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Introduction 

You can see this as a go-to resource for divestment organizers who are seeking tools designed 

specifically for student audiences. The training designs in this booklet are a snapshot of the varying 

styles of the people who contributed: current students, recent alumni, and staff- offering multiple 

methods that should be experimented with. Through trainings like these, students have increased their 

individual and collective power to win more than just campaigns, but also to  build strong organizing 

communities for the years and campaigns to come.  

 

Our focus is on skills and leadership development through 5 topics or “modules.” Each module 

was written by a unique team of student and alum divestment organizers, who consulted with one 

another and outside experts and leaders. The modules are: Power, Campaign Strategy, Effective 

Organizing, Narrative Strategy, and Reinvestment. 

 

Now, it’s your turn to experiment with these tools and write your own agenda to meet the 

needs of your campaign. Try things on, and if they don’t fit, alter them or try something new. Training 

content is not meant to stand alone as written content, or to stay static, content should shift to meet 

the needs of a group (and movement).  Seek support in adapting a design; each of the following 

workshops were written by a team of people, with regular feedback and constant questioning.  

 

Thank you to everyone who helped write & consult: Deirdre Smith, Jenny Marienau, Jess 

Grady-Benson, Sara Blazevic, Sachie Hopkins Hayakawa, Cristina DuQue, Katie McChesney, Michaela 

Steiner, Nicole Ektnitphong, Guido Girgenti, Varshini Prakash, Alexandra Barlowe, Zein Nakhoda, Greta 

Neubauer, Yong Jung Cho, Hannah Jones, Fossil Fuel Divestment Student Network, and Responsible 

Endowments Coalition.  

 

And to the organizations, and the staff of those organizations, on whose shoulders we stand: 

Beautiful Trouble, Beyond the Choir, Center for Story Based Strategy, Training for Change, Momentum 

(project of Ayni Institute), Movement Generation: Justice and Ecology Project, National People’s 

Action, The Ruckus Society, The Wildfire Project, and many more.  

 

 

-- River Beck & Becca Rast, Fossil Free Training Corps Coordinators 

River@350.org, Becca@350.org 
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Guidelines 

This is not a Formula. We do not recommend running workshops directly out of this 

workbook-it won’t work well and it won’t help you grow. You should plan to identify tools you like and 

re-write it to meet your needs (potentially with your organizing group). Practice can be anything from 

speaking in front of the mirror alone to trying it with your group to get feedback.  

 

Get Support. This content is not meant to be a standalone resource, the organizing community 

you are a part of can help you fine tune your skills and apply these tools. Everything takes practice, 

including getting things done with passionate groups of people- seek out organizations or individuals 

that can help you grow; including the ones named in this booklet.  

 

Different Modules, Different Styles. We developed this resource in 5 modules that overlap and 

may, eventually, expand into advanced editions. You will see that we did not attempt to homogenize 

the language or style of each module, instead we wanted to show an array of different ways people 

can tailor their own styles to the needs of the group. Piece them together as needed, take what is 

useful, adapt.  

 

Play with Options. Each module within this resource offers a variety of options, some more 

than others as some topics have a longer history and pre-existing designs. Think of your own options 

you might add to this to meet the needs of your group. Keep a journal of your own training agendas, 

and remember to update them afterwards for how it actually happened-trainings often change last 

minute.  

 

Notes on Method:  

 

● Experiential Education Cycle: A cycle of facilitating a group through experiencing, reflecting, 

generalizing then applying a particular topic.  

 

● Elicitative Tools:  
○ Elicitive Questions: Elicitive questions are open-ended questions that help a facilitator 

draw information from a group or individual to inform collective learning, and can be 

used with new audiences and targets to gain information on how to frame and 

challenge arguments. 

○ Ways to generate collective learning, including: breaking into smaller groups, using 

games and group activities to draw a rich experience. For instance: mingling, buddy 

pairs, sentence completion, closed eye process, small task groups, elicitive questions 

that list-build, roleplays, skits, interviews, noticings - all examples of elicitive tools you 

might see.  

 

● Learning Styles: Different strokes for different folks, apply diverse styles to meet the needs of a 

diverse group.  
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● Meeting Emerging Group Need: Which often means leaving space within the agenda to go 

deeper and/or to shift. It also means having options, and being able to lead a group to an 

outcome through eliciting relevant personal and group knowledge.  

 

● Political Education/Racial & Economic Justice: The reason we do this is to build and leverage 

our power for collective justice. Therefore, exposing the hard and vital truths of injustice 

through sharing our political experiences and understanding political history is vital to bridging 

a larger climate justice movement (having a racial & economic lens). See how you can apply 

your own analysis of racial and economic justice to what you create, and through eliciting that 

focus from the participants.  

 

● Logical vs. Psychological: A successful movement is effective and healthy, magnetic and 

growing. Meeting both the logical needs of a campaign and the psychological needs of your 

campaign group is an art and a value. See Training For Change for more resources.  
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Module 1: POWER 

Introduction from the Power Writing Team: Power lays at the heart of why we organize - we must 

confront personal experiences of powerlessness and build our individual and collective power to 

dismantle unjust systems. We aim for these workshops to make space for participants to explore their 

own relationships to power, analyze certain power structures, and organizing for collective power.  The 

Power team is grateful to have drawn from trainings developed by Movement Mastery 

(“Momentum”), National People’s Action, The Wildfire Project, the Relational Center, 350.org and 

Responsible Endowments Coalition.  

Important Considerations  

● Goals 

○ Understand that “power within” is key to building accountable shared power to build a 

strong movement. 

○ Learn a framework for analysing power -- naming power as the ability to act and 

understanding the different modes of power. 

○ Understand how the divestment theory of change utilizes power.  

○ Explore personal stake in climate justice organizing in relation to maximizing personal 

power, and how our personal stake allows us to act in solidarity.  

● Time and Capacity: ~3 hour workshop, 5-25 people.  

● Facilitator Tone: Serious, exploratory, informative, reflective, inviting vulnerability  

● Tool(s): Mingling, drawing, pair shares, group harvesting, movement, small group discussion, 

storytelling in small groups and from the facilitator. 

● Training Space: Should be big enough for people to spread their arms in. Also need 

open/outdoor space for higher energy activities.  

● Pre Workshop Work: Writing out flipcharts, practice storytelling, facilitator team alignment 

check in pre-during-after workshop, grounding exercise for facilitator team pre-workshop.  

● Post Workshop Work: Training team reflection, grounding, and debrief time. Potentially 

facilitators check in with individual participants after gaining full-group feedback.  

● Comments from the Writers:  

○ We have used different ways to move participants around (such as group breathing / 

grounding, verbal repetition, stretching, etc) as options for the facilitator. We believe 

these tools are important in this training because the content can be emotionally heavy 

and power cannot be learned only intellectually.  Somatic (Body/Breathe) practices help 

get participants out of their heads and into their bodies - so people can absorb their 

experience and remain present in the room through new emotional experiences. It also 

supports people in developing emotional intelligence as a group.  

 

Power Workshops  
Overall Core Learning: We are powerful. We must organize to build our power together so that we may 

leverage it to transform unjust institutions. Accessing our personal power through an understanding of 

our stake in the work allows us to build together for the long haul.  
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Power Workshop Part 1: What is Power? (30 Minutes)  

Key Learning: Power is complicated- we all have different understandings of what power looks like, 

who holds it, and what it means to be powerful. In this section we’re hoping to welcome everyone’s 

experiences into the room and set up the group to create a shared power analysis. We hope to arrive at 

the understanding of power as the ability to act, and recognize that it’s at the heart of our work as 

organizers.  

Setup: Open Room, chairs aside. Support facilitator scribes. 

Materials: Flipchart & Markers 

Material Prep: 1 Flipchart on wall 

 

What is Power?  

● [Big Group] Mingle:  Facilitator asks participants to stand up and stretch/breathe, however 

they feel most comfortable, for a minute or so (Facilitator models ‘loosening up’).  Then, to 

begin mingling around the room slowly (initiated by music), and to stop (when the music stops). 

Once music is paused, participants are to freeze where they are, find someone nearby, and 

answer the stated question. Once the music starts playing, they are to start mingling again. 

Note: Give participants enough time so each person can answer the question (~2min each). In 

between the questions, do the elicitation. (below)  

○ [Pairs] Questions:  

■ “What comes to mind when you hear the word power?” 

■ “What are the characteristics of power?” 

■ “Who is powerful?”  

○ [Big Group] Harvest: Do a light elicitive questioning to dig deeper into individual 

responses. Each response is repeated from the facilitator in their understanding (for 

clarity), then written into  flipchart paper.  

● Elicitation example: “What did your partner say that resonated with 

you?” 

■ Example of flipchart list:  

● “Power is: those who have resources, ability to make decisions, ability to 

move resources, ability to control other’s bodies’, etc. “ 

● [Big Group] Summarize & Transition: Facilitator Communicates.. (write your own version)  

○ There are different ways to think about power -- we are  offering ideas that have been 

helpful to divestment students in understanding our work, and is centered around the 

understanding that power ‘is the ability to act.’ Facilitator can ask participants, “so, do 

you have power?” … the answer is yes. Then, Facilitator transitions: “let’s explore some 

of the ways power plays out in society…” 

 

Power Workshop Part 2: Modes of Power (90 minutes)  

Key Learning: Here we explore 3 Identified dynamics of power: Power Over, Power Together, and 

Power Within. We must access our power within and maximize our power together to shift who holds 

power over us.  
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Setup: Open Room. Support facilitator ready to scribe.  

