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I N D E X

A
Ability to hear, 16
Accountability: community power, 26; direct ac-

tion, 185–186; leadership, 86; in partnerships
in power, 335–338; for turnout numbers,
336–337. See also Trust issues

Accountability session, 271–274
ACORN (Association of Community Organiza-

tions for Reform Now), 367
ACS (A Cleaner Southside), 263
Action, Activity exercise, 235–237
Action Evaluation Form, 306
Action planning team, 288
Action tools: Choosing an Action, 296; Mobiliz-

ing Members for an Action, 298–299; Picket
Rules!, 294; Sample Agenda for an Account-
ability Session, 295; Sample Agenda for Pre-
Action Prep Meeting, 297

Actions: accountability session meeting, 271–274;
Alinsky principle on, 263; boycotts, 280; cam-
paign for clean supermarkets, 281–282;
campaign implementation related to target,
241; campaign planning objectives on, 215;
challenges in running, 292–293; collective, 25,
37–60, 92; connection between strategies and,
162; CVH example of public, 261; Day in the
Life, 275–276; decision making for, 287–289;
definition and importance of, 262; direct,

183–184, 246, 265, 281–282; distinction be-
tween tactics and, 284; essential elements for
effective, 293–294; establishing organization
identity during, 282; evaluating campaign,
302, 305–307; external, 264, 281; important
characteristics of, 262; internal, 264, 281;
leadership development opportunities dur-
ing, 292; meeting attendance versus mobi-
lizing for, 291; mobilization for attendance 
of, 286–287, 289–291; organizing, 263–264,
286–287; packed hearings/public events,
276–277; requirements for pulling off a 
great, 282–283; selecting the best, 285–286;
street theater, 278–280; tactics used dur-
ing, 283–284; target meeting, 275; tools 
for, 294–299; town hall meetings, 280; types
of, 264–265; types of street, 265–271. See 
also Mobilization

Adams, A., 3–4
Advocacy strategy, 187–188
Agitation: action and use of, 283; leader response

to, 92–93; skills in using, 15–16
Alinksy, S., 263
Alliance for Justice Web site, 366
Alliances: definition of, 328; strategies for build-

ing, 188–189
Angela, 82–86, 89, 91
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Anger quality, 16
Antiwar activities, 350–351
Arrest fears, 293
Ask meetings, 332
Aska, G.: as Community Voices Heard cofounder,

1, 6–7, 10; issue ID work by, 135; leadership
abilities of, 88–89

Assessment: of campaign strategy, 190–192, 202;
database record of recruit, 44; organizational,
165; of organizational power, 165–170; of
possible recruits, 42–43; of potential leaders,
90; technology, 113–115; of where members
fit in organization, 66–67

Assessment exercises: Visioning Exercise, 21;
Where Are We At? 22

Assessment meetings: sample guide, 19; sample
phone rap to schedule, 18; six Ss for success-
ful, 20; tools for, 18–22; visioning exercise 
to use during, 21; Where Are We At? exercise 
for, 22

Assessment tools: Sample Community Organiz-
ing Assessment Tool, 19; Sample Phone Rap
to Schedule Assessment Meetings, 18; Six Ss
for a Successful Meeting, 20

Association of Community Organizations for
Reform Now (ACORN), 367

Awareness of self-interest, 17

B
Base-building: campaign implementation re-

lated to, 240; campaign objectives in relation
to, 215; components of, 35–36; as core strat-
egy, 185; definition of, 35; information en-
tered into database for, 116–117; recruiting
constituents for, 38

Betsy, 10
Bloomberg, M., 142–143, 161, 164, 167, 193
Board (or steering) committee: benefits of main-

taining, 363; described, 26
Boycotts, 280
Building takeovers, 270–271

Index426

Burnout: as challenge to member involvement,
71; movement-building to avoid, 348; protect-
ing organizers and leaders from, 369–371

Bush, G.H.W., 3, 279

C
Call to action, 41
Campaign evaluation: of actions during cam-

paign, 305–307; benefits of, 302; challenges 
in, 314; conducting the, 310–313; CVH ex-
ample of, 301; definition and importance of,
301–302; determining campaign completion
in order to start, 309–310; essential elements
for effective, 314–315; leadership develop-
ment opportunities during, 313–314; of
meetings and activities, 307–309; organizer
role during, 313; of progress on objectives,
303–305; Southsiders Union’s, 311–313; tools
for, 315–321

Campaign evaluation tools: Campaign Eval-
uation Worksheet, 320–321; Objective
Evaluation Worksheet, 316–317; Parts of
a Campaign, 318–319; Sample One-Hour
Action Evaluation Session, 315

Campaign Evaluation Worksheet, 320–321
Campaign implementation: activities associated

with, 240–241; challenges during, 254–255;
CVH example of, 239; definition and impor-
tance of, 239–240; essential elements for effec-
tive, 255; exercises for, 256–259; inability of
organization to complete, 195; kickoff event
to begin, 240; knowing when to conclude 
the, 253; leadership opportunities during,
253–254; managing the flow of, 242; meetings
related to, 243–244, 245, 250–253; member-
controlled campaign and, 241–242; negotia-
tion related to, 241

