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Demonstrations and Civil Disobedience 
You Can Do On Campus 

There are an endless list of protests, demonstrations, public actions, and civil disobediences that you can do to 
on your campus. This list, a partial portion of Nobel Peace Prize Nominee Gene Sharp’s 198 Methods of Non 
Violent Action, are just some of the things you can do with a student group.  
 
 
• Public and Group Screenings of Brave 

New Films documentaries 
• Public Speeches. 
• Letters of opposition or support 
• Group or mass petitions 
• Slogans, caricatures, and symbols 
• Banners, posters, and displayed 

communications 
• Leaflets, pamphlets, and books  
• Records, radio, and television 
• Mock awards 
• Picketing 
• Mock elections 
• Wearing of symbols  
• Prayer and worship 
• Delivering symbolic objects 
• Destruction of own property 
• Displays of portraits 
• Paint as protest 
• New signs and names 
• Humorous skits and pranks 
• Performances of plays and music 
• Singing 

• Political mourning 
• Mock funerals 
• Assemblies of protest or support 
• Protest meetings 
• Teach-ins 
• Walk-outs 
• Silence 
• Boycott of social affairs 
• Student strike 
• Social disobedience 
• Consumers’ boycott 
• Nonconsumption of boycotted goods 
• Removal of own signs and placemarks 
• Refusal to accept appointed officials 
• Sit-in 
• Pray-in 
• Nonviolent interjection 
• Nonviolent obstruction 
• Nonviolent occupation 
• Speak-in 
• Guerrilla theater 

   
Don’t see anything you like here? Don’t worry! The best part about organizing and protest is 
there is no limit to what you can do. If you and your group decide to do something different, let 
us know and we’ll add it to our list! 
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What Is Organizing 

	  
	  

Community organizing is the process of building power through involving a constituency in identifying 
problems they share and the solutions to those problems that they desire; identifying the people and 
structures that can make those solutions possible; enlisting those targets in the effort through negotiation 
and using confrontation and pressure when needed; and building an institution that is democratically 
controlled by that constituency that can develop the capacity to take on further problems and that embodies 
the will and the power of that constituency. 

-Beckwith; Lopez;, Center for Community Change 

Every problem has a solution. Sometimes those solutions are hard to find. Sometimes they require a lot of 
research and even more steps to get there. Organizing is a proven and effective way to tackle multi-faceted 
problems with efficiency and build power along the way. 
 
Power and Struggle 
All problems and struggles can be unpacked into one basic notion: those in power are using their power to 
oppress or hoard resources like money, land, and opportunity. In a democracy like America, power is to be 
derived from the people; given by votes and by patronage, and easily retractable. However, that is not often the 
case. Power brokers work together to hoard money and influencers in an attempt to by-pass the people they are 
charged to serve and serve self-interest.  

ORGANIZING RETURNS POWER TO THE PEOPLE 
When the person, corporation, or entity that is withholding power from the people is identified, organizing gives 
everyday people the tools they need to strip that power. Where power brokers have much capital with money, 
organizers have much capital with people. A group of organized PEOPLE can: 
 

1. Withhold votes to politicians who don’t represent their interests 
2. File lawsuits against organizations trying to oppress them 
3. Stop spending at stores that who hurt them, cutting off their money supply 
4. Walk out of classrooms, where schools get paid for daily attendance 
5. Picket and hold sit-ins to bring media attention to practices that were meant to be secret 

…the possibilities are endless 
 
Ask yourself these questions: 

Can We Win an Improvement? ~ Can We Change The Power Structure? ~ Can We Give People A Sense of Power? 
 

If the answer to any of these is “Yes”, 
START ORGANIZING! 
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Creating A Student Group 
 
Campus Organizing is a great way to effect change both on college campuses and the community at large. College students have 
been the driving force in almost all 20th and 21st century social movements. Unlike neighborhoods, cities, and states, college 
students are a diverse group but one collective body: a school. The ability to reach people who are normally difficult to reach or find 
common ground with those who share different backgrounds is as easy as going to a group meeting or knocking on a dorm room door. 
College students have power. Creating a Student Group or working with an already existing group, gives college students the power to 
form their own, informed agendas. 

