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Introduction

Campaigns are all about power. Understanding
the power relationships that shape our world and
learning how to better create our own power is at
the heart of effective campaign planning.

Today we are facing the resurgent drive of global
capital to change the rules of the post-war “social
contract” between business and labour. Economic
restructuring, technological change and deregula-
tion pose serious challenges to us all. Workers who
were excluded from the post-war “social contract”
are being hit the hardest.

Relying on past practice will not be sufficient

to protect living standards, working conditions,
public services and the environment. A key part
of rebuilding the power of our movement is
improving our ability to plan and wage effective
campaigns.

This handbook draws on the work of countless
people and is meant to be shared and improved
upon through experience. It was written for
unions, but principles of campaign planning
apply to all social movements.

Notes about the second printing

¢ Only minor changes were made for the
second printing.

e A word about strikes: Too often, campaign
planning methods are not used to build
powerful collective bargaining campaigns.
(Let’s remember that a strike is a tactic,
not a strategy.) This Campaign Planning
Handbook was originally drafted as planning
guide for collective bargaining campaigns.

¢ Facilitation notes and worksheets for
some of the Handbook’s exercises and a
Powerpoint presentation of Appendix 4 are
posted at campaignorganizing.org

¢ The Toronto & York Region Labour Council
has published a discussion paper for use
with this Handbook. Visit labourcouncil.ca
to download Preparing Local Unions for
Powerful Campaigns: Achieving a “State of
Readiness”.

Preparing local unions for powerful campaigns

Achieving a
“State of Readiness”

By Rob Fairley

e The authors welcome your questions and
comments: info@campaignorganizing.org

October 2013
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Getting ready for
campaign planning

Win an organizational
commitment to the planning
process

This commitment should include:

® The participation of people who have the
authority to conduct strategic planning for
the organization as well as people who will
be involved in the “hands-on” organizing. It
is no longer adequate to delegate responsibil-
ity for major campaigns to committees with
limited authority and resources. Strategic
planning and campaign planning should
include union executive boards and staff.

® Adequate time to do the planning.

® Alocation where the process will not be
interrupted.

® A trained facilitator whenever possible.

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011. 9

H Use a participatory process

How an organization develops a campaign plan
has a big impact on the success of a campaign.
Participatory planning draws on the life experience
and intelligence of participants, as well as input
from “experts”. Participatory planning is more
likely to design a campaign that is grounded in
reality.

Participatory planning creates new leaders and
develops their ability to think strategically and

to work in a collective way. Planning is just the
first step in an unfolding process that continues
throughout a campaign — Plan, Act and Evaluate.



Gampaign planning

Create and maintain a
respectful environment

Ask participants at the planning session to set stan-
dards of respectful conduct. In a safe environment,
problems can be spoken about —and overcome.
Participants can share their experience, and reveal
their inexperience. Leadership groups which create
and maintain a respectful environment can func-
tion effectively through the stresses of a campaign.

Establishing a respectful environment can be the
beginning of creating a culture of listening in

an organization. (Training in effective listening
should be a central part of campaign training.)

Listening: A group of people cannot become
a community without developing the habit of
deep respectful listening to one another.

Anne Hope and Sally Timmel. Training for Transformation: A Hanabook for
Community Workers. Practical Action, 2000.

Connect with the participants in the planning
session. Create opportunities for them to partici-
pate fully: What is motivating them to take part in
the campaign? What is at stake for them? What
insight, experience, relationships and resources do
they bring? What systemic obstacles do they face?

Conduct a strategic
assessment

A deep understanding of the context in which

we are operating is essential to building an effec-
tive campaign. We keep our understanding of the
context up to date by paying close attention to how
it is changing throughout the campaign. We pay
particular attention to how our campaign impacts
the context.

In addition to participatory exercises, consider
inviting a guest speaker. A speaker with a clear
analysis of the “big picture” can add important
insight to a planning session.

Timeline - to assess context

The process of conducting a strategic assessment
often starts with the creation of a timeline show-
ing events relevant to the campaign. Timelines can
show past events, current events and future events.
Both internal events (events within the union)

and external events can be charted on a time-

line. Timelines are useful for identifying looming
threats.

@ See Timeline Exercise, Appendix 1.

Campaign calendar

Posting a campaign calendar, and adding to it
throughout the planning session, is an effective
way of charting upcoming campaign events and
campaign deadlines.
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Force Field Analysis — External

Many factors combine and collide to create the
“force field” in which a campaign operates. The
force field shifts as economic, political and other
forces influence each other. A successful campaign
will become powerful enough to impact the force
field as well.

The Force Field Analysis exercise can help us to:

® Identify and evaluate external factors (eco-
nomic interests, political trends, global
forces, environmental concerns, laws and
institutions, etc.) which are working for us,
supporting us — including existing campaigns
related to the campaign being planned.

® Identify and evaluate external factors (eco-
nomic interests, political trends, global
forces, environmental concerns, laws and
institutions, systemic barriers, etc.) which are
working against us, threatening us.

® Identify trends.

® Reflect on the interaction between corre-
sponding positive and negative forces.

® Identify measures to reduce the impact of
negative forces.

® Identify dangers and opportunities.
® Create strategic objectives. (What must be

accomplished if we are to succeed?)

@ See Force Field Analysis, Appendix 2.
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Conduct an internal
assessment

There is an internal force field in every organiza-
tion. Understanding that force field and making it
a topic of open discussion in the planning process
can be the difference between success and failure.