Campaign message: definition and importance
of, 215–216; how to develop the, 216–217;
mobilizing members through clear, 289; suc-
cessful actions and role of, 282
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Campaign planning: Action, Activity exercise for,
235–237; campaign implementation related
to, 240–241; campaign message, 215–217,
282–283, 289; challenges in, 222–223; compo-
nents of, 210–212; CVH example of, 209; defi-
nition and importance of, 209–210; essential
elements for effective, 223; leadership devel-
opment opportunities during, 222; objectives
of, 214–215, 230–231; organizer role in, 217–
218; process of, 213–214; session meetings 
for, 214, 234; tools for, 224–234

Campaign planning tools: Campaign Planning
Worksheet, 230–231; Case Study for Identify-
ing the Parts of a Campaign, 229t; The Com-
ponents of a Campaign, 224t; Getting to a
Written Campaign Plan, 232–234; Sample
Campaign Planning Session, 225–228

Campaign Planning Worksheet, 230–231
Campaign plans: CVH Mayoral Workforce De-

velopment and Poverty Campaign example 
of, 218–221; description of, 218; ratifying 
the, 221–222; written, 213, 232–234

Campaign research: challenges of, 171; conduct-
ing informational, 42; CVH approach to, 155;
description and importance of, 155–156; ele-
ments of, 156; essential elements of, 172; exer-
cise for, 181; finalizing findings of, 194; how 
to conduct good, 157–159; individuals who
engage in, 156; landscaping the issue, 159–
162; leadership development opportunities
during, 170; mission check during, 170; orga-
nizational assessment as part of, 165; power
analysis as part of, 165–170; relationship
between strategy and, 192; target analysis,
162–165; technology used during, 122; tools
for, 172–180; who engages in, 156; written
campaign plan on, 233. See also Issue ID

Campaign research meetings, 332
Campaign research tools: Power Analysis Grid:

Sample, 177–178; Power Analysis Grid: Work-
sheet, 179–180; Target Analysis Chart: Sample

Index 427

Questions, 172–173; Target Analysis Chart:
Worksheet, 174; What Moves the Target:
Sample, 175; What Moves the Target: Work-
sheet, 176

Campaign strategies: actions connection with,
162; assessment of, 190–192; base-building 
as, 185; challenges in development of, 196–
197; CVH development of, 183–184; CVH
examples of, 183–184, 193, 195; definition 
and importance of, 184–185; essential ele-
ments for developing, 197; exercises for,
205–207; how to select, 193; inability to im-
plement, 195; leadership development op-
portunities related to, 195–196; relationship
between research and, 192; session meeting 
to discuss, 193–195, 194–195, 203–204; seven
main types of, 185–190; tools for, 198–204;
using more than one, 192–193; written cam-
paign plan on, 233

Campaign Strategies Checklist, 200–201
Campaign Strategy Assessment, 202
Campaign strategy exercises: Using Your Cam-

paign Experience to Train on Strategy, 207;
What Is Strategy? The “Give It Up!” Game,
205; What Will Move the Target? 206

Campaign strategy tools: Campaign Strategies
Checklist, 200–201; Campaign Strategy As-
sessment, 202; Sample Agenda for a Strategy
Session, 203–204; The Strategies, 198–199

Campaigns: coordinated, 329; demands of,
138–140; description and functions of, 125;
developing a winning strategy, 183–207; eval-
uating, 301–321; the flow of a, 126–127; goal
development for, 136–138; identifying the
right issue for, 129–154; objectives of, 136–
138, 214–215, 230–231, 303–305; planning
comprehensive, 209–237; responding to 
crisis, 142–143; sign-on, 329; targets of,
140–141, 151. See also Demands; Issues

Campaign targets: analysis of, 162–165; Day in
the Life aimed at, 275–276; definition of, 140;
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identification of, 140–141; open communi-
cation with, 158–159; people power actions 
in space of, 276–280; response to actions by,
285–286; sample target ID questions, 151;
secondary, 141; target meeting with, 275

Case Study for Identifying the Parts of a Cam-
paign, 229t

Chant leading, 292
Cheney, D., 279
Choosing an Action, 296
Civics education, 97
Civil Rights Movement, 280, 346
Clean supermarkets campaign, 281–282
Clinton, B., 3
Clinton, H., 280
Coalitions, 328–329
Collective action: exercising power through, 25;

leader understanding of, 92; recruiting con-
stituents for, 37–60

Commitment cards, 40–41
Communication: with campaign targets, 158–

159; e-mail, 111, 291–292; of organization
goals to members, 351; technologically en-
hanced, 111

Community: building power of, 27; creating
political space in your, 365; engaging the
boarder, 8; social justice movement con-
necting issues to, 365

