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Goals for 
this section

• Build a shared understanding of why 
campaign planning is important

• Identify the key building blocks of effective 
campaign plans 

• Walk through examples of how 
organizations are using evidence to 
decisions

• Take time to reflect and integrate ideas into 
your campaign plan



A campaign is a series of planned actions that take the 
resources you currently have (or can gain access to) and turn 
them into the power you need to get the change you want.

Sierra Club Movement Organizing Manual, 2016



Campaign planning:

Allows us to be 
pro-active --
not just 
reactive

1

Helps us 
define the 
boundaries of 
our work

2

Helps us 
allocate 
resources 
efficiently 

3

Helps us build 
organizational 
and political 
power

4

Sierra Club Movement Organizing Manual, 2016



Campaign planning is a process that:

Is iterative 
and nimble, 

with key 
stakeholders

Results in a 
written

campaign plan 
that guides all 

work

Provides clear 
goals, 

timelines, 
benchmarks, 
and metrics of 

success

Builds and 
develops 

leaders in our 
campaigns

Helps raise the 
resources 

necessary to do 
the work

RE-AMP Art of Campaign Planning; Sierra Club Movement Organizing Manual, 2016



Building blocks of a campaign plan 

6Sierra Club Movement Manual, 2016; RE-AMP ”Art of Campaign Planning”, 2015

Vision GoalsLay of the landValues

Theory of 

change

Community 

power analysis

Target selection + 

power-mapping

Strategy

Integrating 

equity
Experimentation 

+ evaluation

Tactics to build 

power + scale
Communications



Why evidence-based campaign planning?

• Our work is too important and too 
urgent for our strategies and 
tactics to fail or backfire

• We are not always great at 
guessing 

• Evidence–based campaign 
planning helps us build off the 
best available knowledge of what 
works well (and not so well) 



Evidence and 
tools to 
support 
campaign 
planning

Public opinion research

Social science research

Data and analytics

Experimentation 

Campaign case studies



Vision: What is the world you are working to bring into being?

• A shared sense of where we’re head in the 
long-terms helps us set the appropriate 
trajectory for our work

• Campaigns with clear visions are more likely 
to be successful than those without them

• Without alignment on vision, it’s easier to get 
distracted and/or pulled off course 

Green New Deal for Durham; Sierra Club Movement Manual, 2016; Moxley, 2003



“We are Kentuckian. We have a vision…”

Kentuckians for the Commonwealth



“We are Kentuckian. We have a vision…”

Empower Kentucky



Values: What are the beliefs and ideals that will guide the work?

Lakota Nation and Honor the Earth, 2016

• Making campaign 
values explicit can help 
increase commitment 
and alignment and 
reduce conflict in 
coalitions

• Can be descriptive 
words/phrases or more 
formal principles and 
protocols



Lay of the land

• Are there clear patterns in how the issue 
has evolved over time? How might 
those trends affect your campaign?

• What is the current status of the issue? 
Hypothesis for how it will evolve?

• What kind of opposition have you faced 
or are you likely to face? What are their 
priorities and concerns?

• Who else is working on this issue? 

What evidence exists to help you better 

understand the campaign context?

RE-AMP Art of Campaign Planning; Carbon Brief, 2020



Mapping the New Mexico mindset

New Mexico Narrative Project, 2017

“As we drive our positive economic vision for 

New Mexico, we must also draw a clear 

contrast with the opposition and their vision. 

The strength conservatives have on fiscal 

issues thanks to long-term stereotypes 

needs to be challenged.” 



S.M.A.R.T.I.E. campaign goals and outcomes

• Strategic: Reflective of your organizational vision

• Measurable: You will know whether the goal has been met

• Ambitious: Challenging enough that winning = significant progress

• Realistic: Possible to accomplish, given existing context, resources

• Time-bound: Clear deadline

• Inclusive: Brings those most impacted—into processes, activities, and 

decision/policy-making in a way that shares power

• Equitable: Seeks to address systemic injustice, inequity, or oppression

The Management Center



“Through an executive order, 
Governor Kelley announces a 
Climate Action Plan for the state 
by the end of 2020 with an 
ambitious carbon reduction goal 
(100% carbon-free by 2080) that 
considers the disproportionate 
impacts of both climate change 
and dirty energy on low income and 
communities of color.”

