OLDER AND BOLDER CAMPAIGN, SEPTEMBER 2006-JUNE 2007

The Brief

Older and Bolder was a collaborative campaign established by a consortium of five non-profit organisations – Age Action Ireland, Age and Opportunity, Irish Hospice Foundation, Irish Senior Citizens Parliament and the Senior Help Line – with an interest in older people in Ireland and the issues that concern them. It needs to be stated at the outset that the decision to agree to work together in the context of this campaign was a significant one as the history of joint working between older people’s organisations in Ireland had been poor.

In Spring 2006 it was recognised that the General Election was due in approximately 12-14 months time and that this period would represent an important opportunity to raise the profile of older people and their issues at political level, and to seek significant improvements in policies and service provision which affect them. In particular the consortium recognised that:

· While Ireland is one of the wealthiest countries in Europe, our social spending on older people is barely a third of what is spent, per capita, in Denmark – a country with the same population as us;

· As recently as 2004, one in four older people were at risk of poverty;

· Older people are routinely discriminated against on the basis of age throughout the health services when it comes to treatment for cancer, cardiac problems, stroke and intensive care services

· Older people experience discrimination in the area of employment. During 2005, 12.5% of the Equality Authority's case files under the Employment Equality Acts were on age grounds.

They agreed that the specific goal for the campaign was to achieve a commitment in the programme of the incoming government to the development of a National Strategy on Ageing and Older People, with the fine detail to be worked through negotiation afterwards.  Montague Communications was commissioned at this point to develop and manage a campaign involving the five organisations aimed at capitalising on this opportunity.  The campaign plan to achieve these goals was approved in September 2006 and funding was secured from Atlantic Philanthropies on the basis of this plan.  A Steering Group, made up of two representatives of each organisation and chaired independently by Tom O’Higgins, was then established to oversee Montague’s work and to direct the campaign.
Statement of Objectives

The key objectives agreed for the campaign were to:

· Raise awareness of ageism in Ireland;

· Highlight chronic examples of ageism as a means of leverage to change political and public attitudes;

· Create an environment where political leaders are willing to introduce new policies and strategies to tackle ageism through the mobilisation of older people and their families;

· Ensure inclusion of a commitment to the introduction of a National Strategy for Older People in the manifestoes of the main political parties;

· Ensure translation of these commitments into the next Government’s programme.

In the light of the agreed objectives, the following were the target audiences for the campaign: older people’s organisations; older people themselves; their families and the wider community; party leaderships – leaders, key policy people, elections strategists; election candidates; media; key influencers – trade unions, employers, community and voluntary organisations.

Programme Planning and Strategy

In terms of realising the objectives for this campaign, the agreed strategy involved a number of different elements:

· Mobilising older people and their organisations to become active in this campaign.  Because of the intensely localised nature of our electoral system, the campaign sought to ensure that the mobilisation took place at national and local levels and sustained for the duration of the campaign.  We were also cognisant of the fact that around 22% of the people who had actually voted in 2002 were older people;
· Achieving a political and public ‘breakthrough’ – in particular in the period between September and December 2006 – through high-intensity high visibility campaign including advertising, public relations and direct marketing techniques;

· Having achieved a breakthrough in the period in the run-up to Christmas 2006, the campaign sought to maintain a presence publicly and politically to show that older people’s issues had not gone away and that older voters care about these issues and expected action.  This was to be achieved by a series of media events and other ‘on-the-ground’ activities.  

Achieving a Breakthrough

One of the first key actions of the campaign were to develop a catchy identity and brand and the design agency, PCC) came up with the name Older and Bolder, which was adopted in October.  The initiative was launched on 2 November 2006 before an audience made up of representatives of older people’s organisations, politicians and media representatives.  The launch included the publication of the campaign’s position statement (attached).  The launch generated widespread news coverage in the national media as well as considered feature articles (attached).

In order to build on the momentum created by the launch, a nationwide billboard campaign was launched in mid-November 2006.  The purpose of this element of the campaign was primarily to show a seriousness of intent to political leaders and to raise the expectations and the morale of organised older people.  The billboards were launched by a photocall involving Micheal O Muircheartaigh and Mamo McDonald and following on from that, information packs on the campaign were circulated to over 5,000 active older people around the country.

