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Thinking about creating an advocacy program? Do you need new
ideas for your fundraising or communications work? What is the
cutting edge of online constituent engagement?

This toolkit is designed to be an easy-to-use reference guide for
staff of relief and development organizations. It shows that not
only is it possible to mobilize domestic support for international
issues, it is already happening. It pulls ideas and lessons from
many of the successful campaigns of the recent past, such as the
Jubilee 2000 Campaign and the International Campaign to Ban

< e Landmines, as well as myriad new initiatives that have grown in
their wake.

B JID XPLAINS HOWTO MOE
AND ENGAGE AMERICANS TO TAKE ACTION.




If you give me a fish you have fed me for a day.

If you teach me to fish then you have fed me until the river is contami-
nated or the shoreline is seized for development.

But if you teach me to organize, then whatever the challenge, | can join to-

gether with my peers and we will fashion our own solution. — Unattributed

Welcome

InterAction is the largest alliance of U.S.-based international
development and humanitarian nongovernmental organizations.
With more than 160 members operating in every developing
country, we work to overcome poverty, exclusion, and suffering
by advancing social justice and basic dignity for all.

Our work is possible only because of the generosity and ongoing
support of the American people.Americans give generously of
their time and of their money. They volunteer domestically and
overseas, share their knowledge and experiences with friends
and family, and write their elected officials. Collectively, InterAc-
tion members receive $3 billion in private donations and another
$2 billion in U.S. government support.This support is a privilege
and a responsibility that InterAction and its member organiza-
tions take seriously.

How do we, as the organizations entrusted to deliver services
overseas, ensure that widespread progress in development
continues? For more and more organizations, their answer to
this question is advocacy. Increasingly, development organizations
face barriers to improving lives overseas that often can be traced
back to policies and practices of donor governments and institu-
tions. To overcome these barriers, it is crucial to have advocacy
that focuses on how international assistance is delivered and how
the global economic system is structured.

Historically, efforts to engage Americans on international issues
have met with limited success. But beginning in the 1990s, we saw

how well-executed campaigns can make a world of difference.
The success of the International Campaign to Ban Landmines and
the Jubilee 2000 Campaign, a global effort to drop Third World
debt, proved that Americans do care about international issues
and are willing to play an important role in reshaping the interna-
tional landscape. This guide draws on these successes and myriad
campaigns that have grown in their wake to give you the tools
you need to expand and build on these humanitarian victories. It
is a toolkit designed to help advocates create a domestic con-
stituency for international relief and development.

We could not be writing this guide at a more important time.As
Jeffrey Sachs, Director of the U.N. Millennium Project Director,
writes in Investing in Development:A Practical Plan to Achieve the Mil-
lennium Development Goals:

We have the opportunity in the coming decade to cut world poverty by
half. Billions more people could enjoy the fruits of the global economy.Tens
of millions of lives can be saved.The practical solutions exist. The political
framework is established.And for the first time, the cost is utterly afford-
able.Whatever one’s motivation for attacking the crisis of extreme poverty
— human rights, religious values, security, fiscal prudence, ideology — the

solutions are the same.All that is needed is action.

This guide explains how to mobilize and engage Americans to
take action.While the tools and tactics can be employed to any
end, we sincerely hope that you and your organization join this
historic effort to make poverty history.

This toolkit has grown out of InterAction’s Outreach and Com-
munications Working Group: a forum for communications,
fundraising, volunteering, advocacy, and grassroots organizing,
where professionals come together to share experiences, lessons
learned, and collaborate whenever possible.Ve hope you will
join us.

Sincerely,
InterAction



How to Use This Guide

The type of advocacy outlined in this guide, frequently called grassroots
organizing or direct-action organizing, is the culmination of the expertise
and experience of numerous nonprofit organizations and community
groups that have been organizing in their communities for decades.

This guide is meant to be a toolkit, an introduction to the steps involved
in developing a constituency, illustrated with outstanding examples from
existing campaigns. It is designed to guide you through the planning
process of a campaign and, once that is complete, to serve as a quick-ref-
erence manual for specific tasks. But remember; as Bob Bingaman, Field
Director of Sierra Club says, “It’s not a plan unless it’s written.”

As such, this toolkit just skims the surface of what is known about ef-
fective grassroots advocacy. For more exhaustive information, see the
advocacy guides listed at the end of this document, all of which informed
this toolkit.

Introduction:

It’s not about being righteous, it’s about being righteous and smart.” — Bobby
Muller, Co-founder, International Campaign to Ban Landmines worked with citizens,
nongovernmental organizations, and governments to successfully write and pass an

international treaty to ban landmines.

This guide is organized by the sequential steps involved in planning a
campaign:

Issue Focus

Campaign Goals

Lay of the Land
Identify Your Targets
Campaign Communication
Tactics and Timeline
Resource Management
Evaluation
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Gather ten staff around a conference table or five activists around a
kitchen table and where are they likely to start this process? Number
six: tactics. But without a carefully planned and researched strategy, the
actions they propose, no matter how creative or attention-grabbing,

are not likely to achieve the results they want.This guide shows how to
create campaigns that change the world. That means starting at step one,
and completing each step fully before proceeding to the next step.