Force Field Analysis — Internal

In addition to analyzing the external context, the
Force Field Analysis exercise can help us to:

® Identify and evaluate internal factors (orga-
nizational issues, systemic barriers, divisions,
etc., within our organization) which are
working against us.

@ Discuss ways to reduce the impact of nega-

tive internal forces — and ways to strengthen
the positive forces.

® Explore the interaction between the internal
and the external force fields.

The exercise can also create opportunities to:
@ Discuss our strengths and vulnerabilities.

@ Identify what we must accomplish internally
(within our organization) if we are to suc-
ceed. (These are internal imperatives.)

g See Force Field Analysis, Appendix 2.



Spectrum of member support

Spectrum exercises have many applications,
including as a tool for measuring member sup-
port for the union and/or for the campaign. This
exercise also helps us to:

@ Identify barriers to increased member
support and participation and measures to
overcome them.

® Anticipate internal stresses that may arise as
the campaign unfolds.

® Measure and understand member support at
the assessment phase of a campaign.

@ See Spectrum of Member Support, Appendix 3.

Equity imperatives

Every campaign is an opportunity to challenge
systems of oppression in society as well as in our
movements. What systemic barriers are impacting
member support and participation in the union?
What are the equity goals of the union? What
actions to overcome systemic barriers can be taken
when creating and executing the campaign plan?

Power mapping

Our unions and social movements were shaped
during the post-war “social contract” noted in the
introduction of this handbook. The Power Map-
ping exercise described in Appendix 4 challenges
us to examine the status quo in our unions. It
challenges us to reflect on the value of the routine
functions that preoccupy many of our organiza-

tions, even while under significant external threats.
The exercise suggests pathways to reconnecting
with the power of our members and winning
greater leadership focus on campaign issues.

@ See Power Mapping, Appendix 4.

E] Set campaign goals

Set internal goals

These are organizational, capacity-building goals.
Equity goals are important when setting internal
goals. An example of an internal goal: “Identify
and develop a diverse group of young leaders dur-
ing the course of the campaign.” Achieving internal
goals often requires training and other resources.

Set external goals

These are the main goals of the campaign, be-
yond the internal goals. External goals are often
expressed as demands. For example: Good Jobs
Now, Stop the Cuts, Hands off our Pensions, etc.

Set maximum and minimum goals

It is usually possible to set maximum and mini-
mum goals — both internal and external. An
example of a minimum external goal: “We may
not be able to defeat all of the attacks against us,
but we will make sure that the credibility of our
opponent is so damaged that they will think twice

before attacking us again.”
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Consider the “high moral ground” when
setting your goals
We are on the high moral ground when our cause

is just and our actions are principled. Here are a
few questions for exploring this issue:

® Do we believe in the justice of our cause?

® Are we effectively communicating that our
cause is a just cause?

® How can we get on the moral high ground?

® What will it take to stay there?

® What mistakes might we, or others, make

that could remove us from the high moral
ground?

@ What internal measures must we put in
place to protect our place on the high moral
ground?

® What is our opponent’s claim to the high
moral ground?

® How can we expose our opponent’s claim as
false?

Take a stance

If the level of commitment from participants is
unclear in the goal-setting exercise, check out their
“stance” regarding the campaign and its goals.

Is the campaign really important to them? Are

they willing to fight to win? Will they commit the
necessary attention and resources?
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Consolidate and activate
members

Plan an internal campaign

A union’s greatest source of power is its members,
yet unions sometimes plan extensive campaigns
directed at “the public” without building an inter-
nal campaign which engages members.

® Are there workplace issues which relate to the
campaign?

® How can members’ community connections
strengthen the campaign?

® How can the campaign be given relevance
and profile in the workplace?

® What actions can members take in or near
the workplace?

® How can members be engaged in the
campaign in their communities?

® How can members’ families be engaged in
the campaign?

@ Isitpossible to set up a campaign committee
that includes rank and file members?

Strengthen member support

Reflect on the Force Field Analysis (Internal), the
Power Mapping exercise and the Spectrum of
Member Support to identify obstacles to member
participation and measures to strengthen member
support and engagement.



Identify and investigate the
primary target

Definition: The primary target is the
person with the power to give us what we
want.

Identifying the primary target can be challeng-
ing. Primary targets often set up decoys to deflect,
confuse and manage opponents. Employers, for
example, use managers and Human Resources
departments to contain us. Governments set up

“arm’s length” bodies which use consultation to
demobilize us.

Sometimes, as we apply pressure, we discover that
we have identified the wrong person as the pri-
mary target —and we must redirect our pressure.
The key question is this: “Who has the authority,
the power, to say ‘Yes” to our demands?”

Investigate the primary target. Research its
finances, history and key relationships. What are
the strengths and vulnerabilities of the primary
target?

You may be able to find vulnerabilities by research-
ing the “official policy” of the primary target (its
mission statement, for example). Contrast the
target’s “official policy” to its “operating policy”
(how it actually conducts itself).

Identify tactics that apply direct
pressure on the primary target

Whenever possible, we direct tactics directly at the
primary target. We must motivate our primary
target to give us what we want. Or, in other words,
provide a compelling reason, to our primary
target, to give us what we want.

Whenever possible choose tactics which:
@ apply maximum pressure on our targets

® apply as little pressure as possible on our
members

® engage our allies without overextending
them, and

® are familiar to our members and unfamiliar
to our targets.

Often, primary targets are hard to reach, so we
must identify leverage targets who are within our
reach (see next section).

