


Notes

We have chosen to use gender-neutral pronouns and language in this resource, in order to show respect for our
readers who may not identify with male or female pronouns. The drawback to this choice is questionable grammar,
but we hope that you will overlook it in support of everyone's right to gender self-identification.

The GLSEN Jump-Start #5
© November 2003

For more information, please contact:
GLSEN-Student Organizing

121 West 27th Street, Suite 804

New York, NY 10001

212.727.0135 / 212.727.0254 fax
jumpstart@glsen.org
studentorganizing@glsen.org
www.glsen.org under Students and Library

Register with GLSEN!

Registered Groups, student clubs, commonly known as Gay-Straight Alliances (GSAs) and individuals (student
leaders, advisors, students trying to start GSAs, and so on) receive free information and resources from GLSEN's
Student Organizing Department.

Resources include:

-Educational books, videos and trainings

-Updates, information and free guides to community and school organizing around LGBT issues
across the country

-Networking opportunities with other youth leaders and teacher advisors

-Free subscriptions to Student Organizing's e-mail listservs, which provide student leaders and

teacher advisors with a discussion forum for asking questions, sharing ideas and providing feedback

Register yourself and your student club today at www.glsen.org!
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Introduction

Welcome

Welcome to the GLSEN Jump-Start V: Understanding Direct Action Organizing. Students are working to create
safer K-12 schools across the country in thousands of schools, more and more each day. This resource will help
already active student organizers and individuals interested in developing a greater understanding of organizing
techniques and strategy planning to further your efforts. Jump-Start V is meant to be used as a self-contained
guide to understanding how to organize an issue campaign in your school, but remember to take another look at
Jump-Starts #1-4 for information that could help you in your planning.

The activities outlined in the Jump-Start always involve lots of group work - brainstorming, discussing and writing. If
you need additional copies of this Jump-Start, or previous
and/or future Jump-Starts, all editions are online in the

From Merriam-Webster OnLine: ‘'student’ section of the GLSEN website (www.glsen.org). We
welcome feedback; suggestions and requests if you'd like to
see particular topics addressed in future Jump-Starts. Just e-
mail us: jJumpstart@glsen.org !

Main Entry: jump-start
Pronunciation: ‘j&mp-start
Function: transitive verb

Date: 1973 We wish you the best in your work towards creating safer,
more respectful and more equitable schools for all.
1: to start (an engine or vehicle) by
temporary connection to an external Christopher Ramirez
Student Organizing Director

power source (as another vehicle's :
cramirez@glsen.org

battery)

Chris Tuttle
2 a: to get off to a speedy start Student Campaign Specialist
<advertising can jump-start a political ctuttle@glsen.org

campaign> b : to impart fresh or
renewed energy to : ENGERGIZE <a
plan to jump-start the stagnant econo
my> - jump-start noun

Index

Referred Materials:
-Handout: Power Map
-Handout: Strategy Chart
-Jump-Start #1
-Handout: Movements in History Scenarios
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L. Intr 0N rganizin

Ready...

It's important to understand that organizing is not a new concept. The styles described and taught in this Jump-
Start focus primarily on a type of organizing called "Direct Action Organizing." This model of organizing has been
adapted from the Center for Third World Organizing and the Midwest Academy. This model has been developed
and used throughout the women's liberation and civil rights movements, though it's concepts and ideas have been
used throughout history in various movements.

Before we begin, use the following exercise to introduce folks to various ways oppressed peoples have used
organizing to better their conditions and lives.

Set...

People: 5 Small groups of 3-10 people each

Tools: 3-10 copies of each Movements In History Scenarios 1-5 - Each group is assigned a different scenario, each
participant in each group should have a copy of that group's scenario. Paper and markers for students to make
props are optional. (Special thanks to the Center for Third World Organizing for use of these scenarios)

Time: 40-60 minutes

Start by asking everyone to break into between 3-5 groups, depending on how many participants there are. Each
group should have no less than 3 people. So if you have 10 people in your meeting, simply split into 3 groups. If
you have 25 people, split people into 5 groups.

Go...

Part 1: Group Preparation (20 minutes)

Once participants are in the groups described above, provide each group enough copies of their scenario that each
person can read along. Tell the group they have 20 minutes to plan their scenario before role-playing their 5-
minute scenario before the rest of the group. Remind groups that they can demonstrate their scenario in whatever
way they most desire. Some choose to role-play a scene describing what happens, others choose to write their
own script based off of what happened. Others have created character monologues based on their scenarios.
Whatever they choose though, must be evident to the scenario presented and educate others on what type of
organizing was happening and why.

