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Introduction – Campaigning  

At the CTA, we understand there can be bumps in the road and hurdles to 

navigate when running a community transport organisation. On some occasions, 

these challenges may not be under your direct control. For example, there could 

be a situation where a political decision may negatively impact your operations. 

In scenarios like this, where you may have little or no direct control, you may 

need to work with external actors or campaign for an organisation/individual to 

address an issue. 

CTA has designed this Campaigning Guide with this and similar situations in 

mind. It will take you through several key areas of campaigning, such as 

developing key messages, providing evidence, selecting who to target and how 

to put your case to them. 

It aims to support you and provide campaign ideas if you find yourself in a 

position where such actions are necessary. 

This document is designed for England members, particularly the Who to Target 

section. However, many areas will also be useful for organisations across the UK.  

 

What is Campaigning?  

Campaigning is about an individual or organisation undertaking a series of 

activities in an organised way to achieve a desired outcome. It is typically 

undertaken for a political or social purpose. For community transport, this could 

mean a campaign to the local council to protect funding or make a policy change 

that makes operating easier.  

There is no one set way to campaign. Campaigners have been successful 

through a range of different methods, such as contacting politicians, organising 

events and protests, conducting surveys, and, increasingly, through online 

platforms.  

 

Why Campaign? 

There are several reasons that you may engage in campaigning. In some 

instances, it may be one of the only tools available to influence a decision that is 

not under your direct control. The reasons for setting up a campaign can differ 

vastly. However, there are a few common core reasons for campaigning, and 

these include: 
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• To raise awareness of an issue or topic 

• To change something which may be causing a problem. 

• To stop a change from happening, which could have negative 

consequences. 

 

A few examples in the context of community transport could include: 

 

• Raising awareness of the services community transport delivers in the 

area and passengers they support with the local transport authority to 

encourage them to include it in their local transport plan.  

• Campaigning with partners against Community Transport budget cuts 

proposed by a local authority that could lead to vital services closing. 
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Setting Goals  

Summary – Setting campaign goals is essential to direct and focus work. They 

support decision-making around what tasks need to be undertaken. Using 

SMART (Specific, Measurable, Attainable, Relevant and Timebound.)  is an 

excellent way to set goals that consider all the important aspects a good goal 

should contain.  

 

One of the most important parts of successful campaigning should happen right 

at the very beginning. It is vital to take the time to think about the problem you 

are interested in and identify precisely what needs to change. You should look to 

set a clear and specific goal. An excellent way to think about setting a goal is 

using SMART.  

 

• Specific – Ensure that your goal is not too broad. Having a clear and 

specific goal helps to direct all your campaign work and key messages.  

• Measurable – Having a measurable target is helpful for evaluation 

monitoring and makes it straightforward to see whether you have 

achieved what you set out to do. 

• Attainable – This section is about ensuring that your goal is possible to 

achieve. It does not mean that your goal can not be aspirational and 

ambitious, but it helps you to think about what is possible and what you 

can achieve with the budget and resources available.  

• Relevant – This is about taking a step back and ensuring that the goal 

relates to your organisation.  

• Time-bound - It's essential to think about the timeline for a campaign. Is 

there a date that a decision you want to influence is taken? Additionally, 

having time-bound targets acts as a motivator to get activities in motion.  

 

Once you have set a goal, this goal should guide everything that you do within 

the campaign. Every activity you undertake within the campaign should be 

related to and contribute to achieving the overall goal. You should regularly 

review your campaign activities to ensure you have kept focus on the goal and 

are not beginning to drift.  

 

Having a goal will also enable you to think about setting objectives. Setting 

objectives is about breaking down the goal and thinking about the specific things 

that need to happen to achieve your goal. Similarly to the goal, these objectives 

should be SMART targets. Objectives could cover areas like getting a politician to 

support your campaign and getting an article published, but this will vary 

depending on the goal and the campaign. Setting objectives should support you 
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in thinking about what activities and actions you need to take to work towards 

the campaign being successful. 
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Collaboration 

Summary – It’s important to look out for organisations campaigning for similar 

changes to you. Joining together and combining your voice can strengthen a 

campaign and increase the reach of key messages. However, be sure you 

consider that your goals are compatible with those of any organisation you are 

considering collaborating with. 

 

Once you have your goals, but before fully setting up your campaign, it can be 

beneficial to research whether other organisations are campaigning or are 

looking to campaign on similar issues. If other organisations are working in the 

same space as you plan to, working together on the campaign could be helpful. 