0 Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



Identify and investigate
leverage targets

Definition: A leverage target is a person who
has influence over the primary target and

iS someone we can pressure to exert that
influence in a way that is advantageous to
us. Leverage targets are sometimes referred
to as secondary targets.

Identifying leverage targets is a great way to
broaden a campaign and to increase the pressure
on a primary target. When mounting a campaign
against an employer, for example, leverage targets
usually play a key role. An employer’s customers,
suppliers, bankers, regulators, middle manage-
ment, etc. are all potential leverage targets.

If your campaign has international reach, identify
leverage targets in other countries.

Brainstorm and then prioritize a list of leverage
targets.

@ See Leverage Targets, Appendix 5.

Note: Leverage targets are not allies. Allies
are people with whom we have a bond

of common interest and values. Allies

are people with whom we have built a
relationship of trust. Making a distinction
between allies and leverage targets can
open the door to working to influence
people whom we do not trust, people whom
activists might otherwise stay away from.
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Identify tactics that apply
pressure on leverage targets

What tactics might the campaign, or its allies, use
to apply pressure on the leverage targets you have
identified? Where is the leverage? How can the
leverage be applied?

[m Define strategic objectives

Strategic objectives are gains we must achieve in
order to put our campaign goals within reach.
Strategic objectives may be internal or external.

® An example of an internal strategic objective:
“We must win the general support of our
members and the active participation of 25%
of our members — if we are to stand a chance
of winning the campaign.”

® An example of an external strategic objective:
“To have a chance of winning the campaign,
we must discredit the central argument of
our main opponent.”

When we set objectives:

® Weare forced to think seriously about how
we are going to win.

® Weare able to set priorities and focus our
efforts.

® We are better able to plan an effective
sequence of campaign activity.



® We provide hope. (By achieving objectives,
we create conditions in which our goals are
winnable. Objectives sometimes appear
more achievable than our ultimate goals.)

® We can measure the progress of our
campaign.

m Plan strategic initiatives

Strategic initiatives are sets of tactics which allow
us to achieve our strategic objectives. By planning
strategic initiatives which are designed to achieve
strategic objectives, our tactics are better co-ordi-
nated and produce more results. Without strategic
objectives and strategic initiatives, campaigns can
end up being a jumble of tactics, with little focus
and less chance of winning.

m Identify allies and opponents

Allies

As noted above, allies are people with whom we
have a bond of common interest and values. Allies
are people with whom we have built a relationship
of trust. The exercise titled Spectrum of Allies and
Opponents is used to identify and rank the cam-
paign’s allies and opponents. The exercise is also
used to identify ways to activate allies and neutral-
ize opponents.

@ See Spectrum of Allies and Opponents, Appendix 6.

Winning allies to take action to pressure our pri-
mary and leverage targets is usually a requirement
for success. Creating, developing and protecting
respectful relationships with allies is a top prior-
ity. We must not only know their strengths, we
must understand and respect their limitations and
constraints.

In the era of globalization, unions are looking
beyond borders to find new allies — people in
similar, and often more difficult, situations.

Opponents

It is important to understand the sources of
our opponents’ power, their strengths and their
vulnerabilities. Effective research can provide
crucial information.

Create communications
strategies

Campaign planning can provide important infor-
mation and insight for designing communications
strategies.

® Develop internal and external themes and
messages.

® Create an internal communications plan.
® Create an external communications plan.

® Create a record of campaign activities and
materials.

@ Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



m Put the plan in writing

Create a written account of all aspects of the
campaign plan. Include a statement of strategy
which pulls together the key elements of the
campaign plan. This helps us evaluate the plan,
helps us to communicate it to others, and helps us
to implement it.

[ﬂ Secure resources

Resources may include people, money, materials,
facilities, clerical support, training, and research.

m Address organizational issues

When addressing organizational issues, determine
what the organization must be able to do. An
organization should be designed to suit the func-
tions it must perform. (Form follows function.)

It may be time for a review of existing structures:
What should remain the same? What should be
revised, combined and/or separated?

It may be time to create new structures which
better suit the required functions.
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m Plan next steps

® Perform “work planning” (a function sepa-
rate from campaign planning). From the
campaign plan: Define tasks, assign tasks,
identify resources of all kinds that are needed
for each task (including training), establish
lines of reporting and accountability.

@ Establish measures of success. For example:
“We will know when we have achieved an
adequate level of member support for the
campaign when we are able to get 25% of
our members out to a campaign rally”.

® Create an implementation plan including a
campaign timeline.
® Create a method of operation that supports

effective implementation and ongoing evalu-
ation.



Implementing a campaign plan

[I Introduction to implementation

Campaigns encounter unfolding challenges

as campaign plans are implemented. Success-
ful campaigns move people into action, putting
pressure on our targets, our allies, ourselves and
others. They create ripples and waves of change.
(Ineffective campaigns are often predictable and
uneventful.)

To paraphrase a well known comment about
military campaigns: “No campaign plan survives
first contact with the opponent”. This means that
once a conflict starts, everything about our plan
is tested, including our assessments of the “lay of
the land”; the strengths and vulnerabilities of our
opponent, our own strengths, etc. The effective-
ness of our initial plan of action is also tested.
Adjustments to our plan should be expected. If
our plan is well-conceived, however, the broad
strategic strokes will likely stand the test of conflict.

By adopting “Plan, Act, Evaluate” as a continu-
ous practice, campaigns are able to successfully
implement and adapt their plans under changing
conditions.

It is often said that strategy is an art. We can learn
art by studying art history, by taking classes in
technique, by studying the art of others and by
creating our own art — often with the guidance of
a mentor.

