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MAsterclass 
reminder

MAsterclass
• Prof. Stephen Waddington: ESG, COP27, 

and Qatar 2022 World Cup

• 12-2pm on Monday, 5 December 

• AGRB.CSLT



MCH8065 Theoretical Approaches to PR

Lecture 9: Non-commercial PR



Week 9 
Learning 
Outcomes

• To use relevant interdisciplinary 
frameworks for underpinning PR 
practice

• To integrate theory in professional 
practice

• To develop as reflective practitioners

Practice in seminars:
• Event planning and presentation 



Lecture 9 
Outline

• Recap: what is the non-commercial 
sector? 

• Sector’s characteristics
• Pressure groups and SIGs
• Case studies (warning: we’ll discuss 

suicide prevention campaigns)
• Seminar task

 What is the most generous day of the 
year?



Non-
commercial 
sector

• Charities
• Pressure groups
• Special interest groups
• Trade associations
• Professional bodies 

https://yougov.co.uk/ratings/politics/popularity/charities-organisations/all https://www.gov.uk/find-charity-information
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Pressure 
Groups 
Types

• High profile e.g. Extinction Rebellion, Amnesty 

International, HRW, PETA, ICAN, etc.

• This can be due to the issue, public ‘stunts’ 

or use of celebrities 

• Outside pressure groups: do not have influence 

in the government (e.g. Greenpeace, Surfers 

Against Sewage)

• Insider groups: have the support of the 

government (e.g. the British Medical Association) 
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• Professional bodies 

https://www.taforum.org/member-directory/
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Non-
commercial 
sector

• LITTLE MONEY: often have many willing volunteers, 

but no (or very limited) budgets

• COMPETITIVE: can be a very competitive marketplace – 

image and identity important

• SUPPORT: need a patron, celebrity, influencer etc. to help 

raise awareness and generate media coverage

• CLEAN & TRANSPARENT: must be seen to be ‘whiter 

than white’ in terms of how they spend the funds raised

• HELP: often need to find corporate partners/sponsors

https://www.chroniclelive.co.uk/news/north-east-news/million-mile-beach-clean-tynemouth-20383578



Key 
objectives

Create 
understanding
 - awareness
  - leads to 
donations/volunteers

Influence 
 - change policy and law

Communications 
objectives



Case study:
Amnesty 
International

https://www.amnesty.org.uk/



Pressure 
Groups

Qatar: Abuse of World Cup workers exposed (amnesty.org)

https://www.amnesty.org/en/latest/press-release/2016/03/abuse-of-world-cup-workers-exposed/


Pressure 
Groups

https://sportandrightsalliance.org/qatar-world-cup-2022-an-open-letter-to-fifa-
president-gianni-infantino/

https://www.amnesty.org/en/latest/campaigns/2022/05/qatar-joint-
letter-to-gianni-infantino-regarding-remedy-for-labour-abuses/



Pressure 
Groups – 
case for

• They extend democracy beyond elections,

• They provide for more involvement in the political 

process,

• They offer a counter-balance to vested interest 

groups,

• They create new issues for public debate,

• They give causes stamina,

•  They offer the choice of change vs. the 

acceptance of the status quo.



Pressure 
Groups – 
case against

• The loudest voice wins,

• They take up administrative time in the law-making 

process,

• They replace party politics with single issue groups,

• They give vested interests too much influence (e.g. 

role of multinational companies and their impact on 

national governments),

• More on PGs in week 10.



Case study: 125 lives are lost every week to suicide. And 75% 
of all UK suicides are male. We exist to change 
this.

One suicide directly affects 135 people - leaving a 
lasting impact on family, friends, colleagues, 
neighbours and acquaintances.

https://www.thecalmzone.net/what-we-dohttps://twitter.com/i/status/978292920477454336



Case study

https://www.thecalmzone.net/what-we-do



https://www.instagram.com/p/CfGx4u3qdlJ/

https://twitter.com/theCALMzone/status/1597500645799596036?
s=20&t=BAKcftsKBT18_QnMdCDf8Q

https://www.thecalmzone.net/donate/?
utm_source=twitter&utm_medium=organic_social&utm_campaign=20222911_giving_tuesday_d
onate_twitter

Case study



https://www.instagram.com/p/CfGx4u3qdlJ/

https://twitter.com/theCALMzone/status/1597500645799596036?
s=20&t=BAKcftsKBT18_QnMdCDf8Q

https://www.thecalmzone.net/donate/?
utm_source=twitter&utm_medium=organic_social&utm_campaign=20222911_giving_tuesday_d
onate_twitter

Case study

https://www.thecalmzone.net/tackle-it-together#



Charities 
& strategic 
planning

• Content is key – emotional appeals & relatable case studies

• Timing is of the essence – occasions and recent events

• Creative ideas – partnerships, stunts, challenges, etc.

• Messaging is clear – purpose & call to action

• Interactive, shareable content across PESO – lots of videos, 

hashtags etc.

• Use of patrons: influencers, celebrity endorsers, OLs
• Links to fundraising – easy clicks to donate

https://twitter.com/AnimalsAsia/status/1596058794877935617?s=20&t=d14w4cxfmTByTdBnZ9G1qg



Seminars

You are the PR team for a leading UK animal welfare charity 
based in Newcastle. The charity provides refuges for badly 
treated animals and in July it celebrates its 100th anniversary. 

Who are the major stakeholders? 
Which stakeholder groups are most important?
How can you get their support?
What kind of an event could you hold?
Where and how can you celebrate the anniversary?

 Use ideas under each of Editorial, Events, Electronic and 
Publications.

 Use a timeline to show what will happen when (think 
strategically!)
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