
Digital + Grassroots Integration

Executive Summary

Digital  and  grassroots  campaigning  are  most  powerful  when  woven  together  into  a  unified  strategy.
Historically,  many  NGOs treated  online  advocacy  (social  media,  email,  petitions)  and offline  organizing
(community meetings, protests, door-to-door outreach) as separate efforts. Today’s evidence shows that
integrating digital and grassroots approaches can greatly amplify a campaign’s reach and impact. Online
tools allow rapid, large-scale mobilization and engagement (especially among youth and underrepresented
groups) while on-the-ground grassroots efforts build deep relationships and local credibility . When
coordinated, these channels reinforce each other: social media buzz can drive turnout for real-world events,
and grassroots actions generate authentic stories and content to fuel the digital campaign . 

Integration isn’t automatic – it requires deliberate planning and internal coordination. NGOs must break
down  silos  between  digital  and  field  teams,  create  shared  goals,  and  use  common  data  systems  so
supporters get a seamless experience . Consistent messaging across online and offline channels is
vital: supporters should recognize one campaign narrative whether they see it on a tweet or at a community
event. At the same time, messages should be tailored to the medium (e.g. concise and visual for social
media, conversational for face-to-face) while staying aligned in theme . 

Critically,  NGOs  should  view  digital  engagement  not  as  an  end  in  itself  but  as  a  pathway  to  deeper
involvement. A “ladder of engagement” approach moves people from simple online actions (likes, shares,
signing petitions) toward higher commitment actions like volunteering or organizing events . This
helps overcome the risk of  “slacktivism,”  where support  stays superficial  –  by providing next steps and
personal  follow-up,  even  a  click  can  be  converted  into  real-world  activism .  Likewise,  an  on-ground
interaction (attending a rally)  should lead to continued digital  engagement (e.g. joining an email  list  or
WhatsApp group) to sustain momentum.

This guide presents evidence for why integration works, a step-by-step framework to implement it, practical
tools and templates, real-world case studies, metrics to gauge success, and tips to manage risks. It aligns
with concepts from  Campaign Strategy & Power Mapping (Guide 1)  –  building on strategic planning and
stakeholder analysis – but focuses on bridging online and offline tactics in campaign execution. The goal is
a plain-language, actionable resource for NGOs worldwide to modernize their campaigns: combining the
broad reach of digital advocacy with the grassroots power of people on the ground. In an era where nearly
half  of  supporters  engage politically  on social  media  yet  change still  requires  boots-on-the-ground
pressure, such integration is not just beneficial – it’s increasingly essential for campaign success. 

Key takeaway: By uniting digital and grassroots strengths, NGOs can engage supporters more holistically,
achieve greater scale and depth of impact, and build movements that live both online and in communities.
This guide explains how to do it, step by step.
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Evidence Table (Key Findings, Strength, NGO Implications)

Key Finding Evidence Strength NGO Implications

Online-offline efforts amplify
each other. Integrated
campaigns reach more people
and drive higher participation
than solo-channel efforts. Multi-
channel donor studies show
engaging supporters both online
and offline yields better results
(donors give more, more often)

. Similarly, research finds
online and offline activism are
positively correlated  – people
mobilized online often take
offline action too.

Strong evidence: Meta-
analyses and case studies
consistently show that online
engagement complements
(not cannibalizes) offline
action . Multi-channel
approaches in fundraising
and advocacy have
measurable higher returns.

Plan campaigns to use both
digital and grassroots tactics in
tandem. Don’t silo efforts – an
email, tweet, and rally can all
reinforce the same call-to-action.
Assume supporters will engage
via multiple avenues. Integration
can significantly broaden reach
and impact.

Digital activism broadens
participation. Online tools lower
barriers and bring in new
supporters, including youth and
marginalized groups less
reached by traditional organizing

. Social media and petitions
allow “armchair” supporters to
get involved easily.

Strong evidence: Studies
document that social media
activism engages
underrepresented
demographics (e.g. more
women, minority, and youth
participation) . Nearly half
of social media users have
taken some civic action online

. These low-threshold
actions expand the supporter
base.

Use digital channels to cast a
wide net for supporters. Online
petitions, hashtag campaigns,
and viral content can attract
people who might never attend
a meeting initially. Particularly
engage youth on platforms they
frequent. However, treat digital
engagement as an entry point –
follow up to integrate these new
supporters into deeper roles.

Grassroots organizing builds
commitment and legitimacy.
In-person involvement
(volunteering, protests,
community dialogues) forges
stronger bonds and leadership.
Face-to-face relationships create
trust and motivation that purely
digital interactions often can’t

. Offline actions also
demonstrate public legitimacy of
a cause (e.g. visible rallies signal
widespread support).

Strong evidence: Classic
social movement research
shows high-risk, in-person
acts (e.g. protests) stem from
strong ties and result in
greater commitment. Digital-
era studies note that personal
connections in activism still
create “stronger and closer
ties” that sustain movements

.

Continue investing in grassroots
tactics – do not rely on clicks
alone. Use offline events to
deepen engagement of those
recruited online. Leverage the
credibility of community voices:
e.g. local testimonials, physical
turnout, coalition meetings. This
builds a loyal core of advocates
who can lead sustained efforts
(and generate authentic stories
for the digital campaign).
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Key Finding Evidence Strength NGO Implications

Online and offline activism can
be mutually reinforcing. Rather
than an “either/or,” successful
campaigns blend both: skills and
momentum transfer between
the digital and physical realms.
For example, the Fridays for
Future climate movement found
that online social media work
and offline strikes reinforced
each other, each building skills
and community that benefited
the other . Activists learn
digital savvy and outreach skills
online, then apply them to
organize on the ground, and vice
versa.

Emerging evidence: New
research on hybrid
movements (post-2020)
confirms a “mutually
reinforcing process” between
online and offline activism

. Case studies (e.g.
Greenpeace’s global actions,
protest movements in
repressive regimes) show that
social media buzz boosts
physical turnout, and visible
offline actions fuel more
online sharing .

Design campaigns where online
and offline components
deliberately support each other.
For instance, use digital channels
to promote offline events and
collect live content from the field
to post online. Train teams to
coordinate and share insights
(the “online team” and “field
team” should function as one).
Encourage supporters to both
act online (tweet, sign, donate) 
and show up offline (attend,
volunteer), highlighting how
each action magnifies the other.

Integrated data and
infrastructure are critical.
Successful integration often
hinges on having unified tools –
e.g. a single supporter database
or CRM for all contacts – and
processes that connect online
sign-ups to local organizers. In
one NGO, an integrated
database was deemed “the
holy grail” for aligning teams

. Organizations with siloed
data or separate communication
channels struggle to coordinate
messaging and track
engagement across touchpoints.

Moderate evidence: Internal
case studies (Greenpeace,
Amnesty, etc.) report that
offices using shared CRMs
and cross-department
workflows achieve more
seamless supporter
experiences . While
less studied academically, it’s
a consistent best practice
noted in nonprofit
management.

