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Chapter VI
Political Campaigns: 
Bringing the MDGs 
on Board

This final chapter is geared primarily towards political 
candidates and parties who are thinking about or already 
committed to including the MDGs in their campaigns 

for election. It highlights the value of the MDGs to candidates 
and parties, before and after election day. There is general 
guidance on positioning your candidacy, and where and how 
to use the goals.

The chapter may also be helpful for civil society advocates 
interested in understanding how politicians might approach 
the goals. For their part, candidates who have skipped to this 
point in the book may want to refer to previous chapters for 
insights on topics common to both groups, such as issue 
selection and voter analysis. 

Useful additional tools at the end of this guide: Tool 1, Tracking 
Patterns in Political Decision-Making; Tool 2, Selecting Issues 
with Political Momentum; Tool 4, Stakeholder Analysis; Tool 
5, More on Messages; Tool 7, Through a Gender Lens; Tool 10, 
A Checklist for Media Interviews; Tool 11, The Basics of Press 
Releases, Kits and Conferences; Tool 12, Decoding Public 
Policies; Tool 13, Briefly, On the Budget.
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Will your constituents care about the MDGs?
If you have read other parts of this book, by now you’ll realize that the answer to this question 
is an emphatic “yes.” The MDGs are bread-and-butter issues that have mass appeal. 

In developing countries, the goals touch very directly on the lives of many voters. They can 
relate to the potential of the MDGs to improve both human development and the quality 
of governance, since the goals require governments and politicians to be accountable for 
service delivery and other actions.

In developed countries and among the more well-off segments of developing countries, the 
goals can evoke empathy and a sense of fair play, and carry the weight of moral responsibility 
to assist the process of human development. 

In all countries, the MDGs can be viewed through a human rights lens, as the basic 
entitlements of all people. They can be seen as an issue of collective prosperity and security, 
since reducing disparities and fulfilling basic human needs, whether globally or nationally, 
fosters more peaceful and healthy societies, and more robust economies. A number of Asian 
countries, for example, can now look at their sustained investments in education as a major 
reason for rapid economic progress.

Potential benefits: legitimacy and outreach
Election campaigns can be crowded and competitive—with candidates and parties, with 
issues, and with the demands of voters. In the political to and fro, the MDGs offer a readymade 
platform to connect with constituents, and define concrete political and policy goals. 

Using them as part of your campaign can signify your commitment to development progress, 
as well as your agreement to be held accountable for delivering on measurable targets to 
the people who put you in office. In the eyes of voters, this may lend political momentum 
to your campaign and increase your legitimacy as a party or politician who understands the 
need to be responsive to public concerns.

If you are already personally committed to the goals, knowing the good they can bring to 
your country, you can use your campaign to heighten public awareness on them as critical 
development challenges and offer options for addressing them.

Nationally, the goals can be deployed to urge a comprehensive approach to development 
that touches all sectors and parts of the population. Locally, by shining a light on the 
specific needs of the people there, they can provide candidates with an argument to devote 
resources to local solutions. Candidates for local office, who are on the frontlines of delivering 
development in many countries, can use the goals to put pressure on national officials, 
including those in their own parties, and articulate citizens’ concerns from the ground up. 
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The MDGs can also be an avenue for reaching new constituents, including excluded 
groups, who tend to have the worst access to economic opportunity and basic services. 
In combination, the goals can serve as a platform for rallying the joint efforts of people 
already active on individual goals. They can help forge new political alliances by tapping into 
commonalities among youth and women’s groups, religious organizations, trade unions, 
the private sector, NGO activists, journalists and so on.

Embracing the MDGs demonstrates that you understand the international commitments your 
country has already made, as well as their translation into national policies and programmes. 
This may be important in engaging with diplomatic and political representatives from other 
countries, international civil society groups and multilateral organizations such as the UN 
that are mandated to support efforts to achieve the goals. 

What is your track record? 
If you adopt the MDGs as part of your campaign, you should look for ways to bolster your 
case as a politician or party well-positioned to help accomplish them. As a preliminary 
exercise, consider the following questions:

If you are running for re-election, can you build on past performance in delivering MDG-•	
related services to your constituencies? 

If you are a new candidate, do your past experiences give you special expertise? A medical •	
professional, for example, may understand the strengths and weaknesses of a health care 
system from the inside out.

Are you personally passionate about one or more of the goals? Do they resonate with your •	
personal experiences—suffering gender discrimination, for instance? You may be able to 
speak with particular eloquence and insight on these issues.

What is your party’s record and position on MDG issues, and how do these affect you? •	
Try to define both the positives and negatives, as they can both be used for political 
advantage. Knowing about shortfalls in the record of your party, for example, can allow 
you to anticipate negative publicity and be prepared in advance to respond.

How will all this information play with different categories of voters—those likely to vote •	
for you, those who can be persuaded to vote for you, and those who will likely vote for the 
opposition? What can you say that will consolidate support among those who are likely to 
vote for you? What will appeal to those who might be persuaded?

Defining your own case for office also entails assessing the opposition: 

What is your opponent’s record on the MDGs? You may need to focus on patterns in what •	
the person says or does, rather than looking for one decisive act. If they have already been 
in office, sources of information can be speeches, media interviews and voting records.

How does the opposition’s record compare to yours? •	
How do you compare with your opponent in terms of promises being made?•	
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Keep in mind that the focus of opposition research does not need to be strictly negative 
or about demolishing the other person’s campaign. You can maintain a positive focus on 
whose skills and qualities can contribute most to the MDGs as a social good. While elections 
are about competing, in the end, the goals will require cooperative efforts, including across 
political and party lines. 

How you can use the MDGs in your campaign
Political candidates and parties have a number of ways to deliver MDG campaign messages. 
These include: 

Party platforms•	
Speeches•	
Campaign rallies/community events•	
Campaign literature•	
Interaction with the media (print, television, radio)•	
Web sites•	
Email list serves•	
Online forums•	
Text messages•	
Meetings with constituents•	
Voter outreach drives•	
Endorsements•	
Intra-party committees•	

Choices about which of these to use should be based on how well different methods reach 
your targeted voters, and at what costs in time, money and campaign staffing. Your messages 
should be consistent across them, but the format will need to vary. Bold, simple, “sound bite” 
messages will likely work best for web ads or media interviews; more complicated policy 
recommendations and political platform commitments will be more appropriate for small 
meetings with constituents or within a party. See Box 6.1 on changes in the channels of 
communication during elections. 

To bring the MDGs into your campaign, you can use the original global goals, targets and 
indicators as a starting point. Beyond that, you should have an understanding of constituent 
needs and demands, development priorities in your country or locality, current political and 
economic trends, and any other relevant factors that may help or hinder the achievement of 
the goals. This information may lead you to reword or adapt the goals. A common scenario 
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in countries with rapidly growing economies, for example, has been to set more ambitious 
targets and objectives, although the current global economic crisis may force downward 
revisions. See Box 6.2 for an example of adopting a special MDG on governance.

In making campaign promises, you should also be aware of what it will be feasible for you 
to do, should you be elected. On what would you be willing to answer to constituents? 
Consider breaking down longer term goals into achievable short-term objectives. If they 
already have strong buy-in from constituents, you will have a foundation of support in place. 
Other allies could be MDG advocates from civil society, religious groups, the private sector, 
and so on. 

A final point: achieving each MDG has many implications—be prepared to answer a range 
of questions, like:

Who will this benefit?•	
Who is going to lose out?•	
How much will it cost?•	
Is it feasible? How?•	
Why should we do it?•	
Who else supports this idea?•	
Isn’t this just another international agreement?•	
Don’t we already have similar objectives in national plans?•	
Are the MDGs consistent with national/cultural/religious norms?•	
Why should we be concerned about global problems when we have enough of our own •	
here at home? 