Materials: Flipcharts and markers, Timer w/ Sound 

Preparation: 3 Flipchart sheets on wall, markers 

 

Modes of Power 

● [Big Group] Power Statues (30min): Set up participants into 3 groups (using a game to split up 

could be fun and refreshing). Facilitator, secretly, assigns 1 mode of power to each group 

(without the others knowing): Power over, Power together, Power within.  

○ [3 Groups] have ~3 minutes to figure out how to creatively represent (with their 

collective bodies, in a statue form) the mode of power the facilitator appoints their 

team (Power Over, Power Together, or Power Within).  Once the 3 minutes is up (and 

the timer sounds), Facilitator elicits explanations and reflections about the statues, 

encouraging people to bring in personal experience. Support facilitator: scribes 

responses for each statue, separately (3 flipchart sheets).  

● [Big Group] Facilitator communicates: You all have noticed that power manifests in a variety of 

different ways - we distill these into three main categories: Power Over, Power Together, and 

Power Within (Add titles to each flipchart).  

○ Facilitator elicits 4 forms of power from the group:  “Where is power is played out?” 

(These modes of power play out on the personal, interpersonal, institutional, and 

systemic levels.) Facilitator models one example and then harvests examples from 

participants. Support facilitator scribes. For example, “what are ways you see 

institutions wielding power over?” “how does power together play out interpersonally?”  

■ Facilitator note: you focus on folks’ experiences in their campaigns here to keep 

things specific, especially if participants are having a hard time generating 

examples. For example, you can ask, “how does your college leverage its 

institutional power in relation to your campaign? how does that affect your 

interactions with the Board of Trustees, etc?” It’s also important to acknowledge 

that this is a deeper conversation that we won’t dive into fully in this training, but 

that as we learn more about power we need to hold an understanding that 

power dynamics manifest in positive and harmful ways on different levels of 

society. 

● [Small groups] Share Stories (20min): Break off into groups of 3-4 people (use a game or 

icebreaker). Ask the groups to share, with each other, about a time when you noticed the 

modes of power playing out in the context of your campaign.  Encourage participants to draw 

upon both positive and negative examples of how power plays out. 

○ [Big Group] Share Back: Bring participants back to the full group and harvest 2-3 

examples, some positive and some negative.  

■ (Alternative Option) Power Show n Tell: Ask people to draw or journal about a 

time that power affected their personal ability to engage their campaign, for 

better or worse. After giving people ~10 minutes to work on their art, ask them 

to share, in small groups, what they wrote or drew about. Then do a larger group 

harvest to share some of the stories that resonated in small groups  
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● [Big Group] Facilitator communicates (translate to your own words) , There is a reason we 

don’t often talk about or challenge our relationship to power, as we have probably all had 

negative experiences with power over the course of our lives. The left often understands and 

organizes itself as the foil to (do air quotes!) “power,” by which we typically mean institutional 

power, or the abuse of power. However, if we hope to actualize our values in society, we need 

to learn to build and wield our own kind of power. Take a few minutes during the break to 

reflect on things that you learned or things that were challenging in the first half of our training, 

maybe journal or talk with a friend. And remember to be gentle with yourself, it is not wholly 

comfortable to be on the growing edge. 

 

-Break for Participants (10 minutes)-  

Facilitator Tip: Break time is usually a great time for facilitators to huddle up and compare 

noticings about the group. What did you observe? Were there individual or group needs that emerged 

that you will want to address, and how? 

 

Energizer (5 min)  

● Options: The Great Wind blows / Jazzercise for the revolution / Research or make your own!  

○ (see Resources page for some options)  

 

Workshop Part 3: Understanding The Power of Our Movement (30min)  

Key Learning: Through the framework of social versus monolithic power, participants learn that power 

is actually held in the hands of the people and individuals, and that institutions remain in power 

through the cooperation of the public. To maximize our power together we must organize to win the 

active support of the public. Divestment, as a tactic, makes use of collective power and challenges 

existing structures by building active popular support to move targets. Material in this workshop is 

supplemented with learnings in the campaign strategy section (pluralistic power).  

Setup: Open room, comfortable seating.  

Materials: Flipcharts and markers. 

Preparation: Illustration of Monolithic Vs. Social views of power (reveal when appropriate).  

 

The Power of Our Movement  

● [Big Group] Facilitator frames: The way we understand power directly shapes the way that we 

organize / how we strategize to make change. We often call this our ‘Theory of Change.’ 

We can think of a theory of change as an “if X then Y” relationship.  

● Elicit: For example, I could say: If everyone stopped driving cars, we could deal with 

climate change. How many people have heard a theory of change like that, raise your 

hand. We hear it all the time! What are others you have heard, about climate or any 

other issue? (use your own words)  

○ Examples:  

■ If Barack Obama gets elected/says this/does this, we win… 

■ If everyone recycles/makes personal commitment, then we win.. 

■ If millions of people march in the street and go to jail, then we win.. 

■ If Democrats would push harder, then we win.. 
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■ If fossil fuel CEOs realized how bad climate change was, then they would stop 

poisoning vulnerable communities.. 

● [Big Group] Facilitator elicits reflections: What are some of the assumptions underlying 

different statements? Who has the power in these different statements? 

○ facilitator should elicit/pull out monolithic view of power: change comes from the top, 

we need Barack Obama, we need the Democrats, we need fossil fuel CEOs to change 

their mind. 

■ facilitator should elicit the meaning of social view of power: changes comes from 

the people, when people mobilize and take action and we can make changes at 

all levels of society 

○ Facilitator presents visuals of monolithic vs. social(pluralistic) views of power and 

further describes the difference between the two. 

 

 

○ Elicitive Option: Tell a movement story illustrating the differences in the ways we 

organize when we see power through the social lense vs. monolithic → what this does 

for our campaign strategy? How do these values impact the way we work?  

○ Historical Option: Frederick Douglass Quote:  “Power concedes nothing without a 

demand. It never did and it never will. Find out just what any people will quietly submit 

to and you have found out the exact measure of injustice and wrong which will be 

imposed upon them, and these will continue till they are resisted with either words or 

blows, or both. The limits of tyrants are prescribed by the endurance of those whom 

they oppress.” 

 

○ [Individual Journaling] (10min): Participants reflect and write about in what ways they 

see themselves and their campaigns organizing around monolithic vs pluralistic power. 

After 10 minutes, participants find a partner and share what they wrote about.  

 

○ [Big Group] Facilitator Closes: communicate(rewrite your own), As organizers, we are 

more powerful & effective when we strategize with a social view of power.  We believe 

that the people have the power, all our communities and our institutions are the 

foundation for the people at the top. We organize and build movements because we do 

not believe that the people at the top of the government or industry are going to act in 

our interest if we don’t push them to do so, thus we focus on building and leveraging all 

the power in all our communities. The divestment campaign operates under this 

understanding -- by building active popular support, we are able to move our targets 

and actualize our values in society. 
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Maximizing Our Power Within + Power Together (1 hour) 

Key Learning: In order to maximize our power together, we must access our personal power within. 

Understanding our stake in the work helps us connect with our internal power and build shared power 

with others. We want people to leave this section feeling like they’ve thought about themselves in a 

different way and recognized their own power.  

Facilitation notes: This section may require the facilitators to observe the room more closely and make 

changes according to the group needs. Modeling vulnerability in your own story is important for others 

to feel that there is space to do that. Keep an eye for an participants who might want a supportive 

check in after the workshop.  

Setup: Open room, comfortable seating.  

Materials: Flipcharts and markers. 

Preparation: Will need a timekeeper or watch. Will write “individual journaling” prompts on flipchart 

sheets ahead of time.  

 

Maximizing Our Power Within + Power Together  

● [Big Group] Facilitator Framing: (Adapt to your own words) Our movement is already powerful! 

(Ask the group-What are some displays of that power, some examples you know of?). 

However, for so many reasons we are taught to not access the full potential of our power.  In 

order to maximize our power together, we have to dig deep into our personal power (power 

within) and confront our personal relationships to power. Rooting in our stake in this work and 

what brings us to the movement helps us access our power within and build stronger 

relationships together.  

● [Big Group] Facilitator introduces resonance: as a tool through eliciting some understandings 

of how it might impact organizing. 

○ Framing: Organizing is about relationships. To build power together we need to foster a 

culture of trust, that honors our experiences and pain to cultivate resilience. Dominant 

culture teaches us not to look into our pain - and in many ways we’ve been distanced 

from our capacity to empathize.  Storytelling moves us from our headspace to our guts - 

it’s how we make sense of the world and helps us relate to one another -- culture is 

created through storytelling. Resonance is a tool that taps into our capacity to 

empathize and more deeply connect with one another even if our experiences are very 

different. 

● Facilitator Elicits: What is resonance? How does storytelling help us resonate with one 

another?  (Elicit some definitions and narrow down)  

○ Examples:  

■ A tool for building deeper connections and trust by identifying the moments 

when we recognize collective pain and power.  

■ An opportunity to support the storyteller in their vulnerability through very 

active listening; to highlight moments when you felt moved by their story or like 

you were there with them.  

