[image: image1.wmf] 



[image: image1.wmf][image: image2.jpg]ONLY A KID COULD SAY
‘SAVE THE RAINFORESTS’

3,000 DIFFERENT WAYS.

Will Home Depot listen to just one?

On December 16, Home Depot’s CEO Arthur Blank received an early Christmas

In the past Home Depot has claimed it can’t keep track of where products come from.
present from Santa Claus — a sack filled with over 3,000 letters from children urging him  But right now store executives say they're developing a policy that will save ancient trees.
to stop selling products ripped from the world’s pristine rainforests. Let’s hope they're true to their word — and to our children’s wishes — by entirely phasing
Home Depot is the largest retailer of products taken from old growth trees, including out old growth wood.
cedar shingles and Douglas fir lumber from British Columbia and northwestern Dozens of major U.S. corporations have pledged to stop purchasing and using
United States; mahogany doors from the Amazon; and lauan plywood and ramin products made from old growth trees. We urge Home Depot to follow suit and help
wood from Southeast Asia. If Home Depot just listened to our children and stopped end a practice as barbaric as slaughtering elephants for their ivory. Because no
purchasing these products, millions of acres of ancient rainforest could be saved. matter how children say it, the message to save the rainforest is loud and clear.
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Introduction

Rainforest Action Network works to protect endangered forests and its inhabitants, and to stabilize climate change by changing the behavior of the world’s largest corporations through media work, direct action, education and grassroots organizing. We hope you use this toolkit to improve your abilities as an activist, build up the power of your activist community and work with us to transform the global economy into a sustainable one.  We are here to work with you.  Please email grassroots@ran.org or call 415 398 4404 if you would like help.

Ran’s Campaigns 

Old Growth Campaign – Protecting Endangered Forests 

[image: image3.jpg]How two guys in pinstripe suits cut down

more rainforest than anyone in flannel shirts.

With a stroke of a pen, Arthur Blank, CEO, and Bernard As the world's largest retailer selling
Marcus, Chairman of the Board, can stopHome Dept ~ lumber products, Home Depot is in a unique
from selling roducts made from old growth forests. ~ position to slow the pace of rainforest

destruction. They currently fuel the chainsaws
by selling dozens of products made from
trees ripped out of pristine, old growth
forests. These products include doors made
of Amazon mahogany, dowels and tool

handles of ramin wood and lauan plywood
from Southeast Asia, and cedar shingles and Douglas fir lumber from North America.

While Home Depot has been a responsible corporate citizen in many respects, it has been
dragging its feet when it comes to eliminating old growth products. Over the past decade—while
they’ve been forming committees to analyze the problem—nmillions of acres of ancient rainforests
have been destroyed. Twenty years ago this may have been business as usual, but
in this day and age it's as barbaric as continuing the trade in ivory. We are simply
asking that Mr. Blank and Mr. Marcus sign a policy stating that they will phase out
products taken from old growth forests. If these two visionary leaders won't take

such a basic step, then what kind of future are we creating for our kids?

A campaign of mmnmnrﬁgmwww.mn.org ¢ 221 Pine St., #500, San Francisco, CA 94104 ¢ 415.398.4404




The Old Growth Campaign works to preserve the Earth's remaining ancient forests by driving old growth wood products out of the marketplace and by promoting the use of sustainable alternatives.  Following on from its victories against retailers, Home Depot and Loews, as well as logging corporation, Boise, RAN is campaigning against Weyerhaeuser, the number one logger of old growth forests in North America.   RAN is demanding that Weyerhaeuser get out logging endangered forests, public lands and native forests, never using or investing in genetically engineered trees, and upgrading its forestry operations so that they are certified as ecologically sustainable by the Forest Stewardship Council.  For more information contact RAN’s old growth organizers, Jessica, at Jessica@ran.org or Sharon at ssmith@ran.org
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Global Finance Campaign – Ending Destructive Investment  

The goal of the campaign is to bring social and environmental accountability to all aspects of global financial business practices.  The global finance campaign achieves its goals by pressuring the world’s largest financial institutions to get out of their destructive investments.  The global finance campaign scored two recent victories against Citibank and Bank of America, pressuring them to implement environmentally and socially responsible policies to protect the world’s critically endangered areas.  The Global Finance campaign is currently targeting JP Morgan Chase (Bank One).  For more information contact Dan, the global finance campaigner at dan@ran.org
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Jumpstart Ford - Zero Emissions Campaign

RAN’s Zero Emissions Campaign works to stop global climate change by convincing the auto industry to eliminate greenhouse gases by 2020. Ford Motor Company is the biggest brand and worst polluter in the industry; as such, RAN, along with Global Exchange, has launched a campaign to pressure the motor giant to increase its fuel economy to 50 mpg by 2010, and reduce greenhouse gas emissions to zero by 2020.   For more information contact Sarah, RAN’s ford campaigner at jumpstartford@ran.org
Social Change Basics 

We Can Win

Social change means changing how things get done – preferably in a fundamental way - so that they become institutionalized and stay changed.
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Another world is possible.  We just have to create it,  and that involves changing our own minds and behavior, and then the minds and behavior of others.  Taking steps to walk the walk, instead of talking the talk, is challenging.  It takes determination and it takes passion. When people stop buying oil-based cars because they’re busy riding bicycles, when banks have no money left to invest in destructive projects because citizens are investing in locally owned and governed credit unions that abide by socially responsible policies, and loggers stop cutting down old growth trees because they are managing their own land in order to meet drastically reduced demand for wood and paper products we’ll be closing in on our goal.   Right now we have a long way to go. 

Any citizen can successfully get involved in changing society - if they have the will.  Once you have made your mind up to shape the world of today and tomorrow, then the process of becoming an experienced and successful activist is just a matter of time.   

All significant achievements in social change - from getting women the right to vote, to freeing slaves - came as a result of extremely hard work by groups of people who usually faced extreme opposition and general disbelief from the general public.  Despite the overwhelming array of problems facing us in the 21st century, one only needs to look at how far the human race has come to realize that anything is possible. 

There is a place for everyone in this new world and the struggle for change.  There are many ways to change society, including educating and persuading people face-to-face and through the media, lobbying power holders, electoral work, legal intervention, armed resistance and actively building alternative and more sustainable ways of  meeting our needs.  All forms of activism are necessary and interlinked.  This particular toolkit will focus on corporate campaigning, which is just one strategy amongst many. 

Educate Yourself

Countless people, both today and throughout history, have experienced the same struggle that we are experiencing now.  We will be more effective we take the time to learn as much as we can about the history, tactics and ideology of social changes movements throughout time. Right now, every day, people from across the world, from Iraq to Chechnya to the United States, are struggling to hold onto the right for self-determination, the right to clean water, clean air and food and other basic rights outlined in the United Nations Declaration of Human Rights.   We hope you have the desire to take the time to create your own vision about what you want the world to look like.

Where To Start

Recommended Activities

· Volunteer with a social change struggle in the Global South 

· Actively seek out different stories and perspectives

· Volunteer to help experienced political activists and visionaries

· Read history books written from many different perspectives 

Recommended Films

· Big Noise Films, “The Fourth World War”

· Big Noise Films, “This is What Democracy Looks Like”

Recommended websites: 

· Earth First! Worldwide: www.earthfirst.org

· Greenpeace:  www.greenpeace.org

· The Ruckus Society: www.ruckus.org

· No Compromise: www.nocompromise.org

· Forest Ethics: Forestethics.org

· The Black Panther Party www.blackpantherparty.org
Recommended Books

· Carolyn Merchant, “Radical Ecology: The Search for a Livable World”

· Direct Action Manual Collective, “Earth First! Direct Action Manual”

· Earth First!,  “The Earth First Journal”

· George Sessions, “Deep ecology for the 21st Century” 

· Judi Bari, “Timber Wars”

· Kevin Danahar, “Globalize This! The Battle Against the World Trade Organization and Corporate Rule”

· Paul Hawken, “Natural Capitalism – Creating the Next Industrial Revolution”

· Paul Hawken, “The Ecology of Commerce”

· Tom Athanasiou & Paul Baer, “Dead Heat: Global Justice And Global Warming”

· Saul Alinsky, “Rules for Radicals”

· Ward Churchill, “Pacism as Pathology”

· Malcom X, “The Autobiography of Malcolm X”

· Candace Serena Falk, “Love, Anarchy and Emma Goldman”

Assess Yourself

It is important that you research and evaluate your own strengths and weaknesses so that you can determine where you want to position yourself within a particular campaign, and the larger movement.  Perhaps you want to start up a local group on campus, or volunteer for a food bank for a few hours a week? Perhaps you want to start up an alternative medical practice? Perhaps you want to live in a rural community and manage a piece of land in a sustainable manner?  Perhaps you want this to be your life-long passion and you want to work as a full-time organizer?  Spend time making this important decision and then work towards that goal.  We hope you are interested in working with us on our campaigns. 

Corporate Campaigning

In a transition that is as profound as the industrial revolution, at the dawn of the 21st century we exist in the era of corporate-globalization.  Several hundred global corporations now provide us with most of what we eat, drink, wear, drive and entertain ourselves with.  A wealthy elite – governmental political leaders and unelected executives  - have and continue to gain additional control over resources that were once shared collectively by the citizenry, such as land, water, seeds, genetic material and public services, such as power and health care.  These companies are stripping away our democratic rights by pushing for international trade agreements, such as the WTO, that take priority over local, state and national protections, such as environmental and labor protections, and the democratic and self-determining right of people to manage their own community as they see fit.    

Ultimately, by focusing solely on profit, corporation-globalization is one of the primary driving forces behind our environmental problems, the growing disparity between the very rich and the very poor and, ultimately, the elimination of our humanity’s future.

A corporate or markets campaign seeks to address these issues of corporate unaccountability and concentration of power.  A corporate or markets campaign uses the power of the marketplace to force corporations to become accountable to the interests of the people, to the interests of those who desire a future, a healthy and sustainable planet and a secure livelihood.       

The Steps of Corporate Campaigning 

As citizens living the United States, we have a unique opportunity to exert pressure on this system because many of these corporations are headquartered in our country.  This toolkit outlines a process which allows us to take advantage of this opportunity. 

Research the Problem  

It is very important that you gain a very clear picture of the problem, the industry and the corporations that are contributing to the problem that concerns you.  Answering these questions and gathering this information will enable you to make effective and efficient campaign decisions.  

Define The Problem What is the problem?  What is causing it?  How can solve it?  So for instance, let’s say the problem is endangered forest destruction.   Huge multinational corporations, such as Weyerhaeuser, are logging endangered forests in order to meet (and create) the huge and unsustainable demand for wood and paper products.  The solution would be to reduce our reliance on wood and paper, create protected zones for endangered forests, and facilitate the creation of locally-owned and controlled forestry farms, which are managed in a socially responsible, economically profitable and environmentally sustainable manner.  

Who Can Change The Problem? Who are the decision makers that can give you what you want? These are your potential targets.  Targets are always people.  What are their names?  What do they do? Who do they work with?  Who do they rely upon? What car do they drive? What power do you have over them? What are their weaknesses and interests, and how can you exploit them?  
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What Does Your Corporate Target Look Like? You need to know a huge amount about the company that you’re targeting, including the company’s structure, business style, size, locations, market share, customers, suppliers, business partners, business trends, business ethics and business style. How strong are they?  What will they do to stop you from winning?  

Research A Company’s Weak Spots

Before choosing a corporate target, ask yourself what companies or company would be most susceptible to activist pressure?

Customers: A company cannot exist without business relationships and therefore often serve as a critical component to a markets campaign. Who supplies your company with the products that it needs to operate?  Who does your company sell its products and services to?  How easy or hard would it be for you to campaign against these customers?  A company that only sells its products to other companies, instead of the general public, is often harder to campaign against.  Would the company be susceptible to customer pressure?  Are the company’s customers located near your activist strongholds?  A company exists to make profit.  This is a weakness.  Depending on your goal, companies that are financially struggling can potentially be more susceptible to customer boycotts and other forms of customer pressure.

Brand Image:  A company’s brand image is another weak spot. Often, a corporate campaign is designed to tar a company’s public image. Corporations rely heavily on advertising to convince their customers to buy their product.  As a result, companies that have a large visual public presence and sell directly to the public, such as Coca Cola, are often more susceptible to public scrutiny than companies with less name recognition, such as logging giant Weyerhaeuser.  
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Research The Messaging Angle.  What evidence, visual and written, can you collect to make your case about this company to the public?  Is your potential corporate target operating in such a manner that would dismay the public if they knew about it?  Campaigns need to be able to disseminate damning and powerful evidence about their particular target in a media-friendly and charismatic manner.  In markets campaigns, it’s a good idea to tell stories and organize actions that draw attention to the company’s bad practices at the point of destruction (for instance, an endangered forest) in a specific area or towards a specific group of people (such as a first nations tribe) to the people who are buying the products, namely the point of consumption.  To take one example, activists campaigning against Shell drew attention to Shell’s decision to influence the Nigerian Government into hanging 9 people that were actively opposing Shell’s environmentally destructive drilling practices in their homelands by doing actions at Shell service stations – the very point where people were buying gas.

How Do I Do This Research?

Someone somewhere knows what you are looking for, and usually those people are your targets.  It makes sense to gather information directly from the company; go to the company’s headquarters, offices, customer service centers and land.  Take photos and ask questions.   Before you approach the executives and workers who hold the information that you need get into disguise – perhaps as a journalist, a potential investor, a courier, a laborer or a young woman out on the town.  Saying you’re an activist that is opposed to their business practices isn’t going to float.  When speaking to these people it’s good to remember that just about everyone loves to talk about themselves, so flattery and active listening helps.  We also encourage you to secure a company’s annual yearly reports, read business newspapers, attend industry conferences, research a corporation’s website and search for information about the company and industry using the internet and your local library.  It is also wise to find an “insider” such as an

employee within the company or industry who is willing to give you information.   In some instances, groups have placed an activist “insider” into the company in order to gather information.  Animal rights group, PETA, has collected powerful undercover video footage by having its activists work as laboratory workers at vivisection labs for a short period of time.  The collected footage is subsequently released to the media.   The consequent impact has at times been devastating for the company.  Be creative.  Collect research consistently throughout the campaign. 

There are many excellent manuals and websites that can provide you with assistance on how to research effectively:  

· The Public Information Network: www.endgame.org 

· Corporate Research: http://www.corp-research.org
· Lexis Nexis: http://www.lexisnexis.com/
· Center for Investigative Journalism research handbook: http://www.muckraker.org/content/homepage/RaisingHell.pdf
· Researching corporations: http://www.corporations.org/research.html
· For an outline of one way to infiltrate corporations go to: http://www.hlscustomers.com/
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Define Your Goal

How are you going to permanently solve the problem that you have researched?  What constitutes victory?  Are you aiming for a total elimination of that company’s business practices, or incremental change?  Realistically assess how much you can take on: if you’re a small group of people you might want to look at targeting a smaller company, or a small customer of a larger company that is being targeted by many environmental groups.  You also might want to build your coalition so that you can take on a larger target.

Before campaigning, you should answer these questions: 

· The long-term objectives of your campaign.

· The intermediate goals for this issue campaign.  

· What short-term or partial victories can you win as steps toward your long-term goal?

· How will the campaign win concrete improvement in the lives of people and the health of the planet?  How will your campaign empower others to become powerful, join the movement and permanently alter the relations of power?  

The Demand Set

Once you have researched the problem and defined your goals, then you can create your demand set.  When it comes to corporate campaigning, many activists explicitly state their specific demands for the particular company in written format.  RAN creates a wish list or demand set for each company it targets that specifically states how we want that particular company to change its business practices.  Your “demand set” is agreed upon in advance by your allies. 

RAN’s Demand Set To Weyerhaeuser

· Phase out all logging and procurement of wood products from endangered and old growth forests globally; 

· Cease conversion of native forests to plantations;

· Commit to not use or experiment with genetically-modified trees;

· Stop logging on U.S. public lands;

· Pursue Forest Stewardship Council certification for forestry operations.

Demand Set Tips

· Make sure that your demands will bring about actual change on the ground over the long term? 

· Think twice before making easy demands part of your core set.

· It is almost impossible to change or raise your demands in the middle of your campaign.  Create an all-or-nothing appearance publicly, so they can’t just fill one demand and champion their move.

· How are you going to enforce your demand set?  