These steps can be helpful in guiding any advocacy — no matter how
small or large an effort you are planning. But it is important to note that
not every advocacy goal requires a full-fledged public campaign to suc-
ceed.

For instance, when the U.S.Agency for International Development
(USAID) announced that they would require all projects they fund to
bear the USAID logo, numerous InterAction member organizations
came together to ensure that,among other things, the regulations would
exempt locations where a U.S. government logo would endanger the
safety of humanitarian workers.The group chose to work within the fed-
eral government’s formal comment system. In this case, USAID agreed to
most of the changes proposed by InterAction members and so no media
or public campaign was launched to influence the regulations.



Nowvember 26, 2003

VIA EMAIL

Allen Eisenberg.

Office of Procurement

United States Agency for Intemational Development
RRB 7.08-096

1300 Pennsylvania, NW

Washington, D.C. 20523-3700

Re:  InterAction USAID Management Reform Working Group
o isions to A Directive Sysiem Chapter 303

Dear Allen:

Thank you for providing Interaction”s USATD Management Reform Working
Group (the “Working Group™) with a copy of the proposed changes 1o USALD's
Automatic Directive System Chapter 303 relating to Grants and Cooperative Agreement
to Non-Governmental Organizations. On behalf of the Working Group, I submit to you
the below comments to the propesed revisions. Included are our thoughts relating to
your suggested revisions to ADS 303, as well as our comments to ADS 303 more
generally. For vour review and reference, we also include for your convenience a red-
lined version of the revised ADS 303 containing specific language for your consideration.
Please consider the following,

General Change 1 the Office of Procurement has had its name changed to the Office of
Acquisition and Assistance, we suggest changing all references to the Office of
Procurement to the new name. I this change has not formally occurred, please advise as
10 ils status.

Section 303 1. Tt would be helpful to include in the introduction to ADS 303 the
statement that the policies contained in ADS 303 are intemal USAID policies and
regulations 1o be used in the ion of grants and cooperatr by
USAID staff, and are not lzgally binding upon recipients. While of course instructive as
1o USAID's relaionship with recipients, we desire 10 avoid USAID stafl requinng
recipients to comply with specific provisions of the ADS. We also suggest that USAID
include a statement of ADS 303 applicability to non=US organizanons.

Section 303.5.2 US Private Violuntary Organizations are not required to register with

USAID in order to be eligible for all USAID grants and cooperative agreements. Ta state

that all reciprents are required to remster may have a chilling effect on those

orzanizations that are interesting in applying for funding from USAID. Please consider a
that on those specifie programs that do or do not require registration

Not all advocacy requires the limelight

But if we want to truly fight poverty, disease, and injustice around the
world, we need to create a domestic constituency for international
development.We need people all across America to ask, encourage, and
demand that the U.S. government plays a proactive and cooperative role
in creating a better, safer world.This means involving people. It is not just
about education or awareness-raising. It is about motivating people to
take action.

Y

Involve Thank

A

This can be done through the organization-
building cycle: ask, thank, inform, involve.Every
interaction, regardless of whether it is with a
donor or a volunteer, should include each
element of the cycle.You may not always start
with the “ask,” and the order may vary depend-
ing on the activity, but all four elements should
be there to encourage your constituents to stay

Inform

engaged and to become more invested in your organization.

One example of how this works in practice can be found with churches.
They successfully complete this cycle every time they hold a service.The
sermon informs the congregation.The prayers and hymns involve them.
The collection plate asks them to make a contribution.The clergy thanks
them for coming. The same cycle is repeated each week.

Although churches integrate this organiza-
tion-building cycle into their operations well,
it works for all different types of organiza-
tions. By increasing the intensity of what

you ask your supporters to do over time,
you are involving them more and more in
your organization. This is sometimes called
moving people up the ladder of engagement.
Depending on the volunteer, this process
could take a few weeks or a number of years.
An example of how Bread for the World in-
creases its supporters engagement over time
in one of its campaigns is to the left.

Churches are just one example of an organization that successfully engages its mem-
bers. Credit: Rick Reinhard

The

Ladder

of
Engagement




6. Organize a ONE Sunday.

5. Contact the Bread for the World ONE Campaign
Coordinator for your area.

4. Order or download bulletin inserts for your church or
a community.

3. Wear the white band.

Bread for the World supporters wear white bands to show their support for

the ONE Campaign. Credit: Firefly Photo

2. Write a letter to Congress.

Bread for the World supporters write letters to their members of Congress.
Credit: Bread for the World

I. Learn more about global poverty.

Effectively involving supporters requires coordinating your advocacy,
fundraising, events, and volunteer work around the individual. Instead of
separate departments contacting the same supporter about different
needs of the organization in an uncoordinated manner, the organization
integrates and coordinates its requests of individuals in advance.
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Does this make sense?

ric Approach

+ Volunteers 3x more likely to donate

« Donors who give to events and mail give more to each
« Advocates can be great prospects for fundraising
* 90% of major donors previously supported annual fund

o o
e e . convio e . convio

Integrating your organization’s activities around your constituents yields results

This kind of integrated approach to constituency engagement yields
results.Vinay Bhagat, founder and CEO of Convio, a Texas-based online
advocacy company, has found that through coordinated outreach:

* volunteers are three times more likely to donate;

* donors who give to events and mail solicitations, give more to
each;and

* ninety percent of major donors were previously annual fund giv-
ers.