Having multiple organisations combining voices around one ask can add 

additional strength to the ask and show that it is not just the feelings of one 

organisation but is a shared sentiment supported by many. Furthermore, it will 

be able to amplify the reach of key messages and calls to action as there will be 

several additional networks to tap into.  

 

Collaboration also brings additional benefits behind the scenes, such as the 

potential to share the workload of running the campaign, resources, and staff 

expertise.  

 

Collaboration may not necessarily need to be with other community transport 

organisations. Collaboration with other sectors could also be beneficial as it 

demonstrates that the highlighted issue has a broad impact that is not just 

limited to one sector.  

 

However, while there are clear benefits of collaborating on campaigns, before 

making the decision, it's vital to ensure that the relevant campaign goals of all 

organisations truly align and there is a level of agreement between all on how 

the campaign should progress. Getting involved with other organisations can 

have risks; it could bring in new priorities and aims, which could lead to a drift 

away from the initial goal you have set. So, do collaborate, but only when the 

goals and interests are aligned, and you trust the organisations you are set to 

work with. Sometimes, where similarities are shared, but goals are not 

necessarily aligned, a more distanced supportive relationship may be the best 

path. 

 

Click here to go to the NVCO website for further discussion of collaboration in 

campaigning.  

https://www.ncvo.org.uk/help-and-guidance/running-a-charity/collaboration/ways-of-working-collaboratively/campaigning-in-collaboration/
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CTA’s approved mileage allowance payment (AMAP) Campaign is an example of 

collaboration. As part of this campaign, CTA has reached out to other charities 

that feel similarly that the low nature of AMAP is hurting volunteers and, 

therefore, charities. The coalition formed now represents over 20 million 

volunteers and has received political support from members of all mainstream 

parties. While CTA is yet to see the change to AMAP, working as a coalition has 

added strength to the CTA call and enabled us to share data, resources, and 

expertise.  

 

A simple form of collaboration which may not require a close working 

relationship is to produce an open letter and invite other organisations to co-

sign to express their support for what the letter says. This method is similar to 

petitions but directed more towards support from other organisations rather 

than members of the public. Here is a recent example from NCVO addressed to 

the Chancellor of the Exchequer, Jeremy Hunt MP. The letter focused on charity 

funding and was signed by 1,407 organisations.   

 

 

 

  

https://www.ncvo.org.uk/news-and-insights/news-index/open-letter-to-chancellor-on-charity-funding/
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Names and Key Messages  

Summary – Choosing a campaign name and crafting key messages are crucial for 

effective communication. Clarity and conciseness are essential. You should avoid 

overwhelming audiences with too much detail. Tailor messages to different 

audiences, including calls to action and why they should act. Key messages should be 

central to all campaign communications, reinforcing the campaign's purpose. 

 

Choosing a campaign name and developing the key messages for a campaign is 

vital for all communications. They help you to communicate consistently and put 

across to others what you want them to hear and remember.  

 

You must be clear and concise when developing a campaign name and a key 

message. It can be tempting to include lots of detail, but while these details are 

important to have available for those who want to know more, too much detail 

can make a message seem confusing to the public. It is best to have a name and 

key message that succinctly summarises your campaign.  

 

You can have several key messages, and you should tailor them to the different 

audiences you are directing them at. It would help if you also included a call to 

action within these so people know what you are asking them to do, such as 

signing a petition. It is also a good idea to include ‘the why’ - Why should 

someone take the action you call for them to take?  

 

A few simple examples of key messages are below - 

 

Save the School Bus 

 

General Public – 

Do you want to support the education of young people in your area? Then, join our 

campaign to save the school bus by signing our petition! 

 

Politician – 

Show your commitment to young people’s education. Vote against cutting the school 

bus! 

 

You could even embed key statistics to strengthen your message, for example -  

 

Protect the Education of Children in Your Community! The Council's proposal to cut 

the school bus service will abandon 70% of users who have no alternative transport 

options to reach school. Stand up for our children's education – join our campaign to 

save the school bus by signing our petition today! 
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The key messages you develop should form the basis of all communication work 

around your campaign. Communications should work to push key messages and 

any calls to action that you have widely and repeatedly.  
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Who to Target? 

Summary – When it comes to choosing who to target, there are a lot of options. 

However, it's essential to make sure you are targeting the right people who have 

the power to influence or make the change you want. This section looks at a 

range of local and national targets, including Local Councillors, MPS and 

Ministers that you may want to aim to influence in your campaign. 