Part 2: Group Role-Plays (15-30 minutes)
Each group has 5 minutes to role-play the scenario they've been given. As written in the directions on each page,
if not clear within their scene, participants should give a brief paragraph explanation as to the events that occurred.

Part 3: Closing Discussion (10-15 minutes)
After each group is finished debrief as a larger group about participants experiences doing this activity. Some
questions you might consider asking are:

-What did your scenario require to make the organizing effective? (ie. Constituents, a plan, commitment,
etc... Essentially, what gave the group power?)

-Could you relate to any of the stories told? Which ones? How?

-What was hard for you to do, or to understand?

-Have you ever taken part in anything similar to the actions you saw?

-What can you take with you in your own organizing efforts?
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Il._Qrganizing Terminology

Ready...

Now that we've had some fun with learning how organizing has looked in various movements and used in various
strategies, lets stop to take a look at the various organizing terms that will be used throughout this resource.

It's important that before you continue, participants have a general understanding as to the words used in describ-
ing organizing and what exactly each term means in the context to organizing.

Set...

People: entire group, prepared facilitator(s) and designated note-takers/recorders
Tools: 30+ index cards, pens, Organizing Terminology
Time: 20-30 minutes

Using the information from the Organizing Terminology below, write each ‘term’ (without the definition) on individual
index cards. Next, write each 'definition’ (without the term) on it's own individual index card. Have these cards pre-
pared before your actual training/workshop for distribution to participants.

Note: If you have less people in your group than index cards, you may want to play twice, or simply review those
cards that don't get used with the whole group. If you have just a few more people than index cards, consider ask-
ing the 'extras' to be guides, helping everyone find their ‘match’. Or, if you have many more people, consider pair-
ing people in teams with one term or definition shared between the two.

Organizing Terminology

Community Organizing - Community organizing is organizing that is:
-Geographic-specific - Identifies as its primary constituency some set of residents and/or community
institutions
-Strategic - Utilizes issue campaigns to address specific problems and/or conditions
-Community-based - Consciously and systematically develops grassroots, local leaders, not simply
followers
-Strong & sustainable - Builds ongoing independent organization(s)
-Successful community organizing will;
-Seek to win real improvements in people’s lives
-Give people (constituents) a sense of their own power
-Alter the relationships of power (between constituency and decision maker)
Power - The ability to get what you want
Issue - The problem and the solution to that problem
Decision Maker - The person who can give you what you want, also known as the Target
Issue Campaign - An effort waged to win a victory on a particular issue
Strategy - The plan for how you win campaigns
Tactic - A task that is part of your strategy, specifically targeted towards your decision maker with the purpose of
helping win your goal
Constituency - The group of people who you are working with
Message - How you talk about your campaign or issue to your audience
Talking Points - Specific phrases of your "message” for specific audiences: media, constituency or decision
maker.

*Various definitions borrowed from the Environmental and Economic Justice Project and/or the Midwest Academy's
Organizing for Social Change manual.
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Go...
Part I: Terminology Introduction (5 minutes)

Before we delve into the many details of organizing, it's important we all have equal definitions of the organizing
terminology. We're going to pass out an index card to each of you. Some of you will get a 'term’ others only a

'definition’. After everyone's been given an index card, we'll give you a few minutes to silently find your 'match'’-
definition and corresponding term.

Part Il: Terminology Match-Up (10-15 minutes)

You have 7 minutes to find your match, without talking. If you're a term, look for the definition that matches. If a
definition, look for the matching term.

Part Ill: Terminology Wrap-Up (5-10 minutes)

Have we all found the matching term or definition? Stay in your pairs and lets go around the room with each of you
reading out your term and definition. If correct, you can have your seats, however if the whole group doesn't agree
they're a match, you'll need to stand by until the rest are read through and either changes can be made, if needed.

Some questions to pose to the group after this point may include:
-Are there any questions about these definitions?
-Do you agree with them and how they're being used?
-Are you ready to continue? Let's go!

i Und ' -

Ready...

Now that we've reviewed some of the basic terminology we'll be using as we learn effective ways of strategic
organizing, it's important that we talk about power. Power is the basis of organizing. Someone has the power to
give us what we want. As we've learned, we call this person the decision maker-and we're organizing to show that
person our own power (thereby altering the relations of power). In order to effectively organize using our power, it's
important we first step back and examine power itself, and what power we have. Remember, power is the ability to
get what you want.