● ex: “I really felt like I was there with you when you described the pain you felt 

after that conflict with your family”  
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○ ex: “I was so moved when you talked about the deep love you share with 

your sister”  

○ It is NOT a time to diagnose “issues” or insert your own story or judgement:  

● ex: “this part of your story really reminded me of the time that I had this 

crazy thing happen to me… etc” 

● ex: “I really think you should go to therapy”  

○ Other things to keep in mind: active listening during the storytelling is crucial. Maintain 

a state of openness - eye contact, nodding / affirmation.  

● [Big Group] Facilitator Elicits: Why is resonance important? 

■ It welcomes, affirms vulnerability and builds trust -- allows the group to 

hold your vulnerability  

■ It gets the whole group to see and feel that our stories are similar, even 

in their difference  

■ It builds empathy and solidarity  

■ It is an active form of showing compassion  

■ Resonance is a basic human capacity that has been deprioritized  

■ Cultivating collective resonance is powerful  

○ Facilitator asks if participants have questions about resonance or how to practice 

resonance? 

○ Facilitator asks for the group to practice, as the facilitator tells a story.  

● [Big Group] Facilitator tells a 5 minute story of a challenge or experience that has 

brought them to this work, modeling vulnerability, honesty, and an arc of a story. 

Support facilitator will help model resonance with the facilitator and then participants 

will practice resonating for ~3 minutes after hearing the facilitator’s story.  

○ After resonance, support facilitator asks the storyteller, “how was that for you?”  

○ Support facilitator asks participants, “what did you notice about the resonance?” 

and harvests responses  and asks if there are any questions. 

● [Small Groups] Small group storytelling + resonance (30-40): In small groups, 

participants tell 5 minute stories about a challenge or experience that has brought you 

to this work.  

○ After each person tells their story, the other participants in their group resonate 

with them for 3 minutes. 

○ After participants resonate, they will discuss when they heard the storyteller 

access their power within (exhibiting resilience in the face of a challenge, tapping 

into their love or personal strengths, etc)  

○ When the resonance is complete, participants ask the storyteller how that was 

for them and they reflect briefly before moving on to the next storyteller (all 

members of the small group will tell a story and resonate) 

○ (Note: use a timer to keep everyone on track)  

● [Individual journaling]  (10 min):  All participants take time to reflect.  

○ what is your stake? (distilling from the story you told about an experience and 

clarifying what brings you to the work)  
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○ How does that make you powerful? what other sources of power do you draw 

upon?  

● [Big Group] (10min) Facilitator brings people back and elicits responses from 

participants:  
○ How was that? How did that feel?  

○ Facilitator can ask 2-3 participants to share thoughts on their individual stake in 

divestment organizing (story of stake).  

 

-Participant Break- 5 Minutes 

 

● [Big Group] Power together/ Solidarity and Shared Power: Facilitator frames (adapt 

them!), Understanding our own stake in the work is critical because it allows us to 

engage strategically and justly. If we understand our own sources of power, we can 

bring this to our work and our relationships. 

○ Facilitator presents Lila Watson quote: “If you have come to help me, then you 

are wasting your time. But if you have come because your liberation is bound up 

with mine, then let us work together.”  

● Facilitator elicits: what does this tell you about how we build power together? 

○ Pull out learning → Understanding our own stake in the work enables us to build 

stronger relationships and be accountable to the folks and communities we are 

working with to build shared power together. 

 

● Facilitator frames or elicits the learning: We can recognize power we have as a result of 

unjust systems, often called privilege, and bring that to our work too.  An example of 

this is having influence over a college endowment that was earned through unjust 

means. Recognizing that we have influence and power as members of our college 

communities is strategic, and organizing around this issue is just. Ignoring the reality of 

this power is not helping us to actualize our values in society. We don’t have enough 

time to fully flesh out this concept today, but understanding our own power also allows 

us to build coalitions with those most affected by climate change or other forms of 

injustice. The most effective organizing is done by people who understand that they 

have a stake in the outcomes they are working towards. As indigenous organizer Lila 

Watson understood, working with people who believed they were (do air quotes) 

‘helping’ those ‘less fortunate’ did not yield the best outcomes. Working together, and 

designing solutions together, is most just and most strategic. When we all understand 

our stake in the work, we are able to be partners in struggle.  

 

● Facilitator option: *Can do Steps to Shared Power (from the Reinvestment training 

section) here if this module is standing alone, or reference it if it being trained at 

another time*  
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Closing (30min)  

● [In Pairs] Pair share:  Turn to the person next to you and answer the prompt “what are you 

taking away from this training.” Turn the other direction and answer the prompt, “what are you 

still confused about.” Facilitator harvests 2 response to each question from the full group.  

● [Big group] Go around: Bring participants into a big circle and lead a go-around asking them to 

complete the statement “I feel powerful because...”  

● Closed-eye process: Participants close their eyes as the facilitator describes a run through of 

what we accomplished and learned during the training.  

● *take a breath*  

● [Big group] Lead by facilitators: Movement Song or Chant - Write or research your own! One 

example: “I Believe that we will win” By Phil Agnew of the Dream Defenders.  
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Module 2: Campaign Strategy 

Considerations 

● Length of Workshop: 5 hours before breaks 

● Goals of this Workshop: 

○ Develop a clear understanding of the theory of change of divestment; so that there is an 

almost-visceral understanding that our strategy is based on building popular support in 

order to stigmatize the fossil fuel industry, in order to support real solutions.  

○ Ground people in why we do campaign strategy (ultimate goal is popular support, which 

means we need to build a strong base before we escalate, develop an arc designed to 

absorb people into our base) 

○ Introduce concepts and frameworks of momentum, escalation, sequencing, backwards, 

design, and Act-Recruit-Train cycle 

○ Build people's’ hard skills around backwards design & act-recruit-train (practice!) 

● Min/Max Number of participants: 5-30 

● Tone: grounded in campaign; serious; inviting questions and confusion;  

● Learning Styles & how they’re engaged:  Mainly auditory and visual, through presentation and 

discussion.  

● Training Space: Should be big enough for people to spread their arms in. Also would be good to 

have open/outdoor space for higher energy activities.  

● Pre / Post Workshop Work: Writing out flipcharts, preparing props, facilitator team alignment 

check in pre-during-after workshop.  

● Disclaimers: The intention of this module is to weave together all the critical elements of 

developing a campaign strategy. Therefore, it’s very content heavy. But -- it can definitely be 

broken into pieces and be pieced together for a workshop to meet your contexts needs. That 

being said, it definitely has the potential to feel overwhelming, for both new participants and 

new facilitators. We encourage you to: 

○ Use your discretion about how much can be covered in one training. Read through the 

module and look for places where you can insert a question, break, or reflection activity.  

○ Draw on the knowledge and experience that’s in the room (leaning on what comes out 

of the opener), and emphasize asking questions of participants on a regular basis to 

break up time that you spend talking. 

○ Go for depth over breadth - don’t overwhelm your trainees, or feel like you have to do 

all of this at once! 

 

Overview of Flow 

*Breaks as needed/noticed! Also full-group deep breaths as needed.* 
 

● Opening (55 minutes) 

● Monolithic versus Pluralistic Power (Introduces Theory of Change) (15 minutes) 

● Spectrum of Public Support: a Movement Framework (30 minutes) 

● �Social vs. Institutional Change (mini-section) (15 minutes) 

● Theory of Change: Wrap Up (30 minutes) 
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● Divestment in a larger movement context (30 Minutes) 

● Naming Our Target (30 Minutes) 

● Spectrum of Support: Campaign Power-Mapping Tool (30 minutes) 

● Setting Short-, Medium-, and Long-Term Goals (20 minutes)  

● Cycle of Escalation (15 minutes) 

● Act-Recruit-Train Cycle (25 minutes) 

● Ladder of Engagement (25 minutes)  

● Claiming Victory and Closing (25 minutes) 

● Closing (10 minutes) 

 

Opening (55 minutes)  

Setup: Open room, comfortable seating.  

Materials: Flipcharts and markers. 

Preparation: Be ready to make flipchart lists on the wall (support scribe).  

 

● Opening: Quick game/get to know you (e.g. Big Wind Blows, Mingle Intros, etc) (10 minutes) 

 

*facilitator note* (this is for facilitators’ knowledge, not to be said out loud) The premise of this activity 

Every solution has a problem. Many of the tools and frameworks offered in this training offer solutions 

to specific problems that come up for organizers. In order for participants to get the most out of the 

tools and frameworks, they need to have some idea of what the problems are that they are trying to 

find solutions to. People are more inclined to take in information if they see it as a solution to a problem 

they’ve shared.  

 

● [Small Groups] Break into small groups (3-4 people) (20 minutes) 

○ Introduce the activity: “we’re going to take some time in small groups to talk about our 

organizing experience, and specifically, to talk about some of the successes we’ve 

experienced in our own campaigns or organizing contexts, and some of the challenges. 

This can be as broad or as specific as you’d like.” 

 

● [Big Group] Harvest responses from the group (20 minutes) 

○ Create a list on butcher block paper that gets at: “Things we know [about campaign 

strategy]” / “Things we want to know”. Ask elicitive questions to pull out specifics. 

Scribe up on butcher block. 

○ *Facilitator Note*: 

■ scribe people’s answers/experiences first (summarizations), on separate sides of 

a flipchart paper. Afterwards, label those answers “things we know”/”things we 

don’t know” to show that the audience itself has built collective knowledge.  