In essence, constituency development is about empowering people to
act. It is about believing in democracy with a small “d” and having faith
that together we will achieve more than any of us individually could.

Managing and nurturing your constituency requires an investment of
money and staff time over an extended period. Be sure this is an invest-
ment your organization is truly willing to make. And plan for success. If
you send out an action alert that is so successful that you have multiple
members of Congress asking to meet with you at the same time that the
media is calling for your opinion, you will need to have enough staff time
and resources to respond to both.



Equally important as involving more Americans in advocacy on global is-
sues is involving more of the people on whose behalf we are advocating
— the poor and the disaster affected. As organizations that work regu-
larly with people in developing countries, we have a special obligation

to include their voices in our advocacy. It is their lives we are trying to
affect and therefore it is their right to inform all aspects of our advocacy.

One example of this is the
Global Call to Action Against
Poverty (GCAP), a world-
wide alliance committed to
making a breakthrough on
poverty launched in 2005. It
is an alliance between exist-
ing coalitions, community
groups, trade unions, indi-
viduals, religious and faith-
based groups, and campaign-
ers in the global north and south. Any civil society organization is
welcome to join. GCAP is governed by a committee selected from and
by its member organizations. Governance meetings are held approxi-
mately quarterly, each on a different continent to distribute travel time
and expense evenly among all participants. International nongovernmen-
tal organizations and other networks provide much of the funding, while
southern groups provide much of the leadership and public face.While
each national coalition determines its own priorities, messages, and
actions, all campaigns came together on three days in 2005 — July 1,
September 10,and December 10 — to wear a white band and show their
united will to make poverty history. For more information, go to http://
www.whiteband.org/.
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Photos (from left): More than 30 million people from all around the world work
together to highlight three opportunities to make poverty history in 2005. Children
in Azerbijan show off their white bands on White Band Day |, July I, 2005. People
in Japan form a human white band on White Band Day 2, September 10, 2005. In
the UK, Santa is asked to deliver trade justice for White Band Day 3, December 10,

2005. Credit: Global Call to Action against Poverty

Step |:Issue Focus

Never doubt that a small group of thoughtful, committed citizens can change the
world. Indeed, it is the only thing that ever has. — Margaret Mead



What will your advocacy focus on? Increasing the number of stores in
your area that offer fair trade products? Changing a state law to better
assist refugees when they resettle there? Making sure the U.S. govern-
ment is doing all it can to stop the killing in the Darfur region of Sudan?

The type of issues that lend themselves well to public campaigns will
include ALL of the following qualities:

* the campaign will result in concrete and quantifiable improvements
in peoples’ lives;

* the issue is something that a large number of people will understand
and care deeply about;

* the organization has the resources in terms of money, people, and
connections to win this campaign;

* the campaign will bring people together -- it will not be divisive or
alienating;

* the campaign will engage more people in your organization or coali-
tion; and

* the campaign is winnable.

Once you have chosen your issue, do extensive research. Make sure you
know everything there is about your issue.This will help you as you plan
your campaign and it will make your chance of success much greater.

Step 2: Setting Goals

The first step in any advocacy is

to clearly define what you want to
achieve. Successful campaigns not only
win concrete improvements in peo-
ple’s lives (advocacy goals), they build

a stronger organization (organizational
goals). These goals need to be realistic,
concrete, and measurable. For example,
Jubilee USA Network set out the fol-
lowing goals in 2001:

Jubile
USA NETWORK

\J

Advocacy goals:

* Immediate (one year): Raise the issue of multilateral debt in ad-
dition to bilateral and private debts among all relevant social move-
ments and policymakers.

* Medium (two years): Cancel the multilateral debts of 12 impover-
ished countries.

* Long (five years): Cancel 100 percent of all debts including the
multilateral debts of all impoverished countries without mandating
harmful economic conditions.

Organizational goals:

* Immediate (one year): Recruit 1,000 new subscribers to Jubilee
USA Network’s email lists while maintaining existing subscribers
garnered through Jubilee 2000 campaign

* Medium (two years): Strengthen grassroots contacts in a dozen
key cities/regions who can call members of Congress and/or other
policymakers

* Long (five years): Have more than a dozen local grassroots com-
mittees active (defined as taking two actions per year) around the
country and increase the number of Jubilee congregations

Did Jubilee Meet Their Goals?

Advocacy Outcome: Jubilee networks and social movements around the
world were able to pressure the Group of Eight (G8) to agree to can-

cel the multilateral debts of I8 countries, most of them in Africa, in July
2005.