Community organization decisions: to create
organization, 12–13; on outside the commu-
nity organizers, 15; regarding internal struc-
ture, 14; on role of organizers, 14–15. See also
Decision making

Community organizations: applying for legal
recognition of your, 366–367; assessment 
of, 165; building accountability in structure
of, 26; building an organizing project in 
an existing, 365–366; challenges to getting
started, 17; determining negotiating position
of, 248; essential elements to getting started,
17–18; establishing an identity during actions,

Index428

282; factors in decision to create, 12–13; im-
portance of independent and power-building,
371–372; involving members in building,
61–79; joining a network, 367–368; key prin-
ciples for running successful, 361–365; leader
representation of, 95; operating principles of,
365; organizational culture of, 337–338, 364;
organizing principles of, 8, 11–12; organizing
steps for, 5–9; political education of your, 365;
power analysis of, 165–170; providing staff
support, 368–369; reputations of, 331. See also
Institutions; Partnerships for power

Community power: building, 27; CVH example
of building, 3–11; Gail Aska cofounder of, 1,
6–7; getting started, 4–6, 8–9; reasons for
building, 27; showing and exercising, 25;
social change through exercise of, 28–29;
strategies for shifting, 27–28. See also Power

Community power organizing: step 1: go out 
and talk to people, 5–6; step 2: identify initial
organizing committee, 6; step 3: make a pro-
posal for power, 8; step 4: develop principles, 8;
step 5: kick it off—engage the community, 8;
step 6: train an organizing committee, 8; step
7: establish a leadership team, 8–9; step 8:
ramp up the work, 9

Community Voices Heard (CVH): accountability
session held by, 274; antiwar activities by,
350–351; assessing organizational capacity
and power, 167–168; building in negotiation
example from, 247; campaign implementa-
tion by, 239; campaign planning by, 209,
218–221; campaign strategies developed by,
183–184, 193, 195; Community Teach-In 
by, 58–60; crisis campaign conducting by,
142–143; demand for power by, 23; evalua-
tion of campaign by, 301; example of public
action by, 261; Fifth Avenue Committee co-
alition with, 329; FTAA march (Miami) by
members of, 349, 350; Gail Aska’s organizer
role in, 1, 6–7, 10; issue identification process
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by, 133–134; landscaping employment and
training issues by, 161–162; leadership de-
velopment approach by, 81–87; Mayoral
Workforce Development and Poverty Cam-
paign plan of, 218–221; member involvement
strategies used by, 61–62, 64–66; movement-
building by, 345–346; origins of, 3–4; pack-
ing public events action by, 277; recruitment
meetings used by, 48, 58–60; researching poli-
tics of issues by, 155; steps taken for organiz-
ing, 4–11; technology used by, 109. See also
Transitional Jobs Campaign (CVH); WEP
(Work Experience Program) [CVH]

The Components of a Campaign, 224t
Confirmation calls, 68
Confrontation: actions not requiring direct, 293;

direct action and controlled, 186
Constituencies. See Members
Contact information: inputting into the database,

44; taking down recruitment, 43
Coordinated campaign, 329
Crisis campaigns, 142–143
Critical thinking skills, 16
CVH Mayoral Workforce Development and

Poverty Campaign plan, 218–221

D
Data-collection (sign-up or contact) sheet, 40
Database: assessing members using informa-

tion in, 67; challenges of keeping data safe,
123–124; description and functions of, 111;
maintaining an effective, 116; organizing facil-
itation by, 115–116; recruitment information
on, 44; tracking members through, 115–116,
118–120; types of information entered into,
116–117. See also Information; Technology

Day in the Life, 275–276
Deal-cutting, 336
Decision making: action, 287–289; campaign

implementation and related, 241; community
organization, 12–15; elements ensuring good,

Index 429

27; leader versus organizer roles in, 95; leader-
ship development through opportunities for,
84; maximizing opportunities for, 363; mem-
ber involvement in, 63; understanding institu-
tional, 330, 332–335. See also Community
organization decisions

Demands: action and related, 286; campaign, 138–
140; CVH example of, 23; movement-building
facilitated by clear, 352; movement-building
to win policy, 354; negotiation on developed,
247; using surveys to develop, 139–140; Tran-
sitional Jobs Campaign, 310. See also Cam-
paigns; Issues

Democratic Convention (1992), 3
Desktop publishing software, 112
Develop, Don’t Destroy! Part Two, 79
Dina, 9, 10
Direct actions: building takeovers, 270–271; cam-

paign strategy using, 183–184; definition of,
265; engaging in goal-oriented, 246; march-
ing, 268–270; picketing, 265–267; rallying,
267–268; Westsiders Together office takeover,
281–282

Disruption strategy, 186
Documentation: campaign strategy materials,

194; commitment cards, 40–41; contact in-
formation, 43; data-collection (sign-up or
contact) sheet, 40; ensuring good decision
making, 27; for keeping data safe and se-
cure, 123; Memo of Understanding (MOU),
26, 123, 338; on operating principles, 26;
security codes and passwords, 123; written
campaign plan, 213, 232–234

