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Executive Summary

The greatest challenges of our time will not be
overcome without informed public action and
participation. The 2030 Agenda for Sustainable
Development, a key focus for British Columbia
Council for International Cooperation (BCCIC),
requires massive transformation and
mobilization, which relies on public support
and interest. Regardless of your campaign
topic or focus for change, engagement is
necessary and should not be a top-down
endeavour nor a one-way conversation. It is a
dialogue that requires public interaction from
start to finish.

When we set out to conduct the research that
informs this toolkit, we specifically sought to
ask ‘how can campaigns increase feelings of
global citizenship and support for global
issues?’ We also attempted to define global
citizenship itself: ‘what influences a global
citizen?’ ‘Is it international solidarity? Is it
something else?‘

This work can seem difficult in online
environments. How can we more deeply
understand our audience beyond social media
metrics? How can we collect meaningful

responses to our work? This guide and toolkit
was created by BCCIC with the intent of being a
useful, informative list of actionable steps and
considerations for successful digital
campaigning for public engagement, and it
discusses the design, delivery, and evaluation
of campaigns. The research behind this toolkit
included a review of relevant literature in the
Canadian context and key informant
interviews.

In terms of campaign design, we learned
methods for ethically approaching audience
segmentation. We reaffirmed the importance
of catering activities to specific participants’
skills, interests, and resources.

We also discovered that appealing to values of
various kinds while campaigning can leverage
action. We questioned whether messaging for
solidarity was important for increasing global
citizenship, and we learned that drawing on
empathy when crafting messages might more
readily foster solidarity. We reaffirmed that
storytelling that is inspiring and agentic was
highly effective and often more participatory;
however, we also came to acknowledge that
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eliciting other emotions from audience
members, such as sadness or anger, might be
appropriate under certain circumstances and
within ethical boundaries. We also found that
factors such as the simplicity or strength of a
call to action might be more effective than
emotional appeals altogether. Ultimately, we
discerned that the best way to share stories
was through linking the global to the local,
building narratives beyond statistical
information, and focusing on empowering or
inspiring experiences that centre and include a
variety of voices in the creative process.

With regards to campaign delivery, we
learned that public engagement campaigns are
just one piece of a larger puzzle. They should
ignite a continuum of change that moves
individual audience members towards deeper
engagement. We also reaffirmed that
campaigns can have multiple purposes. They
might create change in different ways, such as
to build the capacity of participants, to inspire
one participant to educate others, or to
encourage long-term structural change. We
also learned that an integrated approach and
messaging between teams (such as
campaigning, communications, and
fundraising) is often the best way to achieve
overarching campaign goals.

In terms of campaign evaluation, we found
that digital analytics, measuring internal and
external outcomes, and internally evaluating
public engagement methods for effectiveness
and inclusivity are all useful. We acknowledged
that measuring the true impact or success of
digital campaigns must go beyond social media
or website analytics alone to gauge the feelings
and impressions your content left on others.

Finally, in studying how digital public
engagement campaigning has changed in light
of the COVID-19 pandemic, we found that
constant internal evaluation and audience
monitoring were even more crucial. We also
found that it is important to balance local and
global messages, to use this time to develop
online capabilities that will allow for more
widespread engagement in the future, and that
innovative approaches might be needed as
digital fatigue sets in.

A campaign checklist is attached as an
appendix at the end. This guide also has a
companion background research document
which gives a more in-depth look into the
literature review behind it. It is our hope that
you can use some of the recommendations set
out in this guide to run your next digital public
engagement campaign and motivate increased
interest and action!
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This toolkit was created by the British
Columbia Council for International
Cooperation (BCCIC) to be shared with its
members and partners working in
international cooperation across Canada. It
is intended to be a useful, informative guide
for public engagement practitioners and
communications teams that breaks down
actionable steps and considerations for a
successful campaign design, delivery, and
measurement. As this guide was
researched, assembled, and written during
the COVID-19 pandemic, the scope of this
research focuses specifically on digital
public engagement campaigns and accounts
for current and ongoing trends, such as
compassion fade¹, digital information
overload, and digital fatigue.

The research that informs this toolkit sought to
understand which digital public engagement
strategies are most effective for inspiring
feelings of global citizenship in Canadian
audiences and increasing solidarity around
global issues. It also seeks ways to motivate
audiences beyond awareness to action and
accounts for “the motivational problem.”² This
toolkit explores different approaches to digital
public engagement both in the sector and

outside of it; we seek to clarify definitions for
the key terms ‘Public Engagement,’ ‘Global
Citizenship,’ and ‘Solidarity’; we explore new
and innovative techniques for online
engagement; we offer suggestions for the
various ways public engagement can be
measured; and we examine how organizations
are adapting and being affected by the COVID-
19 pandemic. All of this will be presented in a
way that reflects the main stages of a public
engagement campaign: design, delivery, and
evaluation.

