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Architecture of Change

Definitions, 14 Strategic Campaigning Guidelines

FORCES-Analysis

Arena & Segments

The 21 Strategic

Campaigning Positions
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business campaigning

SWOT-Matrix Four levels of planning



The Campaigning Wheel™

Erste Idee (I4)

1. In-depth analysis  
2. Finetuning the goals

3. Strategiekreation 
4. Projectplanung

Brainstorming  
ideas

8. Impact 
measurement 
7. Execution
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The Campaigning Wheel™

Erste Idee (I4)

1. In-depth analysis  
2. Finetuning the goals

3. Strategiekreation 
4. Projectplanung

5. Brainstorming ideas  
6. Action planning

8. Impact 
measurement 
7. Execution

FO
R
C
ES

-A
na

ly
si

s

C
am

pa
ig

ni
ng

-
A
re

na

3 
S
ce

na
ri
os

SW
OT

-T
ab

le

SC
P-

An
al

ys
is

Id
en

tit
y 

(P
as

si
on

, 

Vi
si
on

, M
is
si
on

)

Id
en

tit
y (

Pa
ss

ion
, 

Vis
ion

, M
iss

ion
)

Goal
s

Target groups

Toolbox

Dealing with 

SWOT

Guidelines

Terrains
Organisation
Resources
SynergiesName projects 

and plan in 
phases

Creative 

brainstorm
ing 

for the current 

project phases

Ac
tio

n 
pl

an
Execution

Interim evaluation

4

4 Kritische Fragen zur Goalformulierung 
LACKMUS-Test für die Goalformulierung 

Balanced Scorecard

Priorisierungsmatrix

Die 14 Strategischen Campaigning 
Guidelines

Priorisierungsmatrix

Checkliste Kampagnen-
Evaluation

Business As Usual 
Worst Case 
Best Case 

———————— 
Strategische Landkarte

Die 7 Phases von Kampagnen

Checkliste Ansteckungspotential von 
Botschaften
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Science is a systematic enterprise that 
builds and organizes knowledge in the 

form of testable explanations and 
predictions about the universe. 

(Wikipedia)
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Science



Science – Underlying Assumptions
1. there exists an objective reality shared by all 

rational observers  
2. this objective reality is governed by natural laws  
3. these laws can be discovered 

 
(Wikipedia)
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Underlying Assumptions in Short
1. reality 
2. natural laws  
3. measurement

7



Science is about explaining and predicting 
phenomena.
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Campaigning is the art of changing 
people's behavior, thinking or attitudes in 

ways that help me reach a goal.
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Definition Campaigning



Concrete decisions and actions taken by 
individual people.
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The same questions and rules.
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There is no company, no state, no 
government, no administration making 

decisions or taking action.
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All there is are individuals with their 
dreams, their needs and their fears. 

That is a reality. 
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Who are they?



How can we analyze them systematically?
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FORCES-Analysis™

• F olks 
• O bjectives 
• R ules 
• C onceptions 
• E xpectations 
• S copes 
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Target Group Orientation

elite group orientationAction & language Target group

target group orientationAction & language Target group



There have to be incentives.
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The target group is king.

19



You can’t change a person if you don’t 
know him or her really well. 
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ASK
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True Target Group Orientation



Involve
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Perfect Target Group Orientation



Workshops designed to let the fish invent the bait.

23

Target Community Labs™
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Machine Learning Based Analysis 
(Liquid Newsroom)



What works?
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All is communication.
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Communication is not all.

27



28

Motivate (the old way)Motivate (classic approach) Motivate (result orientated)



This coin has two sides.
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Campaigning 
= 

communication x intervention
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Start with «Why?»
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Four Levels of Planning
Normative Level
(Corporate Identity)

(Phases) Goal 3.1

(Phases) Goal 3.2

(Phases) Goal 3.3

       Operative Level
Project Plans / Strategies

    Tactical Level

Action 4.1
Action 4.2
Action 4.3

(Measures)

Goal 2.1 (8 Years)

Goal 2.2 (7 Years)

Goal 2.3 (5 Years)

Goal 2.4 (2 Years)

Project 2.1

Project 2.2

        Strategic Level
Corporate Strategy

Passion

Vision


Mission

CommunicationDesign

Behavior



1. Polarize, profile, position 
2. Control the agenda 
3. Concentration of forces 
4. Build on existing strengths 
5. Maintain flexibility 
6. Persistence and perseverance in strategy pursuit 
7. Results orientation and coordination of goals and means 
8. Exploitation of synergies and multiplication effects 
9. Mindfulness and foresight 
10.  Unity of command 
11.  Efficiency and simplicity 
12.  Think in scenarios 
13.  Success Guidelines of communication 
14.  Build golden bridges
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Strategic Campaigning Guidelines™ 
(SCG)



Africa first!  