Set...

People: entire group (working as a whole), prepared facilitator(s) and designated note-takers/recorders
Tools: 5-6 sheets of flip chart paper, markers, tape, and one sheet of notebook paper for everyone in the group
Time: 45-60 minutes

At the top of the first piece of flip chart write "Three Steps to Empowerment”. Underneath the title write the follow-
ing three steps:

1. Win concrete victories.

2. Make students aware of their own power.

3. Alter the relationships of power.
In the middle of the second piece of flip chart paper write the word power and circle it. Tape this piece of flip chart
paper to the wall.
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Go!
Part 1: Identifying Power (15 minutes)

Before you can begin any campaign, it is important to recognize where you get your own power. Again, the
definition of power is the ability to get what you want. Hand out one sheet of blank paper to every person
participating in the activity. Ask the participants to write the word "power" in the middle of the paper and circle it.
Now it's time for the group to turn the word power into a web diagram. This means the group draws lines extending
from the circle to create a spider web effect. Ask the group to write down all of the different things that give them
power. To start the group off, give an example or two (e.g.; white, money, education, etc). This part of the activity
should take about five minutes.

After the five minutes is up, it's time for a large group brainstorm. Start a diagram on the large piece of flip chart
paper. Ask each participant to say one of the things that they wrote down that gives them power and why. While
doing this activity, keep in mind that some people may be unaware that age, educational status, race, religion, and
gender may give you power or take power away from you. Additionally hard to grasp, may be how some people
may have reclaimed their power in an identity that traditionally has been oppressed.

Part 2: Three Steps to Empowerment (15 minutes)

Now that the group has a basic understanding of power, it's time to move on to the three steps to becoming
empowered. Using the Three Steps to Empowerment sheet that you've already prepared, go over each of the fol-
lowing steps and explanations. Between each, ask participants to think of a victory they've recently accomplished
(such as starting a student club-commonly known as a Gay-Straight Alliance, or GSA-or passing an anti-harass-
ment/discriminaton policy) or one they'd like to accomplish, and to write for a minute about how, or if, they did each
of these steps.

Step 1 - Winning Real Improvements in People’s Lives

Issue Campaigns are about making concrete change that can be seen and felt long after the campaign itself has
been one. Though getting a teacher to be more open minded may be nice, it may not last. Winning yearly teacher
trainings however will continue to provide teachers with opportunities to learn and discuss ways of stopping and
preventing harassment.

Step 2 - Altering the Relations of Power

This simply means that the decision maker (the person[s] with the power to give you want you want) recognizes the
power your group has-thereby not having as much power as they may have thought. An example might be how
principals feel they have power over students; though through organizing, students can protest or petition, showing
the power they do have in numbers.

Step 3 - Giving People a Sense of their own Power

Respectively, your group recognizes the power they didn't realize they had over the decision maker and to organize
around important issues to get what they want. Within the previous example, students would gain a sense of their
own power in the process, by winning small victories, whether by joining a protest, signing a petition or winning a
concrete goal.

Part 3: Majority Strategy (15 minutes)

Majority strategy is the idea that to win a campaign in which there are multiple targets (such as school boards, city
councils or state houses), the campaign would need 50% + 1 of the votes. For this activity, ask the group at large
to stand and split in two, one side being Group A, the other Group B. Keeping the number of students in Groups A
and B even, remove 2-3 students and form group C (if groups are already even, remove 1 from each, if groups are
off by 1, remove 2 from the larger). Finally, remove 1 more student from each of Group A and B to stand by you, in
no group.
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Ask the two students with you to imagine the following scenario, then answer your question. This is your School
Board. All board members of Group A have said they will vote in favor of your anti-harassment policy. All board
members of Group B have said they will vote against it. Group C's members have stated they are unsure how they
will vote.

Question: Who should your campaign focus it's energy on winning the votes of?

Answer: The board members who are unsure how they will vote.

Possibly follow-up questions:
-Why try to convince the unsure group that your issue was important?
-Why didn't you try to convince the group against to change their mind?
-Why didn't you try to convince the group that already agrees with you?

Conclusion

Participants should now understand that when they are trying to win a campaign that has more than one decision
maker as a group, the actual "decision maker" in the campaign are the people who hold the winning votes-often
those who are either unsure, or those who "might" vote in opposition to your stance.