Literature Review

Our research began by narrowing down key
definitions, identifying consensus between
academics and practitioners, and determining
which public engagement methods and
practices were already commonplace in the
sector. We also turned to a range of sources
from political science, international relations,
public relations, psychology, and human
behavioural science. Our findings were
certainly not exhaustive, but if you would like
more details, a full literature review is available
as a companion to this toolkit.
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Interviews

Next, we conducted interviews with individuals
and organizations we identified as well-
practiced at campaigning in Canada’s
international cooperation space. These
interviews were conducted to:

a. Confirm and support our findings from our
desk-based research

b. Address any gaps in the literature

c. Determine how best practices in public
engagement were affected by the COVID-19
pandemic, and to see how organizations
were adapting to social and political
systems shock

Participants were asked a series of both open-
ended and closed questions. They were also
asked to rank the importance of various
aspects of public engagement campaigns on a
scale of one to five, with one being “Not
Important” and five being “Very Important”.
One individual participated in a shortened
interview and some excerpts from this
interview are also present in our findings.

Sources of Note

We also consulted past public engagement
studies by the Inter-Council Network (ICN). This
included the ICN’s “Ethics in Public
Engagement” webinar from October 2020 and
the ICN/RCC Public Engagement Catalyst focus
group discussions conducted in 2017.
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SECTION 2.1

What is Public Engagement?

The definition for public engagement differs
across sectors and industries. In healthcare,
education, and politics, engagement often
focuses on including various stakeholders in
decision-making processes. This might involve
community engagement³ or public
participation⁴ approaches. In the context of
the international cooperation sector in Canada,
public engagement is commonly considered to
be a broad, transformative process, designed
to inspire a member of the public, a particular
group, or a community to care about and work
towards solutions to global challenges.

We will also make the further distinction here
between engagement with an organization and
engagement with a cause.

• Engaging with an organization: An
individual engages when they contribute to
one (or more) of an organization’s goals.
Examples include donating money,
spreading awareness, or information,
participating in events or paying for a
membership.

• Engaging with a cause: Engaging with a
cause requires continuous transformation
in the participants themselves as they move
towards deeper levels of engagement with
a given cause. This process typically begins
with an issue being brought to their
attention and ends with them taking action
to create change. This type of public
engagement includes harder-to-measure
(but still important!) actions, such as
discussing the issue or cause with a friend,
watching an educational video about the
cause or issue, signing a petition, meeting
with a local Member of Parliament, or
attending a protest.
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SECTION 2.2

What is Global Citizenship?

Global citizens see themselves as citizens of the
world who care about the wellbeing of their
global community. For many organizations,
fostering global citizens that care about issues
abroad and at home is a key objective in public
engagement and campaigning.⁶ The terms
‘global citizenship’ and ‘cosmopolitanism’⁷ have
similar meanings. There are various forms of
cosmopolitanism,⁸ but in general,
cosmopolitanism offers a framework through

which we understand the care for all people by
virtue of the fact that human beings generally,
regardless of background or affiliations, belong
to a common community. Though not
completely synonymous with global citizenship,
cosmopolitanism was used as a proxy term in
some of the background research for this
toolkit.
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Generally, solidarity is “the degree to which a
person ‘stands with’ an outgroup and their
cause and is committed to working alongside
them and others to achieve the desired social
change.”⁹ Solidarity around global issues,
where an individual is committed to addressing
a challenge that may not directly affect them,
can galvanize increased action from others.
Solidarity is considered a deeper, more
meaningful level of support, because in
solidarity work we recognize the oppression of
others and we acknowledge that our human
well-being is interconnected.

Distinctions have been made between ‘robust’
and ‘expressional’ solidarity.¹⁰ Robust solidarity
happens between those in a common, affected
group. Expressional solidarity involves
outsiders who are committed and motivated to
take supportive action with the affected group,
despite maybe not having the same lived
experience or community connection pushing

them to act. In order for someone of the
outside group to help effectively, they must
look beyond themselves and their individual
needs or performance to stand with and listen
to the affected group. Further distinctions have
also been made between social, political, and
civic solidarity.¹¹ These distinctions will not be
covered in this toolkit.

SECTION 2.2

What is Solidarity?
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SECTION 3.1

Designing a Campaign

Considering Ethics

1. Positionality and Reflexivity

We are all influenced by personal experiences,
biases, and larger power structures that dictate
how we see the world. If these limitations are
not acknowledged or addressed, campaigns
can perpetuate biased, prejudiced, or
exclusionary messages.¹² Before going in, it is
important to consider our positions as creators
and to ask how blind spots might be mitigated
through additional resources or perspectives.

2. Intersectionality¹³

Public engagement should provide an
opportunity for a range of perspectives,
experiences, and voices to be heard or
highlighted, but campaigns should also
consider potential identities or barriers for
campaign subjects and audiences. Messaging
should avoid harmful stereotypes and tropes
and should prioritize informed and ideally co-
created or consulted content.