· Try and make your demand set “legally binding”.  Perhaps you could put the onus on your company to prove to you and the public that it is agreeing to your demand set.   In other words, if the company agrees to your demand set, the burden is on them to prove to you that it is doing what it says it will do. Monitoring a corporation is very expensive.  Perhaps you could work with lawyers whilst drafting your demand set in order to make it as legally binding as possible.  Perhaps you could work with activists within the legislative realm and have them draft and pass legislation that commits your company to enforcing its commitments within certain regions.   Enforcement is one of the more difficult elements of the demand set, and more activists should place more attention on this matter. 

Assess and Build Capacity

The whole purpose of creating change is to get everybody, or at least the majority of people, on your side of the issue.  Since you don’t have a lot of time (and probably not a lot of money) it's important to critically assess the people and groups who are impacted by your issue, and determine how you're going to get the right people on your side.  A good way to start this process is to create a power map, which is basically a list of everyone who is impacted by the issue.  Once you have created your list of people, the next step is to assess each group or person’s capacity and their perspective on the issue.  

It is wise to ask these questions about each person or group in your list:

1 Who cares about this issue enough to join in or help the organization?  

2 Whose problem is it?

3 What do they gain if they win?

4 What risks are they taking?

5 What power do they have over the target?

6 Into what groups are they organized?

7 If they joined the campaign, what would or could they do?  

8 How much money can they give or raise?  

9 How much time can they give?

10 Who are your opponents? 

11 Why are they opposed to you?

12 What will it take for them to support you, or at least not oppose you?

13 What will your victory cost them?

Another way to structure your information is to categorize your list of people into a table consisting of three categories: allies, potential allies or neutral, and opposition.  Once you have completed this table, it’s simply a matter of calling up and meeting with your potential allies, convincing them to join the campaign, working out how they can help and then working together in an effective manner in order to pressure those in the neutral category and opposition categories.  Prioritize your outreach efforts according to what you need: for instance, if you need more students to organize demonstrations because your company target has consistently refused to listen to you then it would make sense to contact a student-based organization with a big network of students, such as SEAC.


It is important to continually invite people and organizations to join your campaign and reevaluate your strategy according to the size, strength and weaknesses of your growing network as you go.  Building your campaign team will remain an integral part of your campaign. 

The Power Map

Positive
Neutral
Opposition

University of Chicago Environmental Group – Sam Smith
City Council of Chicago member, Nick Drayfus
Weyerhaeuser CEO, Steve Rogel

Audoban Society North West Chapter 
Chicago Labor Council
Purchasing Director of the University of Chicago

Me
School Administration


RAN
University of Notre Dame Environmental Group


SEAC
School Academic Association


Establish A Relationship With The Target

Of course, the person you need to really convince is the key decision maker within the target company.  It makes sense to approach them and ask them to change their behavior.  You can communicate with both the company and its customers in this manner. 

Actually meeting with a target is also valuable because you get to find out more about them.  You’ll be able to assess their culture, any potential insiders who are supportive of your issue, and the company’s power structure, among other things.

Steps To Building A Relationship

· Send a letter to your target; usually this is the CEO. In the letter, lay out the issue and define the goal in broad terms.

· Less than one week later call the company and try and set up a meeting with the CEO or the “head of the problem” department.  Be persistent.  Call weekly.  

· Prepare for the meeting.  Ideally, you should have:

· The ideal flow of the meeting written out


· The roles scripted

· Questions you want to ask

· Answers/responses to any questions/accusations they might make

· Research on all the corporate executives who will be in the meeting

· Business cards/ contact info

· Materials and fact sheets on the issue

· To better prepare, give them an agenda and outline your goals before you arrive.  It is a good idea to also ask them to prepare an agenda for themselves to give to you with their goal laid out.  You may then want to propose a compromised agenda before the meeting.

· Attend the Meeting/s

· Dress in a manner that would appeal to your audience; treat the meeting like a job interview

· Treat them with respect and kindness

· Communicate your goal and agenda

· Educate them on your group: How many people are in your group?  How many campaigns have you won?  Who is in your network?  

· Educate them on the issue, what their company is doing wrong, and your demand set. 

· Ask them to educate you about their company, its relevant environmental policies, what they have done relative to the issue at hand, and the process to follow to meet the requested commitment.

· Ask them what they see as major obstacles to making a commitment, ask them how your group could be of assistance in overcoming them.  For instance, if they want to find an environmental consultant to help them implement a policy and change their paper bag supplier, you might want to help them find a good environmental consultant.

· Establish a timeline to implementation

· Follow up from the meeting.  After the meeting, be sure to promptly send a letter or email thanking them for their time, complimenting them appropriately for positive environmental initiatives and/or commitments, and confirming the next steps and the timeline.  You should also include information and resources you promised, as well as any articles, referrals, or additional thoughts about what was discussed at the meeting.

· Continue to engage in dialogue with the decision makers in the company.

· Don’t be fooled by false promises and continual dialogue; keep your eye on your goal: if the company isn’t changing its business practices then the company is stonewalling you and you should respond accordingly. 

· Don’t make threats or promises you can’t keep.  Make sure not to commit to doing any significant amount of their work for them.  

Sample Letter To A Target Company

Mr. Alan Lafley

Proctor and Gample Company

1 Proctor and Gamble Plaza

Cincinnati, OH, 45202

November 4, 2004

Dear Mr. Alan Lafley, 

I would like your help in helping us save Earth’s critically endangered old growth forests. In the last 100 years global deforestation, by companies like Weyerhaeuser, has destroyed nearly 80 percent of our planet’s original forests. Remaining forests like North America’s boreal region are not just home to numerous species, but provide essential natural services including clean air, pure water, healing medicines and a stable climate.  

You may not be aware of the degree to which your company’s purchases from Weyerhaeuser factor into the destruction of these last remaining forests. Turning endangered forests into disposable products is just as barbaric as exploiting children for cheap labor and killing elephants for ivory.  Every dollar that your company spends purchasing products from Weyerhaeuser supports this kind of egregious corporate behavior.

You also mentioned wanting information about Tennessee’s Cumberland Plateau.   Weyerhaeuser is one of the top three purchasers of timber from the Cumberland Plateau, an endangered forest in the Southeastern United States stretching across Alabama, Kentucky, Tennessee and West Virginia.  The Cumberland Plateau is second only to China’s temperate zone in plant diversity, and provides habitat for some of North America’s rare and endangered species, including the Eastern cougar and red-shouldered hawk.  

If you find this information disturbing and want to do something about it, you are not alone.  Already, corporations both large and small, including Boise Cascade, Citibank, Kinko’s and hundreds of others have adopted purchasing policies to help protect these vital natural systems upon which all life depends.  The enclosed information tells the truth about Weyerhaeuser’s destructive forestry practices and positive steps your company can take immediately. To learn more about the growing Weyerhaeuser controversy and more environmentally ethical wood and paper alternatives, please visit www.buygoodwood.com.

In the coming weeks, we will contact you by phone to solicit your input on this developing matter.  Please also feel free to contact one of our staff at the locations below with any questions or concerns you may have.   

Sincerely,

Michael Brune, RAN

Publicly Campaign
 

When communication with the company fails to create the targeted outcome, it is time to publicly campaign.  Campaigning consists of a series of interrelated events or tactics.  Tactics are what you do to your targets.  Your tactic or event must be in line with your target audience and goals.   Tactics must cost your target something, such as money, prestige or customers.  Your target makes a decision usually from a cost-benefit analysis.  The target considers the expense of giving you what you want and the damage you can cause if you don’t get it.

The range of tactics available to activists is enormous.  Tactics include: media events, blockades, public hearings, media savvy non-violent direct actions, home demonstrations, blockades, strikes, voter registration, lawsuits, accountability sessions, elections and negotiations.   We encourage you to observe other organizations and activist organizations in order to expand upon the list of tactics that you can implement, and gain a greater understanding of the value of each in any given situation.   When it comes to tactics within the realm of corporate campaigning, it’s wise to consider a corporation’s weaknesses, including its customers, its need to generate profit and its brand images. 

For further information on tactics please go to the tactics section of the activist skills section.

Declare Victory

Eventually, hopefully, the corporation you are targeting will give in to your demands.  It is important that you work with the company or corporation to publicly congratulate them in some way.   Declaring victory publicly is also an effective way to hold the corporation accountable to its commitment; a corporation looks bad to its customers if it says one thing and does another.

Enforce Implementation

We encourage you to make sure that the company keeps its commitment.  Periodically check to see if the company is meeting its demands.  It helps to have a friendly insider within the company who is willing to share information with you. Establish regular meetings with the corporation in order to make sure that it is implementing the demand set according to the agreed-upon timeline.

The process of protecting the environment is an ongoing battle; victory, in reality, doesn’t mean victory; it just leads to a different stage in the struggle.     Always keep in mind that you might need to campaign again against a company that has agreed to your demand set.

Part 2: Activist Skills

The process of becoming an effective activist and political leader is a long one.   Reading the “Activist Skills” section in this toolkit is just one step.  We encourage you to approach your development as an activist as a life-long learning process.  There are many resources, courses and people to learn from.  It just comes down to your initiative. 

Recruitment, Organizing and Leadership Development

We need our movement to grow.   It’s that simple.   We need everyone working with us and not against us.  Ideally, when we’re organizing we’re continually identifying, recruiting and empowering people to stand up and fight for their interests and the interests of humanity and the planet.  Recruiting, managing people and building leaders are critical steps towards this process of getting people involved in creating a sustainable global economy.   

The first step is inviting people to join our campaign, particularly the people who are most valuable for you to achieve your specific objective, such as your potential allies.  The essence of recruitment boils down to asking people for help and having something for them to do when they say, “yes, I want to help” which is in line with your specific mission.  Keeping people involved in your campaign, empowering them to take action and make their own decisions, and building their skills and power are also key aspects of organizing and leadership development.  This step is also fairly easy; it involves establishing good working relationships with individuals and sharing your skills and your contacts.  

Recruitment

All recruitment comes down to working out whom you want to ask for help, and then asking that person to help you.  Asking for help can happen anywhere – over coffee, in a meeting or at an environmental conference.   You can recruit a friend, a labor union leader, a fellow environmental organizer or strangers at an industry event. 

Regardless of who you are recruiting here are some factors that you should bear in mind: 

· Never wait for people to come to you.  It is far better to walk around a crowd, approaching people and speaking to them about the campaign.  Don’t wait for friends to come and ask you if they can help.   Make sure to set up meetings with organizations that could be good allies instead of waiting for them to contact you. 

· When asking for help, tell the person you are recruiting about the campaign, how they can get involved, and why they are important.  It’s good to have a specific range of ways that this person can help with varying degrees of responsibility: e.g., sign this petition, join us on a demonstration on Tuesday, start your own local group on campus, help us build a province-wide coalition to protect the boreal forest.  Make sure that your “asks” reflect the person’s interests and strengths.  

· Keep your language short and simple: the message should be clear and unified, not complex and theoretical.

· Get a commitment – yes or no.  If it’s a no, try again later, or get someone else who has more influence over this person to make the ask. 

· Make a personal connection with the person you are recruiting: learn about what motivates them; share your experiences with them.  

· Remember to smile, be friendly, proactive and patient.

· Collect accurate information.  All organizers keep an ongoing record of each supporter’s contact information, as well as their relationship with that person, including all correspondence.    This record system can be kept in any number of formats, such as in an Excel or File Maker Pro database, it just has to be organized, have a search function, and be kept up to date. 

· If you’re out recruiting strangers in a busy space, such as at a conference, don’t waste your time with people who aren’t interested in your campaign.  Don’t spend so much time with one person that you miss contact with others who may be interested. Be especially sure not to waste time and attention on someone who disagrees with you.  Instead, clarify your position briefly, express regret at your disagreement, and turn to someone else as quickly as possible.

Where Do We Recruit? 

You can essentially recruit anyone anywhere.   Go through your yellow pages or white pages, make a list of any company or organization that could be a potential ally, and then call them up, talk to them about your campaign.  If they’re interested in knowing more set up a meeting with them and see if there is some room for collaboration.
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If you want to recruit strangers it’s good to go to events that have a crowd that might be sympathetic to your cause, such as church gatherings, rock concerts, friend’s parties, conferences, cinema ticket lines, or food festivals.   You can find a list of events in any region by getting on the Internet, going to the local www.indymedia.org website, or picking up the local newspaper. 

Some other ways to recruit include: 

· Cinema lines

· Friend to friend

· Phone banking your college groups and local environmental organizations

· Door to door canvassing your neighborhood that is directly impacted by your target company

· Media

· Postering/Flyering

· Speeches at classrooms

· Tabling at events, such as at your university on Earth Day

Sample Script For Outreach Efforts

This script is a good example of how you should approach people in order to ask them for help.  This script can be adapted to suit outreach efforts that take place face-to-face or over the phone.

“My name is (name).  I’m working locally to save old growth forests from being logged.  Can I talk to you for a minute?”

“Right now we’re campaigning against Weyerhaeuser, the world’s 3rd largest logging company. Weyerhaeuser is right now destroying one of the biggest and last old growth forests left on this planet called the Boreal forest in Canada.  Did you know about this?”

“Fortunately, we can stop this destruction.  We really need your help on an action we are planning. Right now, (Weyerhaeuser customer) is buying paper bags made by Weyerhaeuser: we asked executives at the company to stop buying Weyerhaeuser bags and they said they’d think about it. We need to remind (Weyerhaeuser customer) that we need them to take action now and drop the contract with Weyerhaeuser. Next week we’re organizing an educational action outside of (Weyerhaeuser customer); we’re going to be talking to consumers and the store’s staff one-on one and asking them to no longer use Weyerhaeuser’s bags.

Could you save next Saturday morning to help us out, say from (time to time) to speak to people outside (Weyerhaeuser customer) at (location)?  

Great. Do you have a friend you can bring with you? Great, the address of the (Weyerhaeuser customer) is (address).  It would be great if you could come by at (time) so that we can prepare.

Thanks so much for helping us.”

Make sure you have a range of volunteer asks so that people with different abilities and interests can get involved:  Some people might be able to provide accommodation or money. Some people might be willing to take a leadership role and organize a series of actions.

Effective Recruitment

The most effective way to recruit is to ask people that you know face to face: your chances of getting a yes are the highest.  It is best to limit your face to face asks to people who could potentially be very valuable to your campaign, such as the executive director of another organization, or someone who is interested in volunteering full-time for your campaign.

The most efficient way to recruit is to set up phone banks and get your volunteers and yourself to call people that you all know.  Your chances of getting a yes drop slightly, but you are more efficient overall because you spend all your time “asking” instead of traveling long distances to meet people face to face.  It is important to get your volunteers to phone their friends and ask them to donate or volunteer to the campaign.  Everybody knows 100 people.    

Another tip is to ask people to commit to volunteer again at the end of their volunteer shift. Wholesale and indirect recruitment strategies, such as emails and posters, are not as efficient or as effective as asking people one-on-one to help.

Keeping New Members

Recruiting people is just the beginning; in order to build a successful group, you need to keep people involved by plugging them into meaningful roles and making them feel connected to the group.   Below are some pointers on how you can retain new members: 

· Ask yourself: what keeps you in a group, social, working or otherwise?  Usually you have something to gain from being part of a group, such as friendship, community or the satisfaction of getting things done.  Often people stay in a group because they share a common vision with the other group members, the group’s skills complement theirs, everyone is nice to each other (often people are friends), and everyone treats each other with respect.  It is important that you try and treat all new members in a respectful, courteous and inclusive manner.    

· Perhaps because of personality conflicts, level of interest or differing opinions on tactics, not everyone is going to want to be part of your efforts.   That’s fine.  Instead of excluding them, help them find a valuable place within the movement, perhaps with another group.

· Do stuff; if your group just sits around and talks, new people will leave.

· Prepare 'New Member Information' sheets for newcomers to fill out.  These forms will also help you gather valuable information about the campaign interests and special skills of your new members. 

· Call people to remind them of meetings and events.

· Make sure everyone is involved in decision-making. 

· Make it fun.  Incorporate fun events into your group’s plans, such as banner making, hiking, eating good food and socializing.

· Teach people skills. Often new activists want to get involved but don’t know where to start. Have pairs - a newer member and a more experienced member - take on tasks together.

· If you are having ongoing difficulties within your group, such as a conflict over tactics and strategy, assess whether it might be necessary to remove someone from the group or split up.  