■ In the future, this data can be captured and help inform future campaign 

strategy meetings/curriculum, this activity can be considered a “temperature 

check” for where the audience is at.  

 

● [Big Group] Read through goals/objectives of training (5 minutes)  
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○ See goals above -- modify to reflect the goals of the training flow you have created.  

○ (Option) Have people in the room read aloud the goals in a go-around to encourage 

multiple voices in the space.  

 

Monolithic versus Pluralistic Power (Introduces Theory of Change) (15 minutes) 

Key Learning: Monolithic (change from the top) versus people power (building power from the bottom 

up), social movements have a pluralistic view of power . You could also say “people power” instead of 1

“pluralistic” 

 

● [Big Group] Say: What is a theory of change? We can think of a theory of change as an “if X 

then Y” relationship. (This same framework of power is used earlier, in the Power section!)  

● Ask: Can folks give examples of “if X then Y” type of statements they’ve heard that explain how 

things change in our society? For example, I could say: if everyone stopped driving cars, we 

could deal with climate change. How many people have heard a theory of change like that, 

raise your hand. We hear it all the time! What are others you have heard in the mainstream, 

about climate or any other issue? 

● Pull out bits like:  

○ If Barack Obama gets elected/says this/does this, we win… 

○ If everyone recycles/makes personal commitment, then we win.. 

○ If millions of people march in the street and go to jail, then we win.. 

○ If Democrats would push harder, then we win.. 

○ If fossil fuel CEOs realized how bad climate change was, then they would stop poisoning 

vulnerable communities.. 

 

● Ask for reflections: What are some of the assumptions hidden in these different statements? 

Who has the power in these different statements? 

○ Facilitator should elicit/pull out monolithic view of power: change comes from the top, 

we need Barack Obama, we need the Democrats, we need fossil fuel CEOs to change 

their mind.  

■ Facilitator ask the room: does anyone have an example of a campaign 

experience they had, or a movement story they know of, when we saw power 

through the monolithic lens? (option: could pull on something they heard in the 

opener) 

○ Facilitator should elicit/pull out pluralistic view of power: changes comes from the 

people, when people mobilize and take action and make changes at all levels of society 

■ Facilitator ask the room: sticking with the story we just heard about, how would 

that campaign have gone differently if we had seen power through the pluralistic 

lens?  

 

● Closing: (in your own words wrap up by naming some of the values that inform our work as 

organizers) As organizers, we have pluralistic view of power. We believe that the people have 

1 https://www.trainingforchange.org/tools/upsidedowntriangleunderstandingconsenttheorypower0 

 
16 



the power, all our communities and our institutions are the foundation for the people at the 

top. When we organize and when we build movements, we don’t focus on the one person at 

the top of the government or the industry - we focus on building and leveraging all the power in 

all our communities. 

 

Notes:  

● Can be helpful to pull out a specific case study or campaign OR tell a story and then 
elicit something specific from a campaign in the room 

● when framing monolithic power, say "most of us are taught..."  clarifies how these two 
show up in our life 

 

 

Spectrum of Public Support: a Movement Framework (30 minutes) 

Key Learning: The Spectrum of Support can help us understand our social movement theory of change - 

we need to shift the public to our side and mobilize our supporters - and can be used as a tool to assess 

where our movement is at relative to the opposition and the public. 

Setup: Open room, comfortable seating.  

Materials: Flipcharts and markers. 

Preparation: Spectrum of support & Social Barometer images hanging (covered/veiled) on wall.  

 

● [Big Group] Spectrum of Support  -- a framework for helping us better understand the social 

movement theory of change, helps us understand concepts like popular support and power. 

(Option: Write up as a visual on a flipchart)  

 

Two Versions you can use, depending on training style:  
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[Big Group] Introduce Spectrum of Support (15 min) 

● Intro: (say in your own words) we’re going to dive into the Spectrum of Support, a framework 

that can help us better understand our social movement theory of change, and also a tool we 

can use to map where our movement or campaign is at in relation to the public.  

 

● Draw (or reveal) : Spectrum of allies.  

 

● Say: “Which side are you on!?” - This Spectrum measures which side people are on, how many 

people are moving to our side and how they’re engaging with our issue and movement, how 

many people are moving to the opposition and how they’re engaging. 

 

● Detail out the slices of the spectrum: Before you give your definition, ask the room what each 

one means and respond with your definition.  

○ Passive Allies & Passive Opponents: they agree or disagree with doing something about 

the issue, passive supporters would respond “yes” to someone asking if they support 

taking action for climate justice, but they’re not being moved into action yet. We need a 

majority of passive allies to win! 

○ Active Allies & Active Opponents: people who are taking action on this issue, they are 

the people marching in PCM, showing up to the escalation on your campus, refusing to 

vote for climate deniers, donating to the DSN and 350. We need a critical mass of active 

allies who are taking action, voting, donating, on the issue of climate justice! 

○ The Movement (and The Opposition): people who are joining movement organizations 

to make change on this issue, or joining the opposition’s groups to maintain the status 

quo. This is students inside Bowdoin Climate Action, members of 350.org - and for the 
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opposition, its the FF industry and people who work at orgs like the American Petroleum 

Institute. We need a movement that is strong and sustained enough to shift the whole 

spectrum to our side! 

○ Neutrals: not engaged on the issue -- but potentially engageable. 

 

● Ask for clarifying questions: Does this make sense? 

○ Option: go into pair-share for 5 min to discussion any confusing points & then join back 

into large group. 

○ Frequent confusion: What is the difference between The Movement and Active Allies? 

■ (some folks include them as the same, see first diagram - you choose what is 

best for you!)  

■ The Movement is people who are working inside movement organizations, who 

are organizers, leaders, active members of 350, DSN, a FF divestment campaign, 

etc. This is a very small slice of the public! Active Allies do not necessarily ever 

join an org like 350 or DSN, or regularly go to meetings, but they are engaging in 

action over time, mobilizing again and again, calling their elected officials, 

moving their money and donating, in response to the movement and the issue. 

 

● Reflection activity (15 min):  

○ [Big Group] Say (in your words):  

■ We’re always thinking about shifting the spectrum! And how different actions 

and campaigns will shift the spectrum in different ways. We want to ask: will it 

shrink the opposition? build more passive support? win more active allies? force 

the neutrals to take a side?  

■ To make these ideas more concrete, let’s use our own movement as a case 

study. Let’s make a timeline of all the big divestment events - actions, wins, 

moments - that may have shifted the spectrum one way or another. 

○ [Big group]: Draw up a timeline of important divestment events 

■ Ideas of things to pull out: PCM, 2015 Spring Escalation, Do the Math, National 

Convergences 1.0 & 2.0, big wins (pitzer, stanford, norway, Rockerfeller’s, 

Dayton, UCC) 

○ [Pair share]: Choose a moment or event from the timeline. What slices of the spectrum 

were growing or shrinking? How could you tell which way it was shifting? Why did it 

shift the way it did? 

○ [Big Group]: Pull a few examples to share and demonstrate learning around how 

different moments shift the spectrum.  

 

● Wrap-up: (say in your own words) Spectrum of Support is a tool you can use to think about our 

whole movement, how we’re shifting all of society, or to think about your campus or local 

campaign, and get a sense of where you’re at and how you need to shift things. 

 

Social vs. Institutional Change (mini-section) (15 minutes) 

 

 
19 



Key Learning: Our movements and campaigns create different types of change, we can distinguish 

between two major types of change: Social change, when the spectrum of support is shifted, leading to 

shifts in the legitimacy of the status quo and the possibility for transformation. Institutional change, 

when we change the way an institution work, we change the policies, but we do not necessarily change 

the whole spectrum or the legitimacy of the status quo. It’s important to understand both of them - and 

one isn’t “better”, it’s just critical to not just think about institutional change when campaigning. 

Setup: Open room, comfortable seating.  

Setup: Comfortable seating 
 

● [Big Group] Facilitator Frames: (in your own words) 

○  Sometimes we are running campaigns and taking action mainly to shift the spectrum - 

like the People’s Climate March, that march was not first and foremost about winning a 

single demand, it was about broadening our movement, bringing new people in, 

building new coalitions. We were shifting the spectrum! That’s a different type of 

change then, say, when workers strike to win a specific demand like a wage increase. 

○ We can think about this difference as making social change, when we shift the 

spectrum, versus making institutional change, when we change the policies and rules 

about how things work even without making society-wide shifts. 

● [Big Group] Elicit: Does someone have an example of how they understand the difference 

between social and institutional change?  

○ Frequent confusions: why are these different things? Don’t these go together? Great 

question! Yes they do! A lot of times social and institutional change are happening 

together: society is shifting, the fossil fuel industry is more and more isolated and 

illegitimate, and then institutions change their policy. Or sometimes it goes the other 

way, when an institution changes its policies, society shifts in reaction. When we are 

planning our campaigns and actions, we want to think about what kind of change we 

need to make? Do we need to shift the spectrum right now? Or change how the 

institution works? 

● [Pair Share] Go back to same pair share from Spectrum activity:  

○ Reflect on how social and institutional change played into the moment or event you 

chose earlier. Was it only one or the other? Did one type of change leader to another?  

● [Big Group] Closing (say in your own words): the Spectrum of Support focuses our attention on 

the need for social change - a big shift in society that isolates and delegitimizes the fossil-fueled 

economy and lays the foundation for a more just, sustainable world. But our movement and 

our campaigns also push for institutional changes, both to leverage the shifts in support into 

concrete wins and to further push the spectrum to our side. 