3. The Digital Divide¹⁴

The COVID-19 pandemic has shifted
engagement to online spaces. One of our
interviewees noted that their organization was
struggling to move fully digital due to the ages,
locations, and other demographics of their
network. It is important to consider whether
your campaigning method will be accessible to



your target audiences. If not - how can you
make it more accessible to them? Should you
use more than one medium of engagement in
your campaign?

Determining Your Audience

Audience segmentation¹⁵ is used to identify key
audiences in order to cater to these groups’
specific interests and to leverage impact. This
method is used widely in the private sector and
in political campaigning, often along
demographic lines.

The most influential study of this concept is the
ongoing Yale Project on Climate Change
Communication and the “Six Americas” concept.
In this study, scholars surveyed 2,164 American
adults and divided them up into six sub-groups
based on levels of awareness or understanding
of climate change. The findings were intended
to improve the effectiveness of public
engagement campaigns focused on climate
change, encouraging targeted messaging
rather than general appeals.²⁰

Some things to consider as you establish key
audience groups:

1. Segmenting audiences by factors such as
gender, age, ethnicity, location, religion, or
nationality has the potential to either
emphasize individual differences or
homogenize groups in inaccurate ways.¹⁶
Diversity in values, perspectives, and
experiences within groups of people might
be lost.

2. However, merely communicating to a group
at large might neglect to consider
intersectionality, resulting in a lack of
nuance or understanding related to
intersecting identities and experiences. It
could also be less effective, as personalized
messaging is proven to have greater
impact.

Many of our interviewees do find ways of
establishing separate target audiences. A
common example for campaigns included
dividing them into ‘Supporters’,¹⁷
‘Observers,’¹⁸ and ‘General Audiences’¹⁹.
Most then collected richer data and
information on each group - including
demographics and interests.
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1. Personalize the experiences of
participants and form deeper,
ongoing relationships

The majority of respondents communicate with
their audiences in distinct ways that reflect a
range of experiences, preferences, and interest
areas. One interviewee mentioned that it is
important to create individual relationships
and a sense of collaboration with existing
supporters or members.

Another respondent shared how participants’
interest areas impact the communications they
receive. For example, if an individual has
shown interest in a particular issue or donated
to campaigns in the past, they would
specifically receive relevant information
pertaining to those topics in the future.

2. Public engagement is a journey

One respondent explained that their
organization focuses on developing individual
‘journeys’ for each supporter. Engagement is
tracked and moved from initial awareness of
an issue, to action, to engaging more deeply
with the organization over time. To track this
journey, key questions are asked:

• How are they already engaged in the
organization? Are they a donor, a volunteer,
an advocate, or do they just have a general
interest in our work and want to learn
more?

• Which thematic area is this person most
interested in and likely to continue being
interested in?

• Which specific activities or actions are they
most likely to participate in, based on their
interests, resources, past actions, etc.?

The answers to these questions and how far
along participants were in the engagement
pipeline would determine what information
was shared with them and which activities they
were encouraged to participate in.

3. Consider youth as a separate (but
essential) group

Youth are, and have historically been, integral
for bringing about social change.²¹ A majority of
our interviewees considered youth to be a
distinct audience group altogether.

In terms of strategies for engaging youth,
respondents mentioned hosting youth-focused
events, using an ‘engaging engagers’ approach
(such as training teachers to talk about issues
with students), and providing advocacy training
for youth or other youth-focused capacity
building events. One respondent’s organization
creates support networks and opportunities
for youth activists to network among
themselves. Common strategies for engaging
youth audiences might include:²²

• Framing global issues as personally relevant
to young people

• Giving youth the opportunity to connect
with peers abroad

• Applying experiential learning techniques

• Switching up traditional learning
environments and strategies through the
use of music, movies, art, guest
presentations, food, or more

• Cultivating and creating space for
independence and interdependence
between youth as they learn and work

DIGITAL PUBLIC ENGAGEMENT TOOLKIT: RESEARCH AND FINDINGS 16
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Making Emotional Appeals

Studies show that it is nearly impossible to
separate emotions from decision-making.²³
Where personal connections do not exist, it is
still possible to motivate someone to
participate if the ask itself can connect them to
the issue at hand or give them a glimpse into
someone else’s experience.²⁴

Academics have discovered that speaking to
feelings of guilt, anger, and empathy can all be
effective motivators for action.²⁵ However,
there is agreement among many academics
that empathy is the most effective form of
emotional messaging,²⁶ because empathy
breaks down group barriers and distinctions
and emphasizes a common humanity.²⁷

1. Ethics, power, and agency

Communicators should not prioritize the
emotions of their audience over the agency
and complexity of the figures at the centre of
their campaigns. The “Starving-Baby Appeal”²⁸
or “Poverty Porn”²⁹ (both approaches that were
popular amongst international development
agencies until the late 1980s), have had
significant, detrimental impacts. This type of
messaging dehumanizes and diminishes the
voices of subjects and can paint harmful and
inaccurate pictures of people and
communities. We have responsibilities to
highlight people and communities as active
agents in their own development processes
and to not fuel prejudice³⁰ by playing into
stereotypes.

