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There is only so much one person, one group, or one coalition can do. To accomplish more one must enlist the support of others... the public, allied groups, governments and corporations.

To reach these broader audiences it is necessary to communicate clearly and concisely one's vision and campaigns, in a way that reaches these audiences' hearts and minds.

Good communications are essential. The communications section of this manual explains how.

But how do we impact the policies of governments and other organizations to effect broad change?

To move others in our direction we must understand them, work within their processes, and adapt our tactics and messages to their needs.

On a broader front, the success of our plans to work with others, and for them to adopt policies congruent with our aims, is directly related to the level of support we achieve in the broad public and among a diversity of organizations.

In other words, our work to effect government and organization policy change goes hand in hand with our public outreach.

Here are some of our policy and communications tools:

· There are a huge number of general-purpose and narrowcast communication tools. These include the media: newspapers, magazines, radio, TV, Web and email services; public spaces like posters, banners and leafleting; specialty audiences such as newsletters, classrooms, conferences and protests; advertising; and most powerful of all, one on one.

· Policy consultations, papers and round tables can be used to influence the direction of government, and also as another forum to reach the public. Always use your policy interventions as an opportunity to engage the media and expand the limits of public debate. Take the opportunity to issue a news release and hold a news conference. Provide complete copies of your presentation to reporters. In public and private interventions frame your issues in a manner that is intelligible and engaging of the panel. Provide them with challenging ideas, and also with obtainable policy changes they might actually adopt. Work with minority opinion within committees. Try to be respectful, and to work within their processes.

· There is no stronger ally than the converted. Nurture conversion and befriend the converted. People who are most susceptible to conversion include the deep thinker, the recently retired and the parent. Try to understand those with wildly differing perspectives from your own, and try to think as they do. At heart, you may just find that many of their concerns mirror your own- but they have reached different conclusions.

· Building visibility and credibility. Visibility is easy- just do things that will get noticed, be visually oriented in your activities and news events, and specialize in the dramatic. Credibility is harder, and revolves around solid thinking, research and presentation; dedicated work; honesty in conviction and action; and steadfastness of purpose.

· Bureaucrats, researchers, governments and politicians- each has a different role. Learn how to work with each group. Bureaucrats know the system inside out and are the grunts that make government work; or not work. They can help you tremendously, or be a royal pain in the butt. In BC, most bureaucrats are quite upset at the Liberal government that is laying them off in huge numbers. (It's a good time to acquire information from BC bureaucrats.) Researchers are the folks who put together the details of government policy. Feed them information. Discuss with them the details of government thinking. Politicians (especially Ministers) are influential in the public arena, and set the broad strokes of government policy, but can and are thwarted by their own bureaucrats from time to time. Governments in Canada are run primarily by Premiers and Prime Ministers, and their loyal Cabinets. Back benchers are useful for nuts and bolts assistance, but need to speak to their Cabinet buddies to influence government policy. Talk to them all. Work with them whenever possible.

· Knowledge is power. Injustice hates the light of day. It is always better to speak from a position of knowledge, than only from the feelings inside.

· If lobbying is a dirty word, then all the governments of the world better pack it in right now. Lobbying is just another word for politics, and anyone engaged in work for social change should also spend time lobbying all levels of government. Like it or not, governments are massively influential in our society in spending alone. It is worth trying to influence governments to do the right thing, and to allocate our taxes towards programs that improve our lives.

· Get your message out. Say it once, say it twice, say it a thousand times, and say it again. The positive message is more productive, but the negative (anti) message is important too. Say who you are, say what you want, say how to get there. 

· Mass media, our media, more media. It is important to hit all sectors of the media with your consistent message. We meet the mass media on their own terms, using as best we can this distorting channel to get our message out. At the same time, we build our own media networks to get our message out entirely as we want: email, Web sites, newsletters, posters, banners, public events and more. A media is a way to communicate with others. Be creative.

· Monitoring, exposing leaks, whistle blowing. There are always those within government and business who are upset at the how things are being done. The worse things get, the more angry they become, and the more eager to share their bad news with someone who will expose it to the public light and stop it. Listen carefully to those you talk with on the inside. Some day you just may be lucky. Don't let the whistle blower down- help them expose the bad, thank them for their courage, defend them vigorously if they are caught.

· Political parties. It pays to remember that there are a diversity of political parties- not just the one in power today. Work with them all. You will find allies in all political parties, and they are your levers to within. Use the political parties one against the other, to compete for your vote and affections, to move your issues forward, step by painfully slow step. Help the politicians who help you. Parties are made up of people. Work with them.

· Policy strategies, submissions and shifting. Politics is a constantly shifting idea, like the flows of water in a vast ocean. Be the wind and current that moves the water and causes change. Sense the direction, and work with the flow, moving the debate always closer to your views and positions. Make your submissions count, but inviting bold thinking, and suggesting practical ideas. Form alliances with others acting in the policy arena, whether formal or unknown, to bring forward the big ideas that can gather wide support, and move the politicians in a new direction.

· Slogans and symbols are powerful motivating factors for people, and must be easily understood and quickly conveyed for maximum effectiveness. Think Nike, McDonald's, Red China. Choose your slogans carefully to encapsulate your strategies clearly. No nukes. Reduce, reuse, recycle. Greenpeace. Find great artists to work with, who will turn your 1000 words into that one powerful image. Return again and again in your message to your slogans. Include your logo in every visual communication. Also include your Web address and phone number!

· Web sites and email lists are your most powerful communications tools in the 21st Century. They are cheap, widely accessible, uncensored and under your control. Use them wisely. Use them widely.