What A Campus Group… 
Should Be Should NOT BE 

• A Coalition – Campus groups should work hard 
to be comprised of many different people, from 
many organizations and walks of life, fighting for a 
common goal. This increases reach, resources, 
power, and influence 
 

• A Group of Identical Minds – It’s easy to want 
to work with people who see things the exact same 
way you do. Without multiple perspectives, no 
matter how noble the goal, the victory will be 
trading power not giving it back to all people. 

• A Democracy With Offices – Just like any 
group, for work to be done well, point persons will 
need to be identified; someone who takes minutes, 
someone who keeps track of funds, someone who 
writes out plans, etc. Internal order is necessary. 
The group should decide who holds what offices. 
No decision should be made outside of how the 
group decides, which should be known procedure. 

• A Leader and His/Her Followers – 
Organizing plays on the strengths of a group. That 
is where the power derives. The group must be 
treated as equals, who all have different but equally 
important viewpoints and perspectives that must be 
considered. Offices are simply for workflow, not 
power. Eliminate titles if it helps. Charismatic 
personalities are great assets for media point 
persons. But no matter how eloquent or educated 
the voice, all voices should count equally. 
 

• A Campus Recognized Student Group or 
Affiliate – Part of the power campus groups have 
derives from the resource they have by virtue of the 
college or university. That includes the ability to 
reserve meeting space, copy/print allowances, 
email lists, and campus budgets. What most 
Community Organizers struggle to raise funds for, 
college students get for free. Sometimes being a 
campus group may be hard or impossible 
depending on the nature of your campaign. Create 
allies who are part of student groups and use their 
resource. 
 

• Purposefully Anti-Inclusive –The best way to 
fight the system is from the inside. College students 
bring the most change to their campuses because 
they are part of the campus and represent the needs 
of the students. A great campus group doesn’t shun 
or “act better” than those who may not agree with 
their point of view, nor does a good campus group 
not participate in University Events (unless it is 
purposed to boycott.) The groups job is unite on an 
issue, not divide. 

• Clear In What They Are Fighting For -  Find 
your specific agenda and purpose and advertise it. 
There are so many campus groups that you for 
anyone to WANT to join you, they will have to be 
sure of who you are, what you do, and how to find 
you. If there are campus groups fighting for 
something similar consider joining them and 
broadening their reach. Make your goals clear. 

• A Debate Team Practice – Most college 
students today are more interested in doing 
something than hearing about it. If your campus 
group spends more time talking about the problem 
than doing anything about it (action), it is likely 
that few will join. The age old adage of “actions 
speak louder than words” is no truer anywhere than 
organizing. Don’t get upset if after an action/media 
lot’s of people want to join. They are not JUST 
interested because of that. What draws many 
students is the action; that something is being done. 
That means you’ve done your job.  
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Creating A Student Group 
PRACTICAL STEPS 

I. Identifying the Need 
A.  Research the problem you want to focus on and narrow down the issues: 

1. Are there groups on campus, state, or nationally already addressing the problem? If so, 
can you work with them? 

2. Is there something that can be done right now to fix the problem? 

3. Is the problem multi-faceted? Will it take several steps? Are there several smaller                                       
issues that create this issue? 

4. Which of those issues are you most able or most concerned about effecting change?  

Creating The Group 
B. Recruit The People 

1. Now that you know what issues you want to focus on, find people who may share your 
passion 

a) Register to be an official Campus Student group through your Student Activities 
Center or SGA. That way student’s can find you and you have access to email to 
introduce yourself 

b) Go to meetings of campus groups you may identify as possible allies. Think 
outside of the box and don’t be afraid to reach out to groups you don’t normally 
associate with.  

c) Flyer your campus with posters and handbills describing what you are fighting for. 

d) Use a Page and Events on Facebook, Instagram Accounts, and Twitter to directly 
focus on groups at your school and get out your message to the Student Body. 