2. Appealing to empathy

Research shows that empathetic responses are
the most effective for motivating sustained
action.³² Empathy and solidarity often go
hand-in-hand.

When interview respondents were asked to
rank the importance of empathy to public
engagement campaigns. Responses were
mixed but trended in favour of the use of
empathy, from ‘neutral’ to ‘very important.’

3. When empathy isn’t appropriate

Sometimes appealing to empathy is neither
effective nor appropriate Especially in the
context of COVID-19, audiences might suffer
from the effects of compassion fade or
information overload.

4. When anger or sadness might have
an impact

Generating reactions of fear or anger have
proven to be slightly less effective for
motivating long-term and meaningful action, as
they tend to motivate only the abstract concept
of action, or the “single-action bias” effect.³¹

A majority of those interviewed acknowledged
that appealing to other emotions might be
more appropriate, depending on the context.
One respondent explained that “calling out
wrongs” or “needing to provoke” can be
important, and another said that appealing to a
sense of injustice might inspire action. One
respondent even suggested that messages
designed with anger or outrage in mind might
speak directly to people’s values and therefore,
might be more likely to motivate action.
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5. Emotions aren’t everything

Despite all of this evidence, in the end some
factors might be more effective for solving “the
motivational problem” than emotional
responses.

Half of the respondents mentioned factors
which might be as important or even more
important , such as the simplicity of the action
or a strong call to action for an urgent or
important issue .

Appealing to Values

The majority of respondents agreed that value-
based messaging was “Very Important” for
digital public engagement campaigns.

One interviewee said that although they
believed value-based messaging was
important, it was not heavily practiced by their
organization and therefore, they gave it a score
between “Neutral” and “Important.”

Half of the respondents suggested that value-
based messaging can be effective because it
appeals to a person's sense of identity and
purpose.

Our research offers many examples of values
that could be effective:

1. Faith-based values

Two of the respondents represented faith-
based organizations and both spoke of how
certain religious values were foundational to
their public engagement practices. For
instance, the values of solidarity through faith,
the principles of grassroots support, and the
importance of caring for one another. These
respondents also highlighted that faith-based
organizations have the advantage of speaking
with like-minded communities.
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2. Appealing to the ‘Canadian values’

Some academics argue that because of
Canada’s image as a country that encourages
diversity, immigration, participation in
international institutions, and collaboration
with global allies, Canadian audiences might be
more perceptive to messages of global
citizenship and solidarity.³³ One respondent
mentioned that appealing to these notions of
Canadian identity might be effective. Your
organization might not agree or consider these
sentiments to be true, and you must align
yourself to your own messaging accordingly.

3. Other values

Academics have explored the uses of
“universalism”, “benevolence”, and
“openness-to-change” in international
development.³⁴ There has also been research
into less-obvious values such as “Self-
enhancement” and “financial success”
for motivating feelings of global
citizenship. Though these values might work in
the short-term, appealing to these values might
have longer-term, detrimental effects, because
they can stand in opposition to positive social
attributes and behaviours.³⁵

Sharing Stories

All interviewees agreed that stories are
necessary for humanizing complex issues and
for making messages resonate. A majority of
interviewees considered storytelling “Very
Important” for public engagement. One
interviewee could not choose between a
classification of “Important” or “Very Important”

Based on our research, the following
approaches to story sharing are effective in
fostering long-term and meaningful solidarity
around global issues.

1. Determine who should be speaking
(and why)

Centring the voices and experiences of the
people affected by the issues of your campaign
is of the utmost importance. This includes
working with and for subjects of a story to co-
create campaigns that centre their voices.

By co-creating projects and amplifying,
including, and centring the right voices, there is
a unique opportunity to share stories that are
empowering, realistic, and non-exploitative.
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2. Focus on agentic and multi-
dimensional narratives

Research shows that stories focusing only
on problems and suffering can be detrimental
to both ethics and action.³⁶

Stories are most effective when they make
audiences feel as if they can make a difference
and contribute meaningfully to a wider effort,³⁷
and most respondents spoke of ‘positive
messaging’ being an integral part of their
brand. Half of all interviewees ranked positive
messaging as “Important”.

3. Link the local to the global

Feelings of empathy are more easily felt in
someone’s immediate social circles, such as
their family, friends, or local community.³⁸ Two
of the public engagement experts interviewed
provided examples of how they used
storytelling in their campaigns to explicitly link
global issues to people’s own local experiences.
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4. Combine stories and statistics

Facts and figures can be incredibly important
for education and awareness raising. However,
it is extremely difficult for audiences to be
motivated into action from statistics
alone.³⁹ Studies show that the best way to
motivate action is to connect statistics and
facts with real examples and emotions.
Interviewees noted that the best way to use
statistics is in combination with stories. Ideally,
activities should appeal to the two information
processing systems in the brain⁴⁰:

1. The Analytic Processing System: focuses
on logic, on deliberation, and analyzes
reality in terms of numbers and
statistics.

