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Sierra Student Coalition Campaign Planning Matrix Template

If it ain’t written, it ain’t a plan . . .

1. Issue Focus

What is the main issue focus of your campaign? 

What problem are you seeking to address?

2. Background Research

a)
Existing Policies and Programs Related to Your Issue 


What are my school's or communities' current policies on this issue? Are students or student groups already involved with this issue either directly or indirectly?  In what ways? How receptive is your administration to working with students? 

b)         History of Issue


What has my school/community done on this issue in the past?  How were those policies arrived at? Were students involved in crafting those policies and/or what impact did student organizing, either effective or ineffective, have on current policy? What is the recent history of student organizing on your  campus?

3. Campaign and Organizational Goals

a)
Campaign Goals

What are the short, interim and long-term goals of your campaign? What exactly do you want the campus to demand and the decision-makers to deliver? What will you deem a victory? How will you quantify your success? (hint- use real dates and quantities, if appropriate, for each goal)

b)
Organizational Goals

What are the overall organizational goals of your campaign? How will this campaign help strengthen your group? How will this campaign recruit and develop new activists? How will you quantify your success? (hint- use real numbers here)

c) 
Goal Setting Chart (Steps 1-6)

                                               

Short-Term             Medium-Term                 Long-Term 


Campaign Goals:             
       3                                      2                                       1


Organizational Goals:         
       6                                      5                              
    4


For both your goal setting and timeline creation you will want to work backwards. First set your long-term campaign goal. From there, what is an appropriate medium term goal that will set the stage for you to be able to achieve that long-term goal? After you have set your campaign goals, you  should figure out what organizational benchmarks you will need to meet. For example, how many a) engaged b) active and c) leading members of your organization  will it likely take to achieve your campaign goals? Essentially, how much people power will it take to win? 

4. The Lay of the Land

a)
Organizational Strengths and Weaknesses 

It is critical to do an honest assessment of your organizational strengths and weaknesses. What resources do you have? What resources do you need? 

What are the current strengths or organizational resources that your group can bring to this campaign? Think in terms of people, money, time and connections.

What are the current weaknesses or organizational needs of your group as you launch this campaign?

b)
Allies and Opponents:

It is important to figure out your friends and enemies in this campaign.

Which student groups or community organizations are likely allies in this campaign? Who shares your campaign goals? 

What are their strengths and weaknesses? What resources can they bring to this effort?

Which student groups or community organizations are likely opponents of your efforts? What are their strengths and weaknesses? What will they do or spend to oppose you in this campaign? 

5. Strategy

a)
Strategic Vehicle

How will you win? In what venue do you hope to accomplish your campaign goals (pass a resolution through the Board of Trustees, have your President sign a new policy etc.)?

b)
Targets

·
Decision-makers (primary targets)

Which individual or group of individuals has the power to deliver your campaign goal? Who will make this decision? Which specific individuals will you target to secure victory?

·
Secondary targets

Which prominent individuals in your community can help influence your targeted decision-makers? Who can you enlist to help you influence their decision? How might their involvement impact this effort?

·
Public Audiences

Who among the general public, outside of group membership, are you attempting to reach with your message through this campaign? Who are your most likely supporters among the community at large?  Who will help you create demand for this victory? Think in terms of geography (dorms, houses), demography (freshman women, african americans, international students) and constituencies (Faculty, Staff, Frats and/or Sorrorities, Environmental Studies and/or Political Science majors etc. ). 

6. Campaign Communication

a)
Message/Slogan

What is the central message you plan to deliver through this campaign? Draft one clear, concise, and compelling phrase (10 words or less) that will be reiterated throughout all of your campaign communication to summarize your position. Also, make it a positive call to action that conveys the value of what you are working for (i.e. “Re-Energize __ University" not "Stop Killer Coal”)

b)
Story

What is the story you will tell to communicate with your targets? Who is the villain? Who is the victim? Who are the heroes? What is the problem? What is your proposed resolution? In just a few compelling sentences, tell the story of your campaign.

c)
Media Outlets

Which specific media outlets will be most effective in communicating your message and story to your targets and public audience(s)?

7. Tactics and Timeline

What actions (tactics) will your campaign take to put pressure on your target(s) to get them to grant your goals/demands? What specific activities do you intend to undertake? What will you do to ensure the media covers your issue? In what sequence/order will you implement your tactics? When exactly will you do each activity? Remember to use a variety of tactics to create demand (i.e. get folks involved in the campaign), establish accountability (i.e. hold your targets accountable for their actions), and take delivery (i.e. have your targets take the action you have demanded). 

8. Resource Management

a)
Campaign Budget

How much will this campaign cost? Once you have assessed your organizational resources, the resources your allies bring into the campaign, and the cost of implementing your tactics, create a campaign budget. 

b)
Donor Management/Fundraising

If your expenses are greater than your financial resources, ask yourself whether you need to pare back your campaign effort, or how you intend to raise the additional revenue needed. If you choose to raise funds, who will you raise money from? How will you incorporate the ask-inform-involve-thank cycle? 

c)
Volunteer Recruitment and Stewardship

Reviewing your tactics and timeline, how many volunteers will you need to execute this campaign? What are your plans for recruiting, training and supervising your volunteers? How will you incorporate the ask-inform-involve-thank cycle? How will you use this campaign to to strengthen your volunteer’s sense of connection to your group?