How you can use the MDGs once in office
If commitments to achieving the MDGs help you successfully contest an election, you are 
then accountable for implementation. Working within the government, you may have 
options such as: 

Development planning:•	  The MDGs and their targets and indicators are designed to fit easily 
into national and/or local development plans. They indicate the objectives; the plans then 
spell out how to achieve them. 

Budgets:•	  Public revenues and expenditures can be connected to the MDGs through budget 
analysis that measures whether or not current budgets are in line with achieving the goals. 
The MDGs can also be used to set targets for spending, based on what is required to 
accomplish them. 
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Public outreach•	 : The MDGs are an avenue for continued communication and outreach 
with civil society groups, constituents and the general public. You could hold a public 
MDG forum to collect feedback on policy proposals, for instance. Or issue progress reports 
on the actions you are taking. 

Being an active voice•	 : Since a large part of the MDGs involves mobilizing people to work 
together to achieve them, you can actively promote them in different forums—such as 
during speeches on the floor of the legislature. Or in meetings with other branches of 
government. In developed countries, the goals can be a rallying point for affirming your 
interest in international engagement and solving problems that concern constituents or 
advocates, even if they are not directly affected. They can be a way to educate people 
about international development and the importance of, for example, using tax money 
for assistance programmes. 

Maintaining transparency and accountability: •	 The MDGs offer concrete objectives that can 
be measured. You can use them to demonstrate the progress you are making, acknowledge 
what needs to be improved, and show your willingness to transform campaign promises 
into the delivery of actual improvements in constituents’ lives. 

Negotiations with international development donors:•	  The MDGs have become a common 
global language in the international development field. Employing them in discussions 
with international donors about potential development assistance shows that you have 
similar reference points and agendas. 
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Communication

New technology, where it is widely available, is encouraging innovative practices 
in election advocacy and campaigning. The Internet, in particular, fosters the 
inexpensive, mass distribution of information; two-way communication between 
voters and candidates; and the ability to rapidly respond to new developments. 

US presidential candidate Barack Obama used online resources in 2008 to raise an 
unprecedented amount of campaign donations, and mobilize and connect grass-
roots activists who helped ensure his victory. In the Republic of Korea, a change in the 
election law paved the way for parties in 2006 to advertise candidates and election 
pledges on the Internet, after a surprise upset in the 2002 presidential election. It 
was attributed in part to online campaigning by supporters of the candidate Roh 
Moo-hyun, the former human rights lawyer who won.

Internet connection rates remain low in many developing countries, however, 
implying that online activities will reach only small sections of the population. 
Research on the 2004 Sri Lanka elections found that websites were used by all 
major political players, but primarily to sway international opinion, including among 
members of the Sri Lankan diaspora. 

Websites were also a feature in the 2008 election in Nepal, but more conventional 
avenues for communication had an even larger impact. Nepal’s political culture has 
traditionally relied on door-to-door campaigning. This time, perhaps due to fears 
of violence, candidates turned for the first time to prominent advertisements in 
newspapers and on radio and television.

Mobile phones, a cheaper and more widely accessible technology than the Internet, 
have opened other new avenues for political communication. In Kenya, during the 
run-up to the 2007 election, trained community volunteers used mobile phones 
to film interviews about the poll with people in outlying areas. The videos were 
uploaded to the website of Media Focus on Africa. Kenyans also now have a system 
to send text messages to their Member of Parliament, most frequently to register 
complaints about infrastructure, road quality and reliable sources of water.

In Malaysia, Prime Minister Abdullah Ahmad Badawi has acknowledged that his 
party should not have overlooked text messaging as a communications tool in the 
2008 elections. The opposition, which skillfully used it, made significant gains in 
Parliament. 
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In 2005, Mongolia adopted a ninth MDG on human rights, democratic governance 
and the prevention of corruption. Parliament in 2008 approved a set of indicators to 
measure progress. They include the evaluation of the conformity of Mongolian laws 
with international human rights treaties and the number of civil society organizations 
participating in the development of the state budget. A National Plan of Action to 
Consolidate Democracy in Mongolia has been put in place.

Carrying this initiative forward involves national and international partners working 
to boost capacities to collect statistics to monitor progress and to translate MDG 9 
into local policies and practices. An MDG 9 advocacy campaign is raising awareness 
among women and the poor around the critical need for good governance, since 
they suffer most from poor governance. One NGO initiative entails working with 
community members to monitor the delivery of public services such as garbage 
collection.



A Toolkit for Action
The following pages present the tools noted in the previous chapters:

Tool 1: Tracking Patterns in Political Decision-Making

Tool 2: Selecting Issues with Political Momentum

Tool 3: Working Together: Making Participation Meaningful

Tool 4: Stakeholder Analysis

Tool 5: More on Messages

Tool 6: Options for Campaign Actions

Tool 7: Through a Gender Lens

Tool 8: Making Your Case: Quantitative and Qualitative Evidence

Tool 9: Tips for Meeting with Candidates

Tool 10: A Checklist for Media Interviews

Tool 11: The Basics of Press Releases, Kits and Conferences

Tool 12: Decoding Public Policies

Tool 13: Briefly, On the Budget
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Tool 1: Tracking Patterns in Political Decision-Making
Before election advocacy begins, it is useful to analyse past political decision-making on 
MDG issues. This may or may not indicate future trends, depending on the political factors 
in play, but it can reveal gaps in policies and political commitments. These may need to 
be taken up in focused advocacy, and can inform choices about campaign messages and 
actions. 

Start by drawing a simple chart for the past 10 years:

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008

In each year, list all MDG-relevant events. These can include government initiatives, such 
as policies and public programmes, and civil society actions, such as campaigns. They can 
encompass social, political and economic trends, such as a steep rise in unemployment or 
an influx of refugees. 

In a second chart, narrow in on activities by the current government, if it has been in power 
for less than 10 years. Are there noticeable similarities and differences?

A third chart can make projections for the next two years—or less or more depending on the 
plans for your campaign. Try to categorize: What is likely to happen to expedite MDG-related 
progress? What could happen through targeted advocacy? What is desirable but unlikely to 
happen? What actions on your part might encourage other people to take action?

Tool 2: Selecting Issues with Political Momentum
Political momentum around the MDGs can come from parties and candidates. Their 
incentives might be their political philosophy, personal beliefs, and/or pressure from 
constituents and the imperative of staying in office. Political momentum also stems from 
voters and advocates when they expect the government to perform certain functions such 
as public service delivery. They may also have political opinions and the desire to participate 
in decisions that shape their lives.

This tool provides a rough gauge of the degree of political momentum. On the graph, chose 
an issue and try to plot where it falls on the bottom axis for political interest, and the left 
axis for public interest (voters and advocates). Political interest is greater towards the right; 
public interest is higher towards the top. 
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Make these assessments based on available evidence. For political interest, that would 
include the past passage of supportive laws and policies, public statements, references in 
party platforms, or even, for individual politicians and candidates, a history of commitment 
to the issue outside the political arena. For public interest, is the issue something that people 
commonly talk about? Does it appear in the media or in public opinion polls?

Public Interest

Political Interest

The issues with the greatest political momentum will fall in the upper right hand corner, 
supported by both public and political interest. In political systems where the voice of 
constituents is important, high public interest will persuade politicians to listen, even if 
they are not already interested. Issues with low public and political interest may require 
concerted campaigns to educate people and make the case for why they are important. 
Look at these issues carefully for feasibility and to justify their selection over other subjects 
that may be equally important and have more immediate traction. 

Progress on subjects with greater momentum sometimes can open the door later on for 
work on concerns that are less visible.