Leadership Development

In order to build and maintain your group it is your responsibility to create leaders out of some of your group members so that they can become more effective activists and the power and influence of your movement is self-replicating and ever-growing.  The process of creating leaders involves identifying, training and empowering talented and committed people who are motivated to work on the campaign.  Leaders usually have followers.  In other words, if you asked a leader to bring five people to an event they would be able to do it. 

The Meeting

The key to identifying and working with leaders is communication.  One of the most important aspects of your communication with a leader is the first meeting.   If you identify someone as a potential leader then sit down one-on-one with them and have a decent 45 minute or so conversation with them. 


This conversation usually consists of five steps:

· Tell them about the campaign so that they can decide for themselves how they want to get involved  

· Find out about them.  Ask them questions in order to determine what their skills are, what their interests are, and what motivates them.   The interview should be based around the following three questions: 

· What are you doing now?  Activist wise? 

· What are you interested in doing? 

· Why? 

· Make the ask: work together to see if you can identify a task that fits both your goals and theirs.

This meeting and these three questions will enable you to assess whether this person’s interests are in line with your campaigning goals.   You will also be able to get to the heart of what makes them “tick” as activists, in other words what motivates them to do what they do.  If there is no crossover between your interests and theirs then don’t waste your time building them up as leaders or working with them in a significant capacity.  You can ask them to volunteer, sure, but don’t build them up as leaders. 

Once you have got to the heart of what people want to do, it’s not that hard to work with them in order for you both to achieve your goals together.  There are many ways to increase the ability of activists, including, being a mentor for them, sharing your knowledge with them, and supporting them as they complete tasks of increasing difficulty and importance.

An Example of Recruitment, Organizing and Leadership Development

The following story explains how RAN campaigners work with our activists in order to build the power of individuals and our movement overall.  

I met Hannah whilst I was in Seattle in March 2004.  I did a workshop to her class about Weyerhaeuser, the company that I am campaigning against.  Hannah came up to me after the workshop and told me she wanted to be a forest campaigner.  I immediately assessed that she had an interest in working within the environmental movement.  It is important to work with people who are interested in committing to your issues.

Hannah also seemed smart and motivated.  As a result, I decided it was worth the effort to have a one-on-one meeting with her.  In this one-on-one meeting I told her about the campaign that I was working on, and then I assessed her interests and skills.  I asked her, what are you currently doing with activism?  What are you interested in doing within the activist movement?  And why are you interested in doing this form of activism?   In essence, I wanted to work out what made her tick so that I could then determine how she could best fit into our campaign.  

Following the conversation, I felt that Hannah’s goals were in line with my goals and so I decided to build her up as a leader.  If Hannah had different priorities, such as the desire to have a full time career as a sports car mechanic, I wouldn’t have continued working with her in this mentoring capacity.  

Immediately following the workshop and our meeting, I did some follow-up.    Knowing that Hannah wanted to be a campaigner, I gave her a task that suited my interests and hers: I told her to recruit five people for a two and a half day training I was organizing.  I gave her materials, such as leaflets and information about the training, so that she could complete her task effectively.  It is important to help the people that you are developing as leaders.  Hannah completed her task.   

Hannah attended the training; I and the other trainers in attendance shared their knowledge with all the participants. We made sure to provide Hannah with the information she needed to campaign, as well as allies to campaign with.    Her allies were the trainers and participants of the training.

At the end of the training, I asked Hannah to complete a larger task for me; I told her to recruit 10 people for an action we were organizing.  A larger task this time - building up her skills, forcing her to push herself and prove that she is leadership material.   She completed her task.

I upped the ante: I then asked Hannah to start a local group and organize a series of demonstrations; I provided her with materials and access to our “press” list. She achieved this goal.   Soon she started working independently, without my assistance or advice - passing a policy to stop her school from buying wood and paper products that come from endangered forests, making banners and staging demonstrations and speaking confidentially to the media   She is now a leader in her own right, she writes her own campaign plans, she determines what is important, she recruits and trains people and she is empowered enough to organize things for herself. 

Now, when I need something done in Seattle, I don’t have to spend three weeks organizing--I just have to make a phone call to Hannah.  In essence, I built up the power of the movement, and I expanded my capacity as a campaigner because I am now working in partnership with an experienced activist as opposed to a novice.  That’s the power of recruitment and leadership development.

Writing A Strategy Plan

Much of what is outlined in this section of the toolkit was repeated in the corporate campaigning section.  By and large the strategy chart consists of answering these questions together with the people who are part of your group, or in your larger coalition, and then assigning responsibilities to individuals to get each task done on time. 

Define Goal 

· List the long-term objectives of your campaign

· What constitutes victory?

· State the intermediate goals for this issue campaign.  

· What short-term or partial victories can you win as steps toward your long-term goal?

· How will the campaign: 

· Win concrete improvement in people’s lives? 

· Empower others to become powerful, join the movement and represent themselves? 

· Permanently alter the relations of power? 

Organizational Considerations

· List the resources that you and your organization bring to the campaign.  Include money, time, number of staff, facilities, reputation, etc.

· What is the budget, including in-kind contributions, for this campaign?  

· How are you going to raise finances?

· Who is going to raise the money?

· List the specific ways that you want your organization to be strengthened by this campaign: e.g., membership goals, fundraising, new constituencies, and leadership development.

· List internal problems that have to be considered if the campaign is to succeed.  Perhaps people in your group aren’t united on tactics? 

Constituents, Allies and Opponents

· Who cares about this issue enough to join in or help the organization?  

· Whose problem is it?

· What do they gain if they win?

· What risks are they taking?

· What power do they have over the target?

· Into what groups are they organized?

· Who are your opponents? 

· What will your victory cost them?

· What will they do/spend to oppose you?

· How strong are they? 

Targets

· Who are your primary targets? A target is always a person.  It is never an institution or elected body.  Who has the power to give you what you want? What power do you have over them?

· Who are your secondary targets:  Who has the power over the people with the power to give you what you want?  What power do you have over them?

Tactics 

For each target, list the tactics that you can best use to make your power felt.  Tactics must be: in context, flexible and creative, directed at a specific target, make sense to the membership, be backed up be a specific form of power.  Tactics include: media events, blockades, public hearings, media savvy non-violent direct action, home demonstrations, blockades, strikes, voter registration, lawsuits, accountability sessions, elections and negotiations.   

Planning Actions, Tactics and Events
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All campaigns consist of a series of interconnected events.  The steps to event planning which are outlined in this toolkit can be applied to any tactic, media event or non-violent direct action that you organize.    

Make the Big Picture Decisions

1) Determine goals.  Every event you organize has to have a purpose.    The event you organize has to be in line with your campaigning goals.    What are your campaigning goals?  And what event can you think of that would best achieve your goals in a way that fits within your budget?  Will you be able to generate media, recruit volunteers, and help build leadership at your event?  What do you want the public to do or learn?

For instance, I am currently campaigning against Weyerhaeuser, one of the world’s largest and most destructive logging companies.  Any event that I organize will either directly impact the key decisions makers at Weyerhaeuser, or the key decision makers of Weyerhaeuser’s business customers.   

2) Get buy-in from key supporters.  Recruit reliable and committed activists and organizations to help you organize the event.  It is also important to recruit new activists to help with the event, however, make sure that these new activists are provided with the appropriate level of support.  When organizing an event it is critical that things get done.  

3) Choose your audience.  Your audience is determined by your goals: if you want to raise money then your audience should be the type of person that is interested in your campaign and has money to spare; if you want to tarnish the image of Weyerhaeuser’s CEO, Steve Rogel, then your audience could be the key players within the wood and paper industry. 
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4) Decide upon an event or tactic.  Your tactic or event must be in line with your target audience and goals.  Tactics are steps that you take in order to carry out your overall strategic campaign plan.  They are the specific things that your allies do to your targets in order to put pressure on them.   In other words, your tactics are what you do to whom.  What you want has a cost to your target.  Your target makes a decision usually from a cost-benefit analysis.  The target considers the expense of giving you what you want and the damage you can cause if you don’t get it.  Each tactic creates damage to your targets.

Often, tactics make it difficult, frustrating and embarrassing for people to continue business as usual, make it expensive for business as usual or make all affiliated with the company look bad.

In many instances, the process of deciding on the event or tactics involves the following steps:

· Brainstorming meetings with the key players on all event possibilities that are in line with your goals. 

· Thoroughly researching each option.  

· Critically assessing each option and reaching a decision.  List the ramifications, pros and cons of each tactic.  You should ask yourself if your event or tactic is within the experience of your supporters.  Will your supporters feel comfortable with it?  Not all groups are ready for non-violent civil disobedience.  Stay within the comfort level of your group.  Think about how your target will respond to your tactic.  Will they know how to handle it? Ideally, you want to unnerve your target. Usually you escalate your tactics, starting with small tactics, such as meetings with the target, letter writing and phone calls, and then graduating to more confrontational tactics, such as banner-hangs, large accountability meetings and occupations.  

5) Date.  When is it strategically wise for you to hold your event?  In Summer, or Winter?  What will the weather be like?  Are there any other events that are on at the same time that could steal or compete with your efforts to recruit for your event?  Are you giving yourself enough time to prepare for this event?  Discuss having a range of dates available; make sure that your key people are available on that date.   

6) Location. Identifying a location is one the most critical things that you can do.  Make sure your location can comfortably fit the people that you need.  The location should also suit your event.  Scout the location in advance.  Does it have restrooms? Is it quiet?  Is there heating?  Try and search for a site that you can use for free.    

7) Budget.  The budget is one of the first things you need to determine.  What’s your budget?  Where are you going to get the money?  How much money are you going to get?  How long is it going to take you to get it?  Also consider, what kind of donations, such as food, are you getting?   It’s always wise to assume that you will go 10 percent over budget.

Write The Plan

All events might be incredibly complex but they all consist of simple and easy interrelated steps.   Once you have the big picture goals in place then you need to write the most detailed plan possible.  

The best way to write a plan is to return to the brainstorming model.  Sit down with a group of people and brainstorm as many of the ingredients and steps that would be required to create the event.  It helps to visualize the event so that you can imagine all the details.  It is also wise to consult with people who have hosted similar events to the one that you are planning and ask them for their advice or perhaps even for their original planning documents.   

The next step is to assign tasks.  Ultimately a plan consists of a list of tasks matched with a date for when each task is due, followed by the name of someone who is willing to make sure that the task is done on time.  It is best to work with organized and reliable people who do what they say they will do.  

It is important that you assign someone with the ultimate responsibility of getting the event completed; usually that person is the organizer or coordinator.   It is important that the organizer manages the other people working on the event appropriately, checking in with them on a frequent basis and making sure that they complete the tasks that they said they would.   

Sample “To Do” Check List For An In-Store Demonstration 

Task
Who
Due

Recruitment



Invite allies and potential allies to a strategy meeting
Jess
Aug 1

Invite your friends and family to join you
Jess
Aug 6

Contact Jess or Sharon at RAN for contact information of local activists 
Paul
Aug 1

Phone all of the activists and invite them to attend
Jess
Aug 2

Materials Design



Make leaflets
Adam
Aug 6

Make banner
Adam
Aug 6

Action Planning



Invite interested parties to a strategy meeting in order to finalize your big picture goals 
Jess
Aug 4

Do research – interview people who have done this kind of action before



Do a site check of the demonstration site
Sarah
Aug 3

Create the action plan
Nat
Aug 5

Develop a back-up plan if you get kicked off the site
Jess
Aug 6

Finalize your protest scenario 
Leah
Aug 6l

Write the store manager a letter informing him/her of your concerns – warn him/her of the pending decision to campaign publicly
Sarah
Aug 5

Coordinate transportation to and from event
David
Aug 8

Media Strategy



Get media outlet list for your area
David
Aug 1

Prepare a media advisory; circulate to others in group
David
Aug 5

Call and fax the advisory to the media a few days before your event
David
Aug 6

Finalize your press release 
David
Aug 7

Prepare press information packets - include your press release and fact sheets 
David
Aug 6

Designate media liaisons and greeters
David
Aug 5

Prepare and train spokespeople with talking points (see sample we provided)
Sam
Aug 7

24-48 HOURS BEFORE THE EVENT



Call and confirm attendees/volunteers
Jess
Aug 7

Send reminder out to all email lists
Jess
Aug 7

Phone bank the participants of the action reminding them of the events tomorrow
Jess
Aug 7





DAY OF EVENT - Have fun!



Fax out the press release to the media, and call the major media outlets informing them of your event
David
Aug 8

Bring all materials, which could include any of the following: hand-held banners, posters or signs, flyers, petitions, postcards, sample letters to a CEO, volunteer sign-up sheets, a bullhorn, a microphone, a podium and a donation can 
Sarah 
Aug 8

Bring clipboards and pens to gather sign-ups for interested individuals to join your campaign
David
Aug 8

Collect the contact information from any reporters who attend the event or interview you
David
Aug 8

Present the store manager with the store manager letter
Sarah
Aug 8

AFTER THE EVENT (This stuff is just as important, but is often forgotten!)



Do follow-up calls to the press; find out what articles are being published
Leah
Aug 9

Write a letter to Weyerhaeuser telling the company about your event and the location. Include photos and press coverage if you have any
Sarah
Aug 9

Send photos and a quick report of your event to grassroots@ran.org or call Sharon or Jess at 415- 398-4404.
Sarah
Aug 9

Tactic Ideas

There are an enormous variety of tactics that activists can employ, including blockades, demonstrations, political theatre, direct action, petitions, letter writing and so on.  The more creative, the better.

Here are a few.  A detailed outline of each of these actions is available in Gene Sharp’s book, “The Methods of Nonviolent Action”, http://secession.org.
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Formal Statements
1. Public speeches 
2. Letters of opposition or support 

3. Declarations by organizations and institutions

4. Signed public declarations 
5. Declarations of indictment and intention 

6. Group or mass petitions 

Communications With A Wider Audience 
7. Slogans, caricatures, and symbols 
8. Banners, posters, and displayed communications 
9. Leaflets, pamphlets, and books

10. Newspapers and journals
11. Records, radio, and television

12. Skywriting and earthwriting 

Group Representations

13. Deputations 
14. Mock awards
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15. Group lobbying 
16. Picketing

17. Mock elections 

Symbolic Public Acts 
18. Displays of flags and symbolic colors

19. Wearing of symbols

20. Prayer and worship

21. Delivering symbolic objects

22. Protest disrobings 
23. Destruction of own property

24. Symbolic lights 
25. Displays of portraits

26. Paint as protest 
27. New signs and names

28. Symbolic sounds 
29. Symbolic reclamations

30. Rude gestures 
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Pressure on Individuals 
31. "Haunting" officials: bird-dogging events, home demonstrations
32. Taunting officials

33. Fraternization

34. Vigils


Dramatizations

35. Humorous skits and pranks

36. Performances of plays and music 
37. Singing 

Processions

38. Marches 
39. Parades

40. Religious processions
41. Pilgrimages

42. Motorcades

Honoring the Dead
43. Political mourning

44. Mock funerals
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45. Demonstrative funerals

46. Homage at burial places


Public Assemblies

47. Assemblies of protest or support

48. Protest meetings 
49. Camouflaged meetings of protest

50. Teach-ins


Withdrawal and Renunciation

51. Walk-outs

52. Silence

53. Renouncing honors
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54. Turning one's back


Ostracism of Persons

55. Social boycott

56. Selective social boycott

57. Lysistratic nonaction 
58. Excommunication

59. Interdict 

Noncooperation of Social Events, 

Customs and Institutions 
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60. Suspension of social and sports activities 
61. Boycott of social affairs 
62. Student strike 
63. Social disobedience 

64. Withdrawal from social institutions


Withdrawal from the Social System

65. Stay-at-home

66. Total personal noncooperation

67. "Flight" of workers

68. Sanctuary

69. Collective disappearance
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70. Protest emigration (hijrat) 

Action By Consumers 
71. Consumers' boycott

72. Nonconsumption of boycotted goods

73. Policy of austerity

74. Rent withholding 
75. Refusal to rent 

76. National consumers' boycott 

77. International consumers' boycott


Action by Workers and Producers 

78. Workers' boycott

79. Producers' boycott 

Action By Middlemen 
80. Suppliers' and handlers' boycott 

Action by Owners and Management 

81. Traders' boycott 
82. Refusal to let or sell property 
83. Lockout
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84. Refusal of industrial assistance 
85. Merchants' "general strike" 

Action By Holders of Financial Resources 
86. Withdrawal of bank deposits 
87. Refusal to pay fees, dues, and assessments