 

 

Once you have a key message or ask you want to make, you need to decide who 

to contact and target with this message. There are many options, and it can be 

confusing as to who is responsible for what. This section aims to take you 

through who, as a community transport organisation, you may want to contact 

about a policy issue you face.  

 

Community Transport Association (CTA) and Community and voluntary 

sector representatives. 

 

Firstly, as a member or even a non-member community transport organisation, 

you should always be able to contact the CTA. Our team has specialist 

community transport knowledge and is here for you. You can contact your 

development officer or the advice team, who would be happy to discuss and 

offer specialised and tailored advice to any challenges you face. If your challenge 

is policy-related, you can contact the CTA policy email at policy@ctauk.org.  

 

It may be the case the challenge is facing multiple other organisations regionally 

or even nationally. As the national representative of the sector, we can help by 

tackling the challenge at a national/regional level for and alongside the sector.   

 

You could also get in touch with your local community and voluntary sector 

infrastructure organisation (CVS/VA), which may be able to support you with 

local issues. You can find a list of some local CVSs on the National Association for 

Voluntary and Community Action’s (NAVCA’s) website here. The National Council 

for Voluntary Organisations (NCVO), the national representative of third-sector 

organisations, may also be able to help in some instances, particularly if the 

issue you are facing is being faced by charities nationally. 

 

Health Representatives 

 

At CTA, we know that health-related journeys comprise a large part of all 

community transport journeys. If your challenge concerns health journeys, 

getting in touch with your local health systems may prove beneficial. To 

mailto:policy@ctauk.org
https://navca.org.uk/find-a-member-1
https://www.ncvo.org.uk/about-us/influencing-policy/
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understand how to best engage with health, it is essential to understand local 

health structures, including NHS Foundation Trusts and the components that 

make up Integrated Care Systems.  

 

Integrated Care System (ICS) 

 

Integrated care systems were legally established in 2022 to deliver a more 

joined-up approach to health by bringing together local care partners to deliver 

better patient outcomes. The UK has 42 ICSs you can find yours here. 

 

According to NHS England, ICSs are made of:  

  

- Integrated Care Boards (ICB)  

These manage the NHS budget and arrange for the provision of 

health services in the ICS area.   

- Integrated Care Partnerships (ICP)   

Produce a strategy for the ICS area. 

- Local Authorities  

Responsible for social care and public health functions.   

- Place-based partnerships  

Groups that lead the detailed design and delivery of services in 

various areas. The partnerships will involve the NHS, local councils, 

community and voluntary organisations, residents, people who use 

services, their carers and representatives and other community 

partners with a role in supporting the health and wellbeing of the 

population. 

- Provider collaboratives  

Provider collaboratives will bring providers together to achieve the 

benefits of working at scale across multiple places and one or more 

ICSs.  

 

NHS Trusts 

An NHS Trust or Foundation Trust is a provider for an area. They are linked to 

the ICS areas they work within. The Trusts have their budgets set by the ICS and 

are responsible for delivering services according to ICS plans. NHS Trusts often 

run hospitals. You can find your local NHS Trust here. 

 

ICB and NHS Trusts Near you.  

 

CTA is working on guidance concerning the structure of local health services in 

each region of England. 

 

https://www.nhs.uk/nhs-services/find-your-local-integrated-care-board/
https://www.england.nhs.uk/publication/nhs-provider-directory/
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Local Government 

 

Many local services and decisions are devolved and are, therefore, the 

responsibility of a local council. However, local government structure and 

establishing who is responsible for what can be confusing.  

 

There are 318 local authorities in England, making up several distinct local 

government structures. Some areas of England are divided into two tiers: a 

lower tier comprising district authorities (City and borough Councils) and an 

upper tier of a county council. In other areas, the two tiers are combined into 

one tier that covers both responsibilities. The list of single-tier councils 

comprises Unitary Authorities, Metropolitan Borough Councils and London 

boroughs.  

 

Local Transport is a devolved issue, with responsibility for transport planning, 

passenger transport and local highways falling to transport authorities. 

However, it is important to note that not every local authority is a Transport 

Authority. Your local Transport Authority will likely be your local County 

Council/Unitary Authority/ or Combined Authority, whichever your organisation 

operates within. 

 

You can find your local council(s) here, including what they are responsible for. 

 

In some areas, transport responsibility is passed over to a separate public body. 

This is the case in London, where Transport for London (TFL) holds this role. This 

is also the type of set-up chosen by some combined authorities, such as Greater 

Manchester and the West Midlands, where Transport for Greater Manchester 

(TFGM) and Transport for West Midlands (TFWM) hold responsibility for the 

area's local transport. 