2. The Experiential Processing System:
driven by emotions and is more likely to
respond to images and stories.
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1. Reflect the continuous and
transformative nature of public
engagement in your campaign

All interview participants defined public
engagement as ‘transformation’. It was also
defined by interactions that move individuals
along a continuum of change. This journey was
also described as a ‘pyramid’ by another
respondent, whereby the goal is to move
participants upwards, engaging more deeply
with an issue or organization as they go.
Questions to ask when creating an
engagement plan include:

• Where or how did the participant find
the organization (as in, what interest
area, event, social media post, etc. drew
them in in the first place)?

• How has the participant stayed
involved? What actions have they taken
since?

• Has this participant remained focused
on one particular interest area or have
they branched outwards to other
issues?

There are several examples of continuums in
public engagement from a range of disciplines
and sectors. The following models are are just
some examples, but there are many others.⁴¹

SECTION 3.2

Delivering a Campaign
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Figure 1: Based off "Continuum of Impact Model", Animating Democracy, as found in Review of
International Best Practices in Public Engagement and Learning Measurement, One World Inc, 2012.

Figure 2: Based off Johnston, Kim A., and Maureen Taylor. 2018. The Handbook of Communication
Engagement. Newark: John Wiley & Sons.
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2. Engage in long-term structural
change

Ideally, public engagement campaigns work
towards long-term structural change, rather
than short-term goals alone. Audiences or
participants should be encouraged to think
long-term and deeply about global issues, in a
way that will awaken awareness and sustained
action in support of a cause.

Half of respondents emphasized how their
organizations try to be “value-added” in the
larger effort of tackling global issues. Some
reflected on their organization’s practices of
collaborating with people and communities
who are affected by certain issues. In these
spaces, it was important for them to remember
that public engagement work should be
collaborative, where local community members
affected by the issues are involved in each step
of any process as much as possible.

3. Consider capacity development as a
goal of your public engagement
campaign

Capacity development was directly mentioned
in relation to public engagement by half of our
respondents. Some respondents noted that
they practiced a ‘Train the Trainer’ or ‘Engage
Engagers’ approach to public engagement. In
fundraising settings, one interviewee described
public engagement campaigns that were used
to help members recruit other donors. They
also described campaigns designed for
educational purposes. Approaches varied from
using campaigns to reach educators, who
would in turn reach their students, to reaching
youth directly with a specific call to action, such
as writing to Ministers about an issue.

4. Integrate your public engagement
campaign with other organizational
priorities

A majority of interviewees emphasized the
importance of an integrated approach to public
engagement that links efforts between the
fundraising, communications, and campaigning
departments. One noted the importance of all
departments reaching different audiences for
different purposes with cohesive messaging.
Collective messaging allows for campaigns to
push different options for engagement at
opportune moments to different audiences.
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5. Expanding your network to increase
impact and effectiveness

Studies show that an NGO’s position within
their overall network strongly influences
whether their message is being heard by the
general public in a saturated online
environment.⁴² Building a network to amplify
your message will increase public engagement
in the long-term and is ultimately more
effective than the traditional public relations
strategies related to social media - such as
regular posting, the sharing of information and
visual content, growing a follower base, and
focusing on the number of interactions or
engagements (i.e. likes and mentions).⁴³
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There is a lack of consensus about how to
measure the success of digital campaigns in
the literature. Some methods focus purely on
social media analytics for measurement, while
others focused on donation amounts or
measured changing levels of trust or
satisfaction in participants.

Why is there so little general agreement on the
subject? Our research identified some key
limitations for public engagement campaigns in
the sector:

a. The definition for public engagement is
ambiguous. Transformation can be
interpreted and practiced differently
across organizations and sectors.

b. Transformative and evolving processes
involve data related to individual
behavioural change (and overall societal
change), and these are very difficult to
conceptualize, measure, or even find.

Despite these limitations, we did manage to
pull out several key trends in measuring the
impacts of digital public engagement in our
sector:

• Using social media and other digital
analytics;

• Measuring internal vs. external
outcomes;

• Conducting consistent internal
evaluations of public engagement
methods.

SECTION 3.3

Measuring Success in Campaigns
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1. Measure digital analytics

All interviewees agreed that digital analytics
should be used to measure the success of
public engagement campaigns.⁴⁴ Indicators
mentioned by interviewees included reach,
click-through rates, website visits, and
organization-specific key performance
indicators (KPIs).

However, research concludes that digital
analytics alone might not be enough to
measure the success of a campaign. Social
media analytics can tell you how many people
engaged with or saw content from your
campaign, but as stated by a participant of the
Inter-Council Network (ICN) Public Engagement
Forum in 2017, if we are talking about
transformation: “Are social media hits really a
valuable indicator if viewers just glance at it?
What is the quality of engagement?”⁴⁵

Digital analytics are not always the most
effective or reliable measures of interest or
behaviour change. For instance, these numbers
might only indicate that content has
been delivered to or has reached an audience
member, while failing to reflect important
success indicators, such as knowledge
increase.⁴⁶ That audience member might have
been deeply affected by that content, but how
are we to know based on analytics alone?