Iv. One on One Qutreach

Ready...

One of the biggest challenges for an organization is outreaching to volunteers. The more volunteers an organiza-
tion has working for it, the more work it can get done toward its goal. The mistake most often made is mass out-
reach-trying to get volunteers solely by advertising, talking to groups, or making announcements. Successful lead-
ers know that volunteer outreach is the art of matching tasks that need to be performed in their organizations with
the personal preferences and motivations of the potential volunteers.

It may seem impossible to know what motivates all of the volunteers who might donate time to an organization. But
when you consider that every volunteer has the potential to continue volunteering and eventually become a new
leader in the organization, it seems more worthwhile to get to know each volunteer. Besides, it's much more fun to
get to know the people you're working with.

One or two leaders can't single-handedly build a one-on-one relationship with every potential volunteer for an
organization. But smart leaders will train a group of other leaders how to have the kind of one-on-one conversation
that helps pin down what makes a new volunteer tick. This activity is designed to train a group of people how to
have the kind of conversation that can help leaders match tasks with the volunteers who will be energized by those
tasks.

Set...

People: entire group, two prepared facilitators

Tools: two flip charts and markers

Time: 45 minutes

On the chart, draw a stick figure.

Go!

Part 1: Introducing the One-on-One (10 minutes)
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There are some important points about how to have an effective one-on-one that will help people focus on what's
important and avoid having the conversation feel like a job interview. First, you'll need to make the case for why
one-on-one outreach is more effective than mass appeals. Then, explain the mechanics of conducting this kind of
conversation. The following are some pointers on how to conduct the one-on-one:

A. The most important item on the agenda is the other person. You want to find out what gets them excited,
happy, sad, or angry; in short, what motivates them to want to get involved in a club. Try to find out what the volun-
teer is going to get from volunteering. Do they like to be in the spotlight? Are they getting involved to make social
connections? s it their sense of justice? You may need to ask, "Why is that?" several times to get at the motiva-
tions behind their comments. The meeting should be done in person, not over the phone. Try to avoid talking
about the work that needs to be done. Spend an hour just getting to know the new volunteer.

B. Try to listen about 75% of the time. As tempting as it is to be thinking of your next question while the person is
talking, try to listen for the basic fact about the person that makes them want to get involved. Take notes. But
remember, it's a conversation. Tell them a story about what makes you tick once or twice. Genuine curiosity on your
part gets a genuine response.

Part 2: Model the Process (15 minutes)

Two prepared facilitators model the process of conducting the one-on-one recruitment conversation. This model
conversation will be most successful if the facilitators talk about real work they're doing. Remember to model the
repetition of the question "why is that" as a tool for pinning down motivations behind actions. After ten minutes,
conduct a conversation about what was learned. As participants share insights about the facilitator who was inter-
viewed, the other facilitator can draw these insights using words or pictures on the stick figure on the flip chart. Ask
participants what was learned during the conversation and if anything more could have been learned if other ques-
tions were asked at different times.

Perhaps the most important part of modeling the process is asking participants to consider what volunteer opportu-
nities a good leader would approach this person with. Point out that we often assume because a person excels at
math, that person will want to be our Treasurer; when in reality, that person might be using volunteering as an
opportunity to try working with people more. We'll never know unless we have the conversation.

Part 3: Small Group Practice (10 minutes)

Divide the group into two and each prepared facilitator will work with one small group. In each small group, choose
two participants who'll agree to try the process in front of the small group. One conducts the one-on-one and the
other is the subject of the conversation. The facilitator should give some reminders about what's been learned and
then give five minutes for the two to have their conversation while the rest of the group observes. After five min-
utes, conduct a stick figure debrief within each small group. You can do this by drawing on a flip chart sheet of
paper a stick figure, asking participants to say what they learned about the person who was being talked to in the
1:1. Write each participant's comment(s) around the stick figure, creating a "model" of the interviewee.

Remember to emphasize the importance of the "why" question in getting to the motivation, and the importance of
applying the knowledge to the task at hand-matching the right volunteer with the right job that needs to be done.

Conclusion

Remember that every time a new volunteer inquires about your organization, that person is forming an opinion
about whether he or she will donate time or become a future leader. Starting the relationship off right by genuinely
getting to know the new person will make the new volunteer feel like an important part of the work the organization
is doing. If that person leaves his or her first volunteer duty feeling energized-like there was no better way he or
she could have spent that time-your organization has a solid relationship with a new volunteer that will stick
around. That's how to outreach to volunteers: one by one...one on one.