Invest in integration behind the
scenes. Use one CRM or ensure
different systems sync, so that,
for example, when someone
signs an online petition their info
goes to the field team for follow-
up. Create cross-channel
communication plans (e.g. one
calendar for email, social posts,
events) so messaging is
coordinated. Operational unity
enables strategic unity.
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Key Finding Evidence Strength NGO Implications

“Slacktivism” is a concern but
can be mitigated. Critics argue
that easy online acts (likes,
shares – pejoratively called 
slacktivism or clicktivism) often
fail to translate into meaningful
change . Indeed, simply
clicking “like” involves minimal
effort or risk . However,
research and practice show this
is not an either/or: many low-
threshold supporters can be
converted to higher involvement
with proper engagement
strategies . Online buzz can
build pressure on targets and
serve as a “gateway” to offline
action if nurtured.

Mixed evidence: Early
skeptics (e.g. Gladwell 2010)
claimed social media activism
rarely leads to real-world
impact. Recent analyses are
more nuanced: most
evidence finds online and
offline activism intertwined,
but conversion rates vary

. Some campaigns with
millions of hashtag mentions
led to policy shifts, while
others fizzled without offline
follow-through.

Acknowledge the risk of
superficial engagement and
address it proactively. Don’t stop
at counts of likes or shares –
have a plan to move people up
the engagement ladder. For
instance, after someone signs an
e-petition, send them a
personalized invite to a local
event or ask them to call a
decision-maker. Use compelling
narratives to show why deeper
action is needed. Measure
success by outcomes (policy
change, attendance, etc.), not
just vanity metrics. In short, turn
slacktivism into activism through
intentional follow-up.

Digital divide and access issues
remain. Not all communities or
demographics are online or
reachable via digital media.
Many people in rural areas, older
populations, or low-bandwidth
regions may rely on face-to-face
communication or radio/print. A
hybrid approach is necessary to 
“involve a wider audience,
considering that not all ... are
active in the digital space.”  If
an NGO went “all digital,” it could
exclude key grassroots voices.

Strong evidence
(contextual): Global data on
internet access and literacy
show uneven distribution.
Qualitative accounts (e.g. in
parts of Indonesia’s advocacy
community) highlight that
significant segments “do not
intensively have access to
digital media” , so offline
tactics remain crucial for
inclusion.

Ensure your campaign plan
includes offline outreach for
populations not on email or
social platforms. This could
mean community meetings,
printed materials, SMS outreach
(since basic texting is more
ubiquitous than social media), or
partnering with local radio/TV for
exposure. Use digital tools where
effective, but don’t assume
everyone can or will engage
online. An integrated campaign
meets people where they are –
both on smartphones and in the
streets.

Step-by-Step Framework

Effective digital–grassroots integration requires intentional design. Below is a step-by-step framework NGOs
can follow to plan and execute integrated campaigns:

Step 1: Align Teams and Goals from the Start

Begin by breaking down internal  silos.  Assemble a joint campaign team that includes both digital  staff
(social  media  managers,  online  organizers)  and  grassroots  organizers  (field  coordinators,  volunteer
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leaders). Hold an initial strategy session together to define the campaign’s overall goal and how online and
offline tactics will each contribute . This ensures everyone shares a unified vision (“one team, one
goal”). Establish clear roles and communication channels: for example, weekly check-ins where digital and
field leads update each other, or a shared chat group to coordinate rapidly. Early alignment prevents the
common problem of parallel efforts with inconsistent messaging. Agree on a division of labor that plays to
each team’s strengths but also plan for  constant collaboration (e.g.  pair  an online organizer with each
regional field organizer to coordinate local actions). When internal integration is treated as a first priority, it
sets  the  stage  for  a  seamless  supporter  experience  later .  (Guide  1’s  insights  on  stakeholder  power
mapping can inform this planning – ensure both online and offline strategies target the right power-holders in
complementary ways.)

Step 2: Develop an Integrated Campaign Plan

With the team united, co-create a campaign plan that weaves together digital and grassroots elements.
Start by crafting a core message and narrative for the campaign that will be used across all channels (e.g.
a unifying slogan or hashtag, key talking points) . Then outline the tactics in a coordinated timeline. For
instance, the plan might include: an initial online petition launch to capture supporter contacts, a series of
local house meetings or community forums, social media challenges or hashtag days to raise awareness,
escalating to a national day of action or rally, followed by online follow-up actions (like flooding decision-
makers with emails or sharing event photos). Map out how each online activity will support offline activities
and vice versa. Ensure consistency: All outreach (tweet, email, flyer, press release) should carry the same
core ask and branding so they reinforce one another .  However,  tailor  content to fit  each medium’s
strengths – e.g. use engaging visuals and hashtags online, but longer storytelling in community meetings.
Identify  points  in  the  supporter  journey  to  intentionally  bridge  online  and  offline:  for  example,  when
someone signs the petition (online), invite them to an offline event in their area; when someone attends a
protest (offline), ask them to post a photo with the campaign hashtag (online). An integrated plan will also
set joint success metrics (covered below) so all teams are accountable to the same outcomes, not just their
siloed KPIs. By the end of this step, you should have a calendar or playbook detailing the cadence of digital
and grassroots tactics working in concert.

Step 3: Build or Adapt Infrastructure to Connect People

Put in place the tools and processes that will  connect online engagement with offline organizing. A top
priority is establishing a unified database or CRM where all supporter data flows . This way, your online
petition  signers,  email  subscribers,  event  attendees,  and  volunteers  exist  in  one  system  (or  at  least
synchronized systems).  It  enables  you to track a  supporter’s  journey across  touchpoints  and follow up
appropriately. If you have separate digital and field databases, invest time now to integrate or regularly
reconcile them – this may involve adopting a new CRM that serves both purposes or using integration
software to sync data. Next,  set up channels for two-way communication that bridge online-offline. For
example, implement a process where every online sign-up triggers an alert to the regional organizer or
volunteer coordinator for that person’s area, so they can personally welcome them and plug them into local
activities. Conversely, when you meet new people offline (at a town hall or rally), have a way to capture their
contact info on the spot (sign-up sheets or mobile forms) and feed it into your digital system for future
updates. Establish communication loops: the grassroots team should regularly provide stories, photos, and
feedback from the field to the digital team to use in social media and emails, keeping the online community
feeling connected to real-world impact . Likewise, the digital team should share data (e.g. areas with
many petition signers) with field staff to target hot spots for local events. This step is about laying the
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“plumbing” that allows the campaign to operate as an integrated whole – including selecting the right tools
(see  Tools  section)  and  training  staff/volunteers  to  use  them  effectively  (for  example,  training  field
volunteers on how to use a mobile app to check in event participants, so that data goes into the central
system).