 

Theory of Change: Wrap Up (30 minutes) 

Key Learning: it’s not just about winning the act of divestment; it’s about pulling the industry, 

politicians, and our institutions into the spotlight around how much they are failing to address climate 

changing. We shift people along the spectrum by inviting them to resonate with our values and 

personal stories of why we are in the movement. Also note, the concept of “theory of change” was 

introduced earlier. 
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Setup: Open room, comfortable seating.  

 

● [Big group] Lead a closed-eye process  using these questions:  2

○ Think of a moment when your understanding of why this movement is important 

deepened?  What happened? Who was there? What did it feel like? What changed for 

you? How did it affect your view of your own work?  

● [Small Groups] Move people into a mingle  where they share their reflections with a few 3

different people. Then out reflections from 3-5 people and use that to distill to big group into 

theory of change points (that reflect both individual + group shifts), like: 

○ Stigmatize the fossil fuel industry, build power on campus, national student movement, 

create space for alternatives, shift institutions, etc. 

○ Divestment helps us develop our personal power as organizers, and also instills in us the 

values that help us organize. This development happens through specific outcomes of 

these moments, and on a deeper level when thinking about why these moments 

resonated with us in the first place. This matters because personal power helps us build 

political power (strong us = strong campaigns = strong movement). 

● [Big Group] Wrap-up 

○ Say (In your own words): A Theory of Change tells us what is needed to create change in 

our society, and who has the power to make this happen. Our theory of change is based 

on the social view of power - we need to engage millions of people in action, capture 

the public’s hearts and minds, and use that to make change at all levels of society. We 

do this through inviting people to resonate with our values, and our personal stories of 

why we organize are one of the best tools we have to do this. 

 

Divestment in a larger movement context (30 Minutes)  

Key Learning: Divestment has built a ton of political power already, this is a framework to help us 

understand the context we are building that power in, and the role that the political power we build has 

in a broader movement. The Just Transition framework allows us to understanding how divestment, as 

a tactic & community, plays a role in moving forward a broader climate justice  

 

Pre-Work: Take some time to draw up both “Banks & Talks / Local, Living, Linked” & the “Six Strategies 

for Just Transition” Make it fun with some pictures! (See the diagram in the Reinvestment Section!) 

 

[Big Group] Presenting “Banks & Tanks → Local, Living Linked” & “Six Strategies for Just Transition” 

*Note this is also trained in the reinvestment module on Page 60 

● Introduce the content with why you think placing divestment in larger context is important 

● Ask: When you hear the term just transition what do you think?? Harvest from the group. 

Name that with the place we’re in transition is inevitable, justice is not. 

● Draw & explain Banks and Tanks ---> Local Living Linked: 

2 https://www.trainingforchange.org/tools/closedeyegroupprocess0 
3 https://www.trainingforchange.org/tools/mingle0 
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○ On the left of the drawing: this is the dominant economy - some describe as the banks 

and tanks economy. Run by banks, defended by tanks. (can elaborate a little on this, 

define extractive economy, etc. What is wrong with this side?)  

○ On the right of the drawing: this is the economy we want to see - local, living, linked 

economies that serve people and generate democratic wealth, etc.  

 

● Say: Now, what will it take to get us from this to this?  

a. Just transition framework-- we need a just transition to move from the Banks and Tanks 

economy to the Local, Living, Linked economy.  

b. We’re going to dig into a framework to show what more specifically a just transition 

looks like that will build a new economy. There are six strategies that work together to 

make this happen.  

i. Use drawing (see diagram in reinvest section) Explore the six strategies (1) 

Change the Rules; (2) Change the Story; (3) Build the New (4) Weaken and End 

the Bad (5) Strengthen Democracy (and the Public Sector) (6) Move the Money 

(15) 

1. With each one, ASK - what does this mean? and can you give an example 

of a group / org working on this strategy? a story about it? 

ii. Learnings: We need a people-powered movement to make any of this possible! 

1. Need to be coordinated efforts for a strong movement ecology and 

balanced transition 

2. No single group can do everything but they must insist upon the others 

3. There are 6 strategies, but the strategies must be aligned and move 

together. That the way we create the new must be visionary and 

oppositional, must force or require a change in the rules, must broadcast 

a better vision of the way forward. 

iii. Ask: Where does divestment fit into these six strategies? (5) 

1. Change the Story / Weaken & End the Bad / if paired with reinvestment it 

“moves the money”. Does it really move the money? (hint: the answer is 

no. need reinvestment. This is one way we can “insist on” other 

strategies while moving divestment forward). 

 

○ [Big Group] Close with Reflection: (use your own words) we do not have to do all the 

things - but we need to collaborate and vision with folks doing all the pieces. There are 6 

strategies, but the strategies must be aligned and move together. So we do the thing 

we’re best positioned to do is leverage the power that we have access to -- and that’s 

our university endowments & the movement power we grow through our campaigns. 

 

● Transition to next session (say in your own words): The most powerful thing we can do as 

students to advance the just transition is run highly strategic campaigns capable of building the 

power needed to create political (and ultimately economic) space for the rest of our movement 

to advance real solutions to the climate crisis. You could also tell a story or share personal 

anecdote about why placing your campaign in this larger context has grounded your campaign. 
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Naming Our Target (30 Minutes) 

Key Learning: Every campaign must have a clear target, generally the person who has the most power 

or influence over a decision; sometimes, the target isn’t who we would expect. 

Setup: Pieces of paper for everyone, writing or drawing utensil.  

 

● [Big Group] Say (in your own words):  

○ Every campaign must have a clear target. Remember, a target is a person who can be 

forced to give you the goods. They are a decision maker. Institutions, like the US 

government, or corporations, like Chevron, are not clear targets, because they are large 

and vague. But individuals within those larger groups, like the US President, or the CEO 

of Chevron, are clear targets.  

○ For campus divestment campaigning, the institution is usually the Board of Trustees 

Investment Committee members, The President, Investment Manager, or the Chief 

Investment Officer. There are many individual decision-makers at play, and it will look 

different for each campus - individuals within the administration (like the University 

President), or individual members of the board. 

 

● [Big Group-Individual Activity] Walk People Through Target Setting: 

○ Everyone draw a bullseye on a piece of paper. 

○ PRIMARY TARGET: write the name of the target of your campaign - the ultimate 

decision-maker. 

■ Note: sometimes campaigns can have 2 central targets - a more public figure 

(like a president) & a more private figure (like the chair of the finance 

committee). For this you just split the center target down the middle. 

 

 

 

 

○ SECONDARY TARGETS: Every target has people who influence their decisions. Most 

decision makers have a small circle of people close to them that have a lot of influence 

over them. Let’s name those people. Be specific. These are secondary targets. It is 

helpful to know who these secondary targets are, because they may be more accessible 

to us. If we can’t directly get the target to change their position, we can pressure the 
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secondary targets to influence our campaign target to make a decision in our favor. 

Smart campaigners direct at least some of the campaign activity to a well-chosen 

secondary target. 

■ *note*: Often, groups place the issue’s most politically influential or most 

powerful person in the center. When exploring secondary targets they may find 

out who the real target should be. If this happens, just write correct the center 

name.  

■ This is a time to notice that the group may not actually have enough information 

to make this decision - name it as a value of the tool - it lets you know where you 

need to do more research. 

○ TERTIARY TARGETS: The circle of influence can expand even further, to include tertiary 

(3rd circle) targets. These people don’t have direct influence over the campaign target, 

but they do have the ear of the secondary targets and could be helpful in our campaign. 

Let’s list some of those people or groups. Again, we need to be specific. 

 

● Say: (in your own words) We’ve gotten a good picture of who the influential players are for this 

issue, and who our target is. Knowing this helps us to choose who we want to direct campaign 

activities, which are often nonviolent direct action tactics, and demands towards. 

 

Note: sometimes it can be a bit confusing to folks how to navigate having a very clear singular target, 

while also approaching campaigning from a place of pluralistic power. It’s important to navigate this 

with the group: having a pluralistic view of power doesn’t mean that there isn’t an institutional 

decision-maker that is able to say yes or no to divestment - it means that when campaigning you are 

working to move the support from under that person and towards a demand of divestment (and more 

broadly climate justice). You both want a clear target & you want to be looking towards the larger 

social movement context in which your campaign is happening. [Watch out for a blog post on this at 

some point] 

 

Spectrum of Support: Campaign Power-Mapping Tool (30 minutes) 

 

● [Big Group] Framing: Return to the spectrum of support tool from earlier (campaign strategy). 

Use the flip chart to describe the idea that in most social change situations there is a struggle 

between those who want the change and those who don't. Activism is about using your power 

and voice to make change. Organizing is about that, too, but it’s also about activating and 

empowering others. It helps to think in terms of groups. Successful movement-building hinges 

on being able to see a society in terms of specific blocs or networks, some of which are 

institutions (unions, churches, schools), others of which are less visible or cohesive, like youth 

subcultures or demographic groupings. Analyzing your spectrum of allies can help you to 

identify and mobilize the networks around you. A spectrum-of-allies analysis can be used to 

map out a local campaign or to strategize for a whole social movement. 

○ Option: Pull how this related to monolithic vs pluralistic power. 