Organizational Outcome:As of October 2005, Jubilee USA Network had
over 70 Network Council members, with several thousand individuals
subscribed to the email lists, along with a dozen local grassroots com-
mittees formed. In addition, there are almost 70 Jubilee Congregations.

The importance of making these goals measurable cannot be underesti-
mated. These measures are how you will evaluate your campaign, both as
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you go along and at the end. Having clear measures of success makes it
easier to determine if your campaign is working and that helps you gain
new supporters and funders along the way.

Step 3: Lay of the Land

“If you think you are too small to make a difference, try sleeping with a mosquito.”
— Unattributed

The next step is to survey the lay of the land.What are your organiza-
tional strengths and weaknesses? How many supporters do you have?
How many leaders? What capacity do you have to reach out to the
media? To produce events!?

Similarly, who are your allies and opponents? Who are likely supporters
of what you will be doing? Students? Nurses? Returned Peace Corps
volunteers or others who have traveled or lived abroad? It is important
to think creatively here.

Jayne Thomisee of the National Peace Corps Association speaks about trade justice.
Credit: National Peace Corps Association

For example, in their campaign to Make Trade Fair and end agricultural
subsidies, Oxfam America works with small farmers in the U.S.This not

only increases their support base, it helps drive home their point: the
U.S. government pays huge subsidies to industrial farms and agriculture
corporations that hurt family farmers both here and abroad.

farm

Working with unusual allies can help change the balance of power so that your

campaign can succeed.

Step 4: Identify your Targets

Who is the decision maker(s) who has the power to achieve your advo-
cacy goals? Be specific: give names.

For example, one of RESULTS’ advocacy goals is to increase funding for
microcredit programs. Who are the largest potential funders of micro-
credit programs that U.S. citizens can influence? One is the U.S. gov-
ernment.The other is the World Bank. Therefore RESULTS chose the
Congress as their target for this campaign — both because they have the
power to increase U.S. funding for microcredit programs through USAID
— and because Congress, in turn, has the ability to influence World Bank



spending priorities. Specifically, they are targeting Members of Congress
who have the most power over funding (the members of the appropria-
tion committees) and the members with the most influence over the
World Bank (the members of the House International Relations Com-
mittee and the Senate Foreign Relations Committee).

When targeting decision-making bodies with multiple members, it is
important to determine who is on your side, who is not on your side,
and who is the persuadable middle. For example, campaigns that support
candidates for public office frequently canvass all registered voters (their
target decision-making body) to determine how each citizen plans to
vote on Election Day.Their answers are characterized as:

| = strongly supports
2 = leaning in favor

3 = undecided

4 = leaning against

5 = strongly against

Voters in categories two through four (the persuadable middle) are then
contacted with arguments crafted to persuade them to support the
candidate.Voters in category one are contacted to see if they would be
interested in supporting the campaign by placing a sign in their yard, do-
nating or volunteering. There is no need to waste time speaking to those
(category five) who will never support the candidate.

After identifying your targets, you need to learn everything you can
about them and how they make decisions.

A Note on Lobbying

What if my targets are Members of Congress? Can my organi-
zation lobby?

Nonprofit organizations can legally lobby but there are restrictions on
this activity. For more information contact the Center for Lobbying in
the Public Interest at: http://www.clpi.org.

Washington State activists after a meeting with Senator Patty Murray.
Credit: RESULTS

Influencing elected officials frequently requires public pressure. No
organization or coalition has the capacity to persuade everyone, so be
specific: what segments of the public will you persuade to support you?

One brilliant example of this comes from SeaWeb and the Natural Re-
sources Defense Council that wanted to put in place a strong swordfish
fishery management plan:

The U.S. Secretary of Commerce, who oversees the National Marine Fisheries Serv-
ice, is responsible for fishery planning. How does one put pressure on the Secretary?
A group could get masses of U.S. consumers to agree not to eat the fish, but that
would take a long time.Action was needed within two years...Who makes decisions
about food for consumers? Chefs, among others. SeaWeb and the Natural Re-
sources Defense Council, the groups behind the “Give Swordfish a Break” campaign,
targeted chefs as the second-most important audience for their campaign (the Sec-
retary of Commerce being most important).And they didn’t need every chef in the
country, they needed famous chefs, the trendsetters, the ones who regularly appear
in the media.The audience target has been refined from massive to manageable,
e.g., from the general public to famous chefs. Now the campaign can create mes-
sages, materials and outreach programs to reach this very specific audience.This was
much easier, and a far more strategic thing to do, than trying to reach the general
public. In the end, “Give Swordfish a Break” had more than 750 chefs not serving
swordfish.This captured the attention of the press, and, ultimately, of the Secretary of
Commerce. (Now Hear This, Fenton Communications)
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Defining a narrow target audience and finding a good messenger were key to the

success of the “Give Swordfish a Break” campaign.