Step 4: Engage Supporters through Multi-Channel Entry Points

Now it’s time to launch and start engaging the public. Use both digital and grassroots “entry points” to bring
people into the campaign. In practice, this means meeting supporters where they already are active. Online
entry points could include: a petition or pledge on your website, a viral hashtag campaign, informative
social media posts that invite followers to subscribe or take an action, an email blast to your list with a call
to sign up as a volunteer, or a short video that ends with “Join us” and a link. Offline entry points include:
community  events,  flyers  or  posters  in  key  locations,  outreach  through  partner  organizations  on  the
ground,  street  canvassing,  and  word-of-mouth  via  existing  volunteers.  Each  entry  point  should  funnel
interested  people  into  your  integrated  system  –  e.g.  directing  them  to  the  campaign  signup  page  or
collecting  their  contact  info  on  a  sign-in  sheet.  Critically,  offer  easy  pathways  from online  to  offline
involvement (and vice versa). For example, Greenpeace’s Arctic campaign team tried a “two-pronged ask”
on their website: when someone clicked to get involved, they were presented with two big buttons – one to
host a local event and one to find an event to attend . This gave online supporters an immediate way to
plug into offline action. Another tactic is using online excitement to spur real-world gatherings: if a hashtag
challenge goes viral, capitalize by organizing pop-up events or meetups for those participants. Conversely,
at  offline  events,  actively  promote  online  actions:  ask  attendees  to  tweet  with  the  hashtag  from their
phones, or later send them a link to an online follow-up action. At this step, the campaign should generate
momentum in both spheres. Make it fun and engaging: people might first encounter your campaign via a
trending tweet or an SMS from a friend – ensure the messaging is compelling and the call-to-action clear
(e.g.  “Text  JUSTICE  to  12345  to  join  the  movement”).  Once  they  take  that  initial  step,  your  integrated
infrastructure (step 3) should kick in to keep them engaged across channels.

Step 5: Mobilize and Coordinate Cross-Channel Actions

As  your  supporter  base  grows,  mobilize  them  through  coordinated  actions  that  leverage  digital  and
grassroots simultaneously. Plan synchronized moments where online and offline efforts peak together for
maximum effect. For example, you might declare a  “Day of Action” where local volunteer groups hold
rallies or events in multiple cities, and at the same time your digital team runs a major online push (live
tweeting the events, sharing photos in real time, streaming speeches, and encouraging a flood of posts to
trend a hashtag or tag a target). This one-two punch can greatly amplify visibility – people on the ground
feel part of something larger, and online audiences see evidence of real-world support . Ensure tight
coordination: provide grassroots teams with social media toolkits so that on event day they know which
hashtag to use and how to upload images or stories. Possibly designate some tech-savvy volunteers as
“digital captains” at each event to handle live posting. Meanwhile, have central staff or volunteers curating
incoming content to repost and send to media.  Another example:  during a campaign peak, organize a
phone banking or door-knocking drive (offline) at the same time as an email/WhatsApp blast (online) urging
supporters to call legislators – the personal touch of a volunteer’s call combined with a digital prompt can
significantly  raise  response  rates.  Throughout  these  mobilizations,  keep  communications  two-way:
encourage supporters to share back what they’re doing (photos, comments) and acknowledge them on
your  platforms (“Look at  our  supporters  in  X  town delivering letters  today!”).  This  reinforces  solidarity.
Internally, use tools like shared calendars and chat (e.g. a WhatsApp group of all team leads) to coordinate
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in real time – e.g. if one city’s protest has low turnout, the digital team could boost targeted social posts for
that area. By the end of this step, your campaign is firing on all cylinders: a true blend of digital buzz and
grassroots muscle working together, rather than separate tracks.

Step 6: Monitor, Evaluate, and Adapt Together

Throughout the campaign – and especially after major push moments – evaluate how the integration is
working and adapt. Gather data from both online and offline efforts in a combined review. For example,
track metrics like how many online signups translated into physical event attendees (conversion rate), or
which social media content drove volunteer sign-ups. Use a shared dashboard if possible, so that all team
members see the full picture of engagement across channels . Make evaluation a collaborative process:
hold  debrief  meetings  with  digital  and  grassroots  teams together,  so  insights  can  be  cross-pollinated.
Perhaps  the  field  team noticed  a  particular  message really  resonated face-to-face  –  that  insight  could
inform the next social media post. Or the digital team sees a spike of interest in a certain region – that could
prompt organizing a local meet-up there. Also solicit qualitative feedback: interview some supporters or
volunteers about how they experienced the campaign (Did they feel the calls-to-action were clear? What
motivated them to move from online to offline participation?). Identify bottlenecks or gaps: e.g. if many
people signed up online in a city but few came to the event, was the follow-up weak or the timing bad?
Conversely, if an offline action had many participants who never interacted online, maybe you need better
on-site recruitment for the email  list.  Use these learnings to  iterate on your strategy. Integration is an
evolving process; you might adjust messaging, switch up tactics, or improve your infrastructure based on
what the data shows. For instance, if the integrated approach is underperforming in conversion, you might
implement  a  more  personal  touch (like  organizers  calling  new petition  signers  directly,  instead of  just
emailing). Celebrate and publicize wins from integration: e.g. “Thanks to our combined online/offline push,
10,000 calls were made and 5 public meetings held – leading the city council to take notice.” This reinforces
to  supporters  (and  internally)  the  value  of  the  approach.  Finally,  document  lessons  learned  in  a  brief
“playbook” so that future campaigns in your NGO can build on what worked (and avoid what didn’t). By
monitoring and adapting as a unified team, you ensure the digital+grassroots strategy keeps improving and
remains agile in the face of external changes.

(Throughout these steps, maintain flexibility. If an unplanned opportunity or crisis arises – e.g. a viral trend or a
sudden policy window – having an integrated team means you can respond swiftly online and offline. The steps
above create the foundation, but always be ready to adapt tactics in real time while sticking to your core strategy.)

Tools / Templates

Integrating digital and grassroots efforts is easier with the right tools and frameworks. Below are key types
of tools and templates NGOs can use to bridge online and offline campaigning:

Unified CRM and Database Systems: A  Constituent  Relationship  Management  system (CRM)  is
fundamental. Tools like NationBuilder, Salesforce Nonprofit Success Pack, CiviCRM, or EveryAction allow
you to manage supporter data from all sources in one place. Using a CRM, you can track a person’s
interactions (signed petition, attended event, donated) and segment communications. Many CRMs
offer integrations: for example, an online petition form that auto-adds signers to the database, or
syncing with event management apps. Tip: Choose a CRM that both fundraising and advocacy teams
will use collaboratively (avoiding separate silos). Regularly update and de-duplicate records so that,
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say,  a volunteer who attends a rally  and also signs an online pledge is  recognized as the same
person.

Email Marketing and SMS Campaign Tools: Digital outreach tools that integrate with grassroots
organizing  are  crucial  for  communication.  Mailchimp,  ActionNetwork,  or  Engaging  Networks can
handle  mass  emails  with  segmentation  (e.g.  tailoring  messages  to  those  who  have  or  haven’t
attended an event). For SMS and messaging, consider tools like Twilio, TextIt or specialized platforms
(e.g. FrontlineSMS which has been used in grassroots contexts). SMS is powerful for bridging online-
offline gap: you can text event reminders to online sign-ups, or collect phone numbers at events to
send action alerts later. Ensure opt-in and respect local telecom regulations.