Let’s make Africa great again!
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For those about to follow

       peter@businesscampaigning.com 
       @campaigning 
       www.xing.com/profile/Peter_Metzinger 
       http://ch.linkedin.com/in/petermetzinger  
       Facebook.com/businesscampaigning 
       www.petermetzinger.com (Blog) 

My books: 
http://www.amazon.de/Peter-Metzinger/e/B00458QAQQ
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Backup
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Think backwards

Main goal

Precondition resp. 
Interim goal

Precondition resp. 
Interim goal

Precondition resp. 
Interim goal

Precondition resp. 
Interim goal Supporter (Target group)

Toolbox



39

Results orientation

InstrumenteorientierungInstrumente Goal / Veränderung

Results orientationInstrumente Goal / Veränderung
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Empowerment or Peer-2-Peer 
Campaigning

Player

Player Player

Player

Sender

Receiver
Receiver

Receiver

Sender

Receiver
Receiver

Receiver



Campaigning is the art of being able to 
pull all the stops and move people to 

reach a goal as effectively and efficiently 
as possible.
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Definition Campaigning



• Granularity 
• http://sethgodin.typepad.com/seths_blog/2017/12/granularity.html 

• You can't make an hourglass with a boulder. 
• But break the boulder into sufficiently small bits of sand, and you can tell time. 
• You wouldn't want to eat a baked loaf of ice cream, mustard, fish, bread, capers 

and cheese. 
• But separate them into their component parts and you can open a restaurant. 
• It's tempting indeed to build the one, the one perfect thing, here it is, it's for 

everyone. 
• But one size rarely fits all. 
• The alternative is break it into components, to find the grid and to fill it in. Not too 

small, not too big. Grains that match what we're ready to engage with.
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A goal is a clearly defined state at some point in the 
future that we want to create through our actions, which 

we can not guarantee because of factors beyond our 
control.


Unlike a measure, we can only hope for a goal to be 
achieved.
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Definition Goal



achieving goals  = change
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1. Does the formulated goal really describe what I 
want to achieve? 

2. Would I bet my life on it? 
3. What if the goal formulation was wrong - how 

would I formulate the goal then? 
4. What is the opposite of this goal formulation?
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Question critically

Angelehnt an «The Work of Byron Katie»



Campaigning ist die Kunst, Menschen zu 
bewegen und alle Register ziehen zu 
können, um möglichst effektiv und 

effizient ein Goal zu erreichen. 
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Definition Campaigning



Intention x (Information x InterAction) x Intervention 
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More than information
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Virtual March 2005

Teilnehmer 
stellen Bilder 
von sich und 
ihren 
Botschaften / 
Aktivitäten ins 
Internet.
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Beispiel Greenpeace

Unrecht
Worte

Umweltzerstörung

Recht
Taten

Nachhaltiges Wirtschaften

Täter

Opfer

Goliath

David

schlecht gut

Übeltäter

Vorbilder
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Campaigning Arena™ und Segmente

Campaigning Team

Target group

Observer

C
om

pe
tit

or

C
om

plem
entors

Medien

Wirtschaft

Recht

Soziales

Politik

Kultur



warum, wozu und wie  
soll das gehen?
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www



Intervention x Kommunikation
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Querdenken



Intervention x Kommunikation
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Querdenken

PR

Werbung

Social Media

Eventmarketing

Branding

Public Affairs

Corporate IdentityWissensmanagement

Change Management

Führung

Projectmanagement

Persönlichkeitsentwicklung

Traumatherapie



Machen Sie es                 wie Anaximander!
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Alles fällt nach unten

?

?

Alles fällt zur Erde

Problem gelöst! 



Definitionen entscheiden,  
wie und ob wir die Welt verstehen.
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Liquid Newsroom : Lernende 
Analysisn
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Liquid Newsroom : Lernende 
Analysisn
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Liquid Newsroom : Lernende 
Analysisn
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Liquid Newsroom : Lernende 
Analysisn
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Share  
content

Boost 
content

Post 
content

Create 
content

Social Media Ads



Introduction
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Measurements of 
Gaseous Nitric Acid in 
the Polar Stratosphere - 
Implications for the 
'Ozone Hole'

Physicist (Master Degree)
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Greenpeace Campaigner and 
Campaigns Director