We must develop our command of the art of strat-
egy in order to successfully implement a campaign
plan. Creating a campaign plan is demanding. It

is a far greater challenge to successfully implement

a campaign plan — to wage a campaign assertively
and effectively in shifting conditions.

E Before the campaign launch

Before we launch our campaign, we ask
ourselves many questions, including:

® Have we created a comprehensive campaign
plan?

® Have we established a campaign organization
which is capable of implementing it?

® Have we done detailed work planning?
@ Have we established accountability?

® Have we established a “mode of operation”
(a way of working) which uses the participa-
tory planning model and sustains a continual
practice of “Plan, Act, Evaluate™

E] During the campaign

Here are some questions we ask ourselves about
internal campaign issues:

® Are we maintaining a safe environment in
which people are respected and can partici-
pate fully?

® Are we paying attention to detail when
implementing our work plans?

® Are we avoiding distractions and maintain-
ing our focus?

® Are we maintaining our accountability?

® What are we learning about our assessment

@ Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



of internal factors impacting the campaign?

® Are our members engaged in the campaign?

® Are our allies taking action? Are we asking
enough of our members and allies? Are we
asking too much? Are we maintaining unity?
Are we listening to them in a thorough way?
Are we keeping them engaged and in the
loop?

® What new diverse leadership can be sup-
ported?

@ How can our organization be protected and
strengthened?

Here are some questions we ask ourselves about
campaign activities and the shifting context in
which we are operating:

® What are we learning about our assessment
of external factors impacting the campaign?

® What opportunities are emerging? How
can we advance our campaign by tying it to
unfolding events? Are there opportunities for
taking actions which surprise, rattle, pressure
and/or expose our opponents?

® What are we learning about our primary
and leverage targets, our opponents? How
are they responding, acting? Have we been
able to get them to engage, to respond to
us? If not, why not? What vulnerabilities are
emerging?

® Are we monitoring our opponents so that
we know when they contradict themselves or
otherwise make a mistake? What actions can
we initiate to take advantage of these open-
ings and opportunities?

® What attacks against us must be responded to?

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011. @

@ Are our opponents spreading misinforma-
tion which must be challenged?

® Are we successfully framing the public debate
and telling our story? Is our message reso-
nating, gaining traction, with our members,
allies, targets?

® Are our tactics effective in creating pressure,
in creating openings?

® Are we being creative in developing new
tactics?

@ Are we achieving the strategic objectives that
we set for the campaign? If not, what must
be done?

® Are we making the necessary adjustments to
our plan as we go?

® Are we maintaining our position on the high
moral ground?

® Isvictory within reach? What must we do in
our final drive to achieve it?

EI Post-campaign evaluation

Each campaign prepares the ground for the next.
If we have been operating with a comprehensive
campaign plan, we are able to conduct an effective
post-campaign evaluation. It should be a wrap-up
of ongoing evaluation throughout the campaign.
Clear goals and objectives make it possible to
evaluate both our successes and our failures. We
are able to understand what worked and what did
not. We learn about our allies, our opponents and
ourselves. We learn about the power we are up
against and we learn about our own power. We
develop our strategic skills.



l-nnlu-
 —
8
7
5
S
=
|

Appendix 1 Timeline

d3gdw3ad3ada d39W3IAON 4390100 439W31d3sS 1sNnSnv

AdvNyg3d AIVNNYI

spuops pingoid big, bunuood)) e
SpUNe QUBlWIAOW {17OPy| mc..r\O\.uﬁ\ww —G——
(uorm aifp uilfucr Squepe “='1) spuene pusepus bunuoDd)) e

¢sn e [lly auj Jano buiwod sjeyp ¢peaye salj Jeym

ouljawii]

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.

14



©
 —
-
=
=
g =
—
-]
©
—
-
.m.
LLd
]
-t
n
=
=
=X
=
=
Ll
S
e
(=]
Ll
N
22
<
c
<0}
Q
Q
<

(58010
annisod ay)
uayybuans
M ueo
MO

(59910}
anpedau
J0 Joeduwl

3y} 9anpal

M ueo
MOH

J99jioY

spuaj
10} Y007

J]o .

Q Solj|e

) &wo/“y $9210} _m_u.h_um .
€ W iAjleusd)xa sn
AW o4
g a\ Bunjiom si yey\

o%) W %Q% uoIUN Y1 UIYIM “3]

{ o oi&i . K o
&% %&o %@.&Q ; (Ajeusyul sn
& it Bupjiom m_m_Ou_
: | 13eym
b
07

03 Y s\Mme%% uolun dY3 UIyum “o'1
2 %0 (Ajreussyui sn
Q,%Q g - LSNIVOV
s Buppiom sijeym

,A,' ) i ﬂcwEo_o_wPo% C_Mww_woa

/Q,/, QQ b«&&vw T%vQ pa) W@GE@H.
a0 A w iKjjeus9xa sn
A e LSNIVOY
& o Buppiom si 3y

sisAjeuy pioi4 99104

15

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



ajd
t
(=]
=2
=
—
(7
T
D
£
—
]
(-]
—]
P
wfjd
&
D
=8
(7
o
23
o
c
D
Q.
Q.
<L

a1]uad ayy Jano uim 6Ll ay] dzijennau ‘Ya| sy} a)epIjosuoy :Lonoe Jo aousnbag

N N N N N

sIaquiaw
b2 § uolun-nue
andY

%

sIaquiaw
ba | uolun-pue
anIY

ELTTENT Apusiyun pabebuasiq  Ajpusiiy IELITENT]

uolun-iue uoiun-oid
SAleU| _| 9IPPIN \_ SAleU|

19| ay} 0} A10631e9 auo )ses] Je dnoih yoea anoj\ :|eox

% % % % %

IELTTENT Apusiyun pabebuasiq  Ajpusiiy IELITENT]

uojun-jue uojun-oid
anndey| _| 3PPIN \_ aAndey|

¢ A10631e9 Yoea ul si siaquiaw Jo abejuadsad Jeym

Joddns JaquId\l Jo winijoads

siaquisw
uoiun-oid
NIPY

%

siaquiaw
uoiun-oid
ANPY

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.