Tool 3: Working Together: Making Participation 
Meaningful
If you chose to work in a coalition for your campaign, or even in more informal partnership 
arrangements, you can reap many benefits from the active participation of different 
people and groups—such as the sharing of fresh ideas and the mobilization of new 
constituencies.

Some tips for managing effective participation include:

Chose leaders who can articulate a vision and rally the troops, but don’t see themselves •	
mainly as the chief enforcers of their own points of view.

Engage partners in needs assessments and planning exercises (after that, make sure inputs •	
are reflected in plans and strategies).
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Regularly and publicly demonstrate that diverse perspectives are valued—no one knows •	
everything or can understand an issue from every angle.

Make building trust and maintaining open lines of communication a priority, even when •	
this feels time consuming (you’ll save time that’s lost when people feel unenthusiastic or 
unsure about what they are doing).

Conduct interactive dialogues based on open questions; try to have them be as much •	
about listening to others as talking yourself.

Be clear about people’s roles—not everyone has to participate in everything (and insisting •	
on blanket participation can lead to grumbling about wasted time).

Use small groups or committees to focus on particular issues; they can then report back •	
to the larger coalition.

Bring together technical expertise and real-world experiences to identify challenges that •	
can otherwise be missed—achieving the MDGs will require both forms of knowledge.

Tool 4: Stakeholder Analysis
Stakeholder analysis helps campaigns identify both potential partners and target audiences 
for campaign messages. It is a process of learning about the people you hope to reach—
rather than making assumptions that may or may not be true (these mistakes are common 
hindrances to effective campaigning). 

As a starting point, map all the groups that will participate in the election. These might 
include:

Election officials•	
Politicians and candidates, from ruling and opposition parties•	
Political parties•	
Ministry officials involved in conducting the elections (such as from the Interior Ministry)•	
Ministry officials engaged with social development issues•	
Judicial officials•	
The police and security forces•	
Media•	
Civil society groups•	
Private sector •	
International organizations•	
Academic institutes•	
Traditional authorities/religious institutions•	
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Determining levels of influence and support

The next step is to assess how stakeholders view and affect an issue—such as one of the 
MDGs. Construct a chart that lists all relevant stakeholders, their interest in a particular 
campaign issue, the importance of the issue to them, their current level of agreement with 
you on the issue, and the influence they have in taking action. The chart might look like 
this:

Stakeholders Their particular 
interest in a 
campaign issue

The importance 
of the issue 
to them (low, 
medium or high)

The level of their 
agreement with 
you on the issue 
(low, medium or 
high)

The level of their 
influence over 
the issue (low, 
medium or high)

Group A

Group B

Group C, etc.

Source: Cafod et al.

The first two categories will give you a sense of what motivates different groups. The last 
two categories should reveal potential campaign partners and target audiences.

Who is a partner? Who is a target audience?

Once you have completed the list of stakeholders and their characteristics, create another 
chart that compares their level of influence with their level of agreement with you. It might 
look like:

Level of influence over policy

High A B C

Medium D E F

Low G H I

Level of agreement with your 
views

Low Medium High

Source: Cafod et al.

Look again at each stakeholder and clarify their level of influence and agreement with you, 
and then assign them to a box. Stakeholders in the far right column (C, F and I) are potential 
partners, given their strong level of influence and agreement. You might be able to enlist 
them in participating in your campaign.
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Those in squares A and B are less in agreement, but may be worth targeted advocacy because 
of their level of influence. They would become target audiences for campaign messages 
crafted to educate them, or persuade them to adopt a new view and then act on it.

Stakeholders with low influence and agreement would normally be low priority or require 
a special rationale for campaign engagement, since they would require an investment in 
resources that would likely yield a limited return. 

Tool 5: More on Messages
The following tools can aid campaign message development. They start with understanding 
what people think, tailoring messages accordingly and testing them before the campaign 
begins.

Mapping perceptions

A tool called a perception box can help compare what you think about an issue with what 
audiences targeted by the campaign think. This information should feed into the crafting of 
campaign messages as you consider how to persuade audiences to adopt a new point of 
view or take an action. 

Create a box like the one below. Write down as many items as you can in each square. 

What you think about an issue What your target audience thinks about 
the issue

What your target audience says about your 
approach to the issue

What you say about your target audience’s 
approach to the issue
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The completed box should reveal commonalities and differences. Campaign messages 
should build on the former and try to bridge the latter. 

The same technique can be used for partnerships and coalition building to understand how 
different collaborators can combine their strengths and downplay weaknesses.

Be connected and positive

Some of the most effective campaign messages connect to what people already know or 
believe, but also convince them to carry that belief a bit further. For example, not many 
people would dispute that poverty should be reduced, but it can seem like a large, difficult 
problem that may be solved by someone else at some point in the future. The Millennium 
Campaign’s slogan “End Poverty by 2015: Make it happen” gives a fresh take by including 
the endpoint for the MDGs—implying that the time for action is now. The message is 
also inclusive and positive, two other strengths. “Make it happen” suggests that everyone 
has something to contribute and stresses that poverty is a solvable problem if we work 
together.

At times, people are tempted to deliver negative messages that highlight how dire a 
situation is, thinking that this will galvanize people into action. It is important to identify 
serious development problems, but emphasizing this angle alone does not always make for 
the most effective campaigning. If you go too far in underscoring negativities, people start 
to think the issue is too large and hopeless; their responsiveness will dwindle as a result.

Always consider ways to tailor messages to local contexts, including through cultural 
references, colloquial expressions, appropriate languages, humour, rhymes or catchy 
phrases, and stories and popular songs. You may want to refer to respected people or 
institutions, or appeal to children to inform adults. Being locally specific will help people feel 
more comfortable with what you are trying to say and increase the likelihood that they will 
respond to it.

Using a technique called triangle analysis can help you further identify and fine-tune 
campaign objectives and messages. Draw a triangle with three sides: culture, structure and 
content.
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Culture

Content Structure

Each side of the triangle represents a facet of social, political and economic relations. 
Content refers to instruments such as laws, policies and budgets. Structure encompasses 
institutions, state and non-state, that implement laws and policies. Culture covers the values 
and behaviours that people draw from different sources, including religion, social class, 
traditional practices, and so on, and use to interpret issues and relationships. 

Choosing a subject—one of the MDG topics, for example—and listing all the elements in 
each category can reveal how the different parts of the framework may be interacting, and 
what is missing. This can clarify what you need to do during your campaign and help target 
your messages. You can also use triangle analysis to come up with specific policy proposals 
for candidates or to understand what messages might have broad public appeal. 

Testing, testing…

Before your campaign begins, you should also think about testing your messages. If you 
have the resources, this can be done with sophisticated focus group and market survey 
techniques. 

A simpler and possibly more accessible approach for candidates and advocates is to share 
the messages with people you know and ask for honest feedback. Preferably, they are 
people like your target audience. If you intend to reach a general audience, ask people with 
little or no knowledge about social development and the MDGs—perhaps even friends and 
family members. Do your mother and father know what you are saying? Do your children? 
Ask people:

Do you understand what the message means? Please summarize it for me.•	
What is your first impulse, feeling or thought?•	
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Are you convinced that the message is true? If not, what would convince you?•	
Do you think something can be done to respond to the message?•	
What would you personally be willing to do?•	

Watch body language and closely listen to what your message testers say in response. If you 
sense confusion or hesitancy, try to pinpoint why and consider retooling for greater clarity 
or appeal.