II. Start Meeting 
A.  Reserve a room and set a date and time for your first meeting! 

1. Blast the meeting out to campus through social media, flyers, and announcements in class 
(commonly known as class raps). Having food is always a good way to bring people out. 

2. Decide what you want to discuss and make an agenda for your meeting. Print some out to 
pass around. Also decide who will facilitate the meeting making sure that no one (or few) 
voices are dominating. When discussions are interactive, more people start talking. 

3. Make sure you have a sign up sheet so you can contact everyone after the meeting.  
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Creating A Student Group 
 

TIPS FOR STARTING A CAMPUS GROUP 
 

 
! Teach Before You Reach – Many people don’t join groups simply because they have no idea 

how issues affect them. Find some creative ways to present the issue to the student body. Sharing 
videos on social media are a great way to engage. Hosting movie nights with documentaries 
about the issue, panels on campus co-sponsored by other organizations, and knocking on dorm 
doors with flyers to talk one on one with students (known as canvassing) are also great ways.  

 
! If You Feed Them, They Will Come – Having food at your meeting is a great way to get people 

to come who would otherwise be uninterested. Don’t feel discouraged if they eat and leave. 
When someone asks them where they got that slice of pizza and they say “Some group talking 
about….” That is one more student who now knows you exist.  

 

! Don’t Be Afraid To Have Fun – Organizing and changing the world is a tough job. To many 
people it seems too tough. Having game nights, socials, and (for the brave of heart) throwing 
parties under your organizations banner is a terrific way to reach people who believe this work 
isn’t for people like them. It’s also great for morale within your organization. 

 

! Perfection is Paralyzing – Nothing will ever be perfect. You will never have enough money, 
enough people, or enough resources to do everything you want to do. Don’t let that stop you. 
Organizing is about constantly building. Building means going one step at a time. Whatever you 
have is enough to get started. Work towards the rest. Coalition building and having allies helps 
make it all feel more doable. 

 

! Numbers Only Matter If You Say They Do – Unless a specific number is needed to make an 
action work (i.e. 1000 names are needed for a petition), the size of your group is far less 
important than the quality of your group. More work can be done by 5 passionate people willing 
to reach out, than 500 with little interest. The more people you have means the more people 
you’ve touched. Always strive to grow, but growth can take some time. 

 

! Agree to Disagree (Voting) – Disagreements are bound to happen when smart, passionate 
people are attempting to make a plan. Everyone’s voice should be heard and voting should be 
final. Having committees (open to everyone) is a good way to make sure meetings stay efficient 
and are not time to hash things out. Disagreements are never the end. Starting meetings off with 
icebreakers and “Why I Do The Work” is a good way to keep the goal in sight and not get stuck 
arguing the logistics.  
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Organizing An Action 
 
 

 
 
 
 
 
 
 
 

Copyright UC Berkeley         
 

Identifying the problem and creating a group to help fight the issue are the first steps to organizing.  
The next step is to do whatever is in your scope and power to begin eradicating the problem. No Action is 
to large or too small. Every person’s work slowly chips away the mountain of injustice.  
 

Direct Action vs. Indirect Action vs. Advocacy 
 
 

It’s important to know what kind of action your group is interested in taking. Different types of actions 
need different plans and personnel. Some plans include doing combinations. It is up to your group to 
decide what kind of action they want to take. 
 
Direct Action -  The aim of direct action is to either obstruct another political agent or political 
organization from performing some practice to which the activists object; or to solve perceived problems 
which traditional societal institutions (governments, religious organizations or educational institutions) 
are not addressing to the satisfaction of the people by civil disobedience. (Examples: Occupy Wall Street, 
The Dream Defenders, sit-ins, picket, etc.) 
 