You may want to consider the following audiences, which have been
found through extensive polling and focus group research to be sympa-
thetic to increased international cooperation but not been convinced or
engaged yet:

* women;

» youth (for an excellent report on why this is the case, go to Net
Aid’s report Learning for Change online at: http://www.netaid.org/
documents/netaid-research/learning_for_change.pdf);

e faith-based communities; and

* civically-engaged 35 to 55 year-olds.

For more information on these polls and focus groups, contact InterAc-
tion’s Communications Department at: (202) 667-8227.

Step 5: Crafting your Campaign
Communications

The only way | know how to organize people is to talk to one person, then talk to
another person, then talk to another person. — Cesar Chdvez, the late president of

the United Farm Workers

Campaigns are successful only if they motivate your target audience to
take action.This means communicating with your target audience with a
message that resonates with them.

The first step in this process is to look at how a story is told -- also
called its frame. One example of reframing an issue is using the word
“rainforest” instead of “jungle.” While both refer to the same piece of
real estate, “rainforest” immediately evokes precious flora and fauna, and
the need to save the last of our natural resources. The word “jungle,” on
the other hand, may evoke images of chaos and danger.

Environmentalists decided to advocate for saving the rain forest not saving the jungle

because of the importance of how stories are told

How stories are told is equally important for international issues. The
Rockefeller Brothers Fund and the Global Interdependence Initiative
at the Aspen Institute have collaborated with a wide variety of people



including development advocates, energy and environmental organizers,
nonproliferation and arms-control experts, foreign policy scholars, youth
activists, and faith-based leaders to research how Americans think about
global issues. They found that the story most Americans know about
international issues is one of “global mayhem.”

A majority, including most well-educated, civically-engaged Americans,
get their news from the local TV news stations, not the national network
news nor public TV or radio.The tiny amount of time dedicated to inter-
national issues during the local TV news program does not paint a posi-
tive picture of what is happening in the world.The world as portrayed
on local news is a chaotic, riotous, natural disaster and accident-prone
place: today a bus goes over a cliff in Peru; tomorrow a riot occurs in
Algeria. Americans are shown delivering aid, but tomorrow the same
type of stories reappear: an earthquake in Turkey; a ferryboat capsizing in
Bangladesh.

From this oft-repeated type of story,Americans conclude that:

it seems only bad things happen in the world;

Americans are the only ones responding;

nothing we do solves these problems effectively, so the problems
will always exist; and

other people and countries are not capable of helping them-
selves.

Given that this is the most common narrative Americans hear about

the U.S. role abroad, it is amazing Americans support cooperative U.S.
engagement in the world at all. But they do, and this has been even more
true recently, after the terrorist attacks on September || and events
such as the December 2004 tsunami.Americans’ support for coopera-
tive engagement is even stronger when a different story is told.

There is another story that already exists in people’s minds as well. It is
not repeated as often, but it is there.You can tap into it:

Pictures of earth from space remind us that we are all interconnected and that we
are all in this together. Credit: NASA

This story is about our increasingly interconnected world - about how
what happens overseas matters here at home and how we are all in
this together. Combining this story with “big ideas” in which Americans
already believe creates a powerful case for global cooperation:

Pragmatic/smart/effective/realistic. Americans tend to like
things that work.

Far-sighted. Americans like plans that look to the long-term and
build a better future for our children

“Can-do.” Americans achieve the unachievable.We have ingenu-
ity, perseverance, and optimism.

Collaborative. Americans welcome the idea of partnerships and
working with others. Many hands make light work.

The right thing to do/principled/trustworthy. People want
the U.S. to do the right thing and to reflect the principles that
Americans hold dear: fairness, justice, common decency, respect
for others.

This frame and its big ideas provide a scaffolding for your own organi-
zation’s messaging. Your specific messages can then tap into these larger
arguments, linking your work to that of other organizations tapping the
same “big ideas.”



The Interconnected World Frame

The ONE Campaign Declaration is one example of how to incorporate
the interconnected world frame, values and some of the other big ideas
recommended by the Global Interdependence Initiative’s U.S. in the World
guide into your communications:

WE BELIEVE that in the best American tradition of helping others help
themselves, now is the time to join with other countries in a historic
pact for compassion and justice to help the poorest people of the world
overcome AIDS and extreme poverty.

WE RECOGNIZE that a pact including such measures as fair trade,
debt relief, fighting corruption and directing additional resources for
basic needs -- education, health, clean water, food, and care for orphans
-- would transform the futures and hopes of an entire generation in the
poorest countries, at a cost equal to just one percent more of the U.S.
budget.

WE COMMIT ourselves - one person, one voice, one vote at a time - to make
a better, safer world for all.

For a more thorough explanation or for specific messaging advice, attend
a training of the Global Interdependence Initiative or visit the website of
their messaging guide, U.S. in the World, at http://www.usintheworld.org.

This guide, produced by the Global Interdependence Initiative of the Aspen Institute,
helps you talk global issues with Americans.

The second step in creating your campaign communications is to create
the messages specific to your campaign. Effective messages move your

target audience to take the action you want.There are a few key ele-
ments to effective messaging: know your audience, repeat yourself, be
clear about what you want people to do, and explain why it is urgent.