 

● Ask: Can someone here explain the spectrum of allies?  
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○ (Here’s how a spectrum-of-allies analysis works: in each wedge you can place different 

individuals (be specific: name them!), groups, or institutions. Moving from left to right, 

identify your active allies: people who agree with you and are fighting alongside you; 

your passive allies: folks who agree with you but aren’t doing anything about it; 

neutrals: fence-sitters, the unengaged; passive opposition: people who disagree with 

you but aren’t trying to stop you; and finally your active opposition.) 

● Say: (In your own words) Some activist groups only speak or work with those in the first wedge 

(active allies), which can build subcultures that are don’t speak to the broader community. 

Others behave as if everyone is in the last wedge (active opposition), playing out the “story of 

the righteous few,” acting as if the whole world is against them. Yet movements win not by 

overpowering their active opposition, but by shifting the support out from under them. 

○ Does anyone have an example of this? 

● Say: Let’s dig into the global divestment movement as an example. What did our spectrum of 

allies look like 5 years ago? What does it look like now? (popcorn answers) 

 

● ACT: Have everyone draw a blank spectrum and ask participants to fill in individuals and groups 

on their campus. Once you have the beginnings of a map of the campus allies, pause and tell 

the group they should continue to fill this chart out in a future strategy meeting. (or if it’s 

strategic, take time to fill it out with the group). 

 

● Say: (In your own words) Sometimes polarization happens, and the wedges closest to the 

opponent move away from you and toward the opponent. You can still win, if enough of society 

(or your campus) takes a step in your direction. Some confrontational tactics may alienate a few 

potential supporters, but this is usually a worthwhile trade-off to mobilize active support and 

mount pressure on your target. 

○ Let it sink in that activists often have the mistaken idea that they need to win everyone 

(inviting despair), or that their whole attention needs to be on the power holders (again 

inviting despair). 

● [Big Group] Closing: Name a reflection of why you as the facilitator have found this tool useful 

and/or how you think it can really aid this campaign. 

 

Setting Short-, Medium-, and Long-Term Goals (20 minutes)  

Key Learning: goals that are refined and as specific as possible help us move our campaigns forward, 

provide us with benchmarks for success, make us strategic instead of reactive to what our power 

holders are doing. 

Setup: Prepare VISION image below.  

 

[Big Group] Facilitator: Introduce and define SMART goals 

● Brief framing: explain vision (tree on other side), strategy (the plan for how we get across), 

tactics (different pieces of the bridge - what we make planks and ropes out of, etc). 
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● SAY: SMART goals help guide us across the bridge, give us benchmarks for success and tangible 

steps along the way - they are Specific/Strategic, Measurable, Activating/Accountable, Realistic, 

and Time-bound. 

○ Write: SMART on a flipchart and fill in each word as you explain.  

 

● Elicit 2-3 examples of a SMART goal from the participants’ contexts; keep them straightforward 

○ Questions to use: why were these goals smart? Can you think of a context in which 

naming this goal would help make your campaign stronger?  

 

● Options:  

○ [Small Groups] (a) Depending on the group you could send people into pairs OR small 

groups to brainstorm SMART goals and then come back to the larger group to share + 

make them even smarter. 

○ (b) If you’re working with a very organized and active group, you could also take this 

time to set specific goals for specific timeframes, like the the next 3, 6, 9 months. (see 

backwards timelining section, effective organizing section). 

○ In order to make suggestions SMARTer, ask questions pointed at making them more 

specific, measurable. IE when will you do that by? Who will you be targeting? Who will 

you be moving?  

● Close: Remind folks that setting goals is an ongoing process, and that you need to continually 

revisit them for it to be a helpful process. 

 

* Good Place for BREAK * 

 

Cycle of Escalation (15 minutes)  

Key Learning: we grow our campaigns both by building our organizations intentionally, and by 

generating moments of hype and momentum when a lot of people want to be involved; in order to 

grow sustainably, we have to be able to capture the momentum into our organization 
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Setup: Comfortable seating.  

Materials: Flipchart paper to scribe responses.  

 

● [Big Group] ASK: How are people mobilized in the Fossil Fuel divestment movement? how do 

they engage? 

○ Popcorn to elicit responses (build list on flip chart) 

■ (depending on what the list says, say in your own words): A Lot of the time 

structure: relationships, email lists, turning out our people. But sometimes it’s 

momentum: huge buzz and hype about our issue, People’s Climate March or Big 

Divestment Commitments, we see people show up to our actions who we’ve 

never seen before, people come to our trainings just because the interest in our 

issue is huge 

● Present framework: both structure and momentum are important for our campaigns (Say in 

your own words) 

○ *As a facilitator it’s important that you prepare for this section and how you want to say 

it in your own words. Explicitly present the qualities of both to clarify what the 

differences are. 

○ Structure makes our organizations strong and durable: we have committed leaders, we 

have a base, we have members 

○ But momentum also let’s pull off actions that are much bigger and more escalated than 

just our membership could do alone. We need those big moments of hype to pull of 

something like a 32-day sit-in or week of action 

■ *Facilitator note*: this is how we define these two, if participants want more 

detailed explanations: Structure and Momentum helps us understand the two 

major ways people engage with and are mobilized in our campaigns. 

■ Structure-driven organizing and mobilizing is all about RELATIONSHIPS - 

everyone who comes to a meeting or an action has a real relationship with an 

organizer or a leader, and deep leadership development happens through these 

relationships. Our base, our members, our leaders, all have relationships to each 

other. 

■ Momentum is when people are being mobilized and engaged OUTSIDE those 

relationships - people we don't know are showing up to actions and meetings 

because the issue is hot, there's hype, there's buzz, there's momentum! We can 

pull off huge actions that our structure alone - our relationships - could not, but 

because we don't have relationships with all these engaged people, the 

momentum can die down quickly! 

● Ask: Have you ever experienced a surge of momentum in your campaign?  

○ Get 2-3 responses 

○ Dig a bit deeper: What caused the increase in excitement? How did it make you feel? 

How did you or your campaign respond? 

 

● Say: (in your own words) We do want to acknowledge that there are challenge of momentum: 

the buzz and hype always dies down, and people who were activated when the issue was really 
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hot disappear, and our organization shrinks back down to the same 10 people even though we 

had over 100 people mobilized at the peak moment 

○ (See if there are any questions) 

 

● Say: That’s why we need to plan very intentionally for ABSORPTION whenever we are planning 

an action or big event - we need to create a ladder of engagement that can easily pull new 

people into our structure, so every time we do an action, every time we escalate, we also make 

our organization stronger 

○ This is at the core of base-building: always having on-ramps for people beyond your core 

members to demonstrate their commitment, whether it is high (in a momentum 

moment) or low (during finals week, or when you just had a disappointing loss) 

○ (See if there are any questions) 

 

Act-Recruit-Train Cycle (25 minutes)  

Key Learning: one way to think about building up our base and making our organization stronger is 

through cycles of action, recruitment and training, that give us a structured way to absorb the 

momentum of big-hype moments 

Setup: Comfortable seating.  

Materials: Engagement/Time visual (below) hanging.  

 

●  [Big Group] Intro & Transition: (Say in your own words) We’re going a learn a framework that 

can help us overcome the “challenge of momentum” we just discussed - a set of tools to help us 

plan for Absorption and keep building our organization bigger and broader over time. 

 

● Draw: a graph, label the Y-axis “Engagement” and the X-axis “Time.” Refer back to the examples 

participants to sketch out the graph using the following questions - the final graph should 

roughly look like this:  

 
 

● Graphing the surge of momentum/ACT part of the cycle:  
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○ Act: Bring up a participant who shared story about surge of momentum,  

○ Say: You shared a story about experience a surge of momentum - we’re going to graph 

out how that surge looks over time, just using a line to graph how the engagement over 

time - can you draw out the line and walk us through what was happening? Show us 

when the actual action/event (like PCM) happened within the surge, draw a little circle 

and we’ll label it action. Stop when you get to the peak of the engagement. 

○ More elicitive questions if participant needs help to walk us through the surge: what was 

happening before action? More engagement? How did you know - people talking about 

the campaign, buzz about the action? What happened the action? Even more 

engagement?! People really hyped, looking for a way to stay involved? 

 

● Graphing the two scenarios after the peak and the RECRUIT part of cycles:  

○ When they get to peak of action, stop the drawing. Use their participant’s experience to 

illustrate one of the two main post-peak scenarios:  

■ 1) Momentum and hype dies down, the campaign remains the same size despite 

the short-term spike in engagement 

■ 2) the campaign recruits off the engagement and grows the organization, 

absorbs the Momentum. 

○ Say: Now let’s discuss what can happen after the peak - what happened in your 

campaign?  - They will recount one of two major scenarios, either failing to absorb or 

absorbing, validate their experience (“that happens to a lot of us!”), and then let them 

graph it out: 

■ Failing to absorb can look like the line dropping down and falling 

■ Absorbing can look like the line leveling out and stabilizing at a level slightly 

below the peak (you can’t recruit 100% of the people who were engaged at the 

peak, but you can get most of them!) 

○ Then explore the other possible scenario: “If you hadn’t recruited, what would’ve 

happened?” or “If you had ways to recruit more, what would graph look like?” 