Doorknocking Training, 76–78
The Dos and Don’ts of Successful Recruitment,

50–51
Dues payments, 64

E
E-mails: communication using, 111; mobilization

using, 291–292
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Electoral organizing, 28
Emma, 345, 346
Evaluation. See Campaign evaluation
Exercises: assessment, 21–22; campaign imple-

mentations, 256–259; campaign planning,
235–237; campaign research, 181; campaign
strategy, 205–207; issue ID, 152–154; leader-
ship development, 106–107; members in-
volvement, 75–79; movement-building,
358–359; powering up, 30–33; recruitment,
56–60

External action, 264, 281

F
Fearlessness, 16
Fifth Avenue Committee, 329
Final action prep, 287
Flexibility, 16
Flyers, 41
Follow-up to recruitment, 44
Forms. See Sample forms
Foundation grants, 331–332
Free Trade in the Americas Agreement (FTAA)

march [Miami], 349, 350
The Fundamentals of Recruitment: Develop,

Don’t Destroy! Part One, 56
Fundraising member involvement, 64

G
Gail, 183
General members, 62
Getting a Target Snapshot exercise, 181
Getting to a Written Campaign Plan, 232–234
Giuliani, R., 23
Globalization Limbo exercise, 358–359
Goals: alignment of issue with organization,

135–136; communicating organization, 351;
determining campaign, 136–138, 215; setting
recruitment, 362; Stakeholder and Ally Meet-
ings: Goals and Participants, 344. See also
Objectives

Index430

Good reputation, 331
Government resources, 158
Grassroots Global Justice, 354

H
Hacking into network, 124
Hardware, 120
Hearing room dynamics, 277–278
Home visit member assessments, 66
House meetings: conducted by CVH, 48; as issue

ID tool, 148–150
Humor, 16

I
IAF (Industrial Areas Foundation): “Iron Rule”

of, 246; as organizing network, 367
Ideology training, 96
Implementation. See Campaign implementation
Information: adapting to variety of audiences,

112; database importance for organizing,
115–116; networked computer system role 
in organizing, 117, 121, 123–124; technology
for organizing, 111–112; types entered into
databases, 116–117. See also Database

Institutional decision makers: nonprofit com-
munity groups, 334; religious congrega-
tions, 334–335; unions and labor groups,
333–334

Institutional relationships: alliances, 328; build-
ing, 330; coalitions, 328–329; for coordinated
campaigns, 329; foundation funding and,
331–332; maintaining accountability/trust 
in, 335–338; for sign-on campaigns, 329.
See also Partnerships for power

Institutions: identifying decision makers of, 330,
332–335; meetings with potential allies, 332;
understanding political landscape of, 330.
See also Community organizations

Internal action, 264, 281
Internet: campaign research using the, 157;

having connection to, 111, 121; mobilization
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using the, 291–292; using search engines of,
112, 122. See also Technology

Iraq War, 350–351
IRC Section 501(c)(3) status, 366–367
IRC Section 501(c)(4) status, 367
“Iron Rule” (Industrial Areas Foundation), 246
Issue ID: The Problem Tree exercise, 153–154
Issue ID: alignment with organization goals,

135–136; challenges of, 143–144; CVH ex-
ample of, 133–134; definition and importance
of, 129–130; essential elements for effective,
144; exercises for, 152–154; getting multiple
perspectives on, 135; leadership development
opportunities during, 143; organizers guiding
process of, 130; strategies for, 134–135; time
taken for, 136; tools for, 137, 145–151; written
campaign plan on, 232. See also Campaign
research

Issue ID exercises: Issue ID: The Problem 
Tree, 153–154; What’s the Issue? 152

Issue ID tools: House Meetings, 148–150;
Sample Issue Survey, 146–147; Sample 
Phone Survey, 145; Sample Target ID
Questions, 151; who, when, and goal of
using, 137

Issues: assessing active support for, 135; building
an organization to address, 12–13; conduct-
ing research on, 42; connecting community
to, 365; CVH organized to address, 3–11;
differences between a problem and, 130, 131;
getting organization-wide buy-in for, 350;
how to identify the, 132–134; landscaping 
the, 159–162; researching the politics of an,
155–181; selecting the right, 130, 131. See 
also Campaigns; Demands; Social justice
movement

J
Jackson, 82–86, 109
Jacqueline, 45–46
Janet, 10

Index 431

K
Karen, 10
Keating, J., 95
Kickoff event, 240

L
Labor organizing, 28
Landscaping: definition of, 159–160; example 

of CVH, 161–162; strategies for, 160; under-
standing an institution’s political, 330

Laura, 10
Leaders: able to challenge powerholders, 25; ac-

countability of, 86; assessment of potential,
90; campaign strategy prep of, 194; descrip-
tion of member, 62–63; engaging in campaign
research, 156; needed contacts to bring in, 94;
organization recognition of, 86–87; organizers
as, 94–95; pre-action and final action preps to,
286, 287, 289; qualities to look for in, 88–90;
shared power among, 86; successful actions
and role of, 282; tips on avoiding burnout,
369–371; tools for identifying, 90–91; written
campaign plan on, 233. See also Members;
Organizers