Know your Audience

The message that moves your target audience is often not the message
that appeals to the people who already support you. Nor is it the mes-
sage that often appeals to you and other people who work on this issue
full-time. Knowing what moves your target audience can only be deter-
mined by research. Assumptions will not do.

When the federal government created its Just Say No campaign, no one
researched whether a message intended for younger children would
work for teens.And the government did not study whether or not teens
would listen to Nancy Reagan telling them what to do.As a result, Just
Say No was not as successful at changing behavior as it could have been.
TheTruth.com did not make the same mistake. It asked kids to help
create their messaging -- with
powerful results. TheTruth.com
focuses their campaign on the
fact that big tobacco compa-
nies have purposely and know-
ingly marketed and sold deadly
products to children and teens.

TheTruth.com asked their target audience, children and teens, to help create their
messaging with powerful results.The bright orange arrow points out “Big Tobacco”
practices that are “not always so easy to see.” This one reads, “In 1995, a major to-
bacco company planned to boost cigarette sales by targeting homeless people. They

called their plan, ‘Project SCUM: Sub Culture Urban Marketing.”

Similarly, relief and development organizations are finding that pictures
of mothers, fathers, grandparents, and children, for example, doing every
day activities that Americans can relate to — going to the market, bath-
ing their children, or commuting to work — are more effective in building
support for their organizations than are pictures of misery and hardship.



Make sure you do at least some very basic research about your target
audience to see their reactions to your messages. How many of them
take the action you want them to?

Repetition

Every campaign needs a single message that captures the essence of
your campaign.“Drop the Debt” or “Make Trade Fair” are good exam-
ples of effective messages. Every communication you send out — be it an
action alert, a press release, or a report — should include this message.

As David Axelrod, a political consultant, says,“Here is the rule we fol-
low with our clients: when the campaign staff and the reporters become
physically ill over the repetition of the message, only then have you
begun to penetrate the public consciousness.”

Include an Action
Successful communications must also be clear about what you are asking

100K FOR THE LLABEL

Dear
Tha Fair Trisde Cortified” label (M} puacantess Mat [armars £an sars & .
decast livirsg from ihair erap. Wast 1o laars moro abset Fair Trade? Ortam

Amarics ¢an Salp, Viah whrs.axtamamarica.srgicafies_Suptrmarkstfor W than 325 sillion cotiep-growing lamibes i snagghing becinse ol arstatiiies in e coffes
mare Informatien. - rracket. (e @ regular customen #f your $iore and | bury Fair Trade Centified™ products. Tha Fair Trade
Certified” label guarantoss Tal fanmers can eam a decent Iving from Seir crops. Please carry mone
Fair Tense Corifiad” procucts—coffes, tea, checilite, cocod, Bananas, and offer fresh fuit. Put
them on prominent shebes. And tel your custnmens what you'Te doing,

Sncently

it prisn sbsariy.)

Coffee Banana Bread SiGREIERH

1 Prahest even to 350 degrs Fatvashat
2 Wik Visgettur 41 g ety

3 With & fork, mash i bananas very well

4 Wiz ol wel ingredients inin dry ingredients wl fust combined
§ Greass biotiom af & Gxtcd inch boaf pan

8 Pous U e o the fin, 4 Ko with coffeesiusgs miatuse
T Bk 1-1 hours unbl vt sl comas cuf cheas

B Let stand in gan for 5 misufies.

© Fimve from pan ared frish cooling on @ wire rack

same i
Srest s

CtyRele

Oar a1 ot e i Onfam

B e oy ety

— Mali i peatrant i Orlam Amarirs. Wa'll dafiver Bt sinsg weh Susaniad) of shen % o LopamLasint

your target audience to do.“Make Trade Fair” is a great campaign slogan
but is not enough. People have no idea how to do that.You must also
specify the action you want them to take today:“add Fair Trade Cer-
tified™ products to your shopping list” and ask your grocery store to
“please carry more Fair Trade Certified™ products.”

All communications should be clear about what you want people to do.This Oxfam
America recipe card asks people to contact their grocer and ask them to carry Fair

Trade Certified™ products.

Urgency

All communications must answer the question of why now? Why should
| put aside time at this moment to take this action? Without instilling

a proper sense of urgency, people might agree with what you're asking
them to do but postpone doing it, or worse, never do it at all.

For a more in-depth look at how to use strategic communications to
advance your campaign, see Smart Chart 2.0, a tool produced by Spitfire
Strategies and available online at: http://www.spitfirestrategies.com/pdfs/
smart_chart_2.pdf.

Spitfire Strategies Smart Chart helps you plan
your communications strategically.