 

Local Transport Authorities are also linked together at a regional level through 

Strategic Transport Bodies (STBs). These include Transport for the North, 

Midlands Connect, England Economic Heartland, Transport East, South West 

Gateway, Peninsula Transport and Transport for the South East. These bodies 

are relatively new, and currently, only Transport for the North has a statutory 

role. However, most of these bodies produce transport plans for their regions to 

provide a regional direction for local transport authorities and influence the 

department for transport. CTA works to represent Community Transport at this 

level.  

 

 

Local Councillors 

https://www.gov.uk/find-local-council
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The location (Ward(s)) that your organisation operates in will be represented by 

local councillor(s).  If your organisation is in a two-tier council area, this will be 

from both your district and county council.  

 

Let these councillors know if you have a challenge or are campaigning on an 

issue.  If the problem is something their council is responsible for, they can raise 

it with colleagues and the whole council.  If not, they may still be a helpful voice 

to have in support.  

 

You should be able to find your local councillors and their contact details on the 

'The Council and Democracy' and 'Find your Councillor' sections of your council's 

page.  See an example of Manchester City Council's 'Find Your Councillor' 

webpage here.  

  

Council Executive / Cabinets / Committee Chairs 

 

All councils have a set of councillors who lead on the council's specific 

responsibilities. For example, if the council is responsible for transport, the 

council will have a portfolio holder for transport (or for councils with a 

committee structure, a Chair of the transport committee).  

 

Therefore, if the council has responsibility for the area that your campaign or 

issue relates to, you could contact the councillor with lead responsibility for this 

area.  

 

You can find what each councillor is responsible for on the 'Your Councillor' page 

of local government websites. 

 

Council officers 

 

Alongside Councillors, Council officers play a large part in what goes on in a 

council. While the Councillors are the public and democratic face of a council, 

the council officers work behind the scenes and turn decisions into actions. If 

your organisation already has a relationship with a council officer, it would be 

good to contact them if the topic is relevant to their role, or they could signpost 

you to someone else if it does not fall under their responsibility. 

 

However, if you do not have a relationship already, it would be best to go 

through the councillors first as, in many cases, officer contact details are 

unavailable, and a councillor may be able to put you in touch with someone.  

https://democracy.manchester.gov.uk/mgMemberIndex.aspx?bcr=1


15 
 

It may also be helpful to speak to other community transport operators in your 

area to see what relationships they have and whether they could share these 

contacts.  

 

It’s essential to be aware that local authority responsibilities are split over many 

different departments that are not necessarily interlinked. For example, home-

to-school transport can fall under the children's department, and daycare-

related activities fall under social care. You may need to be prepared to talk to 

several different contacts within a council and not just a single person in the 

local transport team.  

 

 

UK Parliament 

 

While lots of decisions, particularly on transport, are taken at the local level, 

there are, of course, national decisions that can impact a community transport 

organisation, including Taxes, BSOG, and specific funding pots. You should 

contact your local MP, government department or minister if you are 

campaigning on national issues.   

 

Your MP(s) 

 

You can always contact your MP about a policy issue. However, they are unlikely 

to have the power to implement change if the topic area is the responsibility of a 

council, a decision made by the courts or a dispute between organisations.  

 

You could, however, contact an MP to inform them about problems affecting 

their constituents and ask for their support with a campaign. This is particularly 

the case if the responsibility for whatever is causing the issues is the 

responsibility of the UK government. 

 

There are many things that an MP can do if they choose to help, including: 

• Making private enquiries of government departments on your behalf, for 

example, sending a letter to a Minister outlining your issue. 

• Making an issue public by raising it in the House of Commons through 

questions, debates, and motions. 

• Some MPs may also pledge their support to a campaign, lend their voice 

to events, or even write to local media. 

 

When contacting an MP about a policy issue, it is essential to be clear about 

exactly what your problem is and the impact it is having. It is also crucial that you 

have a clear ask. Take the time to think about precisely what you want your MP 
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to do, whether it’s a request for a meeting or for them to ask a parliamentary 

question.  

 

You can find the MP(s) representing the area(s) in which your organisation 

operates here.  

 

CTA would recommend building relationships with your local MPs or councillors, 

even if you are not currently campaigning on an issue. Try sending an email 

introducing yourself and offering a visit or opportunity to get on a service with 

passengers. Having local politicians know your organisation and its work could 

make a difference if you ever need their help.  