Leadership development: actions and opportu-
nities for, 292; benefits of, 87–88; campaign
evaluation opportunities for, 313–314; cam-
paign implementation related to, 240;
campaign planning opportunities for,
222; campaign research opportunities for,
170; campaign strategy opportunities 
for, 195–196; challenges to, 98–100; CVH’s
specific process of, 82–86; definition and
importance of, 81–82; essential elements for
effective, 100; exercises for, 106–107; issue ID
opportunities for, 143; movement-building
opportunities for, 355; ongoing process of,
86–87; partnerships for power opportunities
for, 340–341; suggestions for process of,
362–363; targeting members for, 362; tools
for, 101–105. See also Members
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Leadership development exercises: Sample Lead-
ership Prep Session, 107; What’s My Leader-
ship Style? 106

Leadership development tools: Leadership Devel-
opment Plan Template, 101–102; Leadership
Styles, 104–105; Qualities of Leaders in Com-
munity Organizing, 102–103

Leadership “prep,” 97–98, 107
Leadership styles: Leadership Style Wheel, 105;

listed, 89; tools for, 104–105; What’s My Lead-
ership Style? exercise, 106

Leadership teams: description and functions of,
9–11; establishing a, 8–9; member-controlled
campaign implementation and, 242

Leadership training: definition of, 96; different
types of, 96–97; “prep” sessions, 97–98, 107

Learning/listening skills, 16
Legal issues: accountability session meeting, 272;

applying for legal recognition of your organi-
zation, 366–367; building takeovers, 270; Day
in the Life, 276; fears of arrest, 293; marching,
268–269; packed hearings/public events, 277;
picketing, 265–266; rallying, 267; street the-
ater, 279

Legal strategy, 190
Legislative strategy, 186–187
Listening skills, 16
LMDC (Lower Manhattan Development Corpo-

ration), 271
Lone wolf behavior, 337
Lorena, 37–38, 61–62, 67

M
Mailing mobilization strategy, 291
Mapping, 113, 122–123
Marching actions, 268–270
Marshals, 292
Martha, 183
Mass mobilizing. See Mobilization
Media campaign strategy, 189–190
Media spokesperson, 292

Index432

“Meeting mode” rut, 250–251
Meeting room dynamics, 277–278
Meetings: accountability session, 271–274; assess-

ing membership by organizing, 66; avoiding
rut of “meeting mode,” 250–251; campaign
implementation, 243–244, 245; campaign
planning session, 214, 234; campaign strategy
session, 193–195, 194–195, 203–204; dynam-
ics of hearing or meeting rooms for, 277–278;
elements of effective implementation, 251–
253; evaluation of, 307–309; evaluation ses-
sion, 315; house, 48, 148–150; mobilizing for
actions versus attendance at, 291; one-on-one,
67, 91–94; organizing committee, 243; pre-
action prep, 286, 289; Sample Meeting Re-
quest Letter, 342–343; sample phone rap to
schedule assessment, 18; for selecting the right
issue, 132, 133–134; small group, 133; Stake-
holder and Ally Meetings: Goals and Partici-
pants, 344; with stakeholders and potential
allies, 332; target, 275; teach-ins, 48, 58–60;
town hall, 280

Members: arrest fears by, 293; burn out by, 71;
database tracking of, 115–116, 118–120; dif-
ferent types and roles of, 6263; engaging in
campaign research, 156; Industrial Areas
Foundation “Iron Rule” for, 246; member-
ship-controlled campaign roles by, 242,
247–259; movement-building through
relationship-building among, 352–353; non-
monetary support of, 69–70; organization
involvement by, 61–79; pre-action and final
action preps to, 286, 287; recruiting new,
37–60, 286, 362; targeting for leadership de-
velopment, 362; written campaign plan on
outreach to, 233. See also Leaders; Leadership
development; Organizers

Membership criteria, 64
Membership involvement: challenges to, 70–71;

definition of, 62; ensuring follow-through on,
68–69; essential elements of, 71; examples of,

Minieri.bindex  6/12/07  8:25 PM  Page 432



61–62, 64–66; exercises for, 76–79; identifying
best fits for members, 66–67; maximizing op-
portunities for, 363; pros and cons of payment
for, 69–70; strategies for facilitating, 63–64,
67–68; tools for, 72–75. See also Mobilization

Membership involvement exercises: Develop,
Don’t Destroy! Part Two, 79; Doorknocking
Training, 76–78

Membership involvement tools: Phone Bank
Evening, 72–73; Preparing Testimony, 73–75