Realizing the goal of a decarbonized Kansas

KS Climate + Energy Project



Yale Climate Opinion Maps, 2018; Google Surveys, 2018

Evidence-checking your goal



Theory of change: Why we will win

Sierra Club Beyond Coal, 2020

• Description of why a certain program 
and set of activities will result in us 
achieving our campaign goal

• Helps campaign clarify:

o Root causes of the problem you are 
working to solve

o What exactly needs to change to 
achieve your goal

o Some ideas for how to change it



Sunrise Movement: Our Theory of Change

Sunrise Movement, 2020



Sunrise Movement: How to WIN the Green New Deal

Sunrise Movement, 2020



Target selection and power-mapping

Sierra Club, 2016

• What is the decision-making 
venue or process you will work to 
influence?

• What is the timeframe of the 
decision?

• What decision-maker(s) have the 
power to deliver or deny a 
victory?



Amazon Employees for Climate Justice target Bezos

Amazon Employees for Climate Justice, NY Times



Community mapping and power analysis

• What will it take to win–
and sustain the win? 

• Where and with which 
constituencies does your 
coalition already have 
relationships? 

• Where do you need to 
invest resources and build 
relationships?

Sierra Club, 2016



Mapping power in IL via an epic spreadsheet

Illinois Clean Jobs Coalition, 2016



Integrating values of equity and justice

It Takes Roots, 2018; Grassroots Global Justice Alliance, 2019

1. Who makes the decisions?

Those closest to the problems will inevitably 

know the most about what the solutions need to 

look like. 

2. Who benefits?

The climate crisis is ecological, but has its roots 

in systemic inequity that is both racial and 

economic.

3. What else will this impact?

Sometimes environmental “solutions” can 

create new problems for other issues that we 

care about.



NY Renews: Points of Unity + Jemez Principles

NY Renews, 2019; SNEEP, 1996



Communicating for climate action 

Media story Key talking points Organizing narrative  

News and Observer, 2019; Sierra Magazine, 2019; Energy News Network, 2019



Potential Energy: “Save Florida Man”

Potential Energy, 2019



Tactics to build power and scale

• How will the tactic help you 
reach your goal? How will it 
help you build long-term 
power?

• Does your organization have 
the capacity to effectively 
carry out the tactic?

• How will the tactic help you 
build alliances? Neutralize 
opponents?

e.g., Arrestable 

direct action

e.g., In-person 

lobby meeting
e.g., Joint op-ed 

in local paper

CARE, 2001; RE-AMP, 2016



Films screenings to build support for solar in SC

Exposure Labs, Conservation Voters of SC, 2019



Experimentation

• What are the big questions 
related to your campaign 
where if you knew the answer 
today, you would make a 
different campaign decision
tomorrow?

• If evidence does not currently 
exist… test it!



Reaching new Latinx climate activists in Colorado

“When comparing email, text 
messaging, and social media 
advertising as digital 
platforms to engage 
communities of color, text 
messaging will generate 
the highest number of 
actions at the lowest cost.”

- Lilly Zoller, Conservation CO

Conservation Colorado and Protégete, 2019



Evaluation

• What are the quantitative and qualitative
ways to measure your organization’s 
impact? 

• How do you hold your campaign 
accountable to stakeholders and 
communities you represent?

• What worked well? What would you do 
differently next time? Where, with whom will 
you share insights and lessons learned?



Lessons learned from NAACP’s EJ field organizing

NAACP, 2019

• Focus on shifting the narrative from the 
outset.

• Prioritize engagement of the most 
impacted people.

• Invest in base-building and leadership 
development.

• Pursue targeted and consistent outreach 
to educate the community.



To sum it up:

• Measure twice, cut once. It’s not a “plan” unless it’s written down. Take 
opportunities to “consider the evidence” at each step of the planning process.

• Integrate values around equity and justice from the very beginning. It might 
take longer but the win will be more likely to solve problems for the most 
impacted communities and will result in powerful, lasting relationships.

• Ask or test it yourself! 🤓 If evidence to inform your work does not already 
exist, consider how you might allocate resources to generate some insights to 
confirm your assumptions – before you move forward with the campaign. 

• Take time to reflect + evaluate. Our work is too important and too urgent to not 
know whether we’re on the right path.



Bonus: 
a worksheet

for you!

Developing an 
evidence-based 
campaign plan


