

3. Use effective arguments: Have clear 
requirements of the people you are lobbying. 
Build a case, write reports, highlight the 
support you have received, prepare 
counter-arguments in case someone 
disagrees, etc.

4. Use evidence such as case studies,  
examples, existing data, and your own 
research to show how your ideas can be put 
into action. Make sure you think about 
solutions or alternatives and advocate for 
positive change. Try not to be too negative or 
defeatist.

5. Encourage commitment: Get allies 
involved, ask for a clear response from the 
person you are lobbying, get your MP 
involved, request meetings, use specialist 

knowledge or expertise, raise awareness, etc.

LOBBYING
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FINAL WORDS
If you would like to start a campaign, the Students’ Union can help you perfect your strategy. 
Whether you wish to use video, design posters, write a news article, or shout out about your 
successes, you can ask your Student Rep Support Team for guidance. We can provide tips 
on how to use social media effectively, what good branding looks like, or how to write a news 
feature that people will remember.
We love to hear from you, especially success stories! If you want to feature in a piece we run on 
Course Reps, get in touch and help us spread the word!



Contact us

studunion@southwales.ac.uk

01443 483500 

@USWSU 

fb.com/uswsu