Tool 6: Options for Campaign Actions
The options for campaign actions are numerous, limited mainly by your resources, your 
creativity and your assessment of different political considerations that can influence your 
advocacy strategy during an election. The following list offers some sample ideas from the 
Millennium Campaign:

Activities highlighting the achievement of individual MDGs
Food distribution•	
Distribution of free improved seeds, fertilizers•	
Donation of used-books or stationary•	
Community schools built or reconstructed•	
Blood donation camps•	
Basic sanitation facilities improved•	
Mosquito nets distributed•	
Free medical check-up camps•	
Tree planting•	
Public spaces built or maintained•	
Car-free day•	
Waste recycling•	
Elimination of plastic bags•	

General education/mass communication
Public speeches•	
Letters of opposition or support•	
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Slogans, caricatures, symbols•	
Displays•	
Caravans•	
Banners, posters•	
Leaflets, books•	
Newspapers and journals•	
Radio, television•	
Performances of plays and music•	
Sky-writing and earth-writing•	
MDG quizzes, debates, poster/essay competitions•	
Issue-based MDG rally•	
Web/text message actions•	

Mass action/popular mobilization/dissent
Public speech as part of a mobilization activity•	
Displays of flags and symbolic colours•	
Wearing of symbols•	
Delivering symbolic objects•	
Humorous skits and pranks•	
Marches•	
Parades•	
Religious processions•	
Teach-ins•	
Sit-ins•	
Stand-ins•	
Pray-ins•	
Group or mass petitions•	
Group lobbying•	
Delegations to the government•	
Mock awards for worst MDG performances•	
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Overloading of facilities by emails/faxes/letters•	
Filing right-to-information letters and petitions•	
Protest disrobing, self-exposure to the elements•	
Fasting of individuals or groups to protest inaction•	

Tool 7: Through a Gender Lens
Gender equality is central to achieving all the MDGs—significant improvements in health, 
education, the environment and pro-poor development will not take place without 
women’s full participation. The third MDG also singles out gender equality and women’s 
empowerment as a specific goal, with targets and indicators related to education, 
employment and participation in parliament. 

As a brief background on political participation, women’s presence in political systems 
is growing around the world, but remains limited, at just over 18 percent of legislators, 
according to the Inter-Parliamentary Union. Elections still pose formidable barriers to 
women candidates who may have fewer political skills, greater care-giving responsibilities, 
and less of a claim to (mostly male) incumbency, which favours re-election. Women voters 
face obstacles such as higher rates of illiteracy and cultural constraints. Campaign platforms 
often fail to take women into account by appealing to their particular concerns. 

Where women have made strides in entering politics, a growing body of research has found 
that women tend to call greater attention to social development and community welfare 
concerns—like the MDGs. They also encourage other women to get involved.

Taking a closer look

Any MDG-related campaign, whether or not it chooses to focus on Goal 3, should have 
some level of gender analysis that both cuts across all levels of planning and activities, and 
leaves room for specific initiatives targeting women. 

This entails asking questions such as:

How do existing policies or campaign policy recommendations affect women and men •	
differently?

What are the variations in access to basic resources such as health care and education?•	
Does public development spending reach men and women equitably?•	
Do women and men have different visions of development and the future?•	
Within the MDGs, what are women’s priorities?•	
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What are the records of candidates related to gender equality? Have they been proactive •	
in supporting practices to advance gender equality? Do they have women on their 
campaign staff?

What do party platforms say about gender equality? What should they say?•	
How open is the current political system to women? What percentages of legislators and •	
members of the executive branch are female?

What do women politicians say they need to level the political playing field?•	
How could women’s increased political participation support implementation of the •	
MDGs? 

You may find yourself adjusting your campaign strategy and/or tactics based on the answers 
to these questions. Special campaign materials might be required to reach illiterate female 
voters, for example. Perhaps there should be a call for political parties to adopt and implement 
quotas for women candidates. Since elections are transition periods, they open a special 
window for women to make substantial gains in terms of policy and/or participation. 

Tool 8: Making Your Case: Quantitative and 
Qualitative Evidence
Facts, figures, scenarios, recommendations and human-interest stories can spark interest 
in your campaign and fuel sustained momentum. Generally, campaigns use two types of 
evidence to bolster their messages: quantitative and qualitative. 

Quantitative evidence normally involves numerical data—the amount of government 
spending on health, for example, or the number of people under the official poverty line. 
Most of the global MDG targets and indicators are quantitative.

The pros: Quantitative evidence can be more credible and easy to communicate to target 
audiences such as policy makers, the media or voters. Numbers have the ring of authority 
and proof. They can efficiently summarize complex issues and confirm that a given trend 
affects many people, rather than a few isolated cases. 

The cons: The quality of quantitative data and data collection methods is variable. If data 
are not already available, it can be time-consuming and expensive for NGOs or political 
candidates to collect and process numbers on their own. And the requirements for validating 
data can be strict.

Qualitative evidence probes people’s perceptions and motives—their opinions on the 
responsiveness of health care service providers, for example. It can also convey their life 
experiences—such as how an individual family struggles to make ends meet with an 
income below the poverty line. 



89

The pros: Qualitative evidence can highlight why people think and behave the way they do. 
This is critical information for campaigns that aim to raise awareness and change behaviour. 
Since it is more open-ended, qualitative research methods can discover issues and subtleties 
that might be missed by more narrowly focused numerical data models. In presenting 
individual or community stories, quantitative information can lend human dimensions to 
development issues and be persuasive particularly among target audiences who may not 
have direct experiences with similar concerns. 

The cons: Qualitative research, which is often based on techniques such as interviews and 
focus group discussions, can be time- and resource-intensive to collect and analyse. It may 
be dismissed as telling only part of the story or for being insufficiently neutral. 

Making careful choices about gathering evidence depends on your target audiences and 
your existing resources. Often, the two types are valuable in combination. The MDGs have 
been criticized at times for being too rigorously quantitative and too blunt an instrument 
for reflecting all the complexities of issues such as gender discrimination, political dynamics 
that encourage certain policy orientations, or cultural conventions around sexuality and HIV 
and AIDS. Qualitative information can help fill these gaps.

For both qualitative and quantitative evidence, campaigns should make sure that it is 
accurate, credible and well documented. Going forward with evidence that can be easily 
shot down is the fast track to a fizzled campaign. High-quality, well-communicated evidence 
also has a greater chance of standing out in an election campaign, where many issues will 
compete for the attention of voters and politicians.

Tool 9: Tips for Meeting with Candidates
Before meeting with candidates, civil society advocates may want to consider some of the 
following issues.

What is the primary point you want to convey?ÂÂ
What would you like to take away from the meeting?ÂÂ
Do you know what the candidate can do to help you achieve your advocacy goal? Be ÂÂ
precise—such as public endorsement of a campaign position. You may want to present 
recommendations during the meeting and leave behind a concise written summary 
with any relevant data and evidence. 

Can you briefly summarize the most important arguments for your primary message—ÂÂ
and counter anticipated arguments against it? 

If time allows and there is a need for presenting background information, are you ÂÂ
prepared to make a persuasive case for the MDGs as a set of international and national 
commitments? Can you point to any specific national or local or in some cases trans-
border regional initiatives that already exist and can bolster your argument? This 
underscores that some level of political momentum already exists.
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In general, is what you are asking politically feasible for the candidate? Will they have the ÂÂ
support of their party and/or key members of their constituency? 

Are there ways to involve key constituents, either in the meeting or through other ÂÂ
channels?

Has the candidate been supportive of similar issues in the past? If so, how? Before asking ÂÂ
them to make additional efforts, you may help build the relationship by acknowledging 
past accomplishments.

What can you do for them? For example, would the endorsement of your group or ÂÂ
coalition be helpful during the election? Are there ways you can work together on 
common commitments to MDG issues?

Keep careful notes on your meetings; refer to them before you meet the person again so 
you understand where you might need to press advocacy messages forward or pull them 
back. 