After the two media launches and the initiation of the billboard campaign, copies of the position paper were circulated to the political parties and high-level meetings were sought.  Towards the end of 2006, meetings were held with senior representatives of all the parties, including the Taoiseach’s Office and the Leader of the Opposition.

Engagement of Older People

The second key element of the campaign strategy was to engage and mobilise older people and their organisations at local and national levels in order to demonstrate that there was ‘real’ support behind the campaign’s demands.  Given the short timeframe involved and the limited personnel resources available, it was decided to do this by ‘piggybacking’ on the networks of the five member organisations.  After detailed discussions with the groups, six key areas – Cork, Donegal Dublin, Galway, Meath and Wexford – were identified as being the strongest and they became the focal points for our ‘on-the-ground’ campaign.

The activities involved in this phase of the campaign involved:

· Six regional information/media and advocacy training meetings;

· Erection of billboards;

· Distribution and signing of campaign postcards and other materials (attached in the appendices);

· Staging of the Older and Bolder Day at the end of March;

· Holding of regional public meetings at six venues through which older people had the opportunity to address local politicians and candidates for the upcoming election;

· Provision of questions on older people’s issues to be put to politicians and canvassers during the election campaign (attached in appendices).

A key part of this phase of the campaign (Winter/Spring 2006-2007) was getting people – mainly older people – to sign postcards saying that they supported the campaign’s aims and urging the political parties to do so.  This was launched in early 2007 by a photocall involving former model, Grace O’Shaughnessy. An Older & Bolder website (www.olderandbolder.ie) was established to provide an opportunity for online sign-ups as well as providing a platform for regular updates on the campaign and its progress around the country.  This Grace O’Shaughnessy event generated considerable national publicity, and together with our Older and Bolder Day, – which was held in over 20 venues across the country – it helped to get over 30,000 postcards signed by the end of the campaign – almost 8% of the target audience.  This, along with getting almost 4,000 people to attend the various local meetings, was a considerable achievement.

In parallel with these activities, local media in these areas were engaged with, for example, local photocalls being arranged for the erection of billboards and feature interviews and news coverage being put in place before and after the regional public meetings (examples included in the appendices).

Maintaining Our Presence

The final element of the campaign, during Spring/summer 2007, was about maintaining our presence in the minds of the politicians as the election approached so that the call for a National Strategy was front of mind as the election approached and afterwards.  This was done, firstly, through opportunistic media work around particular benchmark dates or events that could be used to lever the campaign’s key demands.  Examples included statements issued on International Women’s Day to highlight how older women are the poorest group in our society and need better pension provision, or World Health Day, where ageist discrimination against older people was brought to public attention (some media coverage attached).

These initiatives were built upon by follow-up letters to key political leaders reinforcing our demand for an overall National Strategy as well as further meetings with the manifesto drafters.  As part of this exercise of keeping our issues in the forefront of the parties’ minds, we issued around 50,000 canvass cards (attached in the appendix) through our network with key questions for older people to ask canvassers.

As a further measure to keep the campaign centre stage, we held a national photocall in May 2007 to celebrate our achievement in getting 30,000 signatures (photo attached in appendix) and issued a statement to that effect.  In order to further build on this, we arranged for a feature on the campaign to be broadcast on RTE’s Week in Politics programme.  This was broadcast on the last programme before voting took place and showed very graphically the high level of engagement of older people (excerpt from programme contained on attached DVD).

Finally, because we were aware that the amount of time and space for our campaign would be limited during the formal campaign we forcused on supporting our local groups’ activities.  However, once the campaign was over, we engaged very strongly with those involved in drafting the Programme for Government, to ensure the best possible outcome.

The Measurement Stage

Campaign Monitoring

The campaign was monitored on an ongoing basis through a number of different devices.  The campaign’s Steering Group met on a monthly basis or more regularly and considered campaign reports prepared by Montagues as well as regular email updates on the campaign’s progress against the objectives set.  