88. Refusal to pay debts or interest

89. Severance of funds and credit

90. Revenue refusal

91. Refusal of a government's money

Action by Governments

92. Domestic embargo
93. Blacklisting of traders 
94. International sellers' embargo

95. International buyers' embargo

96. International trade embargo 


Symbolic Strikes 

97. Protest strike 
98. Quickie walkout (lightning strike) 


Agricultural Strikes

99. Peasant strike 
100. Farm workers' strike

Strikes by Special Groups

101. Refusal of impressed labor
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102. Prisoners' strike 
103. Craft strike 

104. Professional strike 

105. Ordinary Industrial strikes

105. Establishment strike 
106. Industry strike 
107. Sympathy strike 

Restricted Strikes 
108. Detailed strike 

109. Bumper strike 

110. Slowdown strike 
111. Working-to-rule strike 

112. Reporting "sick" (sick-in) 
113. Strike by resignation

114. Limited strike

115. Selective strike 

Multi-industry Strikes 
116. Generalised strike

117. General strike 


Combination of Strikes and Economic 

Closures 
118. Hartal 
119. Economic shutdown

Rejection of Authority

120. Withholding or withdrawal of allegiance

121. Refusal of public support 
122. Literature and speeches advocating 
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resistance 



Citizens’ Noncooperation with 

Government 

123. Boycott of legislative bodies 
124. Boycott of elections 
125. Boycott of government employment and positions 
126. Boycott of government departments, agencies, and other bodies 
127. Withdrawal from governmental educational institutions 
128. Boycott of government-supported institutions 
129. Refusal of assistance to enforcement 
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agents 
130. Removal of own signs and placemarks 
131. Refusal to accept appointed officials 
132. Refusal to dissolve existing institutions 

Civil Disobedience 
133. Reluctant and slow compliance 
134. Nonobedience in absence of direct supervision 
135. Popular nonobedience 
136. Disguised disobedience 
137. Refusal of an assemblage or meeting to disperse 
138. Sitdown 
139. Noncooperation with conscription and deportation 
140. Hiding, escape, and false identities 
141. Civil disobedience of "illegitimate" laws 

Action by Government Personnel  
142. Selective refusal of assistance by government aides 
143. Blocking of lines of command and information 
144. Stalling and obstruction 
145. General administrative noncooperation 
146. Judicial noncooperation 
147. Deliberate inefficiency and selective noncooperation by enforcement agents 
148. Mutiny 

Domestic Government Action 
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149. Quasi-legal evasions and delays 
150. Noncooperation by constituent governmental units 

International Government Action 
151. Changes in diplomatic and other representation 
152. Delay and cancellation of diplomatic events 
153. Withholding of diplomatic recognition 
154. Severance of diplomatic relations 
155. Withdrawal from international organizations 
156. Refusal of membership in international bodies 
157. Expulsion from international organizations 

Psychological Intervention 
158. Self-exposure to the elements 
159. The fast 
a) Fast of moral pressure 
b) Hunger strike 
c) Satyagrahic fast 
160. Reverse trial 
161. Nonviolent harassment 

Physical Intervention  
162. Sit-in 
163. Stand-in 
164. Ride-in 
165. Wade-in 
166. Mill-in 
167. Pray-in 
168. Nonviolent raids 
169. Nonviolent air raids 
170. Nonviolent invasion 
171. Nonviolent interjection 
172. Nonviolent obstruction 
173. Nonviolent occupation 

Social Intervention  
174. Establishing new social patterns 
175. Overloading of facilities 
176. Stall-in 
177. Speak-in 
178. Guerrilla theatre 
179. Alternative social institutions 
180. Alternative communication system 

Economic Intervention 
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181. Reverse strike 
182. Stay-in strike 
183. Nonviolent land seizure 
184. Defiance of blockades 
185. Politically motivated counterfeiting 
186. Preclusive purchasing 
187. Seizure of assets 
188. Dumping 
189. Selective patronage 
190. Alternative markets 

191. Alternative transportation systems 
192. Alternative economic institutions 

Political Intervention 
193. Overloading of administrative systems 
194. Disclosing identities of secret agents 
195. Seeking imprisonment 
196. Civil disobedience of "neutral" laws 
197. Work-on without collaboration 
198. Dual sovereignty and parallel government

There are many resources to help you plan and implement tactics.  Here are a few more:

· Protest.net activist handbook: http://protest.net/activists_handbook/
· The Ruckus Society’s direct action planning manual: http://www.ruckus.org/resources/manuals/actionplanning/index.html
· Campus Activism download page: http://www.campusactivism.org/directdownload.php
· Wilderness Forever Activist Handbook: http://www.wildernessforever.org/action/handbook_contents.html
· For information on occupation see http://www.aia.mahost.org/act_rooftop.html
· For information on internet activism see http://www.thehacktivist.com/
· Mike Hudema, “An Action A Day”
Non-Violent Direct Action

Non-violent direct action is a means of effective positive and direct social change without hurting others. Tactics that involve non-violent direct action often require a great deal of additional organizing and knowledge.   Non-violent direct action can be a very powerful tactic, but it should be used strategically.  

The definition of non-violent or violence is arbitrary, depending on your perspective and values.  Some people believe that violence refers specifically to one person physically injuring another.   Within the environmental movement, controversy surrounds whether property destruction is violent or non-violent.  Some define “non-violence” as a lifestyle choice, whilst others perceive it as merely a tactic to use when it is beneficial to do so.  It is difficult to define violence and non-violence because all actions have consequences, many of them horrific, many of them beneficial, and many of them simply unknown.    

The dilemma of defining “violence” and “non-violence” is exposed by analyzing specific scenarios:  is it violent to use violence to stop a greater violence, such as global ecological collapse?  Is it violent to attack a logger who is beating up your friend?  Is it less violent to just stand by and watch?  Is it violent to shoot back if an intruder enters your house?  Is it violent for the Iraqi people to shoot at American soldiers in Iraq?  Was it violent when a group of Jewish people attacked and killed 81 Nazi soldiers in an attempt to escape the concentration camp they were contained within? Is it violent to eat factory-farmed meat?  Is it less violent to hunt your own food?  Is it violent to buy products, such as sweat-shop created-Nike shoes, old growth wood or oranges grown on slave-plantations in Florida?  Is it violent to stand by and watch violence? Is it violent to impose economic sanctions on a country?  Of course many of the issues surrounding violence and the use or non-use of violence tie into issues of morality and whether it is right or wrong to act or not.

Many social change activists define non-violent direct action as symbolic acts of civil disobedience that do not result in property destruction.  Within the United States, civil disobedience is by definition unlawful. We encourage you to obtain legal advice in advance. We suggest the American Civil Liberties Union or the National Lawyers Guild.

Civil resistance, in partnership with many other tactics, has long been a catalyst for social change.  The conscious disobedience of unjust laws can capture the depth of inequity in a single powerful moment, creating an inspiring, deeply resonating energy. Nonviolent direct action also has a long and proud history in the U.S. From the women’s suffrage campaign and the struggle for civil rights, to the ongoing work of labor activists and the development of the modern environmental movement; creative nonviolent protest plays a critical role in galvanizing activists, educating the public, and shaping the debate over many social change issues.

We encourage you to have at least one person in your team who is experienced at direct action. We also encourage all of your members to take part in a non-violence training.  RAN, Ruckus and other organizations regularly host non-violence trainings.  Contact us if you are interested in hosting training in your area.

When organizing a non-violent direct action, the usual rules of event planning apply; however, there are some additional matters and steps that you should consider:  

When it comes to organizing a direct action make sure that you include the following steps. 

Scout The Site 

The process of scouting is an incredibly detail-orientated one.   It is critical that you scout the site with an eye to whether the action is feasible.  Factors to consider when scouting include:

· Mark the vicinity of the location in respect to bathrooms, food, water and the local police station.

· Secure maps of the site and the surrounding area.  Create a layout map of the site.

· Bring measuring tape so you can determine how wide areas, such as windows and doorways, are; if you can’t use tape without people getting suspicious, then use string, or measure your stride in advance and calculate length approximately.
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Usually, someone goes into the location under a guise that allows them to fit in well with the surrounding environment.  If someone is looking to scout a corporate office, someone dressed as a mailperson, construction worker, or busy secretary would probably pass by undetected.   Have a story so that if someone asks you questions you can explain why you’re there in a realistic manner.   Be creative.  Some activists have successfully scouted a mill site by pretending they were foreign tourists.  They were giving a tour of the site and took photos the entire time.  The workers were amused. 

· Try scouting as far in advance as possible in order to limit the possibility of being recognized on the day of the action.

· It is important that everyone involved in the action visits the site beforehand.   If that is not possible, at the very least the action coordinator, campaigner, and media person should visit the site.  

· A pencil, a notebook, video cameras, binoculars, and digital cameras can help you gather information.

· Determine all entry and exit points.  If you are choosing not to break property then how can you enter the site? Can you access the site through the roof?  What windows and doors remain unlocked?  Determine the nature of the doors.  Are there any door handles that you could lock down to?

· If media is your mission, look for a point at the site that would look good to the media?  It is important to aim for an action that will enable your media to reach you.   Holding an occupation of a building on the 15th floor behind locked doors in a room with no windows will impact the nature of your media coverage in a negative way. 

· Security:  What is their pattern?  How many are there?  What is there style? Are they paranoid or lazy?  When do the shifts changes?  Where are the security cameras?  How can you avoid them?  Monitor the site during different days of the week, as well as on the weekend.  Monitoring the site for at least 24 hours straight in order to gauge traffic volume and security procedures is essential.

· It’s important to have a way of gathering information on site by, for example, explaining the details of the office into a cell phone whilst someone on the other end takes notes.


· Assess the location in terms of chokepoints; if you want to create a blockade, what is the best entrance to block?  How can you position yourselves during the action in order to control the scene, including the media, the police and the public?

· Can the public access your action?   Allowing the public to view your action can limit police brutality against activists, as well as generate sympathy for your issue.

· Your location should be directly related to your goals and your target. 

· Where can you quickly drop activists off, and pick them up?

· Is there a place where your support people can sit that will allow them to support the arrestees?

· Is there parking nearby? 

· Where are your activists going to meet after the action?

For more information on scouting, please go to the Ruckus Society’s scouting manual: http://www.ruckus.org/resources/manuals/scouting/index.html
Legal Research 

It is critical that you address these matters before embarking on a non-violent direct action. 

· Determine where your legal support will come from before the action.  The National Lawyer’s Guild, your local ACLU chapter and the Midnight Special Law Collective all have experience with representing activists.

· Run through all hypothetical scenarios and the ramifications of each scenario; what could the activists be charged with?  Convey this information to your team.

· Explore ways to limit legal exposure?  Would it be easier, for instance, to host the action on public property? 

· Meet with the lawyers before the action.

The Action Team

Becoming a skilled action team member is a long process and requires a significant commitment on your behalf.  It involves reading a lot of manuals, finding a mentor or a team who is willing to help you develop your skills, and learning by doing.    Here are the basics of each role, as well as some links to some more detailed manuals on the subject. 

· The campaigner:  Views the purpose of the action from a strategic and political perspective.  Often plays a key role in raising money for the action.  

· Direct action coordinator:  The coordinator organizes the action, often recruiting, training, and managing the team. The direct action coordinator is responsible for ensuring that the action is successfully deployed.  This role demands an experienced person.  During the action, the direct action coordinator is often responsible for making key decisions, such as calling off an action.  

· Media spokespeople:  Represents the action to the media.  Is trained on messaging beforehand.  This person should avoid getting arrested.

· Legal person:  Observes the action; reports to the lawyer after the action.  

· Arrestees:  Arrestees should be physically and mentally capable of withstanding the pressures of an action and the subsequent jail time.   Insulin-dependant diabetics, those with warrants out for their arrest, prospective lawyers and those with a phobia of entrapment and small spaces should think twice before taking an arrest position.  All participants, including those in non-arrestable and arrestable situations should be briefed about the process of jail, and be aware of the legal and/or health consequences of their actions.  All arrestables and potential arrestables should have the phone number of the jail support phone line written on their body in ink that won’t easily rub off.  Aside from the arrestees, everyone else should avoid getting arrested.  

· Direct support people for each arrestee: Stands next to or as close as possible to the arrestee; provides them with their needs, such as food and water; and protects them from dangerous situations, such as police brutality.  

· Medical support:  Helps activists who suddenly fall ill; should be certified at CPR.   

· Photographer and video activist:  Records the event for media purposes, as well as safety purposes.  Police are less likely to cause harm to activists if they know they are being recorded.  For more information on video activism, join your local indymedia.org group, or read the Ruckus Society’s video activist manual at http://www.ruckus.org/resources/manuals/videocam/index.html.  

· Video activist support person: The role of the video support person is to ensure the video activist remains safe.  Usually the video activist support person holds onto the video activist and stands right beside him/her or behind him/her.  A video support person also has the responsibility to help remove videotapes from the heat of the action so they can be viewed by the public or other activists.   

· Police liaison: the job of the police liaison is to be the point of contact between the activists and the police.   A police liaison should be skilled at conflict negotiation.  The police liaison should attempt to negotiate with the highest ranking officer at the scene.   The police liaison’s job is to stall the police, represent the interests of the activists and ensure that no one gets hurt.  As soon as the police arrive on the scene, the police liaison should leave the action site in order to meet the police so that he/she can talk to them away from the group or action, thus taking the heat off your friends and giving you more of a chance to de-escalate.   The police liaison is at risk of arrest.  

· Technical and communications person:  The goal of the technical and communications person is varied.  It often includes managing the communication system, usually using radios or cell phones, between the activists, uploading footage to websites, and listening to the police radio system so that the team has an understanding of what the police are doing.  For more information on this role please go to: http://www.angelfire.com/electronic2/longwire/activist_electronics_0303.html
· Drivers.  

· Jail support person:  Usually one for each arrestee.  The jail support person should be the chief communicator between the person in jail and everyone else.  The jail support person should keep track of as much information about the jail person as possible, including their name, their charge, their plea, their bail amount, their judge, their lawyer, date, time and place of trail.   The jail support person should keep all relevant people, including the affinity group and the emergency contact, up to date on the arrested person.    The jail support person should also help secure bail, go to all court appearances, distribute information about the people in jail, go to trials or any other appearances of activists; and help with organizing transport for people.  Jail support people should also be prepared to bring medication to the jail site for any one who needs it, and follow up on whether or not it has been administered.  Jail support people often visit their members in jail, and pass on any messages. They also take care of plants, pets, cars, etc., for jailed activists.  They might write letters to the people in jail; or organize a support vigil in front of the jail.   

The Affinity Group  

Usually people who engage in direct action work together in an affinity group structure.  An affinity group is a small group of 5 to 20 people who work independently together on an action, or a series of projects, for a set period of time.  You can form an affinity group with your friends, people from your community, workplace, or organization.   Affinity groups should ideally trust and know each other.   Affinity group members agree upon the tactics they’re willing to do in advance, as well as a communication system.    

Non Violent Direct Action Tips

· Have a meeting to make sure that the people on your action team that you feel are trustworthy, reliable and prepared for the ramifications of what they’re about to do.   

· Following the selection of the team, organize a team briefing for your participants before the action.  Discuss the campaign strategy, the target (what/why), the objective of the action, the campaign message, logistics (what happens on the day), safety issues, legal issues, how you’re going to deal with the authorities and the media strategy.   

· A direct-action is no time for consensus-based decision making.   An action team’s decision making process is usually hierarchical, with the direct action coordinator calling the shots.  Activists discuss the issues and make a commitment to the action and its protocols, as well as the decision-making authority of the direct-action coordinator before the action takes place. 

· Everyone on the team should have a thorough understanding of the plan of action for the day.

· Everyone on the team should know their role extremely well, and be trained to execute it quickly and effectively. 

· Always prepare a list of everyone involved and their next of kin/contact phone numbers in case of mishap.   Keep this information well away from where the action is actually taking place.  Encourage activists to work in teams of two or more (do not go into a potentially difficult situation alone). Have people in your group with first-aid skills. The action coordinator should always know where everyone is at any stage during the action and be able to communicate with them should the need arise.

· Park your cars well away from the action in a safe and free place.

· Have an office off-site that allows your jail support, legal team and other non-arrestables to meet and strategize.  

· Don’t take anything into an action site that you aren’t prepared to lose: such as rings, computers and cameras.

· The entire team should be able to communicate with each other, ideally using radios.

· Things will go wrong; you need to have backup procedures in place, and a team that is capable of flexibility. 

