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Good publicity and outreach
Publicity and outreach are essential for communicating campaign 
messages and getting people involved in taking action. This guide gives 
you some tips on how to best get your message across. Taking time to 
think which methods will be most effective for you usually means a bigger
impact.

What are your aims?
Your publicity will have a different focus depending on what you are 
trying to achieve. For example, if your aim is to get more people along to 
meetings, it’s fine to pitch it at people who already agree with you. If you 
want to raise awareness about an issue among people with no prior 
knowledge, your publicity will need a broader appeal.

What are your key messages?
As campaigners we tend to overwhelm people with information – issues 
are complex and there is so much we care about. But: people are 
bombarded with lots of messages every day. To get our messages across 
we need to focus on a few simple and clear things that will stick in 
people’s minds. 

Consider the aims of your campaign. What are the three most important 
things to get across? These are your key messages. Write them down in 
two or three short, clear sentences and focus on them in your publicity. 

Pitching your message right
Think about what message different people will be most interested in. For
example, if you live a long way away from a new power station your main 
worry might be climate change. People who live nearer will have to put 
up with other impacts, e.g. loss of green space, noise and air pollution. 
Your leaflet may come across best if you acknowledge the issues that 
affect people directly, as well as the reasons you are concerned. 
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Publicity is about getting people on your side. Rants may be satisfying but
are unlikely to achieve your aim. Win people over, be creative and 
welcoming. If you are confronting people with the consequences of their 
actions, criticise their behaviour rather than them as individuals. 
Acknowledge people’s ability to change and give them options to make 
that easier.

What do you want people to do?
All your communications should contain a clear call to action and give 
people concrete things to do, whether that’s joining your group, cutting 
car use, boycotting a product, coming to see a film, writing a letter, or 
growing their own vegetables. Always supply your contact details, 
including (but not only) websites and social media sites so people can 
find out more and get involved.

What’s the best way to reach people?
Once you’ve worked out your basic message and who you are targeting 
then decide on the best way of getting your message across to them. 
Remember you want to get people on your side, so make it easy for 
your audience to listen to you. 

Don’t expect people to come to you for
information – go to them. Use media
platforms, real-life venues, language and
styles that your particular audience will be 
comfortable with.

When talking to teenagers think stickers, fly-
posting, gigs, and of course social media.
Business people may prefer to attend a talk
by an expert at the town hall. Jo Public and
local councillors are usually more receptive to
a panel discussion on neutral ground than
reading graffiti on a wall. 
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Social media is a very effective way to 
get the word out – most people use 
social media daily, which means you 
can reach them regularly with frequent
and short updates and news. One of 
the strengths of social media 
platforms is that they make it easy to 
advertise events and to gauge how 
your message is getting across. One 
weakness is that social media can be 

an ‘echo chamber’ where you mainly communicate with people who 
already share your world view and social circle. Plus, not everyone uses 
social media – there is still a need for stalls and leaflets to spread your 
message wider.

Lots of information to read on a screen can be hard to digest, so don’t 
overload your followers with complex arguments – feed them 
information one point at a time. 

Social media can create a feeling of being involved. However, remember 
that people re-tweeting you or liking your posts only goes so far. Make it 
easy for people to play a more active role. Use online media to get people
interested, then mobilise them for meetings, events and actions! Find 
ways that people who can’t make meetings can still take on a pro-active 
role if they want to, e.g. drafting a press release.

Do you have the time, skills and resources?
Consider what time and resources you want to spend on publicity. What
skills do you have in the group and what do you enjoy doing? For 
example, running a decent social media campaign takes commitment 
and time – if you don’t have that time then don’t start posting regularly in 
the first place. 
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Top ideas for effective publicity
Benefit gigs to raise cash: have a
stall and get the bands to talk 
about the issue.

Badges/stickers with your 
message or contact details (e.g. 
your website address).

Colourful well made banners at 
stalls and events catch attention 
and really get the message across.

Displays in the library, schools, 
community centres.

Leaflets for handing out in town, 
sticking through letter boxes, 
street stalls and giving to your 
friends.

Letters to the editor are 
especially effective in your local 
rag as that’s the only bit many 
people read.

Get into the mainstream media:
TV, newspapers, magazines and 
radio.

Posters for local shops, 
community centres, GP’s 
surgeries, schools, pubs.

Publicity stunts e.g. street 
theatre to attract attention or 
creating photos to get into the 
newspapers.

Rallies, demos, vigils: a visible 
presence on the streets. Hand out
leaflets, talk to passers-by, have 
lots of banners and get your story 
into the media.

Social media to keep your ever-
growing network of supporters 
updated and to make it easy for 
them to pass on the message.

Street stalls and stalls at events 
are great for direct contact with 
people, getting new people 
involved and fundraising.

Subvertising billboards: alter the
wording/images to subvert 
advertising messages.

Talks, films and workshops are 
great for giving people the chance
to check you out without 
committing to anything and for 
getting people to think about 
stuff.

Word of mouth: very effective 
(and cheap!)

Endless other possibilities: 
postcards, t-shirts, window 
posters, mugs.
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A short guide to good publicity and outreach

Publicity and outreach are essential for communicating campaign 
messages and getting people involved in taking action. In this guide 
you will find plenty of tips on how to best get your message across.
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