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Hello and welcome… 

• Who we are and what this session is all about  

• Definitions: 

Campaign = “Work in an organised and active way towards a goal” 

Digital communication = Online content, including websites, blogs, 
email, e-newsletters, social media, multimedia content (video, audio, 
animation etc)  

 
“For many, internet access is no longer a luxury, 

but a necessity; it has become an obligatory 

component for economic, political, cultural and 

individual representation and empowerment.” 

E.B Weiser, Psychologist  



We will explore: 

• How to get people’s interest; how 
to make them click  

• Reach; how to reach your audiences  

• Content; what will you need to run 
your communications campaign? 

• A campaign in action  

• Channels; a few handy tips 



Psychology and online persuasion 

• Engage all three parts of the human 
brain: 

PRIMAL, EMOTIONAL and RATIONAL  

• The power of… 

IMAGES 
STORIES 
CONTRAST  
SOCIAL PROOF 
HUMOUR  



In practice…..  Streetbank homepage 

PRIMAL:  

Good looking, 

happy people! 

EMOTIONAL:  

Read real member 

stories!  

 

RATIONAL:  

Endorsement from 

national newspaper 

EMOTIONAL:  

A film to bring things to life 

and relate to… 

 

RATIONAL:  

Wow, everyone’s 

using it! 



Reach  

• Collect data: email addresses are key 

• Maximise your contacts: and use the 
collective power of others 

• Engage the media: make your story 
newsworthy  

• Be clever with timings 

• Follow up  

 

Streetbank Reverse Advent Challenge 2014 



Collective reach of partners 

National or local organisations … Bloggers… Local websites and forums… 



Preparing your content  

• Create two types of material: 

1. For your audience 

Campaign summary, blog, social media 
posts, newsletter   

 
2. For external audiences  

Press release, text for other people to use 
online, suggested social media posts  



In practice…..The Big Lunch  



The Big Lunch is the… UK’s annual one day get-together for neighbours. 

Real stories and findings… Topical but on message… Relevant and fresh content… 



Objectives: 

- show impacts of The Big Lunch 

- Share positive stories 

- Expand out to new audiences 

3. Get others involved… 

1. Pick your key message… 2. Use real examples… 

Method: 

- Simple, consistent message 

- Fun, engaging images 

- Tailored messages for third parties 

Campaign example: For The Love Of…. 

 



Now it’s your turn! 

1. What’s the key elements of your message? 

2. Who is your audience? 

3. How can you make it come to life? 

4. What tools would you use? 

 

 



Thank You!  

 

kate@streetbank.com  

 

tholden@edenproject.com  
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