· Have an exit strategy, and make sure everyone knows it and has agreed to it in advance.  At what point are you willing to end the action?  When the media have arrived and taken their shots?  When logging is over for the day?  When the police are taking out their pepper spray canisters?  Make sure that there is an agreed-upon site, perhaps a local café or a friend’s house, where people can meet and hangout safely after the action.  

Following The Action 

· Debrief the action; record successes and losses; make steps not to repeat mistakes

· Return equipment and personnel

· Relax and party

Security

Unfortunately, in this day and age, the government and industry are taking steps to monitor and disrupt our increasingly powerful activist movement.  This is natural; they are fighting to maintain their power.   The activist movement should take steps to mitigate their impact. 

Here are some specific suggestions for protecting yourself and your projects:

· Use your common sense and trust your instincts.  

· Work with people that you trust; the longer you have known them the better. Agree to basic security standards.  Do not tolerate people who repeat behavior against your group’s security standards.   Avoid or ostracize lunatics, advocates of violence, or immature, macho, big mouths.  

· Unless your specific objective to be a high profile figure, sometimes it is best to keep a low profile so that you don’t garner unwanted and intensive police attention.  

· Loose lips sink ships.  If you know a secret, keep it to yourself.  Avoid knowing about the direct-action activities of others; remind others not to ask; never gossip.  Keep sensitive information, such as the time and place of your action, on a strictly need to know basis; friends can’t leak what they don’t know.  Don’t work with people who can’t keep their mouth shut.

· Don’t say anything on the phone, via email or mail that you don’t want to hear in open court.  Don’t talk in code on the telephone.  If you wish to have a private conversation, leave your home or office and take a walk or go somewhere very public, and notice who can hear you.

· Get a mailbox through the Post Office or a private concern.  

· If you plan to not get arrested, use a pseudonym during the action and when speaking to media and the public, or use a spokesperson instead.

· Don't carry address books, friends' phone numbers, sensitive political documents, etc., to demonstrations; especially if you are risking arrest. The police may confiscate them. 

· Don't bring illegal weapons or drugs to public demonstrations.

· Keep your desk and work area clean.  Keep valuable documents, such as mailing and donor lists, very secure.   Be extremely careful about how you keep records of actions; some things were never meant to be written down.  Backup all documents frequently: store hard copies and electronic copies in separate and secure places.   Secure your email and computer with encryptions, such as PGP: go to www.pgpi.org for a free download.

· Secure your office.  Lock your office, and leave the light on when you leave. Install, alarm systems, surveillance cameras and dead bolt lock security if you can afford it. 

· Destroy your trash; burn it or shred it. 

· Don’t list yourself in the phone directory.  

· Make your car look ordinary.  Put no bumper stickers on your car which identify you as an activist.  Keep your automobile clean so you can see if there is an addition or loss.  Put your literature in the trunk or in a closed box well out of your personal reach, and keep your car locked at all times.

· Be personally safe.  Learn self-defense.  Report threats, harassment and break-ins to your local police.  

· If you feel that you are under surveillance or suspect infiltrators then tell people, your friends and family and the press.  
· Record all incidents of suspicious behavior, including threats and harassment.  Try and gather evidence, such as photos and license plate numbers, of your surveillance.  

· Don't try to expose a suspect agent or informer without solid proof. 

· Check out the authenticity of any disturbing letter, rumor, phone call, or other communication before acting on it. Ask the supposed source if she or he is responsible.

· Deal openly and honestly with differences within our movements (race, gender, class, age, religion, national origin, sexual orientation, physical limitations. etc.) before the FBI and the police can exploit them.

· Support all movement activists who come under government attack.  Organize public opposition to all FBI witch hunts, grand jury subpoenas, political trials, and other forms of government harassment.

For more information on security culture, please go http://security.resist.ca
Organize A Group

It’s much more fun and often more effective to work with others.   The dynamics of starting, building and maintaining a group are often difficult; many people feel that the rewards are worth the hard work.  Look around and see if there’s a group of people that are already working on your issues; maybe you want to join their group and work with them.  Or perhaps you want to start your own.  Regardless, the process of starting and rebuilding a group are very similar.

Steps To Starting And/Or Rebuilding A Group

· Have an introductory meeting.  It is good to start your organization by organizing a social first meeting, such as a pot luck.   When starting a group one of the most important things is to make sure that people get along and have a similar vision.   

· Choose your issue - decide from the beginning what your focus is and an appropriate name that reflects that focus.

· Write a strategic plan together. 

· Decide how you want to operate.  Should you meet once a month, or call meetings as you need them?  If you have regular meetings, they should be held on the same day and time each month to make them easier to remember and schedule.  Be sure not to set up any policies or appoint any positions until a larger group can vote on it.  As the group develops you might want to return to this question and reassess your operating protocol.  

· The best times to get people to start coming to your meetings are at the beginning of the semester and after breaks, when people aren't too bogged down with work. 

· Get an answering machine and a phone line. 

· Have an organized system for responding to queries, and collecting and searching contact information.   Usually it’s wise to assign one person with this task, and then alternate it on a frequent basis.

· Get a post office mailing address at a local post office.

· Get stationary printed as soon as you have a P.O. Box and a telephone number. (It will make you look more professional)

· Open a bank account.

· Keep accurate financial records, decide on a system.  At minimum, record the date and amount of all donations, and the names and addresses of donors.  Record how money is spent: date, amount, purpose. Save all receipts and write on the back of receipt: item, date, and reason.

· Organize an office: Set up an organizational filing system for media lists, financial records, issues, and reference materials/ fact sheets.  Find some office space for you to use.  Get a computer.  (You can ask businesses or members for these donations)

· Get a bulk rate mail permit for discount rates on mailings of more than 200 pieces at once (Local post office can send you instructions on obtaining and using the permit)

· Prepare form welcome letter for new members.  Print many copies to respond quickly.  Also prepare form thank-you letters and acknowledge donations promptly. 

· Prepare a media list of newspapers and TV / radio stations with their addresses, telephone numbers, and deadlines to save time when you need to publicize. 

· Set up a way to communicate with your members and the public: consider establishing a website, an email list, and a phone tree: which basically a community system, whereby a few people are assigned the responsibility of calling other members.

Managing Your Group

It is vital that you and your group have a strong campaign plan, a purpose, and a clear decision making process and structure.  It is also vital that you have members that are committed to creating change and not just talking about it.    If you have a good strategic plan, and you are effectively recruiting, organizing and building up leaders then your group should be relatively easy to manage.

Some additional tips for effective group management include: 

· Give people specific tasks and titles.  

· Be action-orientated: do things, don’t just talk about them.

· Follow-through; if someone agrees to do something, make sure that someone is making sure they do it, and helping them if they need it.  

· Even if many people are helping complete one project, it is often wise to assign one person (the event coordinator) with the ultimately responsibility of making sure that project happens.  

· Be democratic – don’t assign tasks without consultation and feedback.   Leaders cannot be created if you boss everybody around – they can only be created if you give them guidance on what they should be doing, and then the training, resources and responsibility to go out there and do it.   

· Give recognition and show appreciation.

· Pass along all the knowledge you have: regularly hold training and skill-sharing sessions.  

· Create a community – have picnics, go on hikes, invite volunteers to other events.

· Think ahead about what volunteer options fit into your campaign plan. Have a variety of options available to fit different skills, interests, and time commitments.   

· You cannot recruit everyone yourself! An essential volunteer task is to recruit others.

· Ask everyone to do something.  Delegate.   

Meetings 

Meetings can kill groups.  Groups stagnate when people spend all their time talking, instead of doing.    Meetings must have a purpose and they must be geared towards action.  A meeting is necessary if you want to plan something, brainstorm something, make decisions or involve people in the work at hand.  A meeting is not usually necessary if you just want to share information; information sharing can take place via email, telephone or mail.

By following these steps you can make sure that your meetings are efficient and effective. 

· Someone should be responsible for organizing or bottom-lining the meeting. 

· Logistics: pick a time and place for your meetings and try to keep it the same so people know where and when meetings will be.   Choose a comfortable and appropriate place for your meetings, particularly one that has access to a kitchen, water, and a bathroom, and one that has good temperature control and a suitable amount of furniture.  Lounge rooms are a good place for meetings.  Make sure that food is prepared.   Make sure the relevant equipment is in the room, such as computers, projector screens, microphones and outlets for audiovisual equipment.   

· Plan for your meetings; have a specific outcome that you want to achieve, such as a plan for an up and coming action, within the meeting.  Write an agenda and distribute the agenda and any background information about each agenda item to the participants before the meeting.  In order for good decisions to be made people must be thoroughly informed about the meeting’s purpose so that people come well prepared to competently discuss each point.  Consult with the key decision makers before the meeting and get their buy-in on the decisions that should be made.   For instance, if you need to decide upon a plan of action for an up and coming conference, it is always wise to set up informal meetings with the people who have the experience and/or the interest and the reliability to implement the project.  By the time of the meeting, all of the group’s leadership and most active members will have been consulted, discussed the issues the meeting will deal with, and taken responsibility for various aspects of the event.  The meeting itself allows newcomers and others to easily get involved in the project.  If you don’t do this, then your meeting has a greater likelihood of dissolving into a confusing mess of questions and resistance.  

· Create lists of interested people and their contact information.  Contact them personally, if possible, and inform them about relevant meetings.

· Meeting facilitation is key.  Someone should have the specific job as the meeting facilitator.  Facilitating a meeting requires someone to understand the goals of the meeting and the organization; keep the group on the agenda and moving forward, involve everyone in the meeting, and make sure that decisions are made democratically.     Meeting facilitation is a much-needed and difficult skill that cannot be address adequately in this manual. 

Meeting Structure  

Often it helps to have a meeting structure.  This is one structure that some organizations use.  

· The facilitator welcomes everyone to the meeting; if they are new, get them to fill in a “newcomers” form.

· The facilitator assigns the following roles to the participants: the note taker, the timekeeper and the presenters. 

· The facilitator asks everyone to introduce themselves and say a sentence about themselves; this is particularly relevant if there are new people at the meeting.  

· The facilitator reviews the agenda, and asks the participants if that is adequate; the facilitator adds new agenda items that are suggested, if there is time, and if they have not already been addressed by the current structure. 

· The facilitator outlines the rules of the meeting, such as how and when to respond to questions and concerns, how to voice your objections, and how you reach a conclusion on a particular matter.  There is a plethora of information on meeting rules.  Some groups choose to follow the consensus-based democratic decision making process, which tends to aim for unanimous agreement and no voting; whilst others choose to follow Robert’s Rules, which is based on a majority-rule platform.   Information on Robert’s Rules can be found at: http://www.saveourhomes.org/tenants/bobsroo.shtml; information on consensus can be found at www.consensus.net,  www.ic.org/pnp/ocac/ and www.managingwholes.com/consensus.htm
· Start the meeting on time, stick to the agenda and finish on time. 

· Easy action items are usually addressed early in the meeting, followed by difficult meeting items, followed by moderate, non-confrontational items.  Background materials on any decisions that need to be made should be brought to the meeting.   

· For each agenda item, the following procedure is generally used:  

· An agenda item is brought to the group and worked into a proposal.  

· Time is allocated for people to ask questions about the proposal, as well as raise their concerns.  Differences and disagreements as well as similarities are drawn out and encouraged.

· The proposal may be modified or adapted.

· The group discusses a new proposal based on ideas raised in discussion.

· The group reaches a decision that is acceptable to all in spite of reservations or differences.

· People agree to take on a specific task in order to help with implementing the proposal. 

· Summarize the meeting results and follow up.   Before closing a meeting, summarize what happened and what follow-up will occur.  Review the commitments people made to reinforce them. 

· Thank people.

· Close the meeting.

· Follow up from the meeting.  Evaluate the effectiveness of the meeting.  Ask yourself, were the goals of the meeting met? Did everyone participate adequately?  What could have been better?

· Review the agenda and move unfinished items over to the next meeting.  Type up the notes and store them.  Data entry information about newcomers into your database.  Remind people about their commitments.  Call up newcomers, talk to them about the meeting and the group, assess their interest for getting involved and assign them a task.  

Ineffective meetings are usually a result of poor planning and a lack of commitment from the group’s members.  If you are having difficulty at your meetings look to these larger issues.  There are many guidebooks out there to help groups improve the effectiveness of their meetings.  Here is one such resource:  Basic Guide to Conducting Effective Meetings:

http://www.mapnp.org/library/misc/mtgmgmnt.htm
Public Speaking

Activists have to be able to confidently speak in front of people.   Activists use public speaking as a way to explain their vision and convince people to join them.   It is your job to emulate the best; listen to powerful and inspiring speeches and learn from them. 

Public Speaking Tips

· Your speech should have a clear purpose: do you want to get them involved in next week’s demonstration?  Do you want money from them? 

· Your speech should be well structured.  For instance, if you are writing a speech about your campaign, tell the audience what the problem is, what your proposed solution is, and what actions they can take to help bring about the solution.

· Before writing your speech, make a list of two to five main points you want to make.  Write these points out in one or two sentences; don’t try to make more than five points.  

· Determine the demographics of your audience such as age, sex, religion, occupation, and political affiliation of your potential audience and structure your speech accordingly.  

· Be entertaining and charismatic and true to your character.

· An audience will be more attentive if examples are given rather than generalities.  If possible, research some specific examples that will illustrate your points dramatically.  Use yourself as an example.

· Don’t overuse statistics, although they can be dramatic if you are making comparisons.  People are more likely to retain information if it is new, relevant, and presented by vivid comparison and contrast. 

· Your speech should be completely scripted and memorized. 

· Establish your credibility by briefly stating your qualifications and experience, or have someone introduce you this way.

· Keep it short.  Your speech should take less than 15 minutes.

· Plan a snappy conclusion that summarizes your main points.  But don’t say “In conclusion…”

· Don’t present new information at the end of your speech.

· Don’t just trail off at the end.  Finish with an appeal for action and get out.

· Move briskly and purposefully, but don’t be afraid to stand still.  Don’t point, put your hands in your pockets, or gesture below chest level.  Keep your hands away from your mouth.

· Look at your audience, smile, and make eye contact.  Focus on one friendly face for a complete sentence, then move on to someone else.  

· Use simple and relevant visual aids, such as a PowerPoint presentation or photos, if it is appropriate.

2-5 Minute Sample Class Pitch

My name is [Insert your name] and I’m an activist working with….  [Insert your affiliation] Sea RAG. Sea RAG is a local environmental group dedicated to protecting endangered forests.   We work in alliance with Rainforest Action Network. 


RAN, along with its network of local Rainforest Action Group chapters, has successfully pressured CitiBank, Bank of America, Boise, and Home Depot, among others, to implement environmental policies in order to protect the world’s endangered forests.   We have a habit of winning.  Our network is successful because we work in alliance with many people, because we are tenacious and creative, and because we have discovered a company’s weaknesses:  its profit margin and its “corporate logo.”  We spend most of our energy running boycott campaigns, where we convince a bad company’s customers to no longer do business with that particular company.  In the case of the campaign against Boise, we cancelled $50 million worth of contracts before Boise agreed to our demand to no longer log endangered forests. 

Right now we’re working against Weyerhaeuser – one of the world’s largest logging companies.   Weyerhaeuser is the number one destroyer of old growth forests in North America.  Right now, Weyerhaeuser is logging the world’s second largest forest, the Boreal forest in Canada, which stretches from the east to west coast.  In the United States, Weyerhaeuser logs on public land, and is one of the largest emitters of toxic carcinogenic chemicals in the Pacific Northwest.  

I’m idealistic.  I don’t want Weyerhaeuser, or any company for that matter, to destroy our planet.  It’s not okay and they can and will be stopped.  It’s going to be a really tough fight.  Every significant social change movement, from granting women the right to vote, to fleeing slaves, to ending apartheid in South Africa, faced significant resistance, and the general public tended to believe that it could never be done.  But it was done, and it was achieved, by a small and vocal and effective group of people who didn’t give up.  And I’m someone who’s not going to give up, and I hope that there are people here today who feel compelled to join me.  Social change takes place when individuals make the decision to change their mind and then their behavior.  

This is what we want.  We want Weyerhaeuser to no longer log endangered and old growth forests, and to ensure that its logging operations are ecologically and economically sustainable.   