■ Graph out the other scenario 

■ Label a circle on the graph “RECRUIT,” after the peak and before the stabilization 

■ Note: talking about the alternate arc that’s drawn as "parallel universe" is really 

helpful, also allows trainers for flexibility because if someone shares a story of 

success in an a-r-t cycle you can craft the opposite and vice versa 

 

● Graphing the TRAIN part: If the participant did a training 1-2 weeks after the peak about the 

engagement, ask about the experience: “did you feel your organization was bigger after the 

training? did you feel it brought a lot of new people activated by the surge into the 

organization?” If they did not do a training, graph out a line that stabilizes with a training and 

ask what it would have been link to include a training. 

○ Recap the importance of training and the purpose of the whole cycle: Recruitment may 

not be enough to really absorb new people into the campaign - we need to give them 

skills and relationships that empowers them to stay committed to the campaign. That’s 
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why we have to train! Or our recruits will start to drop out and we miss the opportunity 

to grow more. 

 

● [Role-play] a whole cycle with participants leading:  

■ *Facilitator note*: this role-play be cut from this section (or moved to an 

advanced training) if needed for the sake of time.  

 

○ Explain how this cycle can repeat again and again as you go through an arc of escalation: 

After you’ve done one Act-Recruit-Train cycle, your organization is bigger, you have 

more capacity, and you can plan out another cycle, do it all again, bigger and badder. 

Say: Now we’re going to quickly brainstorm another cycle together to follow-up this 

successful one. We recruited 100 more people after that action, we trained 40 of them, 

we’ve got way more capacity, we can do big things, plan it out for me! 

■ note to the facilitator: this is a fast-paced brainstorming session to give 

participants a sense of planning an A-R-T cycle - it’s not a full strategy session to 

plan a campaign arc, so continually lower expectations to raise participation: “it 

doesn’t have to be perfect,” “don’t worry about integrating your strategy into 

this right now, just throw out ideas,” etc. 

○ ACT: What’s a big action you’d wanna pull off on your campus now that you’ve got more 

people? Throw ideas out there! Write down action ideas and graph out a surge of 

momentum, with the peak a bit after the A-R-T circle (See diagram earlier) 

○ RECRUIT: How can we make sure we recruit as many people as possible after this 

action? What are tools for recruitment we can use? Write down recruitment tools and 

graph the line falling a bit after the peak and stabilizing with the RECRUIT circle. 

○ TRAIN: what might be the goals of training these new recruits? what do we hope comes 

out of the training? Write training goals and graph the line further stabilizing after the 

TRAIN circle. 

 

● [Big Group] Closing: We can plan out multiple Act-Recruit-Train cycles in advance, put them in 

our strategies, so we are prepared to escalate and prepared to use our escalation to keep 

expanding our base, deepening our leader’s developments, every time we do an action! 

 

Ladder of Engagement (25 minutes)  

*note it can also work to put the ladder of engagement before the cycle of momentum depending on 

the experience of your group. 

Key Learning: we can make a number of different “asks” of people whose support we’re trying to build 

in order to increase their commitment and bring them into our base; it’s important that the asks be 

realistic and not too intense for where the person is at. 

 

● [Big Group] We know that it is usually impossible to absorb every one during peak moments, so 

we need to think of effective methods to absorb people. Designing a ladder of engagement to 

go from the action to effective recruitment and then training. 

○ Act: Break group into pairs. 
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■ Prompt: Go back to that momentum moment you experienced. Think about 

what your organization looked like 2 or 3 weeks later. Had it grown? Were there 

more people at meetings? did people have an increased level of commitment? If 

so, what were some “on-ramps” that helped get them there? What were tactics 

you or your campaign employed to build people’s commitment? 

■ Prompt: If, a few weeks out from the PCM or another movement moment, you 

found yourself in a room with the same 5 people you always work with, what do 

you think happened to all those people? How could you have invited them to 

engage with you and with the campaign? 

● Say: Now let’s build a ladder of engagement together (could have visual aids like physical 

objects, or an actual ladder, to help people out with this).  

○ *Note that this is one possible ladder of engagement - what your campaign designs 

should also keep in mind your particular school’s context, size, culture, existing level of 

support, etc.  

○ Say (possible way to frame this, your own words): Think back to the spectrum of allies. 

Raise your hand if you have seen neutrals moved into passive support. What enabled 

them to take that step? Go through for other shifts.  

○ Challenge participants to think incrementally about how they have engaged people, 

built their base, and developed people’s commitment before. If this isn’t getting people 

far, could also frame around how they got pulled in - focusing in on what specific “asks” 

were made of them before they came to consider themselves core organizers on the 

campaign.  

■ Wear an orange square 

■ Online petitions  

■ Online action pledge 

■ Flyering 

■ Trainings, speakers 

■ Follow-up one-on-one’s with promising leaders 

■ Open membership meeting 

● Apply: Develop a ladder of engagement (if there is time) for a specific campaign in the room.  

 

Claiming Victory and Closing (25 minutes) 

● [Big Group] Lead a Closed-Eye Process : 4

○ What is one of the most powerful actions you’ve been to. Think of “powerful” in terms 

of, transformed you, made you feel more committed, made you feel more connected. 

How did you feel afterwards? How did you remember it and reflect on it in the days and 

weeks that followed? 

○ Slowly have people open their eyes.  

● Ask 2-3 people for 1-sentence descriptions. Were these actions successful?  

4  https://www.trainingforchange.org/tools/closedeyegroupprocess0 
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○ Why? Why not? Push people (without using this language) to think about what changes 

the action created (in themselves, in people around them, their parents’ responses, 

opponents responses, etc) in relation to what the goals of the action were.  

○ Scribe on butcher block on two sides of the line (without writing the heading) the 

“metrics of success” that you are hearing, based on whether they are social or 

institutional change metrics 

● Say: (in your own words) Understanding our movement context and our work as social change 

work (not only being about institutional change or instrumental demands) allows us to frame 

our actions victoriously - even when they do not lead directly to changes in the target’s 

behavior.  

○ [Pairs] Move into pairs. Have people choose a campaign moment. 

○ Have them share how the campaign could have framed the outcome of that action 

victoriously - in such a way that it made us seem more powerful than we were before 

the action happened. Each pair come up with 1-2 messages that could have been 

released after the action.  

○ Have 1-2 groups share about what they came up with. 

● [Big Group] Say: (in your own words) This is why we backwards design and aren’t reactive in 

our strategy - so we always have a plan to frame ourselves victoriously.  

○ Talk briefly about how learning how to write strong messages and frames for every part 

of your campaign arc are a big part of narrative strategy, which we’ll discuss in another 

section.  

● Say: (in your own words) Framing success on campus around social change and movement 

victories, not only institutional change or campaign demands.  

○ (a) Bring back to social vs. institutional change from before, and to conversation around 

goal-setting - this means that when we are setting goals, we can also set “movement 

goals” - ways we want to influence or strengthen the movement.  

○ (b) Offer a story/case study.  

 

[Big Group] Closing (10 minutes) Say: every take a few deep breaths together. You just did a LOT! Pick 

1 or 2 of the options below for the closing.  

○ Option 1: solidarity clap (a clap that starts slow and ascends to a roaring applause) 

○ Option 2: 1-word temperature check (1 word that describes how you’re feeling) 

○ Option 3: 1-sentence share from everyone: one tool or framework or concept you are 

excited to bring back to your campaign 

○ Option 4: participants close their eyes as the facilitator does a run through of what we 

accomplished and learned during the training, take deep breaths together. 

 

 

A Few More Notes 

Case studies as a campaign strategy tool 

Sharing case studies and telling a story is one of the most valuable tools facilitators can use for 

illustrating content and drawing out a learning. Below are some examples of how Swarthmore 

Mountain Justice’s divestment campaign offers stories that can augment many of the sections in this 
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module. Think about what case studies you know of that you could incorporate into this training - what 

are the campaigns or movements you are most familiar with, and what lessons can they offer? The 

more familiar you are with the story, the better it will go, as you can add nuance and personality to it 

when you use it in a training.  

 

Targeting 

Example of changing targets: In the first year of Swarthmore Mountain Justice campaign, they targeted 

the new president, Rebecca Chopp. Then they realized the Investments Committee actually had all the 

power, and the Board itself had power over the president, and so they decided to target the Chair of 

the Investments Committee, Chris Niemcziemski. Even though the Investment Committee makes 

decisions by consensus, so theoretically everyone on it has equal decision-making power, in reality, as 

the Chair, he can set the agenda and he has the power to persuade the rest of the Committee to 

choose to divest.  

 

ACT-RECRUIT-TRAIN 

● Examples of act-recruit-train cycle from  Swarthmore Mountain Justice campaign 2014-2015 

○ People’s Climate March (PCM) 

■ Training scheduled in advance for 4 days after PCM, knowing it will be huge 

momentum 

■ ACT: 200 Swatties march in NYC 

■ Recruit: Hand out flyers for training on buses back to Swat 

■ Train: 50 people come to event 4 days after PCM, 20 join MJ, 2-3 join the core 

○ Global Divestment Day (GDD) 

■ Pledge as method of absorption ready to go before event 

■ ACT: people come out for GDD event 

■ Recruit: sign pledge 

■ Train: pledge signers mobilized to NVDA training to gear up for training 

○ Sit-In and Bill McKibben Rally - so many act-recruit-train cycles! 