16/



:1oded Jo 300ys
33re] B UO SIOqUIAW UOTUN pure Jaojdurd
oy Surddeur ypIm S)Ie)S 311X A T,

| dais

onb snjeys ay) buiddeyy 1 ped

*3S1D19X ) SUNBIIIOR] 10§ sAjou ssa001d Jou Aspiaxd Surddewr romod aatsusypiduuos e woxy sjoysdeus maj e o1e sueISerp pue 1xa) SUIMO[[oJ A [,

‘suorun [fe 03 A[dde jou Aewr payySiy3ry swapqoad ay 1, -sure[q Ae[ 0] Jou ‘suonN[os puy pue suonsanb asrex 0] pauisap s ISDIAXS YT,

“Ayurorid doj e are sjdoad Sunjiom Jo sysazsyur o) pudjep 0} sudredured ey aImsuy @
*SUOTOUT UOTUN SUNNOI WOIJ ALME $30IN0SI pue uonuaye diysiopes] Jyrys @
*SIOQUISTU UOTUN JO Jomod ) JIM J02UU0IIY @

:0} I9PIO0 UI SUOTUN INO Ul onb snye)s 9 suTUIexa 0} sn SIFUSTeYD SIS ST,

IMOLYIP 2q Ured sudredured 10§ $9OIMOSII PUE JUSUNIWILIOD [BUONEZIUESIO SUTUUIM ‘SUnunout
are odoad Bunjiom jsurede sypepe YSnoyy JuatLAoW o Sumey sagusfreypd aup Sunaawr ur sjo1 jueltodur ue Aefd [im suSredured [njremoq

buiddepy 1amod 0} uonanposuj

=1
=
Ll
=3
(=™
=
T
=
(=
-
<r
23
g=]
c
D
o
o
<

[17)

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



JIohoduns o pue

SIqQUUAW A} U2amIaq Aemjey paoerd aq [im
uoneziued1o uorun ) ‘uonerodxs jo sssodmd

Ay 104, ‘pro1 a1e syuedonred UOISSNOSIP 10y

¢ dais

+93ed a1y uo uonezuedio

uorun 3y} Ind no& pnom araym pom 109j1ad e
uf,, ‘payse are syuedonreq (-aanejussardar Jjejs
UOIUMN Y] S95BD AURLU UT PUE — *3)9 ‘SIOQUIST
SONIUIUIOD ‘SPIEMI)S UOTUN ‘PILO] JALNIIXD
_:Am%\\ * [e20] 33 sapnpur uoneziue3Io uorn 3y,
RN . *3SIDIAXD ) OJUT JYSNOIq U] ST
BN ¢8IeH ¢ 310 uomun, | se SWeI3erp A uo

(9I9H @ UMOUS ‘UonezIueSIo uorn 3y,
¢ dals

B
SQMSV\\..

[
.

=1
=
L
=3
=
S
T
an
(=
-
<r
23
g
c
D
o
o
<

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.

18/



=1
=
L
=3
=
S
T
=
(=
-
<r
23
g
c
D
o
o
<

«—>
=&
— &
SUOISSTTOSIP [PWHOHUT @ burearoba SuoiIsses
4 N o
Sy-3 o vy \,wMN\oM
199
S/foo MOl 4 o buspv2s puo uawfoidaps Y @
me: W )
20l 3l 0 Wm,w\m%\wvow o sbuoate Koz P Y3173/ o

sburiay souvpert) o
SUOISSIS
m\.\t.%m,éw mm,nv\ P 247 @ wm\.\mwmk\ m&&«\om,gk\ \,303 o

kﬂ\aO\\w«\U N«h\N \ua\“ o\QbNWN.R\Um,&O QQ.R\\Q N{\\N Q%N% W&\O\NUW&QNN\N

"aseaIOUI
o uo st 1a4ofdwu oy M Juads Swum o) Jey)
yodar Auewr Ouum) dures 3y Jy 'SS3] PUe S|
Surystduoooe are Loy yeypy Ajdax s1opes] [edo]
‘godofdus ot YIrm suondRINUT AU JI9Y) UT
Sumysiduroooe are A3 Yonur MOy payse UM

*AeM-OM] T SUOTIEITUNTIUIOD 35}
JO 1S0UI 3SNBIAq PIPLAY-[qNOP dIE SMOLIR

Y, "SMOILIe PIpeay-a[qnop
JO saLIas & AqQ pajuasaxdar are

«—> 124opdws ay) pue vorun 2y}
A U23MJ2q SUOTIOBISIUT Y],

“—> G da)s

"$3ST[ SUO]

aonpoid 0} 9[qe a1e s1oped] 80T 1eAojdurd
3} pUB UONEZIUBZIO UOTUN I} UIMIoq
SUOTIORIIUL JST[ O} Pay[se udtpy a1k syuedonreq

p da)s

(19

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



=1
=
L
=3
=
S
T
=
(=
-
<r
23
g
c
D
o
o
<

-oedyIom

AU} UT SISQUUDU JISIA 0} ASNq 00) A[fensn d1e
A3 1ey) 110da1 SIOPEI] [EO] ISOJA “ABM dUO
AJrensn pue 25ej-03-208) A[oxer quanbagur st
UONEIIUNUIIOD ) JBY) MOYS O] — PRIYMOLIL
3UO AJUO THIM QUI] PINOP B S UMOYS