This is how we’re going to get it.  A company relies on its customers to survive.   And it’s exactly its customers that we target.  Local companies buy Weyerhaeuser products.  [Insert list of specific companies that buy, sell and distribute Weyerhaeuser products] PCC and Trader Joe’s buy paper bags from Weyerhaeuser.  We are trying to convince these companies to reduce their use of disposable products, and to find a supplier of paper bags that is more environmentally responsible than Weyerhaeuser.

 [Insert your “ask”, namely what you want your audience to do to help you; be specific] We need your help in convincing these companies to drop their contract with Weyerhaeuser and implement environmentally responsible policies that reduce consumption of disposable products.  Every day next week we will be leafleting outside [insert name of store] and telling people to shop elsewhere until this company cancels their contract with Weyerhaeuser.    And we know they will; it’s just a matter of when.  We need your help to pressure these companies.  If anyone is interested in joining us, or wants to know about other ways that they can help, then please sign the sign up sheet that I am sending around.

We don’t need to log endangered forests to meet our demand for wood and paper products.  It is possible to create a sustainable economy.  We are very capable of reducing our use of wood and paper, particularly disposable wood and paper, such as napkins and paper bags, and increasing our recycling efforts.  It just takes pressure and effort from all of us in this room to make this vision and reality.  

There are many ways that you can get involved and there is a lot to do.  I hope you are interested in working with us and making a real difference.  

Does anyone have any questions?  [Address questions]

Great.  Thanks for having me today.    My name is … [     ].   Here is my telephone number.  Please call me if you have any questions.  [Make sure to bring sign up sheets.]  

Campaign Materials
It is important to have campaign materials, such as fact sheets and leaflets.  You should aim to distribute these materials at every meeting you attend, and every event you organize.    Any piece of campaign literature you organize should:

· Be factually correct

· Have perfect spelling and grammar

· Be written in a very simple manner

· Include your group’s contact details

· Outline the problem and the way you are trying to solve it.

· Include your goal or demand set.

· Have a specific “ask” which people can do to help you, such as volunteer, give money or write a letter to your target.

We have included a sample fact sheet and sample leaflet in this CD.  Please feel free to adapt and reuse according to your needs.  

Hosting Effective Workshops

A workshop is usually a group of 10 to 30 people meeting for several hours or a day to learn a skill.    

What Can I Teach? 

The starting point for a great workshop is understanding the strengths and weaknesses of the workshop format as a tool for educating people.    Workshops are bad tools for teaching involved subjects.  

A workshop is good for:

· Giving people an overview of a subject, such as an overview of non-violent direct action and volunteer recruitment and organizing

· Teaching people to do one thing well, such as how to organize a phone bank, and how to write a press release

· Creating enthusiasm or momentum

· Building confidence

· Subjects where group participation aids the learning process.

Usually you can only teach people three ideas or skills during one workshop.  Often the main goal is to build up the confidence of the group, so that they are able to implement the ideas suggested in the workshop.  

Teach skills that are relevant to your organizational goals.  The purpose of a workshop is to not only train but to organize; it is your job to identify and train people who are then going to work within your movement and ideally on your campaign.   Make sure to get the names of the people who are in your workshop, and follow-up with the good people afterwards.

Structuring A Workshop

It is important to address these matters before you determine your workshop structure:

· What is the specific objective of this presentation?

· What do I want the audience to do at the end of the presentation?

· Learn about your audience and structure it towards their needs.
Adults learn best by doing.   The second best way adults learn is by both seeing and hearing.   It is wise to supplement presentations with visual aids, such as a PowerPoint presentation.  The goal is to present each major piece of information in at least five different ways.  You can say it; write it on the chart; ask a question about it; include it in a role-play and then say it again at the end. 

Each workshop or presentation has one big idea and then related sub points.   In order to maintain your audience’s attention, it’s best to change the structure of your workshop frequently, moving from topic to topic.   Adults usually have an attention span of about 10 minutes if you are talking at them; and approximately an hour if the workshop is participatory.  

The Workshop Structure for a 3 Hour Time-Slot

· Introduction: An introduction should be powerful and short.  Go into what’s in it for them.  Present your agenda, and what you expect from the audience.  Introduce yourself and talk briefly about your experience on the workshop topic.  (5 minutes)

· Do an icebreaker – make it short, relevant to the purpose of the presentation, and participative (get everyone talking).  For instance, for non-violent direct action training, ask folks to go around the circle, introduce themselves and state the most powerful non-violent direct action they can think of. 
(10 minutes)

· Presentation.  Make it interesting, powerful and concise.  Use your presentation time to lay out principles, steps or guidelines.  Add in examples and stories in order to keep people entertained. 
 (20 minutes)

· Discussion: discussion can be very powerful, provided it has a purpose and is well facilitated by the workshop leader.  In order to direct the discussion, prepare a set list of questions that will allow you to direct the conversation towards the ideas that you want your participants to learn.  (10 minutes)

· Exercise: Exercises can be practical, such as breaking people into groups and asking them to write a press release.  They can also be participatory, such as getting people to work together to devise a strategic plan for their campaign.  Keep the exercise simple and true to life.  (30 minutes) 

· Debriefing.   The facilitator should ask people about the performance.  Explain to people what they did well and what could be improved upon.  (30 minutes)

· Role-play. Roles plays usually take place after the participants have been presented with the idea via the speaker talking about it, or them discussing it.  Some examples of role plays include getting people into groups to practice recruiting volunteers, with one of the participants being a volunteer and the other a recruiter.   (20 minutes)

· Debriefing.   Role-plays must be debriefed.  (10 minutes)

· Wrap Up. 
(15 minutes)

· Evaluations.  You won’t get better unless you provide your participants with an evaluation sheet so that they can assess your performance.   It can be as simple as asking people to list what they found more useful or less useful.  
(10 minutes) 

· Extra Time 







(20 minutes)

3 hours total

Other things to consider:

· Consider preparing your poster charts in advance. 

· Videos, slideshows and PowerPoint presentations are good additions, but the most important thing is a good workshop leader and a participatory workshop structure.

· Handouts are good.  In order to save paper, collect everyone’s contact details and send them the notes electronically. 

· Collect everyone’s contact details, including your own and distribute them to all the participants after  the event.

· Make sure your workshop location is in a good place: it should be quiet, a reasonable temperature, have appropriate amenities, furniture, electrical outlets and audiovisual equipment, if needed. 

Workshops that RAN activists regularly host, as well as train others to host, include:  Briefings on our specific corporate targets, Non-Violent Direct Action, Corporate Campaigning, Campaigning Strategy, Volunteer Recruitment and Organizing, Fundraising and Media Basics and Event and Action Planning. If you are interested in learning how to host some of these workshops, or organizing a series of workshops over two days then please contact RAN for workshop guidelines and help at grassroots@ran.org.

RAN also works with activists who are interested in working with us to host a two and a half day training, called a Strategic Action Training.  The training consists of a series of workshops, including strategy sessions on how local activists can work together in a more united and effective manner in solidarity with RAN.  If you are interested in working with us to host a training then please contact RAN at grassroots@ran.org.

Working with the Media

Getting the attention of the media at any of your group’s events is vital.  It serves as great publicity, it builds the confidence of you members, and it strengthens the credibility of your group.  

When preparing your media strategy think about your target audience.  Use select media outlets to reach out to the audience you want to persuade; perhaps it’s your target, perhaps it’s the people who vote for your target, or perhaps its people whom you want to get involved in your campaign because they are directly affected by the issue.    For instance, RAN wants to reach out to students who are interested in organizing campus-based campaigns with the assistance of RAN staff.  As a consequence, RAN issued a press release to youth media outlets, and campus-based media.

Any group that strives for media coverage should be well aware of the goal of the media, which is to increase its audience.   The media wants to report on what its audience considers to be interesting people doing interesting things.   Your media work should reflect the media’s interest, as well as your own.
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What Will The Media Cover? 

Regardless of its type, every time you organize an event of some sort you should contact the media and invite them to participate.  Often, staged events, or creative events, are more effective at generating media attention than press conferences, which consist of a series of three or more people talking about an issue - the exception of course is if you have a famous person as one of the talking heads, or your issue is of national importance.

The media like news.  News can be any one of the following:

· A large number of people coming together to do something.

· Someone who is news (e.g., Monica Lewinsky was always news) speaks about your issue.

· A new activity or campaign strategy is announced; e.g., RAN announcing its new campaign against Weyerhaeuser.

· New information about an ongoing story; e.g., as part of RAN’s ongoing campaign against the logging company, Weyerhaeuser, it is news that Trader Joe’s canceled its paper bag contract with Weyerhaeuser.

· A local tie-in with a national news event; e.g., local community in Pemberton, British Columbia, opposes Weyerhaeuser’s plans to log a valley within its district boundaries.

Other factors that can help garner favorable media coverage include: 

· Your event must be timely; hosting a press conference about a load of illegally logged wood that docked three months prior is not timely. 

· Proximity (the closer the event is to the media outlet, the more likely they will attend).
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Conflict (the media love covering opposing factions).

· Having a human-interest angle (the news love personalities).

· Oddity (if you are doing something for the first time, the media is more likely to respond).

· Making your event visually interesting.  At every event you organize where you want to garner media attention, ask yourself, how is this event going to look?   Make sure your event has good visuals, such as banners and placards.   Put your event in an interesting and relevant place, ideally outside.  Also make sure your group’s name is displayed prominently.

Framing and messaging

It is vital that you develop consistent and powerful messaging for your campaign, as well as for every event you organize.  

This involves two things; firstly, it is important to create an over-arching narrative for your campaign, which includes framing your messaging in a powerful manner that taps into the public’s value system.  This involves creating stories and using words and images that evoke powerful and positive values and narratives that reflect your long-term vision.  The practice of continually using words and images that reflect your values is called framing.  Many theorists believe that consistently using specific words and images can help your issue settle within the minds of the public. The messaging that you develop for each individual event should reinforce your long-term messaging vision.  

To take RAN’s Weyerhaeuser campaign as an example, RAN’s frames its old growth campaign, as a campaign to end destructive forestry.  Weyerhaeuser is framed as a sick and unethical company that behaves like a cancer as it destroys some of the world’s most valuable wild forests.   RAN’s stories are often framed according to the “David and Goliath” biblical tale, whereby groups of concerned civic-minded ordinary citizens commit heroic acts of courage against a corrupt multinational giant in order to preserve the natural order of things.

The second step involves having a one-sentence description, or sound bite, that describes your campaign.  You should also have a one-sentence description for every event you organize.  Everything related to your particular event should be in line with your messaging, from what the spokesperson says, to what’s on the placards at the event, to what you’re doing at the actual event.   So for instance, a good sound bite for an event would be “We’ve organized this banner hang in Weyerhaeuser’s home town of Seattle in order to tell Weyerhaeuser that we want them to wake up and protect forests now.”  The sound bite’s message is reiterated by the banner, which reads, “Wake Up Weyerhaeuser, protect forests now.”  

Messaging For The Weyerhaeuser Campaign

· The world’s last remaining old-growth forests are in a state of crisis and need more than piece-meal compromises. If left intact, these forests can continue to provide us with a steady supply of clean air and pure water, invaluable resources that we must safeguard for future generations. 

· Weyerhaeuser is stealing the natural inheritance of future generations.

· We are asking Weyerhaeuser to be an environmentally ethical business in all of the 44 states and 18 countries in which it operates.

· With over half of our Earth’s forests destroyed, we are already operating on one lung, and Weyerhaeuser is like a cancer in the other. Weyerhaeuser destroys life-giving forests at a time when we have never needed them more. 

· What Weyerhaeuser is doing today to our last remaining old-growth forests is just plain wrong-ethically, morally, economically and ecologically.

· Clearcuts are a death sentence to living forests. Saving old-growth forests is about more than just preserving beauty or biodiversity for its own sake. Forest protection is about permanently safeguarding the natural systems that life as we know it depends on. 

· Future generations have an inalienable right to the same fresh air and pure water that untouched, intact forests, like the Canadian boreal, freely provide. Weyerhaeuser’s single-species tree farms are not natural forests and do not protect biodiversity any more than a cornfield does.

· A mere 22 percent of our Earth’s original forests are still large enough to sustain themselves, and if left to companies like Weyerhaeuser, every last ancient tree will get turned into grocery bags and copy paper.

· Citizen activists engaging in peaceful protest in the form of non-violent civil disobedience is a grand American tradition, not a crime.

· The jury longer is no longer out on environmental issues. Americans know that Earth’s life-supporting systems are in a state of decline because of companies like Weyerhaeuser.

· Throughout our history as a nation, social change has become possible because awareness was raised through acts of non-violent civil disobedience.

Dealing With The Media

Working with the media is similar to working with activists.  It is your job to establish relationships with journalists and convince them to become more sympathetic to your issues and report on your events.    

Additionally, the media has established protocol for how they interact with the people who want to make news.  It is important that you follow their rules.

It is vital that you keep a contact list of journalists, including the name of their organization, all of their contact information, information about their interests, their opinion of your issues, and your relationship with them. 

Make sure your list is computerized in such a way that you can generate blast faxes, e-mails or mailing labels at a moment’s notice. 

Divide your list by categories, such as television (local, network and cable), radio, daily newspapers, weekly newspapers, ethnic newspapers and student newspapers.   Also keep track of wire services, such as Associated Press (AP) and United Press International (UPI).

Don’t forget alternative media outlets, such as Internet sites, (indymedia.org).  It is vital that we continue to support the progressive movement’s media outlets.   

For print media, it is important to establish relationships with the news editor, the features editor, and the person responsible for the community calendar or bulletin board.  For radio or TV, you will need the name of the assignment editor, the public service director, and the people responsible for booking talk-show guests.  If you don’t have the names of the contact people, don’t be afraid to call and ask.  Be sure to get their titles, since personnel turnover can be rapid.  Update the list every three or four months.

The Internet, media directories (which are found at most decent public libraries) and the Yellow Pages are great ways to start creating your list of media contacts.  Large activist groups (such as the Rainforest Action Network) and universities are sometimes willing to allow you to use their media lists.  

At every event you organize that has a media component, always have a contact sheet for journalists to sign when they arrive.  Hand them your press release, and direct them to your media organizer, and spokespeople.  It’s also handy to organize media passes for them to wear.  Make them feel special. 

Meet Deadlines

Journalists revolve around deadlines and you should work within their timeframe.    Find out when their stories are due for the day. 

Try to avoid calling editors or reporters when they are at their busiest - rushing to meet a deadline.  The best time to call contacts at a morning paper is in the morning between 9:30 and 10 a.m.  As it gets later, the staff will be more pressed for time.  Call contacts at an evening paper in the late afternoon, when the paper has just gone out.

It is best to call radio or TV reporters as early in the day as possible if you’re trying to get on an evening broadcast.  Don’t call after 1 or 2 p.m. for a 5 p.m. story; the staff is rushing to edit the news they already have.  Talk to media people as far before deadlines as possible.

The News Release

If you have an event or an issue that you want covered, the primary way to communicate with journalists is to send out a media advisory or a press release, and then follow up the written announcement with a phone call to the reporter telling them about your event and why they should come.   A media advisory is a short announcement of your event.  In order to attract attention to your release, yours must look professional and present the facts quickly, or it will never be read.  

Before deciding when or how to deliver your release, establish what you want to accomplish - do you want something printed/broadcast before the event, or do you want the media to attend and cover the event?   If you want to generate news coverage so that you can attract people to your fundraiser or training, you should send out your news release at least three weeks before the event.  These releases should probably being sent to the “Community Calendar” or “Bulletin Board” sections.

If you are having a picket or demonstration, you want “news” coverage.  In this case, try to fax or hand-deliver your news release only one day before your event.  Schedule it to arrive around 10 a.m., and try to deliver a copy to a reporter as well as to the news editor.  Be sure to note on the release who is receiving a copy.  

In some instances, it is wise to offer exclusive inside information about an event to journalists who are willing to cover your issue.  

Here are some guidelines:

· Keep it short. One page is best.

· Write a concise, catchy headline that summarizes the story.  It should be written in the style of a newspaper headline, using active verbs.

· Use the “inverted pyramid” style to write the release: Put the most important facts in the first paragraph and supporting information in descending order, so that the least important information is last.

· The first paragraph should answer the five W’s: who, what, where, when, and why.

· Underline the text that gives the location, time, and date of the event.

· The final paragraph should describe your group and reinforce your message, with a quotation from your spokesperson.

· Never editorialize.  Use quotations to express opinions.  The quotation should be from a specific individual, not from your group.