Indirect Action -  The aim of indirect action is to draw attention to, influence, or advertise for or against 
a specific issue without directly engaging key influencer ; or to put pressure on traditional societal 
institutions for not addressing problems to the satisfaction of the people. (Examples: Letters to the Editor, 
Voter Registration drives, Social Media Blackouts, etc.) 
 
Advocacy -  an organized collection of people who seek to influence political decisions and policy, 
without seeking election to public office.  What is unique about advocacy is it’s direct focus on changing 
legislation and creating politicians as allies. Many advocacy groups are allies of groups who use direct 
and indirect actions, though they rarely utilize the methods themselves.  (Examples: Children’s Defense 
Fund, Political Action Committees, Lobbyists, etc.) 
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Organizing An Action 

Direct and Indirect Action Planning 

While what you end up doing (commonly referred to as tactics) for Direct and Indirect Actions may be 
different, the process by which you arrive at what you will do is not.  
 
To begin planning your action, your group must answer and have the majority agree, on the following 
questions 

1. Goals 
What are we trying to accomplish – concrete, tangible, winnable. What does victory look like? What do 
you want the headline to read the next day? 

 
 

2. Target 
Who has the power to decide? Who are we trying to impact/move, what is strategic reason for it/them. If 
there are multiple sites/people, which is best suited for an action? 
 
 

3. Messaging & Demands 
What do we want our target to do, what do we want them to know? 
Are there other audiences besides the target? 
 
 

4. Messenger 
Who is delivering our message? An impacted person or community leader working on a particular issue 
is always more powerful and credible than a talking head spokesperson. Is there a process for getting 
feedback/response from target? 
 

 
5. Mobilization 

How many people do we need? What are our turnout goals? Who will we reach out to—people, groups 
etc? What are the recruitment plan, rap, commitment, reminder and follow-up plan? (BNG Suggests that 
for college campuses use the ¼ rule. For ever 4, that commit, 1 will come. So if you get 40 people to 
commit to an action, expect 10). Don’t worry, there is a great way to get the word out on the page . 

 
 

6. Scenario 
What will happen, what does it look like? What are the beginning, middle and end? How will message/ 
story be told – visuals, words, props, and signs 

 
 
 
 

Courtesy of Alliance of Community Trainers 
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The following are the areas of work needed to implement the vision and plan above 

• Publicity:  fliers, ads, PSA’s, emails, mailings, facebook, blogs, calendars etc 
• Program: Film Screenings, Speakers, performers, diversity, culture, participatory, when, where 
• Schedule: break it down, what happens by who and when, from pack up to clean-up… 
• Outreach: fliers, door-knocking, phone calls, allies work 
• Logistics: all the things you need! (See below) 
• Legal: police relations, permits, etc 
• Media: press releases, phone calls, spokespeople, media liaison, follow-up 
• Props: signs, banners, puppets, 
• Security/Traffic Plan: what is needed? Who will coordinate, train and recruit? We often skip this step, 

but it is critical for mobile tactics. If groups are crossing intersections or moving through the streets, 
we need people paying attention to traffic and who are facilitating our safe passage by holding cars 
back. 

• Coordination/Prep: trainings in advance and prep meetings day of or day before with as many people 
involved in filling a role as possible. Make sure everyone is on the same page and schedule, 
communications, review maps, communications, contingencies, getting everybody on board and 
knowing who is who and what will happen. This is a really critical step that is often overlooked. 

For Direct Actions 

• Scouting and Mapping – of site(s) 
• Trainings – how we orient and prepare for the plan and risks we are taking, also legal etc 
• Model of Org – Affinity Groups, Action Teams, Buddies, Clusters, Blocs, Gaggles 
• Spokes Councils or Tactical Leadership – will it be a small group who will decide and direct or will it be 

a meeting of representatives of the participating groups or some collaborative process between the 
two models. 