Membership-controlled campaign: avoiding
getting stuck in “meeting mode,” 250–251;
challenges during, 254–255; education of
members related to, 242; effective meetings
during, 251–253; essential elements for, 25;
evaluating problems during, 250; exercises for,
256–259; knowing when to conclude the, 253;
leadership development opportunities during,
253–254; negotiations related to, 247–248; or-
ganizer role in implementing, 248–250; run-
ning a successful, 244, 246–247

Memo of Understanding (MOU): on data secu-
rity, 123; described, 26; on partnerships for
power, 338

Memos of operating principles, 26
Michael, 132–133
“Mini” one-on-one meeting, 93–94
Mission check, 170
Mobilization: action, 286–287, 289–291; for

action versus turning out for meeting, 291;
campaign implementation related to, 240;
database-produced lists for, 115; exercising
power through, 25; mailings used for, 291;
of other members, 63; phone calls made 
to facilitate, 290; power exercised through
mass, 28. See also Actions; Membership
involvement

Mobilizing Members for an Action, 298–299
Movement-building: activities for, 352–353;

challenges in, 355–356; CVH example of,
345–346; definition and importance of,

Index 433

346–347; essential elements for effective,
356–357; examples of, 353–354; Globalization
Limbo exercise for, 358–359; Grassroots
Global Justice, 354; inadequate resources 
for, 351; issues related to, 323–324; leadership
development opportunities in, 355; National
Campaign for Jobs and Income Support, 354;
organizational benefits of, 347–349; power ex-
ercised through, 28–29; strategies for engag-
ing in, 349–351

Multimedia productions, 112, 120–121

N
National Campaign for Jobs and Income Sup-

port, 279–280, 354
National Religious Partnership for the Environ-

ment, 328
Negotiation: campaign implementation and re-

lated, 241; choosing the main negotiator for,
248; deal-cutting and on the side, 336; devel-
oping demands for, 247; Negotiation Role
Play exercise for, 256–259; from position of
strength, 247; process of, 247–248; successful
action and role of, 283; wins and loses in, 248

Network organizing, 367–368. See also Partner-
ships for power

Networked computer system: hacking into 
your, 124; security measures for, 124; using,
117, 121

Nonprofit community groups, 334
Northwest United, 353

O
Objective Evaluation Worksheet, 316–317
Objectives: Campaign Planning Worksheet on,

230–231; definition of campaign, 214–215;
determining campaign goals and, 136–138,
215; evaluating progress on, 303–305;
movement-building and clarifying your,
349. See also Goals

Ohio Valley Environmental Coalition, 95
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One-on-one meetings: conducting, 91–93; con-
ducting “mini,” 93–94; membership involve-
ment through, 67

Open meetings, 27
Operating principles, 26, 365
Organizational assessment, 165
Organizational culture: building a positive, 364;

partnerships for power and differing, 337–338
Organizations. See Community organizations
Organized money power, 24–25
Organized people power, 25
Organized violence power, 25
Organizers: campaign evaluation role of, 313;

campaign planning role of, 217–218; common
qualities and characteristics of, 16–17; core
skills of, 15–16; decisions regarding role of,
14–15; Gail Aska as example of, 1, 6–7, 10;
handling requests for advice by members,
249–250; issue ID process guidance by, 130;
as leaders, 94–95; membership-controlled
campaign and role of, 248–250; monetary
compensation of, 94–95; using outside the
community, 15; partnerships for power role
of, 340; power held by, 249; tips on avoiding
burnout, 369–371. See also Leaders; Members

Organizing actions, 263–264, 286–287
Organizing committee: action decision making

by, 287–288; campaign implementation
meetings of, 243; identify an initial, 6; main
negotiator or negotiating team selected by,
248; member-controlled campaign implemen-
tation and, 241–242; power and functions of,
26; training an, 8. See also Teams

Organizing information: database importance
for, 115–116; networked computer system role
in, 117, 121, 123–124; role of technology in,
111–112

Organizing principles: of Community Voices
Heard (CVH), 11–12; development of, 8;
memos of operating and, 26
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Organizing projects, 365–366
Our Children’s Future, 303–305

P
Packed hearings and public events, 276–277
“Paper” members, 63
Partnerships for power: accepting funding for,

331–332; benefits of creating, 326; challenges
in, 341; definition and importance of, 326;
different types of, 328–329; effective manage-
ment of, 339–340; essential elements for effec-
tive, 341–342; expanding your power through,
364–365; identifying stakeholders for, 326–
328; leadership development opportunities 
in, 340–341; maintaining accountability and
trust in, 335–338; meetings with potential,
332–335; Memo of Understanding (MOU)
on, 338; organizer roles in, 340; strategies for
soliciting other organizations into, 329–331;
tools for, 342–344; Work Experience Program
(WEP) approach to, 325–326. See also Com-
munity organizations; Institutional relation-
ships; Network organizing

Partnerships for power problems: deal-cutting
and negotiating on the side, 336; different
organizational cultures or priorities, 337–338;
lone wolf behavior, 337; sharing and distribut-
ing resources, 338; turnout numbers account-
ability, 336–337