· Proofread the release carefully for grammar and spelling.   Ask someone else to read it for an objective reaction.  If you have the time, set it aside and look it over again the next morning.  Eliminate redundancies, use short words and phrases, and simplify complex ideas.

· You may also want to include black-and-white photographs, a fact sheet, or a flier.  If you do, at the bottom of the last page of the release write, “Attached: (list documents).”

· Make it dramatic and attention getting, but be sure you can substantiate what you say.   Double-check the facts.  It is virtually impossible to correct a release once it has gone out.  But if you do make a mistake- especially in the time or location of an event - be sure to call and tell those to whom you sent the release.

· The time you tell the press should be the ideal time for them to see your event.  If your event starts at 11 a.m., tell the press to arrive half an hour later.  If you’re planning civil disobedience, tell reporters exactly when it will happen, so they can get there for the excitement.

Sample Press Advisory:

(Group) Protests (Weyerhaeuser customer’s) Wanton Destruction of Endangered Forests

WHAT: 
Demonstration - Environmental activists will unfurl a giant banner reading “(Weyerhaeuser customer): Stop Bagging Endangered Forests” in front of (Weyerhaeuser customer).  Activists will engage in public education, and secure petition signatures to  (Weyerhaeuser customer CEO). 

WHO: 
Student Body President Lucy Green, University Rainforest Action Group President Malcolm Jennings, and local ecologist Michelle Bjork

WHEN: 
10 a.m. Wednesday, April 28, 2004

WHERE: 
(Weyerhaeuser customer)

WHY:
80% of the world’s old growth forests are gone, and worldwide wood consumption has increased 250% since 1950. If large consumers like (Weyerhaeuser customer) refuse to buy wood and paper products from endangered and old growth forests, Weyerhaeuser will have no incentive to cut down ancient trees.

VISUAL:
Giant banner and mock tree stumps.  

CONTACT: 
Lucy Green, Student Body President: 398-5336                                                    Malcolm Jennings, University Rainforest Action Group: 398-4283

Sample News Release

For Immediate Release:
Contact:

(Date)
Name, phone, email
(Your Group) Protests (Weyerhaeuser customers) 

Wanton Destruction of Endangered Forests

Location: (Give cross-streets for protest)

(City, State) — This morning environmental activists unfurled a handheld banner reading “(Weyerhaeuser customer): Stop Bagging Endangered Forests” in front of (Weyerhaeuser customer).  (Weyerhaeuser customer) uses Weyerhaeuser bags (or wood, etc.), including products ripped from endangered and old growth forests around the globe.  This non-violent direct action is part of an international day of action to convince Weyerhaeuser customers to sever business ties with Weyerhaeuser.  

This consumer democracy campaign, led by Rainforest Action Network with the help of allies throughout North America, works to transform the barbaric environmental practices of Washington-based logging giant Weyerhaeuser (NYSE: WY), the number one destroyer of old-growth forests in North America.  The campaign follows Rainforest Action Network’s recent victory with Boise Cascade Corporation that resulted in the company’s withdrawal from old-growth forests in the United States and adoption of a plan to exit endangered forests worldwide. 

(Paragraph on paper bags, impact on forests, etc – from surveys).  Link the Weyerhaeuser customer.

“Quote by local activists”

The Weyerhaeuser Company is one of the world’s largest forest products companies with annual sales of over $19 billion.  It owns or has long-term leases to over 43 million acres of forestland; and imports wood from tropical forest hotspots such as South America and Southeast Asia.  Throughout the United States, Weyerhaeuser annually logs an average of over 70,000 acres on taxpayer-owned public lands.  More than 50,000 square miles of Canadian public lands lay open to Weyerhaeuser’s chainsaws, and each year it destroys 160,000 acres, primarily for export to the U.S. market.  

The Media Kit

A media kit is a packet of information to give to reporters who come to your demonstration, event, or news conference.  A media kit helps to get your message across and makes you look professional.  A media kit can include any or all of the following, depending on the issue: 

· A news release

· A fact sheet

· Black-and-white photographs and possibly color photographs.  Type the following information on a sticky label to put on the back of the photograph: what it is, where it is, when it was taken, and who took it.  

· Background information on or history of the issue

· Copies of relevant documents

· If dealing with legislation, a copy of the bill and a summary of the main points

· Biographies of key individuals and a “mug shot” photograph with an identifying label on the back

· Background on the organization

Package the kit in a two-pocket folder and put a label on the cover with the group’s name and the words “Media Kit.”  If you have a photograph, you can put it on the cover, although it is not essential.

Writing Letters To The Editor

You can get great exposure for the issues you care about through letters to the editor in newspapers or magazines that cater to audiences that are relevant to your campaign goals.  

Your letter must be short: 300 words is the maximum most papers or magazines will publish without cutting.  It’s better for you to do the cutting than for the editor to do it.  The best length is 100 to 150 words.

Make the first sentence catchy, so it will get the reader’s attention, and stick to one issue.  The letter should be timely.  If possible, send it in no more than three to four days after the article you’re responding to has appeared.

The letter should be typed and double-spaced.  Sign it and include your home and work telephone numbers.  Some papers will want to verify that you wrote it.

Don’t send letters just to the biggest paper in town.  The smaller the paper, the better chance you have of getting your letter printed.  Small weekly papers are an excellent way to reach hundreds or even thousands of people.

Sending in regular letters to the editor should be a priority.  The exposure you get is so valuable that it is worth forming a letter-writing committee just to ensure that the job gets done.

Sample Letter To The Editor

Dear Editor,

The era of public acceptance of old growth logging is over.  More than 80% of our world’s old growth forests have been destroyed, and just 4% of the old growth forests in the United States remain.  If left intact, these forests can continue to provide us with a steady supply of clean air and pure water, invaluable resources that we must safeguard for future generations.

Yet Washington state-based logging giant Weyerhaeuser – one of the world’s largest forest products companies - remains on the wrong side of history.  Weyerhaeuser continuing to rip old growth trees from intact forest ecosystems for copy paper and grocery bags.

Weyerhaeuser is one of the largest destroyers of Canada's vastly under-protected boreal forests, the second largest intact forest region in the world.  Woodland caribou and other threatened species call this their home. It is a crime to see such magnificent forests destroyed for short-term profit.

Sincerely,

(Name)

Op-Eds

Op-eds, or opinion editorials, provide excellent opportunities to communicate human interest, facts, trends and advocacy for your issue.    Usually op-eds are 500 to 800 word opinion pieces that are published in the editorial pages of a newspaper.

Tips for Op-Eds

· Write concisely: limit your word count to 500-800 words.

· Make the op-ed timely.   Frame your piece according to issues that are “hot” in the press.   

· Choose your “writer” carefully.  Sometimes it is wise to write the piece and then have a prominent person sign it.  

· Make it personal, not academic.

· Send the article to the editorial page editor with a cover letter explaining why it should be printed.  Include your contact details.

· Write in a captivating, hard-hitting manner. 

Sample Opinion Piece

U.S. blocks climate change progress

By Frank Lingo

Although America failed to achieve an election last month, we still managed to stick it to the world. Not that you would have noticed while waiting breathlessly to see if a pregnant chad would produce a president.

But it happened at the climate change negotiations in The Hague, Netherlands, attended by 10,000 people from 170 countries and spoiled by the United States. 

Determined not to give up our gas-guzzling sport utility vehicles, American negotiators sought instead to mitigate our extreme environmental excesses by espousing credit for trees as ³carbon sinks,² a lame claim to avoid the blame. 

That, plus a proposal for us to punt our pollution credits to poor countries for cash or trade, put the U.S. delegation squarely in the role of obstructionists; to the effect that the conference accomplished exactly squat.

Ain’t nothin’ new. In 1997¹s Kyoto, Japan conference the U.S. offered little in the way of reducing its own appetite for energy. By far the world¹s largest polluter and consumer of energy, we tried to lead the rest of the world with an approach of ³Do as we say, not as we do.²


That works with developing countries every bit as well as it works with your kids: not a bit. Those countries are desperate for industrial development and woe to the world if they get it and start polluting like we do.

But America is deep in denial on the destruction we deposit upon the biosphere. It¹s part of a pattern where we still haven¹t accepted responsibility for the mayhem we inflicted on Vietnam - the deaths of about three million people, hardly mentioned in President Clinton¹s flashy visit there.

Now the vast majority of the world¹s climate scientists believe that global warming is happening at an accelerating pace. The dissenting exceptions are mainly those bought off by the energy industry.

Still, our political and business leaders drag their feet at reforming energy policies. Sometimes companies falsely act like they¹re making an effort and that necessitates flushing them out.

Hence, the Greenwash Award, bestowed recently on Shell Oil by Corporate Watch. In a big p.r. campaign, Shell claimed leadership of clean energy development but devotes under one percent of its budget to it and still scours the globe for new oil fields, said the watchdog group.

Shell also has bad karma on the human rights front. That was reiterated at the Climate Justice Summit, an alternative meeting held nearby theHague¹s big time meeting. Addressing the attending activists was Dr. Owens Wiwa, brother of Ken Sara-Wiwa, an environmentalist who was executed by Nigeria¹s government five years ago. Shell has exerted a powerful influence on the Nigerian government to crack down on those protesting Shell¹s abuse of the Nigerian land and people.

Also in The Hague for the climate conclave were 225 American students brought over by Greenpeace USA to provide some dissent and demonstrations against our delegation¹s depredations. It does this old protestor good to see the young whippersnappers out there willing to face police abuse for the cause of peace and justice.

And it’s going to take a Herculean effort by those with the sense and gumption to see that things cannot go on the way they've been. Although we Americans like to think of ourselves as a world leader, on this vital issue with the health of the world on the line, the reality is that we're the recalcitrants.    

Spokespeople

You should appoint a spokesperson for each event, but members of your group should be prepared to answer media questions with a brief sentence and then direct further questions to the spokesperson.  This helps prevent the local TV station from interviewing the most inarticulate or ill-presented person.  Choose and train the spokesperson before the event.  Decide ahead of time what the spokesperson should and should not say. 

The spokesperson should be well dressed and have media kits available.  If the demonstration involves people wearing costumes, the spokesperson should not be in costume.  

It is always wise to have a range of spokespeople representing different constituencies; for instance, if you were organizing a protest around old growth logging, having a representative from labor, as well as from the environmental community, adds legitimacy to your issue. 

When talking to the press, remember a couple of things:

· Be nice to them in order to get good coverage.

· Speak in one-sentence statements, or “sound bites”.

· Be honest and personable.

· Tell them what is important in order for them to get your message out in their article.

· Feel free to ignore a question-don’t get put on the defensive.  If they don’t ask the right question, ask it yourself, and answer it.

· If a reporter doesn’t cover your event, write a summary of it and send it to them anyway.  They might have had a time conflict and still want to cover it.

· Though you must appoint a spokesperson, everyone at the event/protest should be familiar with the topic, as reporters will often want a second comment from others involved.

Other Opportunities

There are many ways to generate media coverage.  The essence is establishing relationships with journalists.   Both radio and television talk shows are always looking for interesting new angles, people and issues to cover.   Get to know the producers and assistances; provide interesting guests and material and chances are you will be invited back regularly.   

Media Resources 

The Ruckus Society’s Media Guide is full of good information and suggestions. If you plan any actions or more “in your face” techniques, look up Ruckus: http://www.ruckus.org/man/media_manual.html
20/20 Vision has another media guide with lots of detailed suggestions on writing letters to the editor, editorials, and getting the message out to the media: http://www.2020vision.org/resources/r_activists.htm#mediattention.

Media alliance’s toolkit is online at: http://www.media-alliance.org
Fundraising

Fundraising is the engine that drives all campaigns.  At fundraising’s core lies the need to ask as many people and organizations as humanly possible, as many times as possible, for as many dollars as they can or will possibly contribute to the campaign.  Perfecting this skill becomes perhaps the most difficult and important challenge of a campaign team.

Grassroots fundraising, as opposed to taking money from corporations or the government, is an integral part in building an organization.  It is a source of money that comes virtually without restrictions on its use, and it also gives people a sense of their own power.  Leaders develop when they raise funds to support their own organization.  Members and leaders feel a great deal more in power when they raise $10,000 through events than when one person writes a grant proposal and a foundation contributes $10,000, although that is also welcome.

Ideally, your organization should seek as much money as possible from a diverse array of sources, including from its membership in dues, contributions, and grassroots fundraising events.     If your organization is raising more than $1000 a year you might want to consider applying for non-profit organization c(3) status, which means you are tax exempt, and the organizations that donate to you can deduct the donation from their taxable income.   A more convenient way to obtain tax-exempt status is to find an organization who is willing to house you under their c(3) status; this process is called fiscal sponsorship. Go to your library or the Internet for more information about fiscal sponsorship.   A good website on the matter can be found at http://www.lib.msu.edu/harris23/grants/znpbib.htm .  For more information on fiscal sponsorship look up, “Fiscal Sponsorship: 6 Ways To Do It Right” by Gregory Colvin. 

Create A Fundraising Plan

The plan outlines the goals and objectives for the fundraising operation during the course of the campaign.  The plan sets reasonable goals and deadlines for achieving those goals.  The fundraising plan is one of the first documents developed by a campaign.  It is created by the fundraiser in collaboration with the campaign manager and consultants. 

The plan outlines the budgetary needs of the campaign, as well as an outline for how this money will be secured and when.  In other words, the plan articulates how the campaign will raise money as well as identify potential sources for those contributions.  This includes projecting the number, type, and timeline of income, events, direct mail solicitations, and telemarketing endeavors.  The plan should contain an estimation of the amount of time each individual will spend directly asking for donations.  Your fundraising plan should also include a program for thanking contributors promptly.

The plan should be viewed as a working, flexible document.  Campaigns are dynamic organizations that must continually and quickly adapt to any number of unexpected challenges.  

Create A Fundraising Team.

Within your group, someone should be responsible for organizing how you raise money.  This person organizes and implements the fundraising plan.  The fundraiser is responsible for the movement of cash, including keeping a record of how things are spent, how things will be spent, and how money is coming in.  S/he also ensures that all applicable laws and reporting requirements are met.    Often, it is the fundraiser’s job to recruit and manage a group of people who are willing to raise money themselves.

The “Ask” List

Just like organizing, and working with the media, fundraising is based around assembling accurate, inclusive, and current lists of people who could give you money, organizing a strategy of reaching out to these people, and keeping a record of your relationship with each funder.

The better the list, the greater your likelihood of success.  The fundraising list should contain the name, address, phone and email address of every contributor or prospect the campaign can identify.  The list should also list the person in the campaign who knows this potential donor the best.   

Assemble a comprehensive list of everyone that you and your campaign staff know.  Every volunteer should be required to write down a list of everyone that they know who could support the campaign in some way, through volunteering or donating or both.  Volunteers should be expected to generate a list of 75 to 100 people that can they can ask to volunteer or financially donate to the campaign.  If possible, collate lists and put them into a database.   Once the list of known contributors and prospects has been developed, they should be categorized according to potential contribution levels.

People in the list could include:

· Yourself.   If you are able to give a certain amount, say $100, chances are you will know five other people who can give that amount, and a few able to give $250.  

· Family: Consider including your parents, kids, aunts, uncles, and cousins 

· Friends: And don’t forget friends of your spouse/partner

· Social Acquaintances: Old friends you only see on occasion.  Friend from your old job or from college/school. How about your old teachers, or those people from the charity/community group where you used to volunteer.

· Neighbors: Next door, upstairs, downstairs, the whole block!  People whom you always run into when you go jogging or when you walk the dog or when you run into the grocery. Your block association.  Your landlord.  Your tenants.  Your babysitter.  Your car pool.  The parents of your children’s friends.

· From church or temple:  Your clergyperson, minister, press, and rabbi.  Church leaders.  Regular attendees.  Friends who may be not so regular attendees.  The people you always share high holidays with.

· Your teachers and your campus. 

· From your labor union:  Union leaders.  Activists.  Your steward.  Your business agent.  Your co-workers.  Back at your old job, people in that union.

· From work or community groups:  Everyone in the office.  Your partners, your boss, your clients.  Old partners.  Old clients.  People who recently left.  Colleagues from community work, or from charity work.

· Members of: he PTA.  Your political club, community group or local peace, environmental or social justice group.

· People you’ve met while recreating:  Members of your bowling league.  Volleyball team.  Climbing gym.  Night classes. Choir. People you shop with.

· Professionals you know personally.  Your lawyer, dentist, doctor, pharmacist, broker, dry cleaner, hairdresser.