Social  Media  Management  Platforms: To  coordinate  a  multi-channel  online  presence  that
complements offline actions,  tools like  Hootsuite,  Buffer,  or  TweetDeck help schedule posts across
platforms (Twitter/X, Facebook, Instagram, etc.) timed with your campaign calendar. They also allow
monitoring of hashtags and mentions during offline event days so you can quickly find and share
user-generated content from the field. Many movements simply use native platforms, but having a
dedicated tool can streamline live posting (for instance, quickly queuing thank-you tweets to every
city that held a march, based on a list from field reports).

Online Petition and Action Platforms: If you’re running digital petitions or pledge drives that feed
into grassroots action, consider platforms that integrate mobilization features. Change.org or AVAaz
are broad petition sites (good for reach but less for data ownership). Tools like Action Network, Care2,
or MoveOn’s petition platform allow you to create action pages and then download supporter data or
trigger emails. Some CRMs have built-in advocacy pages as well. The key is to have customization –
for example, an action page that after signing says “Thank you – here’s an event near you to get
involved” (with a link to your event map).

Events  Management  and  Volunteer  Coordination  Tools: To  manage  the  grassroots  side  with
digital savvy, use event platforms that sync with online promotion.  Mobilize (by EveryAction) is one
such tool for volunteer event sign-ups that can integrate with CRMs and send reminders. Eventbrite
or  Meetup can  also  be  useful  for  public-facing  event  listings,  though  they  may  not  integrate
automatically  with  your  database  (manual  export/import  might  be  needed).  For  volunteer
coordination, apps like  Slack or  Microsoft Teams help keep in touch (creating channels for different
local  groups,  etc.),  and project  management tools  like  Trello or  Asana can organize tasks across
distributed teams (for example, tracking which local chapters have completed a flyer distribution or
a tweetstorm).

Collaboration & Integration Templates: Several “templates” or frameworks can guide integrated
work. One is a Campaign Integration Checklist (see Checklist section) that teams can use during
planning to ensure they’ve covered key bases (common goals, data sharing, cross-promotion, etc.).
Another useful template is a Supporter Journey Map – outline the steps a new supporter might take
from  first  online  contact  to  core  activist,  and  make  sure  you  have  touchpoints  (emails,  calls,
meetings)  at  each  stage.  Additionally,  internal  templates  like  a  “Campaign  Brief”  document
(agreement) can  be  borrowed  from  Greenpeace’s  practice :  this  is  a  one-pager  that  lists
campaign objectives, target audiences, key messages, and the roles of digital vs. grassroots teams in
achieving them, signed off by all  stakeholders at kickoff. It  keeps everyone literally on the same
page. 
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Mobilization Integration Toolkits: There are also published toolkits that contain case studies and
worksheets.  For  instance,  the  Mobilisation  Lab (MobLab)  released  an  Integration  Toolkit
highlighting best practices from around the world . It includes traits of well-integrated teams
(like shared goals, cross-pollination, joint metrics) and examples of tools used in various countries
(e.g. Argentina’s “two-hour window” rule for rapid approving outreach content , or Spain’s use of
shared campaign calendars and documents to align everyone ). NGOs can adapt these ideas to
their context. Templates from such toolkits can inspire how you structure meetings (e.g. regular all-
staff brainstorms, as noted in the toolkit) or how you formalize collaboration.

Ladder of Engagement Framework: Not a software tool, but a conceptual template – it’s worth
listing as a “tool” for strategy. The Ladder of Engagement (or Engagement Pyramid) helps you plan
tiers of involvement. There are resources from groups like Beautiful Trouble and various training
orgs  that  provide  a  template  ladder.  Typically,  you’d  define  rungs  such  as:  Follower  (online
subscriber) → Advocate (takes repeated actions) → Volunteer → Leader. By outlining these, you can
assign tools and tactics to each rung (e.g. social media for attracting followers, a training webinar for
volunteers moving to leaders). This framework ensures you have activities at each level and a way to
move people up. Keep the ladder handy when designing actions: always ask, “What’s the next ask for
someone who just completed this step?” 

Secure Communication & Safety Tools: As campaigns ramp up, ensure you have tools to protect
activists  if  needed.  Encrypted messaging apps like  Signal can be used for  sensitive coordination
(especially  in  repressive  environments).  A  VPN  and  secure  password  practices  (possibly  using  a
password manager like  LastPass or  Bitwarden)  are important for digital  security.  There are NGO-
specific security toolkits (see references to Amnesty’s Security Lab and others) that can guide you on
secure tools – an often overlooked but crucial part of digital-grassroots work, since volunteers’ data
and communications need protection from adversaries or surveillance .

Choosing  tools  should  be  driven  by  your  campaign’s  needs  and  the  tech  comfort  of  your  team  and
supporters. It’s usually better to start simple (use a few well-integrated tools consistently) than to adopt too
many platforms that don’t talk to each other. Templates and frameworks, meanwhile, provide the glue –
they guide human processes so the tools are used effectively. In summary, invest in a solid CRM, utilize
communication tools that reach people where they are (email, SMS, social), and adopt planning templates
that keep your campaign unified. These tools, combined with training your staff/volunteers to use them,
will significantly enhance your ability to execute an integrated campaign.

Case Vignettes

To  illustrate  how  digital  and  grassroots  integration  works  in  practice,  here  are  two  case  vignettes  of
campaigns that successfully blended online and offline strategies:

Case 1: Greenpeace’s “I Love Arctic” Global Day of Action (2013)

Greenpeace’s  I Love Arctic campaign is a flagship example of coordinating worldwide grassroots events
with a robust digital campaign . The goal was to urge the Arctic Council to create a global sanctuary in
the Arctic, which required massive public pressure. In April 2013, Greenpeace mobilized supporters in 280
cities across 38 countries to participate in coordinated protests on the same day .  Local  volunteer
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groups in each city organized “human banners” (people gathering to form the shape of a heart spelling out
“I Love Arctic” when seen from above). 

Digital integration: From the start, Greenpeace formed a combined team of their traditional grassroots
campaigners and the online mobilization team – a first for the organization at that scale . They co-
planned  tactics  such  that  the  digital  component  would  amplify  the  grassroots  actions.  A  dedicated
campaign website  was  launched,  featuring an  interactive  map of  events and two prominent  sign-up
options: one to host an event, another to attend an event . This dual call-to-action online was novel for
Greenpeace (they usually made a single ask) but it paid off in attracting interest – about 500 people clicked
“Host an event” (with dozens following through), and thousands clicked “Attend” . The site also included
a live Twitter feed for the hashtag #ILoveArctic, and even pre-loaded a tweet directed at U.S. Secretary of
State John Kerry to raise political pressure .