Partnerships for power tools: Sample Meeting
Request Letter, 342–343; Stakeholder and Ally
Meetings: Goals and Participants, 344

Parts of a Campaign, 318–319
Passwords and security codes, 123
Paul, 6–7, 9, 67, 134
Paula, 65
Phone Bank Evening, 72–73
Phone calls: assessment of members using, 66;

confirmation, 68; to mobilize members for
action, 290; rap to schedule assessment meet-
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ings, 18; reminder, 68–69; Sample Phone Sur-
vey, 145

Phyllis, 9, 10
Picket Rules! 294
Picketing, 265–267
Playground Safety Campaign (Our Children’s

Future), 303–305
Point of Entry Recruitment Chart, 51–52
Political community space, 365
Political education: community organization,

365; leaders and, 96–97; as movement-
building activity, 353; movement-building
providing space for, 348; technologically
enhanced, 117

Politics: creating legislation through strategic 
use of, 186–187; movement-building to fa-
cilitate conversations about, 348–349; re-
searching, 157–158; target analysis in context
of, 162–165; using government and local re-
sources on, 158

Power: creating an organization for, 11–12; de-
fining and understanding, 23–24; engaging in
public relationships for, 64; how manifested 
in society, 24–26; manifested by single person,
24; means of checking organization leaders,’
26–27; movement-building to expand, 347;
negotiating from strength and position of,
247–248, 256–259; organizational, 165–170;
organizer, 249; organizer willingness to 
share, 17; partnerships for power to expand
your, 326–344, 364–365; target analysis re-
garding, 163; ways to show organization, 331.
See also Community power

Power analysis: assessing organization power,
165–166; definition and process of, 168–169;
dynamics of, 170; example of CVH, 167–168;
for understanding organization power,
166–167

Power Analysis Grid: Sample, 177–178
Power Analysis Grid: Worksheet, 179–180

Index 435

Power in Community Organizing exercise, 31–32
“Power for,” 24, 31
“Power over,” 24, 31
Power shifting, 352
“Power with,” 24, 31
Powerholders, 25
Powering up: challenges to, 29; essential ele-

ments for, 29; exercises for, 30–33; forms of,
24; strategies for, 25–29; understanding power
to facilitate, 23–25

Powering up exercises: Power in Community
Organizing, 31–32; What Do Some Political
Leaders Say About Power? 33; What Does
Your Power Look Like? 30

PowerPoint, 112, 120
Pre-action planning, 286
Pre-action prep meeting, 286, 289
Preparing Testimony, 73–75
Presentation software, 112, 120
Presentations, 332
Printers, 112
Problems: definition of, 130; differences between

issue and, 130, 131
Public education strategy, 189–190

Q
Qualities of Leaders in Community Organizing,

102–103
Questionnaires. See Surveys (or questionnaires)
Quid pro quo, 331

R
Rallying actions, 267–268
Rap Outline, 54
Raps: constructing and practicing, 40; for initial

recruitment, 46–47; scheduling assessment
meetings using phone, 18

Recruiting constituents: during actions, 286;
additional tools for, 48; base-building by, 38;
challenges to, 48–49; CVH strategies for, 39,
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45–46, 48; essential elements of, 49; examples
of, 37–38, 45; exercises for, 56–60; identifying
points of entry, 39; of individuals who contact
you, 45–46; raps for effective initial recruit-
ment, 46–47; setting goals for, 362; steps for
completion of, 48; strategies for, 38–44; tools
for, 50–55

Recruiting exercises: The Community Voices
Heard Community Teach-In, 58–60; The
Fundamentals of Recruitment: Develop,
Don’t Destroy! Part One, 56; The “10 in 60”
Organizational Rap, 57–58

Recruiting tools: The Dos and Don’ts of Suc-
cessful Recruitment, 50–51; Point of Entry
Recruitment Chart, 51–52; Rap Outline, 54;
Tips for Assessing Interest and Potential, 53;
Tools for Effective Recruitment, 55

Reflective ability, 17
Relational meetings, 332
Religious congregations, 334–335
Reminders to members, 68–69
Renee, 37–38, 109
Reputation, 331
Research: campaign, 155–181, 192, 194, 233;

to identify the right issue, 132–134; on social
issue problems, 42; technologically enhanced,
112, 122–123

Resources: inadequate movement-building, 351;
movement-building and required, 349–350;
partnerships for power sharing of, 338; politi-
cal and government, 158

Robert, 133

S
Sam, 66
Sample forms: Action Evaluation Form, 306;

Agenda for an Accountability Session,
295; Agenda for Pre-Action Prep Meeting,
297; Agenda for a Strategy Session, 203–204;
Campaign Planning Session, 225–228; Com-
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munity Organizing Assess-ment Tool, 19;
Issue Survey, 146–147; Leadership Prep Ses-
sion exercise, 107; Meeting Request Letter,
342–343; One-Hour Action Evaluation Ses-
sion, 315; Phone Rap to Schedule Assessment
Meetings, 18; Phone Survey, 145; Power
Analysis Grid: Sample, 177–178; Target ID
Questions, 151