• Legal Strategies and Plan – lawyers, observer, laws, jail solidarity, court plan 
• Police Strategies and Set-Up – do we inform them, get permit, how do we build a web of restraint on 

them? 
• Media – press releases, phone calls, spokespeople, media liaison, follow-up 
• Documentation plan – video, cameras, audio, blogging etc 
• Street Medics – got some? Do you know where hospitals are, any relationship with EMT’s or fire 

department? 
• Communications –scouts, bikes, radios, flags, twitter, text mobs? 
• Jail Strategies – support outside and inside – Jail Solidarity 
• Trauma and Healing – when people are hurt or really afraid. 
• Post Action Legal Follow-up – Courts, Diversions, Community Service. Lawsuits 
•  

Logistics 
(vary depending on event) 

 
• Date, Time, Place 
• Route / Maps 
• Megaphones 
• Chant / Song Sheet 
• Sound System 
• Staging 
• Permits 
• Banners 

• Flags 
• Signs 
• Stickers, Buttons, 

Armbands 
• Leaflets to Distribute 
• Armbands, sashes, hats 

for role identification 
• Vehicles 

• Trash Bags 
• Water 
• Food 
• Bathrooms 
• Transportation 
• Directional Signs or 

chalking the sidewalk 
• Cameras to Document 
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   Organizing An Action 

Backwards Planning 

When organizing an action, there are times when how many turn out matters. To get enough names for a 
petition, filling up an office for a sit in, or getting enough people to block an entrance needs quite a few people. 
Not everyone who tells your group that they will participate will actually participate on the day of the event. 
That can not be any more true than on college campuses.  
 
As a general rule, about ¼ of the people who commit to come to your campus event will actually attend. That 
number may vary depending on how well known the topic is and how much buy in there is on campus. 
Knowing how many people you need at the action will help determine how many people you need to speak to 
about the action. Using a Backwards Plan is an excellent way to make a realistic plan on how you will reach 
those numbers. 
 

The Method 
 

1. The key is to start off with the number of people you want at your action and multiply it by 4 (1/4 rule). 
Example: You need 100 people to show up to your march for student debt. You should speak to 400 people. 
 
2. Break down the number into groups that could effectively reach all of the people. 
Example: Your Student Debt Organizing Group has 10 members. It is every members job to get 40 “Yes”s. 
 

John Doe’s 40 People 

 

 

 

 

 

 

 

 

 

 

 

By breaking the numbers down into digestible chunks, a very intimidating number like 400 isn’t so bad. 
Remember, the more people that you speak to that have a real relationship with you will be more likely to come. 
The 10 people John will recruit from his social media and service fraternity will be more likely to show up than 
the 30 people he recruited from classes and dorm storms. Those 10 are exactly what he needs. If even 1 more 
shows up, he has exceeded his goal! REMEMBER!: BRING SIGN UP SHEETS WHEN RECRUITING! 
REMIND PEOPLE THE NIGHT BEFORE THE ACTION! 

40 

15 15 5 5 

Classes Dorm Facebook/Twitter Service 
Fraternity 

People 

 

People 

 

People 

 

People 

 

People 
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Getting Media Attention 

Media is one of the most important tools an organizer has to get their message to the masses and to put pressure 
on their target. Mass media coverage is not the goal of organizing, but the more coverage a campaign receives 
the more people are apt to know and support the cause and the more likely targets with high stakes interest will 
compromise. 

Social Media 

The advent of social media has changed the landscape of what organizers can do to get the word out and attract 
larger media outlets. Things like Facebook and Twitter make your campaign one hashtag away from being on 
the nightly news or reported in a local paper. Blogs are also great ways to get the word out. Sharing your own 
blogging stories, videos, and pictures is a terrific way to allow people to follow what you and your group are 
doing. Your Group/Personal Social Media is the first place the media and interested individuals will look to find 
out who you are. Make sure they are always updated. 

Media Do’s and Don’ts: 

• Do appoint one person to be your Head of Media. Media is based on relationships. It is hard for 
reporters to develop a relationship with your group when they speak to someone different every time. 