On the ground: Volunteers, some already part of Greenpeace networks and others newly recruited via the
website, organized local actions on April 20, 2013. Greenpeace provided toolkits and regular coaching calls
to event hosts (the grassroots team called committed volunteers weekly, held group chats, etc., to support
them ). On the Day of Action, digital and grassroots truly converged. Participants at events were
encouraged to upload photos to Twitter and Instagram with #ILoveArctic, effectively creating a real-time
wave of images from around the world . Greenpeace staff and volunteers live-blogged and shared
these posts, generating huge online buzz that amplified the message to those not physically present. One
story stood out: in Portland, Oregon, an older activist with a disability (Linda) who was not the “typical”
Greenpeace volunteer participated in the human banner.  When her photo was shared online, she even
replied on the blog, expressing joy at being involved – this got re-shared and “generated energy around the
event”  beyond  that  locale .  It  highlighted  how  the  campaign  tapped  new  people  through  this
integrated approach.

Outcomes: While the campaign didn’t immediately win the policy (the Arctic Council did not announce a
sanctuary that year), it achieved substantial impact. Over 17,000 people took part in person globally  – a
scale difficult to reach without the digital recruitment. The social media aspect made the issue trend in
some areas  and demonstrated  global  solidarity,  arguably  putting  the  Arctic  issue  on  a  broader  public
agenda. After the day, Greenpeace took the thousands of photos of human hearts and compiled them into
a photobook, which volunteers (dressed as cheerleaders for spectacle) delivered in person to the Arctic
Council meeting in Sweden in May . This creative follow-up, also tweeted live, showed the decision-
makers that a worldwide movement was behind the cause.

Lessons: The “I Love Arctic” case taught Greenpeace the value of merging teams – the online and offline
staff learned each other’s “strengths, reasoning and strategy,” breaking some internal silos . They did
identify areas to improve (e.g. better communication channels among strategists, and perhaps prioritizing
promoting  event  attendance  over  recruiting  new  event  hosts,  which  might  have  yielded  even  higher
turnout) . Nonetheless, it was a pioneering effort in 2013 that has since informed Greenpeace and other
NGOs on how to run **“digital+grassroots” mobilisations . Key takeaways include: give online supporters
concrete offline options, use visuals and live social media to unite distributed events, and maintain close
collaboration between digital and field teams for consistency. This case also demonstrated that integrated
campaigning can bring in new demographics (like Linda in Portland) who might not have engaged through
only one channel.
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Case 2: Fridays for Future – Global Youth Climate Strikes (2018–present)

The Fridays for Future (FFF) movement, sparked by Swedish teenager Greta Thunberg in 2018, exemplifies
grassroots activism scaled up by digital connectivity. It began simply: Greta posted on social media about
her solo school strike for climate outside Sweden’s Parliament. Her posts went viral, inspiring students in
other countries to start their own “climate strikes” on Fridays. What emerged was a decentralized, youth-led
campaign where digital tools (hashtags, viral images, organizing via Twitter/Facebook/WhatsApp) were the
glue connecting local grassroots actions (weekly school walkouts, rallies) worldwide.

Online–offline synergy: Social media was crucial for mobilization – the hashtag  #FridaysForFuture and
later  #ClimateStrike and  #YouthStrike4Climate became  rallying  points  that  allowed  youth  to  share
photos of their  strikes and find each other .  Online platforms (especially  Twitter,  Instagram, and
Facebook groups) enabled rapid diffusion of the idea across continents. But the crux of the campaign was
always  offline action – students physically striking (not attending school and instead protesting, often in
front of government buildings) every Friday. Major coordinated events include the Global Climate Strikes
(such as on March 15, 2019, and September 20, 2019) where millions of youth and allies marched in cities
around the world. These were essentially grassroots protests, but they were largely self-organized through
digital communication. 

FFF has minimal formal hierarchy;  it  relies on digital  channels for coordination.  For example,  volunteer
teams set up websites and maps for upcoming strikes, and used Google Sheets and Zoom calls to help local
chapters share resources.  Greta and other prominent youth activists regularly use Twitter to announce
strike dates and encourage participation, while local groups use Instagram Stories, TikTok, and Facebook
events to rally classmates and community members.

Mutual  reinforcement: A  study  of  the  movement  in  Hungary  found something telling:  skills  learned
online (like media communication, digital publicity) and skills from offline activism (like organizing
logistics and public speaking) reinforced each other, making the activists more effective overall .
Young activists build a strong online community with shared values and memes, which attracts more peers
to join them offline. Simultaneously, the sense of real-world community and collective identity formed at
rallies feeds back into compelling online content and sustained social media presence. In short, Fridays for
Future operates as a hybrid: neither the online petitions nor the street protests alone would have had the
same impact, but together they created a virtuous cycle of awareness and engagement. Traditional media
coverage of  the  massive  strike  turnouts  further  amplified the  digital  discussion,  creating  even greater
pressure on politicians.

Impact: The integrated approach of FFF has shifted the climate conversation globally.  By 2019, climate
strikes had occurred in over 100 countries, with an estimated 7+ million participants in the September 2019
strike week. This contributed to multiple governments and local authorities declaring climate emergencies.
While solving climate change is an ongoing struggle, these youth strikes influenced policy debates (e.g. the
European Parliament invited Greta to speak, numerous politicians cited the youth movement as a mandate
for stronger action). The fact that teenagers using smartphones and homemade protest signs could create
a worldwide movement underscores the power of combining digital media savvy with simple grassroots
tactics (strikes/protests). It’s also a case where dissenting voices (some adults argued students should stay
in class or that tweets can’t  change policy)  were proven at least partially wrong – the sustained offline
commitment of youth gave moral weight to their online activism, making it hard to dismiss as slacktivism.

42 13

13

11

https://www.researchgate.net/publication/384440857_The_mutually_reinforcing_power_of_online_and_offline_activism_The_case_of_the_Hungarian_Fridays_for_Future_movement#:~:text=especially%20with%20the%20outbreak%20of,the%20Hungarian%20context%2C%20namely%20the
https://www.researchgate.net/publication/384440857_The_mutually_reinforcing_power_of_online_and_offline_activism_The_case_of_the_Hungarian_Fridays_for_Future_movement#:~:text=the%20general%20approach%20toward%20activism,public%20sphere%20from%20which%20Hungarian
https://www.researchgate.net/publication/384440857_The_mutually_reinforcing_power_of_online_and_offline_activism_The_case_of_the_Hungarian_Fridays_for_Future_movement#:~:text=the%20general%20approach%20toward%20activism,public%20sphere%20from%20which%20Hungarian


Lessons: Fridays for Future illustrates a few key points for NGOs: (1)  Empower grassroots leadership –
give supporters (in this case, students) the freedom and tools to organize themselves, and they can surprise
you with scale. (FFF had guidance but no strict centralized control, which allowed organic growth.) (2) Use
digital  platforms that resonate with your participants –  FFF leaned heavily  on visual,  youth-friendly
channels like Instagram and later TikTok, not just Facebook or email, to rally peers. (3)  Maintain a clear,
simple  ask –  “school  strike  for  climate”  every  Friday  was  easy  to  replicate;  likewise  hashtags  like
#FridaysForFuture were straightforward and consistently used, creating unity.  (4)  Reinforce values and
community  online –  FFF  participants  share  stories  of  their  local  strikes  online  each  week,  building  a
narrative  of  a  global  community  (“you  are  not  alone,  we  are  all  striking  together”),  which  motivates
continued offline action. This case also highlights the importance of being nimble: since it wasn’t an NGO-
run campaign, it adapted organically (e.g. during COVID-19 lockdowns, FFF temporarily shifted to digital
“strikes” where youth posted pictures of themselves with signs at home). Even then, as soon as they could,
they returned to the signature offline action while keeping the digital connections strong.