 

Government 

 

As well as contacting your MP, you can also contact the government and 

ministers. To contact the government or a minister, you are best contacting the 

government department(s) that are most relevant to your issue or campaign. If 

you contact a minister at their parliamentary office, they are unlikely to respond 

unless you are a constituent of theirs.  

 

When contacting a government department, you should receive a response 

within 20 days of your correspondence. The responses can include a statement 

of the government's position on the topic, what actions have already been taken 

or announced and any available support. In some cases, they may also offer to 

talk further about the issue; however, this may depend on the size of the issue 

and the publicity it has achieved.   

 

You can find a list of government departments here. All of the department 

websites contain contact information. 

 

Select Committees and APPGs 

 

Select committees are set up to report and monitor government work on 

specific topics. They comprise MPs or Lords who review government work, 

including spending, administration, and policies. The committees can run 

inquiries into areas of interest within their field and make recommendations to 

the government, who then must respond.  

 

You can find more about select committees here. 

 

If you contract a select committee, they may look into your issue or include it 

within their work.  

https://members.parliament.uk/members/commons
https://www.gov.uk/government/organisations
https://www.parliament.uk/about/how/committees/select/#jumplink2
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APPG or All-Party Parliamentary Groups are informal groups formed by MPs or 

members of the House of Lords who share an interest in a particular topic. They 

may also permit non-parliamentary organisations or individuals to join. Whilst 

these groups do not have official parliamentary bodies and have no direct 

power, they do hold some influence. You can find the complete list of 

APPGs here. 

 

Both select committees and APPGS help indicate what specific MPs are 

interested in. For example, you can assume that the members of the APPG for 

Tackling Loneliness and Connected Communities would be interested in projects 

which aim to tackle loneliness and connect people to their community. Similarly, 

those on the Transport Select Committee are there due to their particular 

interest in transport. 

 

You can use these groups to choose MPs to contact who may have a favourable 

view of your campaign.  

 

The Opposition 

 

If you are experiencing difficulties making headway with the sitting government 

nationally or locally, you can also look to the opposition parties who may 

challenge the sitting government on your behalf. Opposition parties will likely 

have members responsible for shadowing areas of government responsibility.  

 

 

 

  

https://www.parliament.uk/mps-lords-and-offices/standards-and-financial-interests/parliamentary-commissioner-for-standards/registers-of-interests/register-of-all-party-party-parliamentary-groups/registers-published-in-2023/
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Methods 

Summary - There is a vast range of methods you can use in a campaign, from 

contacting politicians to engaging the public, utilising media coverage, organising 

events, and participating in consultations. These methods may vary in 

effectiveness depending on your campaign's objectives and target audience. 

Each different way can offer unique opportunities to raise awareness, gain 

support, and influence decision-making. 

There are a range of forms that campaigning can take, too many to talk about 

them all here. But this goes to show the sheer quantity of available options. The 

methods mentioned here are just a snapshot, so do look around and do some 

research of your own if you want details of further options.  

 

Contacting politicians and departments 

 

Contacting politicians is a crucial method of campaigning if the topic is policy-

related, as on these matters, politicians either have a direct influence on a policy, 

contact with those that do, or the platform to highlight the situation. 

 

As the section on who to target shows, there are a range of politicians you could 

contact, and it is important to target the right politician for the right issue. You 

can use the previous section of this guide to support you in making this 

decision.  

 

The preferred method of contacting an MP or government department is writing 

a letter and sending it by email. This way, you will have a record of what 

communications you have sent to MPs and government departments.  

 

When emailing a politician, it’s advisable to be clear and concise so office staff 

can read and quickly understand the situation. Additionally, it is essential to 

include what you want the politician to do for you. There may be little value in 

emailing a politician to inform them of a situation. It would be best if you used 

the opportunity to ask them to take action in some way, whether this is a 

meeting, asking them to make a specific decision, for them to ask a question of 

someone taking a decision, use their connections to put pressure on a decision 

or put you in contact with other politicians closer to the decision.  

 

If you manage to secure a meeting, it will be an excellent opportunity to talk to 

them about your campaign and the reason why you are doing it. If the politician 

is onboard, it would also be a chance to talk through what they can do for you 

and listen to any advice that they have for the future direction of your work.   
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Getting Public Involved 

 

For some campaigns, working to gain public support may not be necessary, as it 

could be the case that simply letters and meetings with politicians and others of 

influence are enough to achieve the desired goal. However, in some cases, 

gaining public support and involvement could be crucial. Public support can add 

weight to the campaign and demonstrate that a wider array of people wants 

what you are calling for. After all, politicians are accountable to voters, 

particularly those who live in their constituency/ward. So, showing that there is 

support/opposition to a decision can pressure politicians to act to ensure they 

keep their voters on side and secure their position. This is particularly the case in 

the run-up to elections when political seats are up for grabs and politicians 

attempt to secure voters' support. However, you must follow the Charity 

Commission's campaigning and political activity guidance. This guidance is 

explained further in the legal considerations section of this document.  