“Pictures of global mayhem may raise more fundraising dollars in the
short- run. But reinforcing the idea that we are all connected and that
we are all in this together will lead to the type of sustained support
| for increased U.S. engagement that is necessary to fight global pov-
! erty and respond effectively to humanitarian crises over the long term.
; Reinforcing the “global mayhem” story undermines the ability of this
i Lo ore community to build a domestic constituency for international engage-
I ment.” ~David Devlin-Foltz, Director of the Global Interdependence

Initiative at the Aspen Institute

Citing Past Successes

No matter what you are arguing, your case will be stronger if you can
draw on positive examples from the past.This is especially necessary

when arguing in favor of increased global engagement because of the

negative perceptions that are repeated so often on television. Here
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are just a few examples of past successes you can cite on international
issues:

*  After World War Il, the U.S. gave loans and aid to Europe and Japan
through the Marshall Plan. It helped put these countries back on
their feet and today they are some of our most trusted allies.

* In the 1990s, citizens, nongovernmental organizations, and
governments all worked together to successfully write and pass an
international treaty that bans landmines.

* Thanks to the work of religious groups, activists, and rock stars,
some of the debt of the world’s poorest nations was canceled in
2000.

* Over the past 40 years, life expectancy at birth in developing
countries has increased by 20 years -- about as much as was
achieved in all of human history before the middle of the 20th
century. (2002 World Development Indicators, VWorld Bank)

* A massive global effort spearheaded by the World Health
Organization eradicated smallpox in 1977 and inspired the creation
of the Expanded Program on Immunization, which continues today.
(Millions Saved: Proven Successes in Global Health, Ruth Levine)

Success stories like these help people understand that ordinary people
can, and have, made a difference in the world. Challenges remain, but
when people and nations work together it is amazing what can be
achieved.

For more success stories go to:

* InterAction’s success stories which are drawn
from InterAction member organizations’ field
work are available at: http://interaction.org/
campaign/success%20stories/index.html

* Millions Saved by Ruth Levine, a publication of
the Center for Global Development

* The Center for U.S. Global Engagement’s Acting
Globally, Working Locally details success stories
from the U.S. international affairs budget,
available at: http://www.usglobalengagement.org/stories.html.
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Step 6:Tactics and Timeline

The laziest thing people do is go right to tactics.— Jon Haber, Fleishman-Hillard, a
public relations consulting firm.

A campaign is a series of planned actions targeted to achieve a particular
objective. A campaign is not frantic activity. It is only possible to know
what will be effective after you have chosen and researched your issue,
determined your campaign goals, examined the lay of the land, identified
your targets, and planned your communications — steps | through 5 in
this guide.

Once you have completed these steps, it is time to start brainstorming
the tactics, or actions and events, that will make your plan a reality. The
more creative you are in this stage the better.There is no limit to the
number of possible tactics. Here are just some examples to help start
your ideas flowing:

e U.S. Lutherans met and exceeded their ‘90-

Ton Challenge, a challenge they launched to 7(

double the amount of fairly traded coffee : P
Lutherans purchased. More than 4,300

Lutheran parishes and organizations and

countless households from coast to coast o

participated.As Lutheran World Relief says,  PourJustice tothe Brim

“Qur fair trade cup runneth over.”

* In 2004, Citizens for Global Solutions held a competition for the
best web-based video on a global problem with a global solution.

/ /{\\( They narrowed down the entries

to the top 10, and then had their
e-mail subscribers vote for the first
($1000), second ($500), and third
($250) place winners.The results,
both in terms of the videos pro-
duced and the exposure for the
organization, were amazing. And now




Global Solutions has a number of video clips on a variety of issues
that it can use to educate and involve others.

Credit: Citizens for Global Solutions

The UK Department for International Development collaborated
with Rough Guides, producers of a popular travel guide series, to
create the Rough Guide to a Better World and How You Can Make a
Difference. Available free throughout the UK, the guide explains that
development works, who is making a difference, and how you can
join them in changing the world.

United Kingdom Department for international development rough guide to a better
world available online at: http://www.dfid.gov.uk/pubs/files/rough-guide/better-world.

pdf

Launched in the fall of 2005, Rx for Child Survival brings together
the humanitarian organizations CARE and Save the Children with the
Global Health Council, UNICEFWGBH Educational Foundation, and
Vulcan Productions to offer Americans a broad range of opportuni-
ties to help children live longer, healthier lives. In addition to a mul-
timedia project anchored by a six part PBS documentary series, the
campaign provides tools for speaking out, for volunteering time, and
for donating to programs that make a difference.

Celebrities including Alanis Morissette, Chris Martin, and Antonio
Banderas agree to be dumped on — with corn, wheat, and rice — as
part of an interactive and ongoing, traveling “roadshow” that edu-
cates and involves people in Oxfam’s Make Trade Fair campaign.
Every year, the Catholic Relief Services “Africa Rising! Hope and
Healing” campaign sponsors at least one speaker from Africa to trav-
el to the United States and visit dioceses, parishes, universities, high
schools, Catholic Relief Services donors, and others to talk about the
issues confronting Africa and the courage and hope of its peoples.

There are many possibilities for tactics, some will move you towards

your goal more directly than others. It is important to evaluate potential
actions for their impact on your goals. So after you have brainstormed a
list of tactics, go back through them placing the most effective ones into

a timeline. Make sure that your final action plan reflects the three phases
of a campaign:

I. making your goals publicly clear;

asking for them to be met; and

if they are not met, gradually turning up the public pressure until
they are.