Save Our Lands, 353
Secondary campaign targets, 141
Section 501(c)(3) status, 366–367
Section 501(c)(4) status, 367
Security codes and passwords, 123
Self-critical ability, 17
Self-interest: analysis of target, 164; awareness 

of your, 17; identifying leader’s, 92; identify-
ing stakeholders,’ 327–328; as recruitment
strategy, 42

Sense of humor, 16
Session meetings: accountability, 271–274; for

campaign planning, 214, 234; for campaign
strategy, 193–195, 194–195, 203–204; Sample
One-Hour Action Evaluation Session for,
315

Shared calendars, 111
Sign-on campaign, 329
Sister Circle, 6, 9
Six Ss for a Successful Meeting, 20
Skills training, 96
Small group meetings, 133
Social change, 354
Social justice movement: connecting community

to issues through, 365; examples of move-
ment-building in, 354; movement-building
organizations as part of, 353. See also Issues

Southsiders Union, 311–313
SPSS, 112
Staff supervision and support, 368–369
Stakeholder and Ally Meetings: Goals and Par-

ticipants, 344
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Stakeholders: alliances with, 328; identifying
partnerships for power, 326–327; identifying
self-interest of, 327–328; meetings with po-
tential allies and, 332

Statistical analysis programs, 112
Stevens, pastor, 307
Street actions: building takeovers, 270–271;

marching, 268–270; picketing, 265–267; rally-
ing, 267–268

Street theater, 278–280
Surveys (or questionnaires): to develop campaign

demands, 139–140; to identify right issue, 132;
issue ID tools for, 145–147

T
Tactical teams: action decision making by,

288–289; described, 282; leader roles in, 292
Tactics: definition and importance of, 283; dis-

tinction between actions and, 284
Target actions, 241
Target analysis: described, 162–165; Target Analy-

sis Chart: Sample Questions, 172–173; Target
Analysis Chart: Worksheet, 174

Target meeting, 275
Targeted searches, 115
Targets. See Campaign targets
Teach-ins (CHV meeting), 48, 58–60
Teams: action planning, 288; leadership, 8–11,

242; negotiating, 248; tactical, 282, 288–289,
292. See also Organizing committee

Technology: assessment of organization,
113–115; for conducting research, 112,
122–123; definition and function of, 110;
essential elements for effective use of, 124;
example of using, 109; hardware, 120; to im-
prove organization capacity, 110–113; used
during mobilization, 291–292; multimedia
productions, 112, 120–121; networked com-
puter system, 117, 121, 123–124; organiza-
tional use of, 110; for political education and

Index 437

training, 117; presentation software, 112, 120;
security issues of, 123–124. See also Database;
Internet

Telephone calls. See Phone calls
The “10 in 60” Organizational Rap, 57–58
The Strategies tool, 198–199
Tips for Assessing Interest and Potential, 53
Tools: action, 294–299; assessment, 18–20; cam-

paign evaluation, 315–321; campaign plan-
ning, 224–234; campaign research, 172–180;
campaign strategy, 198–204; issue ID, 137,
145–151; leadership development, 101–105;
members involvement, 72–75; partnerships
for power, 342–344; recruitment, 50–55

Tools for Effective Recruitment, 55
Torre, Mayor, 311–312
Town hall meetings, 280
Transitional Jobs Campaign (CVH): goal of, 137;

insistence on demands being met by, 310;
leadership prep sessions held by, 98; recruit-
ment to, 45, 65. See also Community Voices
Heard (CVH)

Transparency, 27
Trust issues, 335–338. See also Accountability
Turnout numbers: accountability for, 336–337;

action versus meeting, 291; mobilizing mem-
bers for, 286–287, 289–291

U
Unions/labor groups, 333–334
United Farm Workers’ grape boycott, 280
United for Power, 307–309
U.S. Civil Rights Movement, 280, 346
Using Your Campaign Experience to Train on

Strategy, 207

V
Vallone, P., 209
Vision: aligning leader and organization’s, 92;

Visioning exercise, 21
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W
Web page, 111
“Welfare Reform Teach-Ins” (CVH), 6
WEP (Work Experience Program) [CVH]: case

study for identifying parts of a campaign, 229;
forging partnerships approach by, 325–326;
leadership development training in, 81; public
action by CVH members, 261; recruitment
approach of, 39, 45. See also Community
Voices Heard (CVH)

Westsiders Together, 281–282
What Do Some Political Leaders Say About

Power? exercise, 33

Index438

What Does Your Power Look Like? exercise, 30
What Is Strategy? The “Give It Up!” Game, 205
What Moves the Target: Sample, 175
What Moves the Target: Worksheet, 176
What Will Move the Target? exercise, 206
What’s the Issue? exercise, 152
What’s My Leadership Style? exercise, 106
Where Are We At? exercise, 22
Work for Justice, 253
Working members, 62

Z
Zelda, 67, 168
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