Although digital platform analytics (social
media, website, newsletter, and others) can be
useful in showing the breadth of reach, it is
good practice for organizations to use a range
of different metrics in order to account for
depth of engagement. A majority of
interviewees use digital analytics in conjunction
with other measurement types.

2. Consider measuring internal and
external outcomes

The following are examples from background
research or that emerged through interviews:

Examples of internal outcomes:

• Event attendees

• Newsletter subscribers

• Number of members or supporter growth

• Donation amounts

• Number of new people reached by specific
event speakers

• Number of events your organization is
invited to speak at

• Number of petitions signed

• Number of letters sent

Examples of external outcomes:

• Increased awareness and knowledge

• Increased access to resources or services

• Increased media coverage (are you
achieving your desired brand and media
profile?)

• Participant satisfaction

• Action taken as a result of a campaign or
initiative

• Perceived organizational reputation and
expertise

• Stakeholder meetings requested
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We know from other sectors that combined
internal and external evaluations are common.
In Canada’s healthcare sector, for instance,
internal and external examples are used in
combination to measure success.⁴⁷ As seen on
the next page, one healthcare engagement
model measures public engagement in terms of
external outcomes and internal outcomes,
combined with other indicators.

External outcomes specifically focus on
different forms of transformative change. To
track these changes more accurately, it might
be helpful to further break them down. A few
examples can be seen below.⁴⁸

Figure 3: Based off "General Behaviour Change Indicators", Ecumenical Advocacy Alliance, as found in
Review of International Best Practices in Public Engagement and Learning Measurement, One World Inc,
2012.
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Figure 5: Based off "Social Change Indicators Model", Animating Democracy, as found in Review of
International Best Practices in Public Engagement and Learning Measurement, One World Inc, 2012

Figure 6: Based off "Model of Communications for Social Change", John Hopkins University Center for
Communications Programs, 2001.
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3. Conduct a consistent internal
evaluation of public engagement
methods

Most respondents also indicated that internal
evaluation was key to ensuring that public
engagement processes continue to be
effective. Internal evaluation can determine
what is working, what is not working and what
else can be done.

A the ICN Public Engagement Forum in 2017,
participants discussed using the following
approaches for internal evaluation: ⁴⁹

• Following up with any partners,
volunteers, or event participants (e.g.,
through email surveys)

• Conducting pilot tests

• Holding focus groups

• Internal evaluation of analytics (ex: what
techniques are working and what is
not?)

An integral part of internal evaluation
processes is determining which demographics
your engagement will be reaching, what
demographics you are missing, and how you
can shift your approach accordingly.

An interviewee recommended tracking
“conversion rates” in order to evaluate how
many people were successfully managing to
move through all the different opportunities
for public engagement offered by the
Fundraising, Communications, and Campaigns
departments. Another respondent also
mentioned the importance of “converting”
people between departments and how this
played into the usefulness of an integrated
approach to messaging and strategy, as
covered in an earlier section.

One respondent mentioned how internal
evaluation is also important for determining
the appetite for messaging. This was reported
to involve polling, surveys, and focus groups to
determine which issues are important to
Canadians, which in turn determined future
projects and campaigns. During the COVID-19
pandemic, these evaluations might be
particularly important.
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An important element of this research was
determining how public engagement methods
had been affected by the COVID-19 crisis and
how organizations were adapting to the
challenges presented by social and political
systems shock, as well as psychological factors
such as compassion fade, information
overload, and digital fatigue.

Half of our respondents believed that the same
public engagement techniques were still
effective during the pandemic, despite the
need to shift everything online; the “modes of
delivery had simply changed or the shift had
given organizations the opportunity and time
to develop their online capabilities, which some
had been looking into even before the
pandemic.

The majority of our interviewees emphasized
the importance of remaining flexible as the
COVID-19 pandemic continues to change and
unfold. Some mentioned how they had to
adjust their engagement expectations,
predicting that they might have to be satisfied
with less engagement from their audience
during this time. Some participants mentioned
how important it was, to adapt each campaign
to regional realities, in order to respect how
different people and communities in Canada
were experiencing the pandemic. One
respondent also stressed how important it was
to be doing constant internal evaluation and
adapting messaging. One interviewee also
mentioned breaking through the noise of the
COVID-19 online environment by using
celebrities, influencers, and user-generated
content to maintain interest.

Half emphasized the importance of balancing
the two sides of development work - the local
and the global - when speaking about the
COVID-19 pandemic and recovery. One
respondent also spoke about how timing was
important while determining when it was
appropriate to speak to Canadians about

SECTION 3.4

Adapting for COVID-19
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global issues and when it was better to focus
on the local work that the organization was
involved in.