 

One common and effective way to demonstrate your public support is using a 

petition/E-petition. Petitions are requests for someone/an organisation to do 

something where other people who agree with your request can also put their 

name to / sign to signal their support. A few sites online enable you to set up a 

petition targeting a specific person/organisation for free. These sites 

include Change.org and petition.parliament.uk. These sites allow people to show 

their support for your campaign in a couple of clicks. You can share the link to 

the petition's webpage on social media and use a QR code for printed material.  

 

You can see examples of successful petitions on change.org’s website here.  

 

The online nature of petition platforms like change.org removes many of the 

barriers that exist in traditional activism, making it easy for people who may not 

be able or have the motivation to get involved in a more demanding form of 

campaigning to engage with and support your campaign.  

 

If you decide to organise a petition, you must use it. If the petition gets many 

signatures, you must ensure that the person/organisation you are directing the 

petition at is aware of it. So be sure to send them the petition explaining how 

what you are asking for has widespread support. In local politics, the number of 

signatories of a petition may not need to be in the tens of thousands as even a 

couple thousand votes could influence the result in a local council. 

 

Simply setting up a petition may not be enough. If you want to have the public 

on board, you must share this round and ensure that as many people as 

https://www.change.org/
https://petition.parliament.uk/
https://www.change.org/browse/victories
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possible hear what you are doing. Again, many ways exist to capture and 

demonstrate public support for a campaign. There are traditional methods, such 

as using your existing network through word-of-mouth through friends, 

passengers, and their families. Additionally, you could use leaflets in prominent 

places in the community or go door-to-door. It is, however, more common now 

that a bulk of campaigning activities are carried out through social media, which 

has the benefit of being cheaper and has the potential to reach a wider audience 

faster than many traditional methods.  

 

You can use social media to share your key messages through your pages and 

encourage followers to share your posts. Furthermore, you can use community 

groups and hashtags to expand the reach of your message further and promote 

interaction. You can also share videos focused on your campaign through social 

media, which can be more engaging for many audiences.  

 

You could also consider using your existing networks to expand your reach. 

Email and newsletters are a great way to mobilise your existing networks and 

contacts because they are a direct line of communication. It can be as simple as 

email explaining your campaign and asking them to share it.  

 

CharityComms publishes blogs aiming to guide and provide tips for charities 

using digital communication, and they also highlight successful examples that 

could be used for inspiration. 

 

Developing a social media plan detailing when, what, and where you will post 

over a certain period can be helpful. Having a plan ensures communications 

through social media are consistent, making it more likely that your key message 

will stay in the target audience's mind.  

 

Media 

 

Whilst not integral to all campaigns, the media can play an essential part in a 

successful campaign. If you manage to secure media coverage, it can push out 

your message to a wide audience through often well-trusted outlets. 

 

The most likely way to get coverage for a campaign is through local media. Local 

media outlets are always looking for stories that interest people in their area. 

These outlets include local print and online news media and local radio stations. 

You can find a list of local news outlets here and local BBC radio stations here. 

These lists are not exhaustive, so do look around for further publications and 

local journalists if you know them.  

 

https://www.charitycomms.org.uk/knowledge
https://www.charitycomms.org.uk/charitycomms-top-campaign-picks-of-2023
https://newsmediauk.org/local-media-works/
https://www.bbc.co.uk/programmes/articles/29dXFR37yZLthnDb2bW1WpY/about-local-bbc-radio
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When contacting a journalist, you should aim to make their job as easy as 

possible, so concisely inform them of the situation and what you want them to 

do. It is good practice to send a press release to online and printed news media. 

A press release is a short document containing a story an organisation wants the 

public to know about. The press release is then sent to journalists in the hope 

they will publish the story. CharityDigital has written a short guide to writing 

press releases here. You can find a range of other guides and templates online. 

 

If you secure media coverage in any form, you should ensure that you use that 

platform to put across your campaign’s key messages and make a call to action, 

such as signing your petition, attending an event, or asking people to contact 

their councillor/MP.  