Mmo1re ue Aq pajuasaidal are stequiswu uoTUN
pUe UONeZIUESIO UOTUN

) U9aMJ2q SUOTIORIANU]

Ldas

SUSIN FDVJIYHO0T pUOISVID() @
S|fo uold papooyry o
(FMOPUa220 79/ ) wm\.ﬁmmr\ uo)) e
3SPe07 UOIU)] @

(oppe[sIRU UCU)] ®

POg UIY3)/17g UoIU)] e

LegLEL woIUr?
Jooidf2 v puo tO.ﬁWN.iwm,go Uo7 BlfD UG SUCZDVIFRUT

"30BJ-0)-208] AJfensn

10U dI€ PUE SSTUI PUe I dIe Joquuatl [edrd£)
© [[JIM SUOTORIIUI ‘SUOSLAI AUBUI 10,
"paloenqNs 18 [qNOI) UL, JIe OYM
SIOQUUAW IM SSUTIIIW UM A[Terdadsd
—3ST] 19110y Yonuu e yim dn aurod s1opedy
[B20] ‘SIoqUUSLL pUE UONEZIUBSIO UOTUN

) U22M]9q SUOTIORINUI JST] 0) PINSL UM

g daig

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.

D



=1
=
L
=3
=
S
T
=
(=
-
<r
23
g
c
D
o
o
<

«JOLIBUIS
ST (1M SUOIM SJEUM,, Pse dre syuredneq

*9[qqNq A UT ss3[1amod [99f U2)J0 ‘STaqUIST
TI9Y) WIOIJ PI)OSUU0DSIP ‘SIOPEI] [E20] PUY

“1o4o[dwa o) 03 paUI] A[2SO]> Se uoTun
3} MIIA AJT]) SAWMUIOS “JUBISIP S UOTUN
3Y) MIIA 0] SUI0D SIDQUIIA UOT)
-eZIULSI0 UOTUN 3Y) PUE SIOqUISW

3} u9am3aq dojeAdp ued 109UUodSIP

© 1a£ordwa 3 yIm ) I JO

yonur Surpuads are pue 2oe[dyrom

3Y) UT AJoIeI 318 SIOPBI] [BI0] USYAN

6 da1s

isunye) wo, doay

"s3ureaw sSA[PUL Ul s1oped] uorun dn an 0}
PUE 20UBJSISIT UOTUN DNPII 0} UOTR)NSUOD
Sursn Ajreuonuaur are sxoojduwe surog

1019 )
Sunjew are 43y JeU} MOWY JOU OP SIIQUISUI
‘Mgosn Suryiowios Surysduroooe a1e s1opes]
[B00] UayM UAT

“1ohordud o Yym

3[qqnq e ur dn pus

U2)JO SIOPea] [e20]

g daig

21

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



=1
=
L
=3
=
S
T
=
(=
-
<r
23
g
c
D
o
o
<

VISl UoUI- U} §
STVNIPS
o.\%& o 57 I
Q.W,Y\Q \\\\1
:0:\3 V< \\\\\\

\\\\

Aborosp:
o
worvzisol P
WaDrad duo 3R
» v, 0P

"3)BQAP PUE UOISSNOSIP
Jo 101 eyjreds surexderp dewr romod ay T,

*9[qqNq Y} SPISINO 0]
am SIZUR[[eYP A} Jo JopuruaI € se d3ed Ay
JO 9PIS SUO UMOP UMEIP € 0B IM SJeI)
YT, "SN U)LY} $3010]

y1mod Spymueajy
LI dais

'Ma1A Jo Jutod s1adojduns atp 3dope pue s[qqnq U UT 9fes [93f 0) PASLINOOUD dI. SISPEI] [BIO] “UOIUN )

woyy Aeme WaY) YIYS PUE SIIQUISW UOTUN M
san prmq 43y 1, ‘uorun ayj ssedAq s1ofordurg

“Ae[d oyur owod

UED JWOIPUAS W[OS Y] ‘S$a13s SUIMOIZ
0UDLIXD SIOqUIDU PUE SIOPEI] [BIO] SY *ISNI)
PIINq 0] So1oe) JuauIdeIquId, asn s1ahojdus
Qoe[ddyIom ) UT Te3) JO SR B SUNBIID pUE
JUWIZE 2AN[[00 Y uo Jurduren YA

.mebﬁEuEﬁoE:oﬁ
PUE SIoPE3] [B20] (JOq I8
@

payoa1tp sonoey doo peq
‘doo poo3 uo s1afojduwd
[orO0D SJUE)NSUO))

0L das

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.

122)



=1
=
L
=3
=
S
T
=
(=
-
<r
23
g=]
c
D
o
o
<

VIpaly UoIUN- U} W7 2N
! ! ' L 702 2.