Half argued that this unique situation actually
allowed Canadians to better understand the
work and responsibilities of development
agencies at home and abroad, as they were
more easily able to empathize with people
struggling with the impacts of the pandemic.
Several respondents argued that Canadians
were actually more receptive than ever to
messages of global responsibility.

Certain benefits to online engagement were
also identified by all of our respondents. One
respondent, while speaking about how they
adapted their event to an online environment,
mentioned that the benefit of long-term,
intense engagement over many weeks allowed
them to form a relationship with participants
that would not have been possible with a one-
day event. They also mentioned that outcomes
would actually be easier to measure and be
more robust than in-person engagement
metrics. Another interviewee pointed out that
because people expect flexibility and
adaptability during this time, there is less need
for their organization to make everything shiny
and polished, which has allowed them to be
more candid and personalized with their
campaigns and events for members. Another
respondent spoke about how online

engagement allowed them to reach different
audiences that they normally did not have the
capacity to reach, as well as gave them the
opportunity to be more creative with their
engagement work.

The biggest benefit pointed out by respondents
was how COVID-19 had highlighted the need
for having strong online engagement, as
opposed to just relying on in-person
engagement. One interviewee particularly
expressed that COVID-19 had given their
organization a unique and important
opportunity to develop their online systems, in
a way that they never had the capacity or time
to develop before. Another respondent gave an
example of a rural participant, who had
particularly benefited from the frequency and
accessibility of online engagement.
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Summary and
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CHAPTER 1
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This toolkit sought to define public
engagement in the sector and to understand
its processes. Our findings are summarized
below.

DESIGN

• Audience segmentation can be effective
as long as it is done ethically and takes
individual perspectives into account.

• Many organizations divide their
audiences by Supporters, Observers,
and General Audiences. Youth are often
treated as a separate audience
altogether. There are benefits to each
audience having its own messaging.

• Public engagement should be catered to
a participant’s individual skills, interests,
and resources, when possible. This has
been described as taking an individual
through a personal journey of
engagement, moving through different
opportunities towards deeper and more
meaningful engagement that they are
excited about and interested in.

We considered some key aspects of campaign
design:

• Empathy is a very effective emotion to
leverage in campaigning because it can
break down group barriers and
distinctions in order to emphasize a
common humanity, encouraging
solidarity.

• However, in the appropriate contexts,
other emotions such as sadness or
anger might also be effective in inspiring
action.

• Appealing to audience emotions should
never be more important than
thoughtfully and factually sharing
people’s stories and experiences.

• Some factors might be even more
important than emotional appeals, such
as the simplicity or strength of an action
or call to action.

• Values can be important for public
engagement campaigns. Faith-based
values, patriotism, and values such as
universalism, benevolence, and
openness-to-change all might be useful
in inspiring feelings of global citizenship
and solidarity, depending on your
organization’s goals and own values.

• Sharing stories is an integral part of
public engagement campaigns because
they humanize complex issues and
resonate better with people.

• Sharing stories that only highlight
suffering can be one-dimensional and
harmful. They are also less powerful in
motivating sustained solidarity and
action.

• Stories are most effective when they
empower an audience to feel as if they
can make a difference and contribute
meaningfully to a wider effort for long-
term, structural change.

• Audiences will find it easier to
empathize if campaigns link global
issues to people’s own local
experiences, even if these experiences
are not the same.
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• Facts and figures can be important for
education and awareness-raising, but
numbers alone rarely motivate
solidarity or action. The best way to use
statistics is in combination with stories.

• Public engagement in this sector is
considered transformative and
continuous, defined by interactions that
move individuals along a continuum of
change, designed to facilitate a process
of learning where individuals are
engaging more deeply with an issue or
organization over time. Reflecting upon
public engagement as a continuum in
your campaigning allows organizations
to build a transformative process.

• Public engagement campaigns might be
used to further build the capacity of
participants, with each activity designed
to facilitate learning and skill-building,
with educational outcomes or resulting
actions being used as the measurement
of success. An example of this is the
“Train the Trainer” approach.

• Public engagement campaigns are most
effective when using an integrated
approach (such as a key message,
common objectives and strategies, or a
thematic focus).

• Public engagement campaigns might be
approached by integrating three pillars
of messaging: fundraising, campaigning,
and communications.

• Public engagement campaigns in the
international cooperation sector should
ideally engage in long-term, structural
change.

• All activities should centre the voices
and experiences of people affected
through a process of collaboration.

• Though digital analytics can be useful, it
is good practice for organizations to use
a range of different metrics alongside
analytics to measure the success of
campaigns.

• Measuring external and internal
outcomes might be useful for
measuring success. To show
transformation, external outcomes can
be further broken down to show
indicators of change.

• Constant internal evaluation can ensure
that engagement processes are
effective. Ethically, these processes are
necessary for determining which
demographics are being excluded or
where there is overrepresentation.
Internal evaluation is also key in times
of systems shock.

