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Introduction

What is Grassroots Advocacy?

Definition: Grassroots advocacy is a type of local political engagement—
mobilizing individuals at the local level (everyday citizens, constituents) that
engage decision-makers.

It is a “tactic” (one of many) that can support the execution of a government
relations strategy.

What makes it effective?:

* Elected representatives can be responsive to constituents
* Breadth of support, not just elite or lobbyist interests.

* Provides cover for decision-makers to act.
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Government Relations:
“Strategy” vs “Tactics”

* Other “tactics” that
support government
relations strategy
execution include:

* Direct Lobbying and
Engagement

* Coalition building

* Media relations

e Social media

* Advertising

* Parliamentary tactics

* Public protest

* Numerous others...



Key principles that make
Grassroots Advocacy effective?

1. Authenticity
* Realvoices and lived experiences.
* Messages resonate when they come from local, directly affected people.

2. Scale and Reach
* People = power: more people, more voices, more visibility, more traction...

3. Consistency
e Sustained action beats one-off outreach.
» Storytelling + repetition creates impact.

4. Clarity of Message

* Focus on simple, compelling calls to action.

* Politicians respond best when the ask is obvious and actionable.
* Presentation decks often help to SCRIPT presenters

5. Strategic Targeting
* Notallvoices are equal ininfluence.
* Targeted outreach to key constituencies or geographic areas can shape outcomes.
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Types of Grassroots Advocacy campaigns

1. Digital Advocacy: email, social media, online petitions

2. Traditional Outreach: letter-writing, phone calls, D2D

3. Public Events and Demonstrations: rallies, marches, Town
Hall/Community meetings

4. Earned media: coverage, Op Eds, Letters to the Editor, Radio Call-in

5. Targeted Relationship Building: constituents meeting local MPPs/MPs, etc
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Targeted Relationship Building:
The Meeting Campaign

* This is where the rubber hits
the road

* Half of government relations
is the development of
relationships with officials
and political decision
makers

* Relationship building is not
about being partisan (but its
good to be aware of the
politics of your issue!)
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The Meeting Campaign: Before the
meeting

* Develop a carefully crafted script, and determine
who says what (if it is a group). Identify who is the
“lead”

* CENTRAL CAMPAIGN usually does this

e Share some information in advance with
MP/MPP/decisionmakers, as well as your agenda for
the discussion

* Be prepared:
* Know your material

* Be aware of who you are meeting, recent media, broader
ISSues
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The Meeting Campaign:
During the meeting

* Arrive early — clearing security can take time

* Expectdecision-makers to be a few minutes
late

* Atthe beginning, re-confirm the amount of
time that the decision maker has available

* BRIEF introductions

* What tosay?

* 20% of who your group is, background
and context related to your
issue/objective

* 50% is the ask (including your supporting
points)

* 30% is discussion, questions, and next
steps

e LISTEN, and watch body-language



The Meeting Campaign: After the
Meeting

* Away from where you just met, you should review the meeting
* Whatworked? What should be adjusted?

* What are the follow-up commitments, next steps, and who will
follow-up?

e Send a note to thank the decisionmaker and their staff for the
meeting, and note the follow-up items

* No meeting exists in isolation —working with governmentis an
ongoing process
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Grassroots Campaign successes:

Back to Worried Liberals pull plug on Oakville gas plant m
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The Ontario government is backing down from plans to build a controversial &,
gas-fired power plant in Oakville, which faced determined opposition from 3
the community.

Energy Minister Brad Duguid made the hastily-planned announcement
Thursday with Oakville Liberal MPP Kevin Flynn, whose seat was in
jeopardy in next October’s provincial election if the plant went ahead.

“The proposed Oakville power plant has been stopped,” Flynn said to cheers
at a banquet hall near the proposed site. “It will not be built anywhere in
Oakville.”

The announcement confirmed a story first reported on thestar.com, based on |
information from government sources. \

PP

well Maple Grove Residents Association
‘ in 2009 with a sign protesting the gas-
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Campbell's stunning resignation leaves tatél of
party, HST up in the air

JUSTINE HUNTER and WENDY STUECK

Victoria and Vancouver— From Thursday's Globe and Mail
_ /shed Wednesday, Nov. 03, 2010 2:01PM EDT

/ updated Thursday, Nov. 04, 2010 9:09AM EDT

“Not only will the plant not be bui
Ontario,” sald Duguld

A1y

)

aucus rebellion among B.C. Liberals has pressured Premier Gordon Campbell to quit abruptly,
~ving his party in disarray and casting even more doubt on the future of his controversial
irmonized sales tax.
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Grassroots Campaign successes:

THE GLOBE AND MAIL

CANADA'S NATIONAL NEWSPAPER - TUESDAY, DECEMBER 2,2014

THALIDOMIDE ALBERTA
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MPs vote unanimously to provide ‘full support’ S
to thalidomide survivors ! - -

SATURDAY, MAY 23, 2015
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A triumph for thalidomide survivors

Ottawa announces pension program that will pay most of them $75,000 or $100,000 a year for the remainder of their lives

The f
vide thalldomide mm\ ors with
pensions of up a
ot e Ve
Tives, a major breakthrough for
the narly 100 Canadians wo
have been fighting an emotio
and bard: Tought batle for comp-
tion.
“Hialth Minister Rona Amby

nlien e BN A b ki v Ml

Slor ity gnast Sl
hews dlosely 1o 1 inds set
out by the Thalidomide Victims

Assoclation of Canada.

This s abig day for Canada”
Mercedes Benegbi, head of the
victims' group, said in an inter-
view. “This is a day filled with a
ot of emtion. Afler 50 tmud

, we finally have something
that wil let survivors live a

s on Frday moming 0 hi.
the package’s
"The payments will be broken

down into three levels - $25,000,
$75,000 and $100,000 & )‘('1!
with more than 70 per cent of
the victm falling ntothe top
o levels
" Whie the annual surs are

lower than what the association
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Questions?

Christopher Holz
Principal
E: chrish@campbellstrategies.com
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