In preparing these reports we looked at crucial campaign feedback in terms of:

· Postcard sign-ups;

· Participation by older people and groups around the country in the campaign;

· Turnout at our roadshow of meetings – both among older people and politicians;

· Political response – such as lobbying meetings, responses to letters, policy statements (including manifestoes) and media releases;

· Campaign’s media coverage.

In addition, there were three major planning sessions during the campaign, one in August/September 2006, another in January 2007 and the final one in March 2007.

As a result of these meetings, particularly in its latter stages, campaign activites were amended.  In its most specatacular manifestation, this led to the decision to hold an Older and Bolder Day in late March 2007 to drive further sign-ups to the campaign.

Formal Evaluation

In terms of a more formal evaluation, Owen Keenan, a consultant to Atlantic Philanthropies (the campaign’s funders) conducted a consultation to elicit the views of the constituent members on their experience of Older and Bolder and to assess their appetite for continuing collaboration.

This consultation process was undertaken during May 2007.  Representatives of each of the five member organisations were interviewed as well as the independent chair, Mr Tom O’Higgins, Dr Eamon O’Shea (NUIG), Montague Communications, and representatives of The Atlantic Philanthropies.  It should be noted that these meetings were held before the new Government was formed or its Programme published – i.e. the full extent of the achievements of Older and Bolder was still unknown at the time of these meetings.

Campaign Outcomes

Owen Keenan found that, objectively, the Older and Bolder campaign was successful in achieving its primary goal as the Programme for Government published on 14tJune 2007 states: 

In light of the growing involvement of many Departments and agencies in this area, and of the successful model for developing policy relating to children and people with disabilities, we will develop in conjunction with the recognised voluntary groups in this area a New National Positive Ageing Strategy to include:

· The development of operational plans by Government Departments clearly setting out objectives relating to older people.

· Joined up thinking on initiatives serving older people.

· Ongoing mechanisms to monitor progress and identify challenges. 

· Liaise with recognised voluntary groups in the area.

· Consideration of the appointment of an Ombudsman for Older People. 

We will also designate a Minister of State for Older People who will be a member of the cabinet committee on social inclusion.  

The overall section on older people in the Programme stretched to two pages – considerably more than the half-page in 2002 and dealt with a much wider canvass of issues than it had done five years previously.   Following the adoption of the Programme for Government and the appointment of the cabinet, on 20 June 2007, the Taoiseach announced the appointment of Máire Hoctor TD as Minister of State for Older People and in early 2008, the Office for Older People was established as a separate and stand-alone office within the civil service to support the Minister’s work and to drive the development of the National Strategy.

It’s worth noting that the commitment to significant improvements in policy and service provision for older people was not just shared by Government alone.  In fact, all of the political parties published significant policies on older people – either as stand-alone documents or as key part of their manifestoes – with much of the content reflecting Older and Bolder’s demands (see appendix).

Participants’ Reflections

All of the respondents in Owen Keenan’s evaluation stated that they considered Older and Bolder to have been highly successful – “spectacular” to quote one member – and, in the main, to have exceeded their expectations especially in relation to the extent of engagement and collaboration of member organisations.  One person commented “We are more confident and ambitious now than we would have been a year ago.  People have travelled a huge distance and their expectations have been raised”.  

Some member organisations stated that their participation in Older and Bolder had enabled them to participate in an election campaign for the first time whereas the others acknowledged that the campaign had added value to advocacy activity they would have been undertaking independently.  All acknowledged the benefits of being seen to be joining in collective action and agreed that this had lent weight in the meetings with politicians and party officials.  It was also agreed that the campaign had enabled more activity than would otherwise have been the case and the scale of funding that had been provided by Atlantic had added dimensions to the campaign, not least advertising and PR, that otherwise could not have been considered.

Indeed, such was the organisations’ enthusiasm for the campaign that they have sought for and received a further tranche of funding for at least two years to continue its work and the membership has been expanded to include three new organisations – Active Retirement Ireland, The Alzheimer’s Society of Ireland and The Carers’ Association. 

Budget

While precise budgetary details remain confidential to the Atlantic Philanthropies and the Older and Bolder campaign, the programme cost in the region of €320,000 to €635,000.
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