Tool 10: A Checklist for Media Interviews
The following checklist applies to all kinds of media interviews, regardless of the type of 
media. These are common issues, but keep in mind that media practices vary widely in 
different countries. Campaigns with enough resources may want to enlist local media or 
public relations experts.

Do you know what audiences the interview will reach? Are they important to your ÂÂ
campaign?

Do you understand the journalist’s interest in your story, and can you build on this to ÂÂ
your advantage?

Do you know about the journalist who will interview you? Does he/she have a credible ÂÂ
reputation? Has he/she been supportive of your issue or those related to it?

Do you know what the journalist’s deadline is? Are you prepared to offer follow-up ÂÂ
support if required to help reach it?

Are there any ground rules in place, such as on what issues can be covered, and what ÂÂ
will be on or off the record? Note: Speaking off the record is best avoided unless you 
have a lot of experience working with the media, and/or an established relationship 
with a journalist who has proven to be honest and reliable in the past. Otherwise, go on 
the assumption that anything you say may be used by the interviewer.

Have you defined one primary message that you would like to convey, and at most ÂÂ
two secondary messages? Are you prepared to repeat them throughout the interview, 
reformulated in response to different questions?

Have you thought through the questions a journalist might ask, along with your answers, ÂÂ
being careful to tie these consistently to your key messages?
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Are you prepared to be positive and confident, and to stress what can be done even in ÂÂ
the face of very challenging issues?

Are you prepared to manage questions to which you might not have an answer?ÂÂ
Can you handle questions that might be abrupt, biased, negative, unwarranted or unfair ÂÂ
without responding in kind (keeping in mind that the journalist will have the final word 
by producing the story…)?

Do you have a few brief, easy to understand facts or anecdotes to bolster your case? ÂÂ
Can you speak without technical jargon?ÂÂ
Are you familiar with any technical requirements, such as those for clothing, make-up ÂÂ
and visual aids for television interviews? 

Are you aware of your body language and facial expressions, and what messages these ÂÂ
may convey? Are these consistent with your campaign messages? (If you are promoting 
transparency, for example, you yourself should look like a responsible, trustworthy 
person.)

Have you put together some basic, concise written information to leave with the ÂÂ
journalist or send to them if you are not meeting in person? This could include press 
releases, fact sheets or issue summaries—for an initial interview, none of these should 
be more than two pages long. 

Do you have photographs or video that the journalist might find useful? At times, these ÂÂ
can increase the chances that the interview will be used.

Tool 11: The Basics of Press Releases, Kits and 
Conferences
Press releases

Press releases are issued to announce newsworthy events, such as a campaign demonstration 
or a party’s revision of its platform to reflect the MDGs. Well-constructed press releases:

Are no more than two pagesÂÂ
Have a short, punchy headline that conveys a primary campaign messageÂÂ
Provide a date and locationÂÂ
Convey need-to-know facts in the first paragraph: Who, what, when, where, why and ÂÂ
how.

Prioritize the most important information in the early part of the release, leaving more ÂÂ
general background information for the end.

List a contact name and informationÂÂ



92

Press releases are delivered to journalists or news organizations who might cover a story. 
They should arrive far enough in advance to allow journalists to make their deadlines, 
but not so far in advance that they end up buried by more recent releases competing for 
attention. 

If you are disseminating releases electronically, cut and paste them into emails, as attachments 
can be screened by computer security systems—and are not accepted by some newsrooms. 
Make sure you follow up with journalists to confirm they have received the release and to 
determine if they are willing to pursue a story. Be persistent—and polite.

Press kits

Press kits consist of different components and offer more substantial information than 
press releases. They can be used during the course of a campaign, rather than being tied 
to a particular event, to raise awareness, provide introductions to build media relationships, 
appeal to funders and attract new coalition partners.

If the kit contains basic background information—about your campaign and the MDGs—
you can tailor it to specific events by inserting relevant information, including press releases. 
Background information might include:

An overview of the campaign and its objectivesÂÂ
Press coverage of recent campaign eventsÂÂ
Concise fact sheets on MDG issuesÂÂ
Information about the organization(s) involved in the campaignÂÂ
Brief biographical details about campaign leadersÂÂ

Press conferences

Press conferences are held to make news announcements. They offer opportunities to 
interact with journalists and provide more information than a press release. Some pointers:

Send out an advisory announcing the press conference two to three days in advance.ÂÂ
Hold press conferences earlier in the day so that journalists can make their deadlines.ÂÂ
Chose central, easy-to-find locations.ÂÂ
Plan around other events that may reduce interest in yours.ÂÂ
Allow enough room for television and radio equipment.ÂÂ
Restrict the length of the press conference to no more than one hour.ÂÂ
Follow up with journalists immediately after the event to find out if they need anything ÂÂ
else to help in producing a story.
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Tool 12: Decoding Public Policies
The world of public policies can be complex. But policies—which often define the allocation 
of resources, the choice of development strategies and the functioning of institutions—
are the instruments that map the way to the achievement of the MDGs. Ensuring that 
these are connected to the needs of the electorate and implemented is part of the public 
accountability that elections can reinforce. 

To make policy recommendations during or after an MDG campaign, you should have a 
general idea of the different policies that may be in place, how they are connected to each 
other, and how they may be influenced by the political environment. 

There are several basic types of public policies:

Sectoral, •	 such as for health and education

Macroeconomic,•	  to manage the national economy

Institutional,•	  to guide public institutions

Regulatory,•	  to impose norms and standards, such as for levels of pollution and water 
safety 

National development plans,•	  to map an overall vision for national development

Regional and global,•	  including trade agreements, international treaties, and the policies of 
donor organizations and the international financial institutions 

In looking at MDG-related policies, it can be tempting to focus mainly on sectoral policies or 
national development plans. These are both important. But keep broader considerations in 
mind. Macroeconomic policies can be critical to determining job availability and funding for 
development programmes. Regulatory policies may already offer provisions that need to be 
implemented—this might then be the jumping off point for advocacy. 

One useful exercise to is start with the issue you are focusing on—such as the first MDG on 
poverty. Under each policy category, list all existing, relevant policies in your country. This 
should reveal what is in place and what is not.

Next, try to gain a sense of which policies have the most impact on the issue you are targeting. 
Use a box like the following to classify policies by their degree of impact and whether they 
directly or indirectly influence an issue. Priority policies will fall in boxes 1 and 2: 

Policies with a: Major impact Minor impact

Direct impact 1 3

Indirect impact 2 4

Source: Cafod et al.
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Another exercise is to survey existing MDG-related policies through the lens of the classic 
policy cycle:

Problem

Policy Options

Policy Formulation

Policy Adoption

Policy Implementation

Policy Evaluation

	
					   

Source: Adapted from Cafod et al.

While in real life, policy choices rarely follow this neat cycle, it does give a general idea of 
different phases. Policy initiatives often end up stuck in a particular phase. Does the election 
offer opportunities to question why, for example, MDG policies have been formulated but 
not adopted? Is implementation lagging? If a policy discussion is still in the problem stage, 
meaning nothing has yet been done, advocates may find opportunities to set a future 
agenda—including by building links with candidates before the election.

Being specific and knowledgeable in your requests for action may encourage politicians 
and policy makers to take campaign recommendations seriously. They may be willing to 
build on the legwork you have already done to, for example, propose new legislation or 
push for budget allocations.
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Tool 13: Briefly, On the Budget
Public budgets, particularly on the national level, are often viewed in technocratic terms. 
But budgets are also political tools that elected officials can have a role in shaping and 
implementing. And they are a way of following the money behind campaign promises, 
including those linked to the MDGs.