• Internal evaluation and audience
monitoring are crucial. It is important to
remain flexible and adaptable as the
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pandemic continues to change and
unfold.

• Messaging during global crises should
strike a balance in highlighting both
local and global stories, challenges, and
triumphs.

• Global crises might actually provide
opportunities for Canadians to become
more interested in the work and
responsibilities of non-profit
organizations at home and abroad.

• Systems shock clearly demonstrate the
need to develop online capabilities.
Online engagement allows
organizations to reach different
audiences and to consider where
barriers exist.

The research that informed this toolkit was an
attempt to identify the best practices for
running a public engagement campaign in the
international cooperation sector. Over the
course of this research, we were able to
identify several possible areas for future
inquiry:



SECTION 5

APPENDICES
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Design

Determining your target audience

□ Are you appealing to supporters vs.
observers vs. general population?

□ If appealing to supporters, which
audience members are most likely to
get involved in this particular campaign,
and why?

o Have they participated in a
similar campaign before?

o Does this campaign directly
relate to their past engagement
activity in terms of interest area
or resources?

□ At what stage of engagement is your
audience already at? (Are they not even
aware of the issue vs. do they just need
to be encouraged to deepen their
engagement?)

Making an emotional appeal

□ What emotion is appropriate and ethical
for this campaign? For example:

o Empathy: you want your
audience to identify or personally
connect with a cause, in a way
that motivates them to help.

o Outrage: you want to appeal to
your audience’s sense of injustice
and are trying to encourage
immediate action.

□ Is your campaign prioritizing the
response of your audience, rather than
those at the centre of your story? If so,
re-evaluate your approach.

□ Have you also included a strong call to
action?

o Are there many different ways to
get involved/help, ranging from
simple actions to actions of
deeper engagement?

APPENDIX A

Campaign Checklist
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Appealing to values

□ What values might be the most
appropriate to centre this campaign?

o Faith-based values

o Universalism

o Benevolence

o Openness-to-change

o Other

□ Are the values you are conveying in your
campaign aligned with your
organization?

Sharing stories

□ Have you worked in collaboration with
the people or communities being
affected by the issue this campaign aims
to tackle, in order to centre and amplify
their voices and experiences?

□ Do the stories chosen for this campaign
focus on empowering messages that
will make audience members feel as if
they can contribute to a cause and
make a tangible difference?

□ Have you offered potential solutions or
different options for involvement?

□ Have you somehow linked the global
issue of people’s own local experiences,
in order to make feelings of
identification or empathy (and therefore
action) more likely?

□ Have you made use of both stories and
statistics in order to appeal to the

information processing systems in the
brain?

□ Have the stories shared in this
campaign answered both of the
following questions:

o Why is your organization doing
the work to support this cause?

o Why should the audience
member get involved?

□ Are the stories that you are sharing
contributing in any way to harmful
narratives, stereotypes or messages? If
so, re-evaluate your approach.

Delivery

□ Has your organization accounted for
ethical considerations, such as
Intersectionality, Positionality and
the Digital Divide?

□ Does your campaign account for the
transformative nature of public
engagement, by creating a continuum
of engagement for participants, that
allows them to get involved at any stage
and move towards deeper engagement
over time?

□ Is it useful for your public engagement
campaign building the capacity (skills,
education, etc.) of participants?

□ Is there a key message or integrated
approach being practiced between the
Campaigning, Communications and
Fundraising departments, that will allow



DIGITAL PUBLIC ENGAGEMENT TOOLKIT: RESEARCH AND FINDINGS 40

you to reach all different audiences with
a range of opportunities for public
engagement?

□ Is your public engagement campaign
working to change harmful narratives
and behaviour and encourage long-
term structural change?

□ Are you practicing networking alongside
your campaign, in order to expand and
diversify your network in a way that
increases impact and effectiveness of
future public engagement work?

Evaluation

□ Are you measuring digital analytics?

□ Are youmoving beyond digital
analytics, to consider other important
measurements, such as external and
internal outcomes?

□ Are your external outcomes being
measured in a way that reflects
transformative change?

□ Are you conducting consistent internal
evaluation of public engagement
methods, in order to determine what is
working and what is not?

□ Are you conducting internal evaluation
in order to determine which
demographics your engagement is
reaching, what demographics you are
missing and how you can shift your

approach accordingly?

□ Particularly in the COVID-19 context,
how are audiences responding to your
messaging? Have they become fatigued,
overloaded or less interested? Are local
or global messages being better
received? Are your messages consistent
with and appropriate for the current
(and ever-changing) situation?

□ Are you successfully managing to move
participants through your organization
in a way that allows them to get
involved in all opportunities for public
engagement, offered by all departments
(i.e. “Conversion rates”)?

□ Particularly in the COVID-19 context, has
your organization developed their
online presence to the best of their
ability?

□ How is your organization’s brand
being perceived by the public and the
media?

□ Particularly in the COVID-19 context, is
your organization managing to balance
local and globalmessages?
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