In summary,  Fridays for  Future shows that  even without  heavy resources,  a  movement  can integrate
digital and grassroots by leveraging passionate people and accessible tech. It serves as a model for how
NGOs  might  support  or  catalyze  such  hybrid  activism  –  by  facilitating  online  networking  among  local
groups, providing toolkits for organizing events, and amplifying grassroots voices on global platforms, all
while letting those closest to the issue lead on the ground.

(These vignettes underscore a common theme: success comes when online tactics are not an afterthought but an
integral  part  of  strategy,  and when offline  activism is  not  seen  as  old-fashioned but  as  indispensable.  Both
Greenpeace and FFF treated digital and grassroots as equally important and interdependent, which is why their
campaigns resonated widely.)

Metrics / KPIs

To evaluate the success of a digitally-integrated grassroots campaign, NGOs should track a mix of online,
offline, and crossover metrics. Below is a table of key Metrics/Key Performance Indicators (KPIs) and their
relevance:

Metric / KPI Description and Use

Total Reach
(Online)

The number of people exposed to the campaign online. This can include social
media impressions (how many times posts were seen) and website unique visitors.
A high online reach indicates effective digital dissemination of your message. It’s a
top-of-funnel metric: large reach can feed more supporters into deeper
engagement.

Digital
Engagement
Rate

Measures how actively people interact with online content. For social media, this
includes likes, shares, comments, retweets per post (often calculated as % of
followers or impressions). For emails, open and click-through rates apply. A strong
engagement rate signals that your message resonates and supporters are willing
to take at least initial actions (e.g., share a post). It’s more insightful than reach
alone – high reach with low engagement might mean the content is not compelling
or is too passive.
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Metric / KPI Description and Use

Online Actions
Taken

The count of concrete digital actions supporters take. Examples: number of petition
signatures collected on your website, number of advocacy emails sent through
your platform, number of donations made online for the campaign, or app installs
if relevant. These KPIs show conversion from awareness to action in the digital
realm. For instance, “50,000 petition signatures in 1 month” demonstrates
substantial online mobilization.

Grassroots
Participation

Turnout and involvement in offline activities. Key measures: number of local events
or actions organized, and total attendance/participation (e.g., “200 house meetings
with 1,500 attendees” or “5,000 protestors nationwide on Day of Action”). Also track
volunteer sign-ups for on-the-ground roles. These numbers indicate the breadth
and depth of offline engagement. Growth in these figures over time can show
momentum.

Online-to-
Offline
Conversion

A critical integration metric: what percentage or number of online-engaged people
transition to offline involvement. For example, how many petition signers showed
up to an event, or how many Facebook RSVPs actually attended in person. This can
be measured by cross-referencing sign-up lists (using emails/IDs in the CRM). A
strong O2O conversion suggests your follow-up and engagement strategies are
effective. If conversion is low, it flags a gap – perhaps follow-ups need improvement
or there are barriers to offline participation.

Offline-to-
Online
Feedback

The inverse crossover: number of offline participants who join digital channels. For
instance, of the people who attend a rally, how many join your email list, WhatsApp
group, or follow your social media afterward. This can be measured through post-
event surveys or tracking new online subscribers in event locales. A high rate
means you successfully captured the energy of in-person events into ongoing
digital engagement.

Media and
Public
Attention

While not purely “online” or “offline,” media coverage is a KPI impacted by both.
Track number of press mentions, social media trending hashtags, and influential
endorsements (e.g., a celebrity tweet or policymaker reference). These indicate
whether your integrated campaign is breaking through to wider public discourse.
Often, spikes in media mentions coincide with peak offline events amplified by
online buzz.

Advocacy
Outcomes

Ultimately, measure progress toward your campaign goal – policy changes,
corporate commitments, etc. Though many factors influence outcomes, you can set
intermediate KPIs like “Number of meetings with decision-makers secured” or
“Target public official’s stance change (yes/no)”. These outcomes are enabled by the
pressure created from combined online/offline efforts (e.g., X petitions delivered +
Y protests held can lead to Z outcome). Tracking this helps keep focus on impact,
not just activity.
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Metric / KPI Description and Use

Engagement
Depth /
Retention

Indicators of sustained involvement. This could include the percentage of
supporters who take multiple actions (e.g., signed petition and attended event and
donated), or retention rates such as how many initial sign-ups are still active 6
months later. A healthy integrated campaign will see supporters moving up the
engagement ladder (multiple touchpoints) and sticking around. Low depth may
mean people are dropping off after one action, signaling a need for better
cultivation.

Response Time
and Follow-up
Rate

Operational metrics that indirectly reflect integration quality. For example, the
average time it takes for a local organizer to call or email a new online sign-up. Or
the percentage of offline event attendees who are contacted afterward with a next
action. Faster response and high follow-up rates usually translate to better
conversion and retention. These can be measured by process audits or CRM data
(timestamps of interactions).

Note: It’s useful to present some of these metrics side by side to see the funnel in action. For instance, if you
had 100,000 website visitors, 10,000 petition signatures (10% conversion), 1,000 event attendees (10% of
signers),  and 100 core volunteers (10% of attendees),  you can visualize the engagement pyramid. Each
metric should be analyzed qualitatively too – e.g., who are the people taking action, where are numbers
high or low, and why. Also consider segmenting metrics by geography or demographic to identify gaps (are
certain regions mobilizing offline better, or are youth engaging more online, etc.). Metrics/KPIs are not just
for reporting success; they are feedback tools to refine your strategy during the campaign (as discussed in
Step 6 of the framework).

Risks & Mitigations

Integrating digital and grassroots tactics brings many benefits, but also a set of risks that NGOs should
anticipate and manage. Below are common risks and their mitigations:

Risk: Superficial Engagement (“Slacktivism”). There’s a danger that supporters click Like or sign an
online petition and then feel their work is done, without taking further action.  Mitigation: Design
the campaign to continually move people to the next step. Implement a clear ladder of engagement

.  For example, immediately after someone signs a petition, present a follow-up ask (share on
social media, attend a webinar, come to an event). Personalize outreach: have volunteers or staff
reach out one-on-one to promising online sign-ups to invite them deeper in. Celebrate and publicize
stories of online supporters who became offline leaders – this sets a norm that deeper involvement
is welcomed. By actively guiding supporters from clicks to real-world action, you turn slacktivism into
activism .

