
GROWING YOUR 
MOVEMENT WITH 
COMMUNICATION



LEADING

OWNING
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FOLLOWING

OBSERVING

LADDER OF ENGAGEMENT

A tool to help you 
engage people in 

your cause. 



LEADING

OWNING

CONTRIBUTING

ENDORSING

FOLLOWING

OBSERVING

The observer is aware of your 
cause (and maybe your 
organisation) but has not actively 
given you permission to speak to 
them. 

Example actions: 
● Visiting website
● Visiting social media
● Attending an event

OBSERVERS



LEADING

OWNING

CONTRIBUTING

ENDORSING

FOLLOWING

OBSERVING

The follower is reading and 
watching your communications -
they have actively chosen to hear 
from you.

Example actions: 
● Subscribing to newsletter
● Following you on social media
● Giving permission for you to 

send them publications by 
post.

FOLLOWERS



LEADING

OWNING

CONTRIBUTING

ENDORSING

FOLLOWING

OBSERVING

ENDORSERS

The endorser has performed a 
simple action to support your 
cause. This includes a single step 
with relatively low risk or 
investment.

Example actions:
● Signs petition
● Makes one-time small 

donation
● Shares a social media post



LEADING

OWNING

CONTRIBUTING

ENDORSING

FOLLOWING

OBSERVING

CONTRIBUTORS

The contributor has done 
something which has required a
significant quantity of some 
resource (usually time or money). 
This often involves multiple steps.
Example actions:
● Attending an event
● Joining a volunteer group
● Making a large donation



LEADING

OWNING

CONTRIBUTING

ENDORSING

FOLLOWING

OBSERVING

OWNERS

The owner feels ownership - they 
are fully invested in the success of 
the mission and does ongoing 
collaborative actions to fulfill that.
Example actions:
● Speaking or writing on behalf 

of the cause
● Deep voluntary engagement



LEADING

OWNING

CONTRIBUTING

ENDORSING

FOLLOWING

OBSERVING

LEADERS

The leader is responsible for 
organising and mobilising people
at all the other levels. 
Example actions:
● Being a board member
● Being a staff member



LEADING

OWNING

CONTRIBUTING

ENDORSING

FOLLOWING

OBSERVING

LADDER OF ENGAGEMENT

This is a conceptual map - a 
jumping off point to clarify 
assumptions and simplify 
complex realities.

The bottom half can be 
automated; the top half needs a 
human touch.
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SO HOW DO WE 
USE THIS?



STEP 1: COLLECT 
EMAIL 

ADDRESSES



EMAIL IS GROWING

The average open rate for email 
newsletters across all
industries is 21.33% - CTR 2,3% - Unsubs 
0,1%

Emails related to the Government and 
Non-profit sectors receive the highest 
open rates (26-28%)

4 out of 5 marketers said they’d rather 
give up social media than email 
marketing, 35% of marketers send their 
customers 3-5 emails per week.





STEP 2: EMAIL 
THEM



LADDER OF ENGAGEMENT

● Email every 1-2 weeks. 
● Make them short and simple.
● Sometimes include a call to 

action - but only one!

LEADING

OWNING

CONTRIBUTING

ENDORSING

FOLLOWING

OBSERVING



TECHNOLOGY

● Ideal: Action Network.
● Plan B: Free online petition 

maker like jotform.com or 
petitions.com might work. 

● Important: GDPR!

http://jotform.com
http://petitions.com
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QUESTIONS?



EXERCISE

1. Choose a demand - make it precise and catchy. Examples:
○ Ban Night flights - Protect our Health.
○ End cargo flights.
○ No more airport expansion.
○ Cancel flights when air pollution is “poor” or worse.

2. Choose the arguments you want to use. (e.g. health concerns, 
economic arguments, ecological arguments?)

3. Choose the target for your petition. (National government? 
Airport?)

4. Choose the name of your umbrella group? (This is the name 
that will be associated with the petition)
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