STONIRS
ougrd o3 sy

peDsad duo I
» v, P

-aoe[dom apy ur srequuat 3urdey swa[qoid
o) wuy 1e4ojduus ay) jo epuededord
2oey Addey | o a3usyreyD) "s1oquuaw (M
1ouu0da1 drysiopes] uorun i djpy ueo
Toordus atpy Jo aoure)s A SurZINJ “uorun
a3 Jou “TLo[dud ) I8 UOHRNSILY JOqUISTU
10211p 0} d[aY] [[IM ST T, *SUISOU0D SjetunI3a]
0} ON],, “‘SUIABS pUE JUSUWIISE JATII[0D )
Burioudr st 1odojdums aup Jey) pue sesordure
3} YIIM WdY) J0J SUNBIOAPE ST UOTUN 3}
JeU) MOWY] 0) PAIU SIDQUISIA "9[qqnq A}

ur Suruaddey st jeym

INOQE SIIQUIdUT 0) MOTJ

uoneuLIojuI 3 daoxduy

o a|qqnq uoneuLIoul
6 ay} yeaug - z dois

"MO[2q st a1k asp1axd urddeyy 1emog oy ur syuedpnaed 4q paysaddns suonnjos atp jo awog
'ssano1d Suruureld ot jo 3red e oq ued aspIx0 Surddeyy 1emog a1, “1ress 03 20e[d A A[ensn ST pIEOg ATINOIXF [BI0] A} YIIM UOISSIS
Suruueld v -suorun mo Juruaypduans 10§ suonsaddns sopraoid ssautpvay Jo a1piS v Sutaany Taded uorssnosIp s UNOY) MoqeT Ay,

uejd e aye\ — | dajs

suonnjos buiddeyy :z Ved

®

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



=1
=
L
=3
=
S
T
=
(=
-
<r
23
g
c
D
o
o
<

o ey G
soDNeS
oygnd o sy BB

burrpsmg \\\\\\v\\\
uowy) A

T
e G

preodad suo 3y g
J° PRID)

‘soATjeyURsaIda1 HoTUN J[qeIUnodde

I SOIUUIOD JUTO UO $aAT)eIUsaIdor
Qokorduns | [re ey ams ey Juade Sururedreq
QAT}DI[[0D [0S S UOTUN ) J1ssey “ToLo[duud
AU (PIM suonoeIAUT 2AndNpoIdun uo yuads
aum 3y} YSe[S 'SIopea] J0/PUe. SISQUISU JO SINJeA
UOIUN 3} UTULIdPUN

0} 3un}a3s a1k YOIYM

saAnenIur oAofdurd

0} S3URJBYP JUNOJA

saAneniul Jakojdwsa
abuajjeyg - v dais

DAl UOWI- U} §
sToNtes
Dgnd o3 spTy §

>®0\00m.

oS
worvzipsol (s
d duo @
"

“1oo[dws a1) pure uorun A UIMIDq
UOTBIUTIP JEI]D © 9 JSNU 21U} JeL]) SULIU 1 —
Au110)$ 9q JSNUWI SUONE[A1 INOCE] JeY) UBIW J0U
S90p SIy ], ‘TAo[duud atp Yim Arepunoq Aypreay
B USIqRIST (jSN WO SINOAR) 910WI ON],, ‘AeS

0} 14odud ) 10§ Apear o) “drysioquuow
0] J[qISIA ST Je) AeM B UI )1 O pue — Jofojdurd
ay) (pm drysuonepar suorun ay) auyapay

a]qqnq ay} Jo 0 199 - € dajs

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.

24)



=1
=
L
=3
=
S
T
=
(=
-
<r
23
g
c
D
o
o
<

DIpAW UOWU- U} §
SoDIABS
Sygnd o3 sp79 §

\»mo\o‘wﬁu '

oS
worvzirol (S
d suo 3
"

noqo| pousD pup

swoum B30

DIpel U~ U §
LN
o.\wxm o sy §

VN 77777 %
! W

QO:QQ

Jo—
-
s G

ooded suo sl \\\\ ’

*suonezIuedIo ArunuIuod YHm
uI] 3s98U0I3S ) Te SIOQUITU UOTU()

"SaI[[e
Arunutod pue sarpoq
INOQE[ [EIUD ‘SuoTUN
IO IM sa1) Suoms
Surp[mq ur uonezies o
uorun aImud 3y a3esuy

m Sal||e yiim sai}
uaybuans - 9 dayg

‘udredures
AI2A9 UT SIOqUISUI UOTUN PUE SPIEMI)S ‘PIeOq
2ATINDAXA [e00] A} 23e3ud 03 sue[d ey

-aoe[dyzom atpy ur Sutuaddey st jeym uo
snoojoy “dryszequuatu a1 Jo 1omod o) PIm
100UU003Y SIS UOTUN (1M SUOTOUU0D
30BJ-0}-208] SAYSI[qLISd YOTYM 2INJONI)S

uorun & 3urp[magai 0y
$0INOSI pUe SNOOJ PIYS

\mfo SI9IAW uoiun

@ =5 I yum joauuoasip ayy
NS aWo0213nQ - G da)s

25/

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



=1
=
L
=3
=
S
T
=
(=
-
<r
23
g
c
D
o
o
<

B1o-Buiziuefioubiedwed pue eI [19UNOIINOGE] 1B J|CR|IeAR ‘ SSaUIPEaY
40 ajejs,, e buinaiyay :subredwe) npamo o) suoiuy) (207 buredald joded uoissnasip [19uno?) Jnoge] ay} ul

suonsabifins ay) Japisuo?) *sabuajjeyd umouyun pue umouy 10} 3 ued )i Se Apeal Se Si uoiun ay} Jey} a.ns ey

uoIun JnoA ul SSaulpeal Jo aje)s e aAdIYIY

SPONIS
oygnd o s BB

buipsmg \\\N\N 77 %
wowy) V778>

Aboroop:
ey 4
wozivgol s

K 2UO 9
" e e W G,

Mw, 4MOq| [p4uzD puD
suowm {20

*S9NSST AJTUNTITIOD

0} $3nSST 0B[ANIOM T, *SAUO MIU JJeNIUT

03 djoy 10 sudredured Ayrunuuod 3unsrxa
U1o( "PeOP[IOM ] SINSSI JaA0 JaLoduud oy
Je pajoap susredured
doe[dyIoM Ypune]

apow ubiedwed
ojui }ay —/ dajs

\:VV\»\\VN

22724

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.