GLSEN Jumpstart - 9



I i | Usi I

Ready...

The strategy chart is a tool used to help organize an issue campaign. Before reviewing this section, you should
have an understanding of the organizing terms referred to in Section ii: Organizing Terminology in the beginning of
this resource.

Developing a strategy chart will help your group understand the goals you wish to work on, the tools and resources
available for your campaign, and how to best utilize those tools and resources towards achieving your goals.

A strategy chart, in the most basic terms, is simply a visual aid used to help groups working on campaigns. This
format includes the following 5 categories for which groups should work through and brainstorm towards developing
their strategy.

Winnable Goals - including: short-term ("wins" while working towards the bigger picture), intermediate (the primary
goal your campaign is built around winning) and long term (the overall picture).

Organizational Considerations - including what resources your group has to use towards the campaign, what you
want to gain from the campaign, and any potential problems that you should note.

Constituents, Allies and Opponents - understanding who you are working with, who supports you and who is
working against you.

Decision Maker(s) - understanding who has the power to give you what you want (primary), and who has influence
over the person(s) with power (secondary).

Tactics - specifically thought out actions used to show your organized power to your decision maker/target, utilizing
your constituents, allies and organizational considerations towards achieving your winnable goals!

Set...

People: entire group (working as whole), small group breakouts and facilitator
Tools: 13-15 sheets of flip chart paper (2 per group), markers, tape, paper and pens
Additionally Handouts: Guidelines to Choosing an Issue, Strategy Chart

Time: 60 minutes

Hang 1 sheet in front of the room where everyone can see it, put another on the floor, with the group organized in a
circle around the sheet on the floor. Designate a recorder to take notes on the second sheet (on the wall) as you
brainstorm solutions in Part 2 of the following exercise.

Go...
Part 1: Goals - Understanding an Issue (15 minutes)

A. As a large group, arrange your chairs in a large circle, with one sheet of paper and several markers at the center
of the group. Draw a school house in the middle of the paper, and ask the group to randomly come forward and
write anywhere on the sheet "problems" in school that create unsafe environments for LGBT people and their allies
(i.e.; harassment, fighting, teachers not stopping harassment, non-inclusive materials, etc). Be sure to have several
markers and encourage participants to go up and write their thoughts, several at a time to keep the exercise short.
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B. After the sheet has commonly found problems written across it, hang it on the wall next to the second sheet of
paper. The facilitator at this time should explain to people that we're now going to review the problems people
brainstormed and develop a list of possible solutions. It should be known that some problems may have multiple
solutions and some solutions may help solve multiple problems. As the facilitator reads out each problem, ask the
large group what solutions could help solve this problem. The recorder should write a list of the solutions devel
oped on the blank sheet hanging on the wall. For each solution that's repeated, mark a check next to it, to signify it
helping solve more additional problems.

C. Once complete, the facilitator should review the solutions with the group, highlighting those that were found to
solve multiple problems and explain how understanding the solution to a problem is what we call an "Issue." An
Issue is a problem, and the solution to the problem. Issue Campaigns are based around creating solutions to prob-
lems. Of course, we can't work on every issue at once, otherwise we'd probably not get much done. So next we'll
discuss how to choose the best issue campaign for your group.

Part 2: Choosing an Issue (10 mins)

A. Reviewing the issues (solutions to the problems) that we already developed in Part 1, review the three sample
issues below. The facilitator may have these already written up on another sheet of paper that you now make vist
ble. The facilitator should help participants see how solutions can overlap, and the following example issues are
most likely solutions to several of the problems brainstormed in the earlier activity.

Sample Issues

1) Ensuring all students, regardless of gender identity or expression, have safe and private restroom access, by
having the school build two (2) individual-use, non-gender specific, restrooms.

2) Working to prevent & stop bias harassment in schools by providing teachers and students effective required
harassment prevention trainings.

3) Ensuring that all students are safe from harassment & discrimination in schools by amending the School District
Policy to include sexual orientation and gender identity/expression.

B. Break up into 3-6 small groups (4-6 people each). Asking your small groups to designate someone as the
group's recorder, each group is asked what things are important to consider when choosing a campaign? Some
obvious examples may be money, time and community energy. Ask participants to expand on these thoughts, and
others, and to specifically try to name 16 considerations when choosing an issue campaign.