Sound budget analysis requires some level of expertise, although an increasing number 
of civil society groups around the world have this and are active on this front. If you do 
not already possess enough knowledge in-house, you may want to find it or join with 
other groups who do. The following is a very brief summary intended to highlight some of 
the major components, without being a how-to guide. Variations will occur between the 
national and local levels, and across national systems of government.

Basic stages and players in budget preparation
Preparation and guidelines: •	 Ministry of Finance

Expenditure proposals•	 : Line ministries

Overall budget proposal:•	  Cabinet

Budget approval:•	  Parliament

Spending:•	  Line ministries

Auditing:•	  Conducted by auditors, may be approved by Parliament

Civil society participation

This can take place in several stages: 

Drafting,•	  to influence the setting of policy priorities

Legislative,•	  to provide alternative budget analysis in relation to specific policy issues, with 
reference to transparency and participation

Implementation,•	  to monitor differences between allocations and expenditures in light of 
agreed policy goals

Auditing,•	  to participate in ensuring appropriate public scrutiny of monitoring and the 
incorporation of audit recommendations.

What budget analysis can achieve
Attention to the impacts of budgetary choices•	
The detection of shortfalls in support for public policy goals•	
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Concrete measurement of government priorities•	
A focus on the adequacy of budgets relative to national and international commitments•	
Evidence of actual programme spending trends•	
The redirection of a policy focus to overlooked issues or excluded groups•	
The identification of new sources of funding•	
Greater transparency and accountability•	
Strengthened public participation•	

The budget analysis process, in short

The basic steps include:

Reviewing one or more social or economic sectors related to the MDGs•	
Analysing the adequacy of the existing policy framework•	
Determining whether there are enough resources to reach these policy goals•	
Examining how resources are actually being used•	
Predicting longer term impacts•	
Proposing strategies to correct imbalances•	
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Resources
I. The Millennium Declaration
The following values appear in the Millennium Declaration, adopted by heads of state and 
government at the United Nations in 2000:

Freedom. Men and women have the right to live their lives and raise their children in dignity, 
free from hunger and from the fear of violence, oppression or injustice. Democratic and 
participatory governance based on the will of the people best assures these rights.

Equality. No individual and no nation must be denied the opportunity to benefit from 
development. The equal rights and opportunities of women and men must be assured.

Solidarity. Global challenges must be managed in a way that distributes the costs and 
burdens fairly in accordance with basic principles of equity and social justice. Those who 
suffer or who benefit least deserve help from those who benefit most.

Tolerance. Human beings must respect one other, in all their diversity of belief, culture and 
language. Differences within and between societies should be neither feared nor repressed, 
but cherished as a precious asset of humanity. A culture of peace and dialogue among all 
civilizations should be actively promoted.

Respect for nature. Prudence must be shown in the management of all living species and 
natural resources, in accordance with the precepts of sustainable development. Only in this 
way can the immeasurable riches provided to us by nature be preserved and passed on to 
our descendants. The current unsustainable patterns of production and consumption must 
be changed in the interest of our future welfare and that of our descendants.

Shared responsibility. Responsibility for managing worldwide economic and social 
development, as well as threats to international peace and security, must be shared among 
the nations of the world and should be exercised multilaterally. As the most universal and 
most representative organization in the world, the United Nations must play the central 
role.
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II. The MDGs: Goals, Targets and Indicators
Millennium Development Goals (MDGs)

Goals and Targets
(from the Millennium Declaration)

Indicators for monitoring progress

Goal 1: Eradicate extreme poverty and hunger

Target 1.A: Halve, between 1990 
and 2015, the proportion of people 
whose income is less than one 
dollar a day

1.1 Proportion of population below $1 (PPP) per day1

1.2 Poverty gap ratio 
1.3 Share of poorest quintile in national consumption

Target 1.B: Achieve full and 
productive employment and decent 
work for all, including women and 
young people

1.4 Growth rate of GDP per person employed
1.5 Employment-to-population ratio
1.6 Proportion of employed people living below $1 (PPP) 

per day
1.7 Proportion of own-account and contributing family 

workers in total employment 

Target 1.C: Halve, between 1990 
and 2015, the proportion of
people who suffer from hunger

1.8 Prevalence of underweight children under-five years 
of age

1.9 Proportion of population below minimum level of 
dietary energy consumption

Goal 2: Achieve universal primary education

Target 2.A: Ensure that, by 2015, 
children everywhere, boys and girls 
alike, will be able to complete a full 
course of primary schooling

2.1 Net enrolment ratio in primary education
2.2 Proportion of pupils starting grade 1 who reach last 

grade of primary 
2.3 Literacy rate of 15-24 year-olds, women and men

Goal 3: Promote gender equality and empower women

Target 3.A: Eliminate gender 
disparity in primary and secondary 
education, preferably by 2005, and 
in all levels of education no later 
than 2015

3.1 Ratios of girls to boys in primary, secondary and 
tertiary education

3.2 Share of women in wage employment in the non-
agricultural sector

3.3 Proportion of seats held by women in national 
parliament

Goal 4: Reduce child mortality 

Target 4.A: Reduce by two-thirds, 
between 1990 and 2015, the under-
five mortality rate
 

4.1 Under-five mortality rate
4.2 Infant mortality rate
4.3 Proportion of 1 year-old children immunised against 

measles

1	  For monitoring country poverty trends, indicators based on national poverty lines should be used, where 
available.
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Goal 5: Improve maternal health 

Target 5.A: Reduce by three 
quarters, between 1990 and 2015, 
the maternal mortality ratio

5.1 Maternal mortality ratio
5.2 Proportion of births attended by skilled health 

personnel 

Target 5.B: Achieve, by 2015, 
universal access to reproductive 
health

5.3 Contraceptive prevalence rate 
5.4 Adolescent birth rate
5.5 Antenatal care coverage (at least one visit and at least 

four visits)
5.6 Unmet need for family planning 

Goal 6: Combat HIV/AIDS, malaria and other diseases

Target 6.A: Have halted by 2015 
and begun to reverse the spread of 
HIV/AIDS

6.1 HIV prevalence among population aged 15-24 years 
6.2 Condom use at last high-risk sex
6.3 Proportion of population aged 15-24 years with 

comprehensive correct knowledge of HIV/AIDS
6.4 Ratio of school attendance of orphans to school 

attendance of non-orphans aged 10-14 years

Target 6.B: Achieve, by 2010, 
universal access to treatment for 
HIV/AIDS for all those who need it

6.5 Proportion of population with advanced HIV infection 
with access to antiretroviral drugs

Target 6.C: Have halted by 2015 
and begun to reverse the incidence 
of malaria and other major diseases

6.6 Incidence and death rates associated with malaria
6.7 Proportion of children under 5 sleeping under 

insecticide-treated bednets
6.8 Proportion of children under 5 with fever who are 

treated with appropriate anti-malarial drugs
6.9 Incidence, prevalence and death rates associated with 

tuberculosis
6.10 Proportion of tuberculosis cases detected and cured 

under directly observed treatment short course 

Goal 7: Ensure environmental sustainability

Target 7.A: Integrate the principles 
of sustainable development 
into country policies and 
programmes and reverse the loss of 
environmental resources
Target 7.B: Reduce biodiversity 
loss, achieving, by 2010, a significant 
reduction in the rate of loss

7.1 Proportion of land area covered by forest
7.2 CO2 emissions, total, per capita and per $1 GDP (PPP)
7.3 Consumption of ozone-depleting substances
7.4 Proportion of fish stocks within safe biological limits
7.5 Proportion of total water resources used 
7.6 Proportion of terrestrial and marine areas protected
7.7 Proportion of species threatened with extinction

Target 7.C: Halve, by 2015, the 
proportion of people without 
sustainable access to safe drinking 
water and basic sanitation