Risk:  Inconsistent  Messaging  or  Branding. If  digital  and  field  teams  operate  separately,  the
campaign message can become fragmented (e.g. the social media team uses a different slogan or
tone than what local organizers use, causing confusion).  Mitigation: Develop a  unified messaging
guide at the start – including key talking points, hashtag, graphics – and share it with everyone. Hold
regular  cross-team  syncs  to  ensure  alignment.  Use  shared  content  calendars.  Encourage  field
organizers  to  use  official  graphics/logos  for  posters  just  as  the  online  team  does  for  posts.
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Consistency builds credibility. If multiple languages are involved, get translations done centrally to
keep the meaning uniform. Essentially,  treat all  channels as spokes of  one wheel,  with the core
message at the hub.

Risk:  Internal  Silos  and  Coordination  Failures. Old  habits  might  persist  –  digital  staff  and
grassroots organizers might slip back into non-communication, leading to missed opportunities (e.g.
an  organizer  plans  a  rally  and  the  digital  team  finds  out  late,  missing  chances  to  promote  it).
Mitigation: Set up structural solutions: e.g. a joint campaign Slack channel or WhatsApp group where
every  action  is  discussed.  Perhaps  assign  “integration  liaisons”  –  a  person  on  each  side  who’s
responsible for syncing information. Leadership should reinforce integration as a priority (include it
in staff evaluations or objectives).  Also, use project management tools visible to all,  so tasks like
“Promote event X on Facebook” or “Recruit volunteers from petition Y for canvass” are tracked. A
culture of collaboration, backed by systems, will reduce siloed work.

Risk:  Volunteer/Staff Burnout. Running a  campaign on multiple  fronts  can strain  your  human
resources. Volunteers might feel overwhelmed if they are asked to do online work on top of offline,
or  vice  versa.  Staff might  be  pulling  long  hours  managing  both  the  Twitterstorm and the  rally
logistics. Mitigation: Prioritize and be realistic – don’t chase every shiny object online or attempt too
many simultaneous grassroots events. Stagger efforts to allow recovery (maybe alternate weeks for
big online pushes vs. big offline pushes). Encourage team members to specialize according to their
energy  and skill  –  some volunteers  might  love  social  media  campaigning,  others  prefer  phone-
banking, so let them focus rather than everyone doing everything. Provide training and support so
tasks are done efficiently (less stress when people know what they’re doing). Recognize and reward
the efforts; simple thank-yous or shout-outs go a long way in keeping morale. If possible, bring in
reinforcements (e.g.  short-term interns during peak times, or partner organizations to share the
load).  Monitor  your  team  for  signs  of  burnout  and  rotate  duties  or  take  breaks  as  needed  –
sustaining the campaign is a marathon, not a sprint.

Risk: Digital Security Threats and Harassment. Online campaigning can expose your NGO and
supporters to risks like hacking, trolling, surveillance, or doxxing (personal data leaks). Activists may
be harassed on social  media  by  opposition or  targeted by  phishing emails  etc. .  Mitigation:
Implement basic cybersecurity hygiene: use strong, unique passwords and two-factor authentication
on all  accounts;  train your team to recognize phishing attempts;  have moderation protocols  for
social  media  (delete  or  respond strategically  to  trolls,  and protect  vulnerable  youth from abuse
online  by  having  reporting  channels).  If  operating  under  repressive  conditions,  use  secure
communication apps (Signal) for sensitive discussions, and consider anonymity options for online
participants (allow alias sign-ups if needed). Work with IT professionals or digital security orgs (some
offer assistance to NGOs) to audit and strengthen your systems. Also, develop a crisis plan: if your
website  is  attacked  or  a  key  account  is  hacked,  have  a  backup  communication  method  and  a
recovery procedure. By being proactive about security, you protect the integrity of the campaign and
the safety of your activists.

Risk: Backlash or Legal Trouble from Offline Actions. Grassroots protests and events might attract
negative reactions – from counter-protesters, law enforcement, or the public – which can spill into
online narratives. For example, if a rally turns unruly or someone gets arrested, opponents may use
it  to  discredit  your  campaign.  Mitigation: Prepare  and  brief your  organizers  and  volunteers  on
nonviolent  discipline  and  legal  guidelines.  Obtain  permits  for  events  where  required.  Have  de-
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escalation plans and trained marshals for protests. Also plan a communication strategy for potential
incidents: if something goes wrong offline, address it quickly online with facts (don’t let a vacuum be
filled by adversaries). Conversely, if you anticipate heavy backlash, consider tempering some actions
(maybe a virtual rally instead of in-person if safety is a huge concern, etc.). Having legal advisers or
NGO partners (like civil liberties groups) on call can help if arrests or legal threats occur. Essentially,
integrate risk assessment into campaign planning – just  as you plan a tweetstorm, plan how to
handle a worst-case scenario at a demo. Transparency and honesty with your online audience during
crises will maintain trust – e.g. “Yes, an incident happened, here’s what we know and how we are
responding.”

Risk: Technology Failures. Relying on digital tools means if they crash or underperform at a critical
time, your campaign could stumble (e.g. your livestream fails during the big march, or the mass
email doesn’t send on time). Mitigation: Test key systems in advance – do a dry run of your webinar
or livestream, send test emails to segments, rehearse using the text alert system. Always have a
backup method: if  the livestream fails,  have someone recording video to upload later,  or use an
alternate platform (even something simple like live-tweeting if the video feed dies). If your petition
site goes down due to high traffic, be ready to switch to a Google Form or another petition platform
temporarily (keep an export of emails so you can import to the backup). Distribute critical functions –
for  example,  don’t  rely  on  one  person’s  laptop;  have  multiple  admins  for  online  accounts.  By
planning  redundancies  and  practicing  Plan  B  scenarios,  you  can  mitigate  damage  from  tech
gremlins.

Every campaign will face some of these challenges, but with preparation, you can mitigate the risks. The
integrated nature of digital  + grassroots work means you must be vigilant on multiple fronts – people,
message, tech, security. But the flip side is strength: integration itself can be a mitigation. For example, if
social media storms bring trolls, your grounded real-world network can provide perspective and solidarity,
insulating against purely online negativity. Or if an offline action is halted (say by weather or authorities),
your online community can carry the torch and keep momentum until you regroup. Thus, managing risks is
about  both prevention and resilience –  building a  campaign flexible  and united enough to respond to
setbacks without losing steam.