• Don’t wait until the night before your action to begin engaging media. If there is a heavy news cycle or 
the reporter is on assignment it is easy for them to bypass press releases and communications from 
people/stories they don’t know until later. 

• Do invite media to smaller events you will be having prior to your big action or strategy kick off.  If you 
host a movie screening, a town hall meeting, or a panel discussion, invite them to come. Even if they 
can’t make it, your constant invitations will put you on their radar. 

• Don’t wing it. Messaging matters. Narrow down a few talking points and stick to those. That should be 
done as a group so everyone agrees with messaging. Everyone should be made familiar with the talking 
points 

• Do make it as easy as possible for the media. Send out press releases worded exactly how you would 
want an article about you to read. (SAMPLE PRESS RELEASE IN APPENDIX A) Many times media 
will copy and paste it if they run a story. Make sure all social media is updated and worded exactly how 
you would want it reported to local news. Many times they will use this as well. YOUR COMMENTS 
MATTER. Press will use comments you have written as quotes. 

• Don’t argue with media outlets if they don’t cover your story or cover it the way you want them to. Use 
your own social media to correct any misquotes. If worse comes to worse, no longer use that reporter.  

• Do FOLLOW UP. Make sure anytime media reaches out that you respond promptly. After an action, 
make sure you send out a debrief press release as often media outlets will run the story a day or two after 
the event.  

• Don’t allow just anyone at an action to talk to the media. Assign spokespeople on the ground (your head 
of media will probably holed up somewhere where there is internet) who’s job it is to speak to media. 
They will follow the talking points. Let everyone organized with your group know to direct media 
inquiries to the spokespeople. 

• Do keep a spreadsheet of all of your media contacts and allies. As your head of media prepares to 
graduates make sure he/she introduces the new head to all of his/her contacts.  
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Sample Media Plan 

1 Month Before The Action 

Traditional Media Social Media 
• Compile a list of local reporters (tv/newspaper), 

bloggers, and national media you are interested in 
covering. 

• Send out emails introducing your group, linking to social 
media pages 

• Start Facebook, Twitter, Instagram, and Ustream for 
your group 

• Populate pages by inviting classmates, posting on 
similar orgs pages, engaging in discussion/comments. 

 

3 Weeks Before The Action 

Traditional Media Social Media 
• Media Advisory: Invite Media to your first screening of 

“Koch Brother’s Exposed”. 
• Press Release: Report how many attended and student 

reactions to Koch money at their school  
• Finalize Messaging for Campaign 

• Make personal invites and announcements about your 
screening. Put out info graphics/memes daily for friends 
to share.  

• Post pictures/video from your event and MAKE SURE 
to tag people. They will engage more. 

• Start a hashtag/Social media campaign 
Repeat this every time there is an event leading to your action.  

1 Week Before the Action 

Traditional Media Social Media 
• Start emailing reporters that your group will be doing an 

action but that is all you can divulge right now.  
• Should a press conference be held, release a Media 

Advisory and Press Release 

• Announce that if people want to get involved and 
actually DO something, you will be planning a big 
event. 
 

 

5 Days Before The Action 

Traditional Media Social Media 
• Start pitching feature stories and interviews to reporters.  
• Continued press releases around events leading up to the 

action 

• Begin a countdown until your action on line with 
graphics 

• Use an online petition to collect names, numbers and 
emails for day of outreach. 

 

The Night Before The Action 

Traditional Media Social Media 
• Press Release: Students to do action around Koch 

Funds in Schools.  
• Prep media team/spokespeople with messaging. 

• Finish countdown 
• Final push for people 

 

Day of The Action 

Traditional Media Social Media 
• Media Advisory: Students are ______ to oppose Koch 

funds at local University. 
• Respond to all calls/emails promptly 

• Post pictures and videos from the action 
• Repost other participants statuses/tweets; post media 

coverage 
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Follow Up 
Here are a few things you should do and know when your action is complete. 