7.8 Proportion of population using an improved drinking 
water source

7.9 Proportion of population using an improved sanitation 
facility
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Target 7.D: By 2020, to have 
achieved a significant improvement 
in the lives of at least 100 million 
slum dwellers

7.10 Proportion of urban population living in slums2 

Goal 8: Develop a global partnership for development

Target 8.A: Develop further an 
open, rule-based, predictable, non-
discriminatory trading and financial 
system
Includes a commitment to good 
governance, development and 
poverty reduction – both nationally 
and internationally
Target 8.B: Address the special 
needs of the least developed 
countries
Includes: tariff and quota free access 
for the least developed countries’ 
exports; enhanced programme of 
debt relief for heavily indebted poor 
countries (HIPC) and cancellation 
of official bilateral debt; and more 
generous ODA for countries 
committed to poverty reduction
Target 8.C: Address the special 
needs of landlocked developing 
countries and small island 
developing States (through the 
Programme of Action for the 
Sustainable Development of Small 
Island Developing States and the 
outcome of the twenty-second 
special session of the General 
Assembly)
Target 8.D: Deal comprehensively 
with the debt problems of 
developing countries through 
national and international measures 
in order to make debt sustainable in 
the long term

Some of the indicators listed below are monitored separately 
for the least developed countries (LDCs), Africa, landlocked 
developing countries and small island developing States.
Official development assistance (ODA)
8.1 Net ODA, total and to the least developed countries, as 

percentage of OECD/DAC donors’ gross national income
8.2 Proportion of total bilateral, sector-allocable ODA 

of OECD/DAC donors to basic social services (basic 
education, primary health care, nutrition, safe water 
and sanitation)

8.3 Proportion of bilateral official development assistance 
of OECD/DAC donors that is untied

8.4 ODA received in landlocked developing countries as a 
proportion of their gross national incomes

8.5 ODA received in small island developing States as a 
proportion of their gross national incomes

Market access
8.6 Proportion of total developed country imports (by 

value and excluding arms) from developing countries 
and least developed countries, admitted free of duty

8.7 Average tariffs imposed by developed countries on 
agricultural products and textiles and clothing from 
developing countries

8.8 Agricultural support estimate for OECD countries as a 
percentage of their gross domestic product

8.9 Proportion of ODA provided to help build trade capacity
Debt sustainability
8.10 Total number of countries that have reached their 

HIPC decision points and number that have reached 
their HIPC completion points (cumulative)

8.11 Debt relief committed under HIPC and MDRI Initiatives
8.12 Debt service as a percentage of exports of goods and 

services

2	  The actual proportion of people living in slums is measured by a proxy, represented by the urban 
population living in households with at least one of the four characteristics: (a) lack of access to improved 
water supply; (b) lack of access to improved sanitation; (c) overcrowding (3 or more persons per room); and 
(d) dwellings made of non-durable material.
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Target 8.E: In cooperation with 
pharmaceutical companies, provide 
access to affordable essential drugs 
in developing countries

8.13 Proportion of population with access to affordable 
essential drugs on a sustainable basis

Target 8.F: In cooperation with 
the private sector, make available 
the benefits of new technologies, 
especially information and 
communications

8.14 Telephone lines per 100 population 
8.15 Cellular subscribers per 100 population
8.16 Internet users per 100 population

The Millennium Development Goals and targets come from the Millennium Declaration, 
signed by 189 countries, including 147 heads of State and Government, in September 2000 
(http://www.un.org/millennium/declaration/ares552e.htm) and from further agreement by 
member states at the 2005 World Summit (Resolution adopted by the General Assembly 
- A/RES/60/1, http://www.un.org/Docs/journal/asp/ws.asp?m=A/RES/60/1). The goals and 
targets are interrelated and should be seen as a whole. They represent a partnership between 
the developed countries and the developing countries “to create an environment – at the 
national and global levels alike – which is conducive to development and the elimination 
of poverty”.



102

References
Briones, Leonor Magtolis. “Campaigning for the MDGs: The Philippines Experience.”

———. “The MDG Campaign in Asia and the Pacific: The Philippine Experience.”

Cafod, Christian Aid and Trocaire. Monitoring government policies: A toolkit for civil society 
organisations in Africa.

Campaign for Democratic Media. “Where do the candidates stand on democratic media?” 
[www.democraticmedia.ca].

Canadian Library Association. 2008. “2008 Election Campaign Kit: Make Your Voice Heard!”

CathNews. 2007. “Caritas Election challenge on Millennium Development Goals.” Caritas 
Australia. 6 November.

Civicus: World Alliance for Citizen Participation and the Millennium Campaign. MDG 
Campaigning Toolkit.

Council of Asian Liberals and Democrats. “Political Parties in Asia.” [http://cald.org/site/].

Developmenteducation.ie. “Millennium Development Goals Campaign.” [www. 
developmenteducation.ie].

Eilperin, Juliet. 2008. “Gore Launches Ambitious Advocacy Campaign on Climate.” Washington 
Post, 31 March.

European Women’s Lobby. 2008. “EWL Lobbying Kit: No Modern European Democracy 
without Gender Equality.” Brussels. [www.womenlobby.org].

Evans, Kristy. 2005. “A guide to feminist advocacy.” Gender and Development, 13 (3), 
November.

Food and Agriculture Organization. 2005. “Public Budget Monitoring and Analysis and the 
Implementation of the Human Right to Adequate Food: International Comparisons.” From a 
workshop on the budget as a monitoring instrument of the implementation of the human 
right to adequate food, Brasilia, 1-2 June. 

GCAP. “What is GCAP?” [www.whiteband.org].

———. 2007. “Pakistan unfurls world’s longest banner on MDG demands.” 9 July. 

———. 2008a. “India: Poor Performance on Health Indicators Keeps India Off-Track on the 
MDGs.” New Delhi, 19 September.



103

———. 2008b. “Kenya: Concert starts global action against food crisis and calls on leaders 
to act now to stop the looming hunger.” 31 May.

———. 2008c. “March on October 17th Will Demand New Government Puts Poor First.” 
Pretoria, 17 October.

———. 2008d. “Poverty Hearings: A Weapon for Change.” Liberia, 13 September.

———. 2008e. “Stand Up and Take Action in Asia: Apart from the numbers, organizers tally 
up the emotions, moments and lessons of Stand Up.” 23 October.

Government of Nepal, UNDP and UNICEF. 2006. “Voices of People on Development.” 
Kathmandu.

GTZ and Bonn International Center for Conversion. 2005. Organising Civil Society Campaigns 
for Small Arms Action: A Manual for NGOs. Eschborn.

Hakikazi Catalyst. “Millennium Development Goals: No more broken promises?” Plain 
Language Guides series. [www.hakikazi.org].

Herfkens, Eveline. “Looking Back, Looking Forward: The Successes and Challenges of the 
Millennium Campaign.”

Hofbauer, Helena. 2006. “Using budget analysis to monitor the reduction of maternal 
mortality: Fundar’s experience in Mexico.” [www.fundar.org.mx].

Institute for Democracy and Electoral Assistance. 2005. “Electoral System Design: An 
Overview of the New International IDEA Handbook.”

Interaction. 2008. “The Millennium Development Goals and a US National Development 
Strategy.” Policy brief. Washington, DC.

International Knowledge Network of Women in Politics (iKnow Politics). [www.iknowpolitics.
org].

International Republican Institute. Campaign Schools for Women and Youth: Candidate’s 
Handbook.

Inter-Parliamentary Union. “Women in National Parliaments.” [www.ipu.org/wmn-e/world.
htm].

IPS News Service. 2008. “Salil Shetty’s Tough Talk on the MDGs.” 22 June.

Jubilee 2000 Coalition and World Vision. 2000. “The world will never be the same again.” 