Your campaign should also be comprised of a good mix of tactics, includ-
ing some that:

* inform your target audiences;
give supporters opportunities to be involved in a variety of ways
(donate, volunteer, contact Congress, spread the word); and
hold your elected officials accountable.

Turning up the Public Pressure.

The Congressional Management Foundation stresses the importance
of using a mix of tactics to effectively pressure public officials. A single
letter or an isolated visit from a lobbyist will not put your issue on the
agenda of a Member of Congress. But a slew of emails from constitu-
ents the same week a few large donors request a meeting on the topic
will get the attention of the Member’s staff.

Your timeline should include not just what is happening when, but also
who is responsible for each item. Completing this step frequently in-
volves revisiting earlier steps to refine your goals, targets, and audiences
in light of what is feasible. That is okay, creating a good campaign plan
usually requires moving up and down through these steps multiple times.
This will happen not just during the planning process, but throughout
the campaign as well. This is because campaigns need to re-evaluate and
respond quickly to changing circumstances.



Step 7: Resource Management

Estimate how much each of your tactics will cost in terms of time and
money. Does your organization have the capacity to raise the resources
required to make your plan a reality? Do not underestimate the power
of your supporters to help you achieve your campaign goals.

In 2002, MoveOn urged the U.S. government — through calls and e-mails
— to “let the inspections work” before declaring war on Iraq. When this
failed to change the Administration’s course of action, they came up with
another way to get their message heard: they placed an ad in The New
York Times.

As this MoveOn ad demonstrates, your supporters bring critical resources to your

campaign. Involve them! Credit: Moveon.org

They asked their supporters for the money to make this happen.They
needed $35,000 but raised an astonishing $400,000 within just a few
days.This allowed them to take out television, radio, and billboard ads in
addition to The New York Times ad.And the ads did indeed raise quite a
stir, giving them free media exposure in outlets across the country.

In addition to raising money to make sure their voices are heard, Mo-
veOn supporters have opened their homes to survivors of Hurricane
Katrina, gone door-to-door in their neighborhoods, and held phone par-
ties to call voters in swing states. According to Ben Brandzel, Campaign
Director of MoveOn.org, the success of MoveOn comes from relating to
their “members as citizens, and not just wallets.” MoveOn members get
involved because they are passionate about specific issues. Raising money
is merely one tool for trying to move an issue.

Step 8: Evaluation

Periodically — every six months or once a year — take a step back with
everyone involved in creating the campaign and evaluate how you are
doing.Are you on track to meet the concrete, time-bound measurable
goals you set in step two!? If not, why not? Should you change what you
are doing? Did you set unrealistic goals? Starting again at step one and
proceeding through step eight, review your campaign plan and ask,“ls
this still the best way forward?”

For more information on how to evaluate your advocacy, read this
informative article in Foundation News and Commentary: http://www.
foundationnews.org/CME/article.cfm?ID=3545. And for more informa-
tion on what made campaigns successful, see the report that the Global
Interdependence Initiative (Gll) commissioned from the Center for
Nonprofit Strategies: Advocacy for Impact: Lessons from Six Successful
Campaigns on the Gll website at http://www.gii-exchange.org/web/li-
brarydetail.phpmod=resource&id=13.

Conclusion

Advocacy is as much art as it is science.VVe invite you to use this toolkit
as a jumping-off point. Then join InterAction’s ongoing conversations
and trainings in the Outreach and Communications Working Group to
share, learn, and move forward together. InterAction is always here as a
resource for you in this process. Contact the Public Policy Unit at (202)
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667-8227.

For More Information

Advocacy for Social Justice, David Cohen, Rosa de la Vega, Gabrielle
Watson, Oxfam and the Advocacy Institute 2001.Available for purchase
from Kumarian Press.

Advocacy Tools and Guidelines: Promoting Policy Change, Sofia Sprechmann
and Emily Pelton, CARE 2001.Available in English, French and Spanish at:
http://www.careusa.org/getinvolved/advocacy/tools.asp.

Grassroots Organizing Training Manual, Sierra Club 1999. Available to Sierra
Club activists.

Just Add Consciousness:A Guide to Social Activism, Oxfam America, Campus
Outreach Opportunity League, and Bread for the World, Available at:
http://harvest.oxfamamerica.org/materials/just_add/justaddconscious-
ness.pdf.

A New Weave of Power, People, and Politics, Lisa VeneKlasen with Valerie
Miller 2002. Available at: http://www.justassociates.org/ActionGuide.htm.

Now Hear This:The Nine Laws of Successful Advocacy Communications,
Fenton Communications 2001.Available at: http://harvest.oxfamamerica.
org/materials/just_add/justaddconsciousness.pdf.

US in the World:Talking Global Issues with Americans,A Practical Guide, Rock-
efeller Brothers Fund and the Aspen Institute 2004. Available at: http://
www.usintheworld.org/.
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