 

• CELEBRATE…but not for long! – YOU DID IT! YOU AND YOUR FRIENDS HELPED CHANGE 
THE WORLD. Sadly, the work is not done, or ever done for that matter. Avoid sitting in the celebration 
of your victory for more than a day. Instead, ride the momentum and get on to your next action, project, 
or campaign. 
 

• DEBRIEF -  Make sure your group meets for a debrief. Discuss: 
" What worked/What didn’t 
" Personal stories and feelings 
" Go over positive and negative media 
" Talking points to follow up with media 
" When to meet about follow up action/next steps 

 

 

Some internal challenges may arise in debrief.  Though it may seem awkward, it is in the best interest of your 
group to discuss internal issues in debrief in order to squelch them immediately and prevent them from festering 

and later dismantling the group and undermining the work. 

 

Ways To Help Ease Group Tension 

# Talk It Out – Sometimes things just need to be talked about. If someone feels slighted, unheard, or 
taken advantage of, they will become bitter. A good unit doesn’t always have to like each other, but they 
do have to have and feel respected. Talk out the problem and ways that the person offended feels the 
situation can be remedied or avoided in further times.  
 

# Schedule	  Social	  Events	  –	  Building	  group	  repoire	  is	  essential	  to	  good	  leadership	  and	  longevity.	  
Take	  time	  with	  your	  group	  to	  allow	  friendships	  to	  build	  and	  people	  to	  get	  to	  know	  each	  other	  
outside	  of	  the	  work.	  Potlucks,	  movie	  nights,	  and	  group	  outings	  are	  always	  great.	  	  

	  
# No	  Clique/No	  Sidebar	  Rules	  –	  Because	  Organizing	  is	  such	  a	  diverse	  field,	  it	  becomes	  very	  easy	  

for	  people	  of	  like	  minds	  or	  backgrounds	  to	  group	  together	  in	  cliques.	  Because	  Organizing	  is	  also	  
very	  passionate	  and	  strategy	  based,	  it	  becomes	  very	  easy	  for	  people	  to	  form	  allegiances	  and	  
alliances	  with	  friends	  within	  a	  group	  to	  push	  their	  own	  ideas,	  agendas,	  and	  leaders.	  Organizations	  
across	  the	  gamut	  have	  been	  destroyed	  by	  behavior	  like	  this.	  While	  it	  is	  very	  hard	  to	  control,	  having	  
a	  “No	  Clique	  Policy”	  is	  a	  great	  way	  to	  keep	  everyone	  on	  the	  same	  playing	  field.	  

	  
# Acknowledge Everything! – By always acknowledging when someone’s idea was right, or when 

something worked or didn’t work is a great way to keep everyone acknowledged. No need to qualify it. 
Just say it worked or it didn’t.  
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SAMPLE PRESS RELEASE 
FOR IMMEDIATE RELEASE: (DATE) 

CONTACT	  NAME	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
ORGANIZATION	  (AGENCY	  OR	  COMPANY)	  
PHONE	  NUMBER	  
EMAIL	  
 

HEADLINE (ONE LINE ONLY) 

Subhead: More Detail As Needed, One Line Only 

 

City, State: Your announcement starts here, and should lead with a strong first paragraph that 
clarifies what you are announcing, where, and its relevance to your industry. Don’t bury the lede: 
doing so makes it harder on reporters to find the information they need most, so get right to it in the 
first paragraph. 

 

The second paragraph is the best spot for quotes, but choose your quotes carefully. No reporter likes 
reading from a sea of people saying the same boring thing. Leverage quotes to build the importance 
of your story but also to shape your core messages. Whenever and wherever possible, include 
quotes from key influencers or allies who will benefit from the news, and avoid extreme exaggeration: 
having your president say you are going to change the world is a stretch. You are. But not in one day.. 