104

Jung Sung-ki. 2006. “Korea: Parties to begin online campaigns to attract young voters.” Korea 
Times, 7 May.

Kitschelt, Herbert and Steven I. Wilkinson. 2007. Patrons, Clients and Politics: Patterns of 
Democratic Accountability and Political Competition. Cambridge University Press.

MacArthur Foundation. 2007. “Fundar: Using Budget Analysis to Improve Mental Health.” 
MacArthur Newsletter, winter.

Micah Challenge International. “Tackling Poverty North and South!” Campaign examples 
from different countries. [www.micahchallenge.org/english/think/aim2/strategy/].

Millennium Campaign. The Compilation of MDG Case Studies: Reflecting Progress and Challenges 
in Asia. 

———. 2007a. “New Indian TV Show Promotes MDGs.”

———. 2007b. Plans and key dates for elections in Canada.

———. 2008a. “GCAP France Demands a More Inclusive International Financial System.”

———. 2008b. “List of Actions/Millennium Development Goals Driven/Focused.”

———. 2008c. “Poverty can pack.”

———. 2008d. “Spain: The fight against poverty hits the electoral campaign.” 

Millennium Campaign and Council of European Municipalities and Regions. “Local Authorities 
and the Millennium Development Goals: eight ways to change the world.”

Millennium Campaign, TakingITGlobal and the Global Youth Action Network. “Only with 
Your Voice: Millennium Development Goal Youth Action Guide.”

Millennium Project. 2005. Investing in Development: A Practical Plan to Achieve the Millennium 
Development Goals. New York.

Mirandilla, Kate A. 2007. “Reaching Diverse Constituencies Via the Web.” In Internet and 
Elections. Routledge Research.

Monstersandcritics.com. 2008. “A new trend in political campaigning hits Nepal.” 7 April. 
[www.monstersandcritics.com].

National Democratic Institute for International Affairs. 2003. Preparing for Success: Tools, 
Methods and Strategies for Electoral Campaigns. Jakarta and Washington DC.



105

National Platform of Maltese NGOs. 2007. “Press Release: 15,948 STAND UPS on the 
International Day for the Eradication of Poverty.” Gzira, 19 October.

Norris, Pippa. 2005. “Political Parties and Democracy in Theoretical and Practical Perspectives.” 
Washington, DC: National Democratic Institute for International Affairs.

O’Day, J. Brian. Political Campaign Planning Manual: A Step by Step Guide to Winning Elections. 
National Democratic Institute for International Affairs.

OECD. “Public Campaigns about the MDGs since 2003: Successes and lessons learnt from 
selected DAC countries.” [http://www.oecd.org/document/47/0,3343,en_2649_33959_398
69615_1_1_1_1,00.html].

“One” campaign. 2008. Candidate Comparison Results: One’s Plan, Obama’s Plan, McCain’s 
Plan.” [www.one.org].

People’s Empowerment Trust and People’s Forum on MDGs. “9th Parliament Election, 
Bangladesh, Election Manifesto-2008: Comparative analysis in line with MDGs.” Dhaka [www.
petbd.org].

Pollard, Amy, and Julius Court. 2005. “How Civil Society Organisations Use Evidence to 
Influence Policy Processes: A literature review.” London: Overseas Development Institute.

The Post. 2008. “NGO asks presidential candidates for commitment towards the MDGs.” 
Lusaka, 19 September.

Public Affairs Center and Asian Development Bank. “Improving Local Governance and Pro-
Poor Service Delivery: Citizen Report Card Learning Toolkit.”

Tekwani, Shyam, and Randolph Kluver. 2007. “The Internet in the 2004 Sri Lanka Elections.” In 
Internet and Elections. Routledge Research.

Times of Zambia. 2008. “Christian NGO challenges presidential aspirants.” Lusaka, 18 
September.

UK Department for International Development. 2006. Eliminating World Poverty: Making 
Governance Work for the Poor.”

UNDP. “Communications Toolkit, Reaching the Outside World.” [See www.undp.org/
comtoolkit, log in communications.toolkit, password UNDP.]

———. “Elections: The Gender Dimension.”

———. 2004. The Blue Book: A hands-on approach to advocating for the Millennium 
Development Goals. New York.



106

———. 2008. “CALL 2015: Citizens Action and Local Leadership to Achieve the MDGs in 
2015.” Regional Community of Practice Workshop-Asia and the Pacific, Bangkok, 13-15 
October.

UNDP, UN Capital Development Fund, UN-Habitat, United Cities and Local Governments. 
2009. Local Governance and Decentralization: Programme experiences and views from the field. 
New York.

UNDP Mongolia. “Support in Achieving MDG9 on Human Rights and Democratic Governance.” 
[www.mdg9.mn].

UNIFEM. 2007. “‘I Can’ Campaign Celebrates Women’s Political Potential in Timor-Leste.” 11 
June.

———. 2008. “Following the Money: Public Finance and Gender Equality.”

VeneKlasen, Lisa, and Valerie Miller. A New Weave of Power, People and Politics: The Action Guide 
for Advocacy and Civil Participation. Washington, DC: Just Associates [www.justassociates.
org].

Verclas, Katrin and Patricia Mechael. “A Mobile Voice: The Use of Mobile Phones in Citizen 
Media.” USAID and Pact. [www.mobileactive.org].

Wadanatodo. 2008. “All India People’s Manifesto.”

“We” campaign. [www.wecansolveit.org].

Zabarenko, Deborah. 2008. “Al Gore group urges Obama to create US power grid.” Reuters, 
6 November.



107

We Want Your Feedback
Help us to improve future editions of this guidebook by answering some simple questions:

1) Where were you working when you used this guidebook?

Civil society organizationa.	

Political organizationb.	

Government c.	

International or intergovernmental organizationd.	

Othere.	

2) What was/is your position?

Programme staffa.	

Communications staffb.	

Political candidatec.	

Managerd.	

Volunteere.	

Otherf.	

3) How would you rate the usefulness of the information in this guidebook?

Excellenta.	

Very goodb.	

Goodc.	

Not very goodd.	

Poore.	

4) How would you rate the design of the guidebook, especially in access to information and 
ease of use?

Excellenta.	

Very goodb.	

Goodc.	

Not very goodd.	

Poore.	
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5) How have you used the guidebook? (Circle all that apply.)	

As part of an MDG advocacy campaign during an electiona.	

As part of a political campaignb.	

As part of an MDG advocacy campaign outside an election periodc.	

As a general reference on the MDGs and political advocacyd.	

For advocacy related to the MDGs but not explicitly about theme.	

For advocacy that is not related to the MDGsf.	

Otherg.	

6) In three or four sentences, please describe how you used the guidebook:

7) What did you find to be the most useful feature of the guidebook?

8) What was the least useful feature?

9) Do you have any other comments that would help the Millennium Campaign improve 
this guidebook or otherwise support MDG advocacy?

Submitting a Case Study
The Millennium Campaign would also like to hear from you about your experiences in 
campaigning for the MDGs during elections. This helps us in sharing knowledge about what 
does and does not work with people and organizations embarking on similar initiatives. 
Please provide us with:

Your organization’s name:. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                               

The country (and locality, if applicable) in which you operate:. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             

The year and level (national, local) of the election in which you participated:. . . . . . . . . . . . . . .              

A brief narrative of what activities took place, where and who was involved:. . . . . . . . . . . . . . . .             

The rationale for targeting any particular MDGs, and how you made the selection: . . . . . . . . .        

A brief description of the results of your activities:. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                         

Your analysis of what was learned, what you would do again, any challenges and how you 
managed them, what you plan to do next to build on your efforts, and any other details that 
you think are important:. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                  