D



(7,]
il
(L)
&)
=
o
(<L)
&
>
=
(L)
el
(Te)
2
L=
c
D
(oX
(@R
<T

(2007) “Syueq Apuy pue moruo)) ese1d], q suSwduiwy) 21Savis woy [mfeg/4Adpe] 4q paidepy :00mog

INETRIS

In19/911qnd SaLBIDISNS

saluedwod jJualed

$10]93.1p

‘slapjoyaleys/siaumo
‘SaA1N29xX3 Juawabeuew

9IPPIN

Jofojdw3

$13sn 391AI3S
/slawio}sn)

}9)Jew 10
Ansnpui swes - siojeinbas B
s1afojdwa Jayyp JUBLILLIAN0Y)

SIOpUan B
s191|ddng

‘194o1dwd ue e payoarrp udredured e 10§ s1o31e) 93eIaAd] AqIssod smoys
uonensnyy sy T, ‘s)981e) 33e1oa9] uo amssaid Ajdde om 9081} Areurnid mo uo amssaxd asearour of,

:afieianal

sjofite] abelana

27

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.



(/2]
il
f —
(-]
t —
(=
=
=38
(=]
=]
 —
©
(7]
2
<L
[
Q
=
— ]
=
il
&
(-]
=3
(7]
o
23
g =)
c
D
(oR
(oR
<

“Koxe] 981095) £q aSupyyD) 4of Suru4], ur SN[y Jo winndadg, | woy [umyed/Aspre] Aq pardepy :01mog

oD
| SpUPUCTIO /D “B/ppi Bl 4PpO Ui
Uil 2107 SO fUOD —
Puv S29779P
257704}

a|ppiw a|ppiw a|ppiw
Ajpuaujun pabebuasiq Ajpuanq

‘oD
SIP2Odd17S Bl
ity 2107 fpN gD
PUD UOISB/OD
SsvPIUT

sjuauoddo sal|e

anissed anissed
sjuauoddo \ SOIZIV s25bwp sal||e
annoy | SPUUCIO Bifp sbpiape) puv annoy
wWO\Xw\N\NEW\&, Awowiid uo
oir7ss04d fyddjy

sjofie] abe1ana

1394v1

sjuduoddg pue salj|y J0 wn129ds

‘worvzIvbio

‘SouBUCI IO >M—<_>=m_n_ uero 470 po
mM\.\\uww\ vaﬁqu SR puD SNPPDS)/
PA0 2UPHOSIC U2 fo Eﬁw&e%é\

FAI2DD m.s\m Y wm\.w

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.

D



Bibliography

Bill Lee, Pragmatics of Community Organization, Fourth Edition (CommonAct Press, 2011).
Bill Lee and Mike Balkwill, Participatory Planning for Action (CommonAct Press, 1996).

Rick Arnold, Bev Burke, Carl James, D’Arcy Martin and Barb Thomas, Educating for a Change
(Between the Lines, 1996).

Bev Burke, Jojo Geronimo, D’Arcy Martin, Barb Thomas and Carol Wall, Educating for Changing
Unions (Between the Lines, 2002).

Kim Bobo, Jackie Kendall and Steve Max, Organizing for Social Change, Second Edition (Seven
Locks Press, 1996).

Rob Fairley, Preparing Local Unions for Powerful Campaigns: Achieving a “State of Readiness”
(Toronto & York Region Labour Council, 2012).

Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011. @



About the authors

Rob Fairley

Rob Fairley is the Director of Strategic Services at the Toronto & York Region Labour Council. Rob
became a CUPE member in 1972 when he started at Toronto Hydro. He worked there as a labourer and
as an electrician. He served as President of Local One for 7 years and served one term on CUPE’s National
Executive Board. Rob led the fight for ground-breaking equity programs at Toronto Hydro. Rob’s
speciality is facilitating strategic planning sessions for local unions. He has extensive experience organizing
strikes and other campaigns — large and small.

Mike Balkwill

Mike Balkwill is a self-employed organizer and community development consultant. Mike has worked
with grassroots community groups and non-profit organizations in many sectors: housing, health,
community services, and environment. Mike organized successful campaigns to stop the development of
an incinerator for radioactive waste in Brampton, Ontario. He also organized the successful campaign to
remove mould from school portables in Peel Region. Mike has taught courses in community organization
and social movements at McMaster and York universities. He is the publisher of Pragmatics of Community
Organization.

The authors may be contacted at info@campaignorganizing.org
Visit www.campaignorganizing.org for:

e Facilitation notes and worksheets for some of the Handbook’s exercises

¢ Digital copies of this Handbook and the discussion paper Preparing Local
Unions for Powerful Campaigns: Achieving a “State of Readiness”

e Translated materials
¢ A Powerpoint presentation of Appendix 4

@ Toronto & York Region Labour Council Campaign Planning Handbook. © Rob Fairley and Mike Balkwill, 2011.