C. After participants have spent a couple minutes brainstorming considerations in small groups, distribute the hand-
out "Guidelines for Choosing An Issue.” Ask the participants to see how many they came up with on their own and
which ones the miss. Have each group review those they didn't think of, and briefly discuss it's importance and
whether they'd agree or not with that as a consideration.

D. Review with participants in the large group how we first developed goals, by finding solutions to problems and
developing issues. Explain to participants that when considering multiple issues, they may wish to use these
Guidelines to help figure out which issue campaigns would be most strategically beneficial to their group and overall
goals.

Part 3: Creating a Strategy Chart (40 mins)

A. Before starting this section, ask participants what they would do if they found out a teacher was fired in their
school for being leshian, gay, bisexual or transgender? Would you organize something, what would you do?
Participants will likely reply with various possible tactics towards fighting this injustice: protests, petitions, rallies,
meetings,

walkouts, etc. Good or bad, this is how most of us think, "what can we do."
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Rarely do we stop to think and strategize about which action, or tactic, would be the best for the issue at hand.
Which tactic would show our power to the person who has the power to give us what we want - the decision-
maker? Have we measured our organizational considerations to ensure we can show our power with this tactic?
Will our constituents and allies support our tactic; will our opponents organize more successfully than us?
Ultimately, what exactly is our winnable goal with this tactic and can we win it?

These are the reasons we create Strategy Charts. They help us organize and plan what we want to do, what we
have to get it done, who's going to help us do it, who's going to give us what we want, and then - finally - how we
can show our power and win!

B. Distribute the handout of the Strategy Chart. Show participants how one side is not yet filled in while the other
side has an example goal of winning mandatory teacher training for Ft. Lauderdale High School. Reviewing the
sample teacher training campaign, explain each column, it's importance and the type of information that goes
within. If time permits, ask participants for an additional example that would go within each column as you go
through them.

Agreements

C. Break your participants into half and provide each group with 5 pieces of flip chart paper, one for each column in
the Strategy Chart. Ask both groups to choose one of GLSEN's strategic goals to use for this activity (it's suggested
that each group choose a different goal). Participants will have 20 minutes to complete their own Strategy Charts,
using the flip chart paper to organize each column. Participants should use their own situations to complete the
chart (i.e.; allies, constituents, organizational considerations, targets). Facilitator(s) should be available to observe,
offer feedback and challenge participants during this process.

D. Once finished ask each group to have one or two of their members report back to the large group what they
developed, how and why. The other team should offer feedback and thoughts, additions and/or ask questions.
Finally the facilitator should provide feedback and suggestions on what the best parts of their chart are and what
could be better.

Conclusion & Consider This

You've just created a Strategy Chart! Congrats, you're on your way towards launching an awesome issue cam-
paign. However, while the examples you just used may in fact be the very campaign your group is eager to tack on,
it's important to review other possible campaigns and decide as a group which one would be best for your situation.
Once completed, consider meeting with allied organizations to review your Strategy Chart and plans, ask them for
their ideas, suggestions or concerns - start getting others involved from the very beginning!

vi. Take Action!

Ready...

So if you've completed each of the sections so far, you've done quite a bit of work! Congrats! However, there are a
few more things you should do before you jump in and start working on the campaign you have each created.
Simply put, before starting this work, it's important for you to explore two more things; power and timelines.

The second topic, building a timeline, has been previously covered in Jump-Start Il, so we'll overview the importance
of this subject and encourage you to use the activities described in Jump-Start II, instead of duplicating them here.
You can find Jump-Start Il on GLSEN's website at www.glsen.org within the "Students" section or use the contact
information in the front of this resource to ask for it to be sent to you.
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Set...

People: entire group and small group breakouts

Tools: 3-5 sheets of flip chart paper, post-it notes (multi-colored work best) markers, tape, paper and pens
Additionally Handouts: Completed Strategy Chart from previous section, Power Map handout, Section 1 of Jump-
Start 2

Time: 60 minutes

Go...
Part 1 - Understanding Power (10-20 minutes)
A. Explain to participants the importance of understanding power and where it lies.

It's important to understand "power": who has it, what kinds of power they have and how much. Understanding all
the various people who play roles in the strategy chart you created earlier will help you better see where your power
lies, and where it doesn't. You may realize you don't have enough people on your side and must revisit the strategy
chart you've created to make some changes. Or you may find that you're not utilizing the people with the most
power who are on your side efficiently.