· Pull out lists you’ve made in the past.  The invitation list to your last party.  Your Christmas list.  The program from your last reunion.  Your Rolodex, at work and at home.  Your personal phone book.

· Ask your high donors for additional names and contacts.  Even better, ask them to ask their contacts.

· Contributors to and membership lists of supportive groups and organizations.

· Contributors to ideologically compatible groups, i.e. civil rights, women's, pro-choice, and labor. 

Asking For Money

Regardless of whether you’re setting up a meeting with the campus donor or asking a friend, these basics rules for asking for money apply.

· Prepare.   Before approaching a donor, assess who they are and structure your pitch accordingly.   How well do they know you?  How well do they know about your campaign?  How supportive are they of the issue?   What will it take to convince them to give to your campaign?  What can they give?  Free office space?  $200?  The more money someone can give the more you should prepare.

· Make it professional.    Employ color maps, a PowerPoint presentation with bells and whistles, and details on your strategy.  These kinds of details matter a lot for individuals who are used to hearing from all sorts of campaigns and causes.  In approaching them in a professional manner and with professional tools, you will increase your likelihood of success.  

· Introduce yourself   Give your name, your credentials, and, if applicable, remind them of when you met, your role in the campaign, and who referred you.

· Tell them why you’re there.    Give a quick progress report on the campaign and ask for help.

· Tell them about the campaign.   Briefly, outline the purpose of the campaign and why you’re involved.   Also, provide them with an example of a recent campaign success, such as the securing of a recent matching grant.

· Tell them you can win.   Provide them with evidence that you can win.   

· Ask them their opinion and then listen.    Some questions to ask include, have you heard a lot about this campaign?   Is the campaign important to you?  What do you think about this issue?  Why?  

· Ask for money and then wait for them to break the silence and respond.   Give specific amount or range of money needed, explain how it will be used, and why you need it now.  For instance, we need $600 to be put towards creating and distributing a leaflet to our target company’s customers.  

· Listen to their response.  If they say yes, set up a mechanism to collect the money.  “Great, I’ll come by to collect the check up next week” is a good start.  If they say no, ask why.  If they are uncertain or state that they will think about it, ask when their thinking will be finished. 

· Thank them for meeting with you. 

· Follow up.   Immediate follow-up is critical once a pledge has been given – either in a face-to-face meeting or in a telephone solicitation.  At a face-to-face meeting, it is best to leave the meeting with the contribution in hand.  If this is not possible, there should be an agreement as to the date when the campaign can expect to receive the donation.  Thank the person immediately after they donate. 

· Donors should also be regularly given campaign updates.  

Additional Fundraising Guidelines

· Aim for worthwhile amounts.  Don’t hold an event just to raise $100.  Aim to raise $1000.

· Raise your money than you spend.

· Build on past successful events.  If you have found that a certain event has worked, don’t hesitate to repeat it annually.  Not only will you learn how to run it more efficiently, but your group becomes identified with that annual event, making it easier to promote.

· Build leaders: Your leaders should strive to raise money, and be rewarded for doing so, by, for example, giving them more authority and thanking them publicly.

· Ask for money at every opportunity and every meeting.   Churches do that and look how rich they are.

· Ask volunteers.

· Ask personally and publicly: ask people to donate at meetings, and ask people face-to-face and one-on-one to donate.

· Instill the expectation of giving; if you ask frequently and publicly, then your members will know that they are required to give and probably think little of it. 

Activities That Raise Money

· Product sales. If you have some money to invest, you can purchase T-shirts, buttons, bumper stickers, and books that pertain to the area of interest of your organization to sell when you set up tables and hold meetings.

· Events are a common source of campaign contributions.  Events generally fall into two broad categories: low dollar and high dollar.  Whether a carwash or a champagne and chocolate reception, every event must be meticulously planned and executed.   Considerable thought must be given to the objectives of the event because they can be costly in terms of time and resources.  No event, whether large or small, should cost more than 15 percent of its projected income.  Preparation of invitation lists, production, organizing the entertainment and food (if any), mailing, ticket sales, publicity, staff time, follow-up, and the costs of the event itself must be considered in this figure.  Ideally, events should have a dual purpose, such as to educate and recruit supporters or raise the public profile of the campaign.  Ask individuals to donate items such as food, liquor and advertising costs.

Creativity is the key to a successful low dollar event.  Examples of successful events include: 

· Food sales.  Bake sales, chocolate parties and benefit dinners can do well either as an independent fundraiser or when combined with another event.  These types of activities are easy to organize and allow campaign supporters to target neighbors, friends, family members and co-workers for contributions in a low-key, fun setting.  The low overhead for these events coupled with the ease in which they can be organized makes them a valuable source of campaign funds, provided the amount of paid staff time required is minimal.

· Silent auctions.   Solicit donations from surrounding businesses, such as a dinner at a local restaurant, an hour massage, a gift voucher from a climbing shop, and then auction them off during your event.  This is a win-win situation.  Businesses promote their products, you raise money, and your participants go home with prizes.    This is a fantastic way to raise money.

· Benefit dinners. In 1999, Oregon’s anti-discrimination GLBT ballot initiative campaign raised $19,000 by arranging for 54 restaurants statewide to participate in a fundraiser.  Restaurant-goers who were supportive of the campaign visited participating restaurants on that one night and a portion of their money that went towards paying for the meal was donated to the campaign.   This was another win-win scenario: the campaign received publicity (because the restaurants advertised their support of No on 9) the restaurants received increased business and restaurant goers felt good about eating and donating to a campaign which they supported. 

· Another excellent low dollar event is the "club night."  The campaign fundraiser should approach supportive club owners and request permission to allow volunteers to solicit club‑attendees for contributions.  Ideally, the club will be similarly willing to donate a portion of the “door” to the campaign, as well.  

· Large community dances, such as swing dancing events or retro disco nights, provide another good fundraising opportunity.  While ticket prices for such events are usually low, the volume of party attendees compensates for the low cost.

· Movie events.  Collaborate with local movie houses to organize a fundraiser.  Approach the movie house and organize for the organization to host a screening of a popular film that is relevant to your issue.   Donate the proceeds of the door to the campaign.   In order to raise additional money, do pitches for assistance to the audience before the movie and have volunteers walking the rows with buckets so that people can easily give money.   
· House parties or coffee parties.  This is a very cost-effective way to generate money.   A volunteer is asked to organize a party and invite 120 people to attend; during the party pitches are made by campaigners in order to convince the participants to donate to the campaign.  A successful house party usually has 40 attendees, 1 or 2 people usually commit to organizing their own house party, and often $1000 is raised.   See Appendix “House Party Organizing” for detailed information on this specific fundraising strategy.

· Phone banking: phone banking has a success rate of between 1 to 50 percent, depending upon whether you’re asking for money from people you know (50 percent) compared to people you don’t know (1 percent). 

· Door to door canvassing: the success rate for each “ask” is usually around 15 percent.  It is best used in combination with an organizing drive, so that people can sign a petition or commit to volunteering, as well as donating money. 
· Internet fundraising.  Your campaign should set up a secure online donation payment system, such as Pay Pal, that allows people to donate to your campaign via the web very easily.   Savvy campaigners also regularly send out emails inviting their volunteers and other interested parties to the fundraising portion of their website.  In addition, you can make it very simple for donors to give a small amount (or hopefully, a not-so-small amount) every month by providing a check-off box allowing the campaign to pull the same amount from the credit card every month.  

Appendix 1 – The Legal Process 

If you are engaged in direct action chances are you might be faced with the prospect of dealing with the legal system.   At every point in the legal process you have choices, all of which have consequences.  You should prepare beforehand so that you know how you are going to approach the legal system. 

Warning
Usually, but not always, immediately prior to arrest a warning will be given by the police to demonstrators, They will saw which law(s) is (are) being broken and will say that anyone remaining will be arrested. The charges may include: disorderly conduct, trespass, resisting arrest, and obstruction of government property.

Choices
To stay and be arrested or to leave

Arrest
You will be taken to transportation vehicles (may be handcuffed, frisked, walked with escort, carried on a stretcher, dragged/carried)

Choices
To cooperate and walk or to non-cooperate and go limp so that you have to be carried. Or to flee if left unguarded and unidentified.

Processing and Booking

Placed in a holding area (don't expect meals, phone calls, bathrooms). Sometimes cells have pay phone, so you may want to bring quarters.  Photographed.  Fingerprinted. Pockets emptied. Strip searched (unlikely but a possibility).  Asked for information. You are only required to give name, address, and ID. You don't have to give Social Security number, but many people do anyway since it's easy for this to be found out.  You may be given a summons, Desk Appearance Ticket (DAT) that gives you the charges and court date and then released. Or you may be held till you are arraigned be a judge.

Choices
To be willingly fingerprinted, etc.  How much personal information you give. You will want to discuss how you are going to approach the jail system with your affinity group before you get arrested.

Arraignment
Appear before a judge and answer to charges (guilty, not guilty, nolo contendere, mute). You can request that charges be dropped. If you plead guilty it might be for a fine of an Adjournment in Contemplation of Dismissal (ACD) where there's little or no punishment so long as you don't get busted in a certain time period. Or, schedule another court date/trial.

Choices
To answer charges, respect authority, or to get through the process as quickly as possible.

Trial
Same as above


Note: You don't need a lawyer for this, but it is always helpful to have a legal aid or sympathetic lawyer to guide you through the process. For major actions, plan in advance to have legal aid on site of action and with you through the arrest, etc.

Appendix 2 - Frequently Asked Questions When Dealing With The Police

Q: What rights do I have?

A: Whether or not you’re a citizen, you have rights under the United States Constitution. The Fifth Amendment gives every person the right to remain silent: not to answer questions asked by a police officer or government agent. The Fourth Amendment restricts the government’s power to enter and search your home or workplace, although there are many exceptions. The First Amendment protects your right to speak freely and to advocate for social change. However, if you are a non-citizen and are deportable, the government (DHS*) can target you based on your political activities.  Constitutional rights cannot be suspended, even during wartime. 

What if police, FBI, or the Department of Home Security (DHS) agents contact me?

Q: Do I have to answer questions? 

A: You have the constitutional right to remain silent. It is not a crime to refuse to answer questions.  We strongly recommend you exercise that right.  It is a good idea to talk to a lawyer before agreeing to answer questions.  You do not have to talk to anyone, even if you have been arrested or are in jail. Only a judge can order you to answer questions.  You can refuse to answer a judge’s questions but you may face jail time as a result.  If the police or agents detain you, you have to give your name, but no other information.   

Q: Do I need a lawyer?

A: You have the right to talk to a lawyer before you decide whether to answer questions. And if you do agree to be interviewed, you have the right to have a lawyer present. The

lawyer’s  job is to protect your rights. Once you tell the agent that you want to talk to a lawyer, they should stop trying to question you and should make any further contact through your lawyer. If you do not have a lawyer, you can still tell the officer you want to speak to one before answering questions.  Remember to get the name, agency and telephone number of any investigator who visits you, and give that information to your lawyer. The government does not have to provide you with a free lawyer unless you are charged with a crime, but the NLG or another organization might be able to help you find a lawyer for free or a reduced rate.

Q: If I refuse to answer questions or say I want a lawyer, won’t it seem like I have something to hide?

A: Anything you say to law enforcement can be used against you and others. You can never tell how information might be used. That is why the right not to talk is a fundamental right under the U.S. Constitution. Keep in mind that although they are allowed to lie to you, lying to a government agent is a crime. Remaining silent is not. The safest things to say are “I am going to remain silent,” “I want to speak to my lawyer,” and “I do not consent to a search.”

Q: Can agents search my home or office?

A: You do not have to let police, immigration or other agents into your home or office unless they have a search warrant or consent. A search warrant is a written court order that allows the police to conduct a specified search. Interfering with a warrant less search probably will not stop it and you might get arrested. But you should say “I do not consent to a search,” and call a criminal lawyer or the NLG. Your roommate or guest can legally consent to a search of your house if the police believe that person has the authority to give consent, and your employer can consent to a search of your workspace without your permission.

Q: What if agents have a search warrant?

A: If you are present when agents come for the search, you can ask to see the warrant. The warrant must specify in detail the places to be searched and the people or things to be taken away. Tell the agents you do not consent to the search so that they cannot go beyond what the warrant authorizes. Ask if you are allowed to watch the search; if you are allowed to, you should. Take notes, including names, badge numbers, what agency each officer is from, where they searched and what they took. If others are present, have them act as witnesses to watch carefully what is happening.

If the agents ask you to give them documents, your computer, or anything else, look to see if the item is listed in the warrant. If it is not, do not consent to them taking it without talking to a lawyer. You do not have to answer questions.  Talk to a lawyer first.

Q: Do I have to answer questions if I have been arrested?

A: No. Do not answer any questions.  Ask for a lawyer right away. Repeat this request to every officer who tries to talk to or question you. You should talk to a lawyer before you decide to answer any questions.

Q: What if I speak to government agents anyway?

A: Even if you have already answered some questions, you can refuse to answer other questions until you have a lawyer.

Q: What if the police or agents stop me on the street?

A: It is always best not to speak to the police or agents.  If they stop you on the street, ask if you are free to go. If the answer is yes, consider just walking away. If the police say you are not under arrest, but are not free to go, then you are being detained. The police can pat down the outside of your clothing if they have reason to suspect you might be armed and dangerous. If they search any more than this, say clearly, “I do not consent to a search.” They may keep searching anyway. You do not have to answer any questions.

Q: Do I have to give my name?

A: Legally, you do not have to give your name unless the police have properly detained you in a crime investigation.  If you are detained, you can be arrested for refusing to give your name. If you fear that your name may be incriminating, you can claim the right to remain silent, and if you are arrested, this may help you later. However, even if you are not detained, refusing to give your name is likely to arouse suspicion. Giving a false name could be a crime.

Q: What if police or agents stop me in my car?

A: Keep your hands where the police can see them. If you are driving a vehicle, you must show your license, registration and proof of insurance. You do not have to consent to a search. But the police may have legal grounds to search your car anyway. Clearly state that you do not consent. Officers may separate passengers and drivers from each other to question them, but no one has to answer any questions.

Q: What if the police or FBI threatens me with a grand jury subpoena if I don’t answer their questions?

A:A grand jury subpoena is a written order for you to go to court and testify about information you may have. It is common for the FBI to threaten you with a subpoena to get you to talk to them. If they are going to subpoena you, they will do so anyway. Receiving a subpoena to testify before a grand jury doesn’t mean that you are suspected of a crime.  You may have legal grounds to stop the subpoena. If you do receive a subpoena, call the NLG or a criminal lawyer right away. Anything you say can usually be used against you.

Q: What if I am treated badly by the police or agents?

A: Write down the officer’s badge number, name or other identifying information. You have a right to ask the officer for this information. Try to find witnesses and their names and phone numbers. If you are injured, seek medical attention and take pictures of the injuries as soon as you can. Call the NLG, one of the other organizations listed on this pamphlet or a lawyer as soon as possible.

Appendix 3 – Petition to Bag Weyerhaeuser - Not Old Growth!

We are dismayed to learn that your company does business with Weyerhaeuser, the number one destroyer of old growth and endangered forests in North America.  Weyerhaeuser is also logging one of the largest ancient forests left, the Boreal forest in Canada.  As customers of your business, we are petitioning you to tell you cancel your Weyerhaeuser contract and find a good wood supplier.   We are also encouraging you to implement an environmental policy that will commit you to reduce your paper and wood consumption, and no longer buy, sell or distribute products that come from endangered forests.   For more information, go to www.BuyGoodWood.Com. 
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RAN’s Goals 


RAN works to protect endangered and old growth forests and their inhabitants permanently; this is our long-term goal and would constitute victory.  If achieved, this goal will improve the lives of the inhabitants of the forest, as well as humanity overall, enabling them to live in a sustainable, peaceful manner in coexistence with the planet.  





We empower others to become powerful by providing grants to indigenous communities living in forested regions, working in alliance with groups who wish to manage the forest in a sustainable manner, building the power of activists so the radical movement becomes larger and more powerful, advocating a more sustainable way of living, reducing the consumption of wood and paper products, and advocating and promoting the growing good wood movement.  





Our immediate goals are to pressure individual corporations, one by one, to stop destroying endangered forests.  Specifically, RAN, in 2004, focuses on pushing financial companies, (such as Bank One), and logging companies, (such as Weyerhaeuser), out of profiting from the destruction of endangered forests. 
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