 

Media coverage played an important role in CTA’s and Northern Irish operators’ 

response to proposed funding cuts to the community transport sector in 

Northern Ireland in 2023. CTA’s Director for Northern Ireland made several 

media appearances on TV (BBC and ITV) and Radio. Coverage on these platforms 

informed people of the situation, and the emotive nature of the operator’s 

testimonies put additional pressure on decision-makers. This, alongside other 

campaign methods, helped ensure that the community transport sector’s 

campaign succeeded and that funding was continued.  

 

 

Events 

 

While a lot of campaigning now takes place online and through social media, 

there can still be a lot to gain from organising campaign events. Campaigners 

still often choose to use this in-person campaign method, and they do so 

through a range of different types of events that have different specific aims. For 

example: 

 

• Fundraising Event – can be used to obtain donations that can be used to 

finance campaign activities. 

• Public meetings – can be used to invite local politicians and other people 

of influence to come and listen and discuss a topic with you and 

interested members of the public. 

• Public Rallies - can be used to invite supportive members of the public 

and other supportive stakeholders/politicians to come to speak about a 

problem and listen to others. This aim is to motivate people to act.  

• Demonstration – These are physical public expressions of opinion, and 

they can take the form of a group marching or standing together. They 

https://charitydigital.org.uk/topics/topics/how-to-write-the-perfect-press-release-8956
https://www.bbc.co.uk/news/uk-northern-ireland-64804115?at_campaign=Social_Flow&at_link_id=9763D7FC-BD79-11ED-9837-AD5BAD7C7D13&at_campaign_type=owned&at_format=link&at_ptr_name=twitter&at_link_origin=BBCNewsNI&at_link_type=web_link&at_bbc_team=editorial&at_medium=social
https://www.itv.com/news/utv/2023-03-28/at-risk-rural-community-transport-a-lifeline-to-older-people
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are used to demonstrate a scale of public support for a cause or objection 

to something.  

 

Any events will likely require a comprehensive communications plan to ensure 

that people know it is happening and are motivated to attend. Additionally, it is 

important to consider any additional requirements, such as acquiring the 

necessary licences. In some cases, you may need to inform local authorities or 

the police (Example – Greater Manchester Police event reporting page). 

 

Organising events can be costly and time-consuming, and with the existence of 

online platforms, they are not necessarily needed for every campaign. Before 

committing to an event, you should consider whether it is necessary while 

keeping your campaign goals and objectives in mind.  

 

Consultations 

 

When making a decision, the government and local authorities may be required 

or may choose to carry out a public consultation. Consultations are often 

conducted when budget cuts are proposed. A consultation provides an excellent 

opportunity to have your position on a policy officially recorded. So, if the policy 

being consulted will impact your organisation, it is important to respond.  

 

Most consultations will be published alongside an info document which sets out 

the proposed changes and asks a set of questions that they would like you to 

answer in the response. Do attempt to answer all the questions relevant to you, 

however you do not need to address all questions. Additionally, if you want to 

address something that has not been asked, you can add this to your response. 

In your response, you should keep a formal tone and talk about the impact of 

the proposal on your organisation and, importantly, your passengers and their 

families. It is also vital to ensure you provide evidence, such as key statistics, to 

highlight the overall impact and case studies to add context and a personal 

touch.  

 

When submitting your consultation response, you can use this as an opportunity 

to ask for a meeting to discuss your response with those in charge of the 

consultation. It may also be beneficial to ask the supporters and beneficiaries of 

your organisation/campaign to respond to the consultation, as it would mean 

the authority receives more responses supporting your position. 

 

See here for an example of CTA responding to a budget consultation in 

Hampshire. 

 

https://www.gmp.police.uk/tua/tell-us-about/eo/af/events-processions/
https://ctauk.org/wp-content/uploads/2023/07/CTA-Response-HCC-Budget-Consultation.pdf
https://ctauk.org/wp-content/uploads/2023/07/CTA-Response-HCC-Budget-Consultation.pdf
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Evidence 

Summary – Backing up key messages, claims and asks with evidence adds 

strength and credibility to a campaign. It's good to consider a mix of quantitative 

and qualitative data. Quantitative data provides those key numbers and hard-

hitting statistics, and qualitative data adds context and an emotive personal 

touch. You can source this data from a range of means, including secondary 

desk-based research and primary research methods such as surveys and case 

studies.     

 

The voices of community transport are undoubtedly valuable in of themselves; 

however, having the evidence to back up what you are saying is vital in adding 

extra weight and credibility to what you are calling for. This evidence can come 

in various forms, and it's good to have a mix of quantitative and qualitative data 

to evidence something you want to say. 