Checklist

Use  this  checklist  to  ensure  you’ve  covered  the  bases  for  integrating  digital  and  grassroots  in  your
campaign:

[ ] Joint Planning Completed: Digital and field teams (and key partners) have sat together to set
goals, strategy, and roles. A unified campaign plan or brief is documented, including core message
and target outcomes.
[ ] Consistent Messaging & Branding: A clear slogan/hashtag and narrative are established. All
materials (online graphics, print flyers, etc.) and communications reflect a consistent look and
message, adapted appropriately per channel.
[ ] Unified Data System: A central CRM or synced databases are in place. New supporter data flows
automatically from online sign-ups to the database accessible by organizers. Offline-collected data
(e.g. from events or paper forms) is promptly entered into the system.
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[ ] Cross-Channel Communication Plan: There is a content calendar coordinating online posts,
emails, and offline events. Each major offline action has a scheduled digital promotion and follow-
up, and vice versa. Team members know the timeline.
[ ] Entry Points for Engagement: Multiple ways for people to join are set up – e.g. live petition/
action page, text-to-join number, event sign-ups. These entry points are advertised in both digital
and physical spaces (for example, event banners display the campaign website URL).
[ ] Follow-Up Processes: For each type of supporter interaction, a next step is defined. (E.g. after
someone texts in a keyword, they get an automated reply + personal outreach; after an event,
attendees get a thank-you email with a new ask.) Responsible persons are assigned to carry out
follow-ups in a timely manner.
[ ] Team Coordination Ongoing: Regular check-ins are scheduled (weekly or biweekly) between
digital and grassroots coordinators to share progress and adjust tactics. A shared chat group or
collaboration platform is actively used for day-to-day coordination.
[ ] Volunteer Training & Support: Volunteers and local organizers have been trained on campaign
tools (e.g. how to use the RSVP app, how to post event photos to the cloud) and key messages. They
know who to contact for help (tech support or campaign HQ) during actions.
[ ] Security & Safety Measures: Passwords and accounts are secured; admins and backups are
assigned. Moderation policies for online spaces are in place. For offline events, safety/legal plans
(permits, marshals, first aid) are prepared. The team has discussed how to handle harassment or
misinformation if it arises.
[ ] Metrics Tracked & Shared: A list of KPIs (from the Metrics section) is agreed upon. Tools or
spreadsheets are set to collect data (web analytics, sign-up counts, event attendance, etc.). The team
reviews these metrics periodically to inform decisions.
[ ] Adaptation Plan: The campaign has flexibility. There’s a plan (even if just internal) for what you’ll
do if initial tactics aren’t working (e.g. low offline turnout or low online engagement). Team members
are empowered to suggest and implement changes. Rapid feedback loops exist so the campaign can
pivot if needed.
[ ] Celebration & Recognition: Don’t forget morale – plans are in place to celebrate milestones with
both online supporters and offline activists (shout-outs, social media thank-you posts, small events
or goodies for volunteers). Success stories are being collected to share back with the community,
showing the impact of their actions.

If you can check off most or all  of these items, your campaign is well-prepared to integrate digital and
grassroots efforts.  This checklist  can also be used mid-campaign as a maintenance check (for instance,
halfway through, ensure you haven’t drifted on coordination or follow-ups). Integrated campaigning has
many moving parts – revisiting a checklist helps keep things from falling through the cracks.

Glossary

Digital  Activism: The  use  of  digital  technologies  (social  media,  websites,  email,  mobile  apps,  etc.)  for
advocacy and social/political campaigns. This ranges from tweeting and online petitions to hacktivism. Key
for reaching large audiences quickly, though sometimes criticized for low-effort participation.

Grassroots Organizing: Building a campaign or movement starting at the local level, powered by ordinary
people rather than top-down by leaders. Grassroots implies community-based, bottom-up action – such as
neighborhood meetings, volunteer-led events, and direct engagement with people affected by an issue. It
often focuses on building relationships and local leadership.
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Integration (in campaigns): In this context, the coordination and blending of digital and offline campaign
strategies into one cohesive plan. An integrated campaign ensures that online and grassroots efforts are
not isolated “silos” but rather complement each other, sharing goals, messaging, data, and tactics.

Slacktivism: A portmanteau of “slacker” and “activism,” slacktivism describes feel-good measures that give
the sensation of having contributed to a cause while requiring minimal effort (e.g. liking a post, signing a
low-barrier petition) . Often used pejoratively to suggest these actions alone are ineffectual. However,
many campaigners seek to convert slacktivists into more active supporters by leveraging that initial interest

.

Clicktivism: Similar to slacktivism, emphasizes online clicking actions (like voting in an online poll, clicking
“send” on a form letter) as opposed to real-world activism. It  can also refer to the strategic use of A/B
testing and metrics in activism borrowed from online marketing.  Critics  argue it  can dilute meaningful
engagement, while proponents say it’s part of the ladder of engagement.

Ladder of  Engagement: A  model  for  understanding and fostering supporter  involvement.  It  envisions
engagement as a series of rungs on a ladder (or steps) that supporters can climb as they become more
involved. For example, from simply following a campaign on social media, up to signing up for emails, then
volunteering at events,  then leading a local chapter.  Campaigns use this concept to structure asks that
gradually deepen involvement .

Hybrid Activism: Activism that deliberately mixes online and offline elements. The term often arises in
research  noting  that  digital  and  face-to-face  activism  are  “hybrid”  or  intertwined  rather  than  separate
spheres . A hybrid campaign might involve simultaneously an online hashtag campaign and street
demonstrations, each influencing the other.

CRM  (Constituent  Relationship  Management): A  database  system  used  to  track  interactions  with
constituents  (supporters,  donors,  volunteers).  In  campaigning,  a  CRM  helps  manage  contact  info,
engagement  history,  and  communication  preferences.  Examples  include  Salesforce,  NationBuilder,
EveryAction. It’s crucial for integration, as it can tie together online actions (like petition signing) with offline
actions (like event attendance) under each person’s profile.

Hashtag Activism: Campaigning by using a  hashtag on social  media  to  unite  conversations and raise
awareness (e.g. #MeToo, #BlackLivesMatter). It allows decentralized participation – anyone can post using
the hashtag to show support or share a story. It’s a form of digital activism that can translate to offline
impact if it spurs people to act or draws media attention.

Mobilization: In NGO context, mobilization means activating people to take action for a cause. “People-
powered”  campaigns  use  mobilization tactics  to  get  large numbers  involved (from signing petitions  to
rallying in person). Digital mobilization refers to doing this through online means (emails, social outreach),
whereas grassroots mobilization refers to in-person efforts. Integration aims to combine these into people
mobilization in a general sense, wherever people are accessible.

Digital Divide: The gap between those who have ready access to the internet and digital technologies and
those who do not. This often falls along lines of geography (urban vs rural), economic class, and age. In
campaigns, the digital divide reminds strategists that solely digital outreach might exclude communities
with limited internet access  – hence the need for offline outreach.
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O2O (Online-to-Offline): A shorthand used in campaign and marketing circles to describe strategies that
drive people online to take actions in the physical world. For example, an O2O strategy might use an online
pledge to get people to show up to a town hall meeting. It emphasizes conversion from virtual interest to
real-world impact.

Campaign Strategy & Power Mapping: (From Guide 1) The process of defining a campaign’s goals, targets,
and the power dynamics around an issue. Power mapping is identifying who has influence to enact change
and how to sway them. While not repeated here, these concepts underpin integration – e.g., using power
mapping to decide which digital tactics (mass public pressure) vs. grassroots tactics (local lobbying) are best
to influence your specific target.

(This glossary provides quick definitions of terms used in this guide. It’s recommended for NGO teams to ensure a
shared understanding of  these,  as  clarity  in  terminology  also  aids  integration –  when everyone knows what
“engagement ladder” or “CRM” means, you can implement plans more smoothly.)
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