B. Using a blank sheet of flip-chart paper on the wall, write the word "power" across the middle with a circle around
it. Ask participants to brainstorm all the types of power they know of, types they may have, or may not.

Participants will realize all types of power that exist, including money, title/position, job, gender identity, sex,
race/ethnicity, and many more. Participants often forgot to include: numbers of people (movements), ability to vote,
regional/district majority, etc.

Part 2 - Power Mapping (20 minutes)

A. Now that we've discussed the types of power that exist, we're going to use a Power Map, to see who has what
types of power and where they are in support or opposition to our issue. Ask participants to split back into the two
(2) groups they created their Strategy Charts in, and distribute the Power Map handout to each. Ensure they have
their completed Strategy Charts visible.

B. Ask participants to spend the next 15-20 minutes using the Power Map to draw where they feel each person falls
based on their support of your issue and the power they have. Be sure to map out all involved players, from you, to
your decision maker, to key constituents and allies-even anyone playing important roles in tactics.

C. After completion, discuss where your power lies, and where it doesn't. Is there anything problematic in winning
your campaign? Do you need to adjust your strategy chart? Is there someone whose power and support is not
being utilized enough?

Ask participants to take notes, and plan time accordingly to adjust the chart if need be.
Part 3 - Building a Timeline (45-60 minutes)

A. This is one of the most crucial steps in organizing your campaign! Without a timeline you may not be completing
tasks effectively or efficiently. Without a timeline participants may not see a well-planned and led campaign of
which they want to be a part of. Using Section 1a of Jump-Start 2, lay out each of your tactics and any steps nec-
essary to complete those tactics. This activity will help you develop a group timeline needed to begin your cam-
paign. You can find Jump-Start Il on GLSEN's website at www.glsen.org or use the contact information in the front
of this resource to ask for it to be sent to you.

Good Luck!
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Issue:

Midwest Academy Strategy Chart

Safer Schools for all regardless of sexual orientation, gender identity and gender expression

Organizational

Constituents, Allies, and

Winnable Goals ; : Decision Maker Tactics
Considerations Opponents
Long Term: What do you have? Constituents: Primary: Letter to the editor
= 10 GSA members = LGBT students = Principal Lynly Egyes # GSA Meetings with
Safer Schools for all regardless = 2 advisors = LGBT faculty/staff DOS info
of sexual orientation, gender = GLSEN Chapter = Student allies of LGBT E-mail alerts
identity, and gender expression = Worked with Latina/o people Secondary: Table during lunch on
Club on Diversity = Faculty/staff allies of = Superintendent Frank 3 days
Week LGBT people Mok 4 Weekly Morning
Intermediate:; = E-mail group of 25 = Chris Tuttle, Ft. announcements
= 3 parents Lauderdale HS Attend 7 other club
Mandatory Teacher Training for = Day of Silence Allies: Teacher of the Year meetings
all teachers at Ft. Lauderdale Regional Organizer = GLSEN Chapter, = Christopher Ramirez, Collect signed
High School and website PFLAG and other Santa Cruz High “speaking cards” with
= School newspaper community groups School Principal demand for teacher
LGBT friendly =  Student newspaper = Kevin Jennings, training
Short Term: = $200 (campaign) = Latina/o Club President of PTA Students wear stickers
= State legislator(s) = Parents from GLSEN DOS
School approval to organize Day | What do you want? = Parents = Teachers website
of Silence = Increased awareness = Students Breaking the Silence
= 20 new GSA members = Student Clubs event with Youth
Meeting w/ Superintendent = 5 faculty/staff Opponents: Speak Out and over
supporters = Bugs Bunny, School 200 participants
Sign-on from Superintendent =  Relationships with 3 Board Member 2 clubs co-sponsor
student clubs = Some teachers Day of Silence
= 100 Day of Silence = Some students
Participants = Some parents
= $400.00 from this
campaign

List any internal organizational
problems:
= GSA leaders
graduating




Sample Strategy Chart

: Blank Copy

Winnable Goals

Organizational Considerations

Constituents, Allies, and

Decision Maker

Tactics

Opponents
Long-term goal: What we have: Constituents Primary:
Intermediate goal:
Where to find them: Secondary:

Short-term goal(s):

What we can gain:

Problems:

Allies:

Opponents:
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