Through quantitative evidence, you can demonstrate the scale of an issue, such 

as what could be lost or gained overall through a change. On the other hand, 

qualitative research, such as case studies, can show how specific people are 

affected by something, allowing people to contextualise an issue and empathise 

on a personal level. 

Different audiences may prioritise different types of evidence; for example, 

council officers are most likely to want numerical evidence of overall impact, 

whereas communication professionals may prefer the stories of people. So 

again, it’s good to have a mix of different types of evidence available to share 

with stakeholders. 

While some of the evidence you need may be readily available, other pieces may 

require further research. There are several ways you could get this evidence.  

Firstly, you could conduct some secondary research to see whether the evidence 

you seek already exists due to previous work from others. For example, DfT and 

the Office for National Statistics regularly report on a range of general transport 

statistics. Furthermore, you could look at what CTA has available. CTA regularly 

collects data on the community transport sector, and we often share this openly. 

We also will be happy to point you in the right direction to find other useful 

secondary sources if we know of any.   

You could also collect some evidence yourself by using tools like surveys and 

case studies and recording data on your service delivery. For example, if your 
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organisation is facing cuts to funding, you could survey your passengers about 

what the service means for them and how the loss of it would impact their lives. 

Members are welcome to contact CTA at England@ctauk.org if they require 

advice about collecting data.  

Once you have the evidence, you need to use it and include it when 

communicating with key stakeholders like politicians and other communications 

like social media. Evidence will add credibility and strength to your messaging. 

Where possible, headline figures could be embedded into the key campaign 

messages. 
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Legal considerations 

Summary – Charities are allowed to campaign and engage in non-party political 

activities that are related to their charitable purposes. However, you must follow 

the campaigning guidelines set out by the Charity Commission. This section will 

take you through the key points of the campaigning guidance.  

 

 

In the UK, charities are allowed to engage in political activities and campaigning, 

but some regulations have been put in place to prevent the misuse of charitable 

status. 

 

The Charity Commission provides guidance to help charities understand the 

legislation and navigate political activities and campaigning. Here are some of 

the key points: 

 

Permissible Political Activities: 

• Charities are permitted to participate in non-party political activities that 

support their charitable purposes. This can include advocating for specific 

policies, raising awareness on relevant issues, and engaging in public 

debate. 

 

Non-Partisan Stance: 

• Charities must maintain a non-partisan stance when conducting 

campaigns or political activities. They must remain independent and 

ensure that they treat parties and candidates equally. This means 

charities must avoid supporting or opposing any political party or 

candidate.  

• For charities, activities that explicitly endorse political parties or 

candidates, such as donations or expressing support for a party, are 

restricted. 

 

Campaigning Restrictions: 

• Charities are not allowed to have a political purpose, meaning a charity 

cannot work to achieve its aims solely through political activity. 

• Additionally, charities are only allowed to engage in campaigning or 

political activities if they are relevant to what the charity does and further 

the delivery of their charitable goals. 

 

Political Activity During Elections:  
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• While the regulations on charities and political activity are always relevant, 

there is particular emphasis on these rules during the pre-election period, 

also known as Purdah.  

• During Purdah, which typically begins six weeks before an election, 

charities can still campaign and influence views on particular issues or 

policies. However, they must be careful that their activity is not seen to be 

influencing voters' choice of party in any way.  

• For example, a charity cannot compare its views negatively or positively 

with those of a political party or candidate.  

 

Maintaining Charitable Status: 

• If charities engage in political activities and do not follow the associated 

legal requirements, they risk losing their charitable status. 

 

Charities must be familiar with the guidance before engaging in campaigning or 

political activities. Understanding and adhering to these laws is crucial for UK 

charities to effectively advocate for their causes while maintaining compliance 

with the law. 

 

Read the full guidance from the Charity Commission here. 

  

https://www.gov.uk/government/publications/speaking-out-guidance-on-campaigning-and-political-activity-by-charities-cc9
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Further Information  

Contact information:  

 

policy@ctauk.org   

 

www.ctauk.org 

  

The Community Transport Association (CTA) is the UK charity that represents and 

supports providers of Community Transport. Our 1200 members across England, 

Wales, Scotland and Northern Ireland are local charities and community groups which 

provide transport services always for a social purpose and never for profit. We believe 

in accessible, inclusive and sustainable transport for all.  

mailto:policy@ctauk.org
http://www.ctauk.org/

	Introduction – Campaigning
	Setting Goals
	Collaboration
	Names and Key Messages
	Who to Target?
	Methods
	Evidence
	Legal considerations
	Further Information