 

In the third paragraph it is often tempting to add fluff that doesn’t need to be there. It’s also often 
extremely tempting to bleed over to a second page by bolstering the third paragraph with target 
history, lore, and supporting expert opinions. Keep in mind that the goal of the release is to provide 
clear, concise context on the story--you can always including more detail or links to additional 
testimonials in your pitch emails or on your blog. Some additional words of wisdom: 

 

• Nobody likes long blocks of content, so use bullets to your advantage to break up the text 
• Use language people can actually understand: if you had to use thesaurus.com to find it, 

delete it 
• During your final edit, be honest with yourself on whether or not you are truly focused on what 

is newsworthy about this announcement. If not, revise accordingly.  
 

About Your Group: This is a placeholder for a short, 3-4 sentence description of your group along 
with a link to your homepage or social media. Double check to ensure the first sentence accurately 
and clearly describes your group in a manner that could easily be copied and translated by a reporter.  

 

### 
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SAMPLE MEDIA ADVISORY 

MEDIA	  ADVISORY	  

FOR	  IMMEDIATE	  RELEASE	  
Date: (insert date) 

Contact: 

      Telephone: 

      E-mail: 

      Website: 

 

STUDENTS TAKE ACTION AGAINST INJUSTICE 
 

Who: State the organization(s) sponsoring the event. 

 

What: What are you doing/Action 

 

Where: Provide the name of the building, street address, location in building and city. 

 

When: Include the actual date and time of the event. 

 

Why: Why are you doing what you’re doing/Your organizations purpose 

 

INTERVIEW OPPORTUNITIES 

 

• Bullet specific names of people who will be available for interviews (your media spokespeople) 
including their background and why they are part of your action 

 

 

### 
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FURTHER READING 
 

BOOKS: 

• Gene Sharp – The Politics of Non Violent Action 
• Saul Alinsky – Rules For Radicals 
• Midwest Academy – Organizing for Social Change Midwest Academy Manual For 

Activists 

 

FILMS: 

WalMart: High Price of Low Costs – Dir. Robert Greenwald; Brave New Films 

A Community Concern –  2011 - Susan Zeig – www.acommunityconcern.com 

 

 

 

ADDITIONAL RESOURCES 
 

• The Midwest Academy – Nationally recognized organization that trains 
organizers and releases instructional toolkits, training guides and manuals. 
http://www.midwestacademy.com/training/organizing-social-change/ 
 

• Generation Progress -  Nationwide initative bringing together campus leaders and 
young progressives to work together for social change.  
http://genprogress.org/ 
 

• American Civil Liberties Union – Advocacy group that partners with social 
justice campaigns around the US to fight for equality. Campus Group initiative 
helps bring campaigns to campuses. 
http://www.aclu.org 
 

• Brave New Films – Progressive film production company and non profit dedicated 
to creating documentary films around social issues and injustice. 
http://www.bravenewfilms.org 
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ABOUT BRAVE NEW FILMS 
 

 
 

Our mission is to champion social justice issues by using a model of media, education, and grassroots 
volunteer involvement that inspires, empowers, motivates and teaches civic participation and makes a 
difference. 

OVER 1 MILLION SUPPORTERS 
OVER 100 MILLION VIDEO VIEWS 

Robert Greenwald and Brave New Films are at the forefront of the fight to create a just America, and we want 
you to join us. Using new media and internet video campaigns, Brave New Films has created a quick-strike 
capability that informs the public, challenges corporate media with the truth, and motivates people to take action 
on social issues nationwide. 

From private prison exposés to justice for workers and understanding where your tax dollars are going, our 
groundbreaking social media campaigns have revolutionized activism. Using YouTube, bloggers, networking 
sites, and strategic partnerships with both national networks and local activists, we are reaching millions and 
getting results. 

You are critical to advancing these hard-hitting campaigns. We can't create a nation of socially conscious 
activists alone. 

Please consider supporting us with a donation to help us continue to create and distribute cutting-edge 
campaigns that result in action. 

 