■ Sign-up form to participate in rolling sit-in created before bill comes 

■ Act: Bill McKibben Rally 

■ Recruit: Direct everyone to computers in the back to sign up for sit-in shifts 

■ Train: NVDA training right after the Bill McKibben rally 

 

POLARIZATION 

The Swarthmore Mountain Justice action in September 2013 polarized negatively - because they 

believed they had failed, everyone in the base believed it was a failure. Our opponents jumped on 

them for that, while people who were neutral shifted into being more opposed because no one wants 

to side with a movement that’s demoralized and failing. 

 

CLAIMING VICTORY 

Swarthmore Mountain Justice 2014/2015 -- compare how we handled our Board action in September 

2013 with how we handled the Board’s response to our sit-in in May 2015. Can talk about the action 
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we did day of the Board meeting - MJ awards ceremony, celebrating unconditionally. Victorious, 

powerful, no matter what happens this afternoon.  

 

Module 3: Effective Organizing 
 

The Goals of this Workshop:  

● Movement Building through Recruiting and Growing your Group: In order to build a 

movement, we must recruit and retain participation. Recruitment means engaging people on 

where they’re at, hooking them with  integrity, and supporting them up a ladder of escalating 

leadership. That escalating leadership happens through 1-1s and group meetings, and we can 

conceptualize that leadership development through the ladder of engagement.  

○ Tool: Recruitment Realplay, 1-1s, Ladder of Engagement 

○ Content: Participants practice recruiting one another in a realistic scenario, then 

following up with a 1-1 to build on the connection, referencing the engagement ladder 

to meet the recruit where they are at and to offer on-ramps to leadership. Movement 

Building through effective Planning for campaign and group needs:   

○ Tool: Backwards timeline, ladder of engagement (referenced) 

○ Content: After the 1-1, the recruiter can incorporate this new information into the next 

exercise: practicing writing a monthly meeting plan to meet multiple needs of 

individuals within the group .Students practice writing out a monthly meeting organizing 

plan that addresses how to bring in new recruits, meet the needs of existing organizers, 

and meet the timeline needs of the campaign.  

● Movement Building through Culture & Leadership Growth  

○ Building a movement means you need to build a culture that magnetizes. Effective 

culture is healthy, strategic, powerful, and fun: these are the elements to bring to 

meeting culture.  

○ Movement building is about building relationships, first and foremost: you can’t 

organize without organizing people. People who are overworked and underappreciated 

will not stick around-just like any relationship.  Developing a healthy culture will 

maintain retention, and grow the base in order to effectively leverage that base for 

large, creative, and powerful actions.  

■ Tool: Max/Min effective meetings with an adapted deep dive focus on 

psychological and logical needs. (+)Qualities of a good facilitator.  

■ Content: Participants think through positive and negative meeting experiences 

and draw out the elements that make a meeting effective both psychologically 

(culturally-emotionally) and logically.  

 

Considerations 

● Length of Workshop: ~3 hours 

● Goals of this Workshop: See above!  

● Min/Max Number of participants: 5-30. Smaller the better depending on the activity.  
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● Tone: Both serious with space for levity. Being effective is important, just as important as 

feeling heard, valued, and respected in a space.  

● Learning Styles & how they’re engaged:  Diverse learning styles engaged, especially through 

reflection and engagement: games, drawing, journaling.  

● Training Space: Should be pretty big, enough space to play a game in. People should be able to 

spread out their arms.  

● Pre / Post Workshop Work: Writing out flipcharts, preparing props, facilitator team alignment 

check in pre-during-after workshop.  

● Disclaimers: You’ll need a scribe for several sections.  If you are training on effective meetings 

a, use your example of “going over time” as a way to give value to the fact that we aren’t 

perfect. Perfection is a symptom of white supremacy.  

● Discussion: Consultation on this module proved that those involved in student divestment 

organizing are well aware of cultural and systematic norms that could potentially impede the 

progress of the Divestment movement and the leaders within it. People are concerned for 

themselves and others, based on feelings of urgency, overwork, perfection, holding knowledge 

and relationship, and other symptoms of white supremacist american culture (burnout culture). 

Effective, in and of itself, could be a word defined by the group who is organizing. Effective, to 

some, may mean a space that is able to get sh*t done. Effective, to others, may mean a space 

that you want to show up to again, week after week, year after year, because it prioritizes 

human connection. Groups should be organizing in a way that reflects their values, so having a 

conversation about values early on is necessary. That is not included in this workshop series, 

but we encourage you to design your own agenda to talk about organizing values within your 

group. Happy training!  

 

Workshop Part 1: Effective Meetings are Facilitated Well (~1hr)  

● [Big Group] Welcoming: Facilitator offers a welcoming tool that allows people to 

introduce the parts of themselves not readily seen by the group.  

○ (Options): (see the Resources page for more options)  

■ Diversity Welcome: Facilitator begins by welcoming, into the space, 

different parts of their identity that ground them in the purpose of the 

work, and things that aren’t often seen by others/for instance family 

history or life experience. Go around the room as others follow your lead, 

allowing space for both vulnerability and laughter.  

■ 1 Minute Intro: Facilitator models by welcoming the group in a creative 

way for 60 seconds, then choosing another person to come up. Support 

facilitator keeps time and “honks” when time is up, the next person then 

has exactly 60 seconds, and so on.  

■ Facilitator note: What comes up here is relevant. Make note of the 

important things that people bring up about themselves and resonate 

with it throughout your meeting.  

● [Big Group] Facilitator Reveals Agenda: Facilitator goes over goals and agenda, approx. 

timeframe. Notes that there will be some time for breaks, and for people to do what 

they need to do to take care of themselves and to ask for what is needed otherwise.  
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● (Experience & Reflection:) Facilitator invites the group to reflect about a time when they 

had to approach a challenging conversation and felt really good about how it went.  

○ Options for reflection: 

■ Drawing 

■ Journaling 

■ Closing your eyes and thinking back through the facilitator drawing out 

descriptive detail through questions 

● Descriptive questions to draw a visual: “Who was it with? Where 

were you? What was said? When was this? What did you smell, 

hear and see? How did your body feel? How did the person 

respond?”  (5 min) 

● [Big Group] (5min)Energizer that breaks into groups of 4 with a game: 

○ Options for game(s): See Resources page at rear of booklet!  

 

○ Facilitator: Asks group to share your story with your small group, each person has 2 

minutes. Once stories are shared, facilitator asks for small groups to share and write 

down the things in common/similarities that made the conversations successful. 

(15min) (Generalize)  

○ Facilitator: Elicits from the group some of the shared noticings/qualities and writes on 

white board. Facilitator generates a strong list. Then writes “Qualities of a Good 

Facilitator” as title to whiteboard. (20 min) (Apply)  

■ Support facilitator: Scribes. Noting anything that might be missing and eliciting 

and adding it. Beforehand, working with lead facilitator to generate a 

predetermined list of traits: eliciting from group experience, position of 

leadership, taking appropriate space, setting and achieving goals 

○ Break (for participants) 

● facilitator Check in: facilitators meet for ~7 min to discuss anything that needs to 

be addressed or shifted, any way to add or edit elicitive questions, or refocus 

tools towards specific learning styles.  

 

Workshop Part 2: Effective Meetings meet both Logical and Psychological Design (~1hr) 

Framing to the Group: Why do we organize? Because it meets both our individual and collective needs. 

With that in mind, we want our process to reflect our outcomes for praxis sake: effective meetings will 

meet both our logical and psychological (emotional & spiritual) needs. For instance, discussing 

campaign strategy makes sense since it meets our collective logical goals, and if we discuss it in a way 

that feels good it meets our psychological needs. 

 

● [Big Group to Pairs] Facilitator use a game to break up into pairs: (3min) 

○ Game option: 

■ Catch my Eye:  

● Objective of game is to not get stuck in the middle of the circle.  

● People stand up in a circle, in front of their chairs. 

● Look at the floor, when i say go catch someone’s gaze 
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● if you catch it, you have to switch spots w them 

● if not, find someone else’s gaze 

● After 3 minutes end the game, turn to the person next to you. your 

partners!  

● [In Pairs] Facilitator: elicits from the group experiences of bad or ineffective meetings, focusing 

on both psychological (emotional, dynamical) and logical elements, co-facilitator is writing the 

elements (once spoken) on a flipchart. Conversation about the meaning of “effective” is 

welcome and useful. Pairs are to answer questions to one another, listening actively.  

● Facilitator gives pairs 3 minutes for each following question:  

○ Describe a time when you were in an ineffective meeting. What happened? 

○ Why was this meeting going the way it was going? (Eliciting the elements of the meeting 

that minimize learning)  

○ How were you impacted by this meeting? (Eliciting individual impact of group culture) 

○ How connected did you feel to the topic/content in the meeting? (Eliciting that even the 

most badass topic can suck if the meeting doesn’t meet your log/psych needs.) 

● [Big Group] Facilitator elicits from the group elements of the meeting that minimize learning 

and writes on one sheet. [Scribe]  

● Facilitator elicits the ways that the elements of the meetings impact both individuals, the 

group, and the campaign.  

○ Options for Elicitive Questions: 

■ How does connecting to the vision make a meeting effective? 

■ How does staying on time make a meeting effective? 

■ How does delegating tasks make a movement effective? 

■ How does prioritizing space for leadership development make a movement 

effective? 

● [Into Pairs] Facilitator breaks group back up into new pairs.  

○ Describe going to a meeting that you felt was really effective, what happened? 

○ Why was the meeting going the way it was going? 

○ How were you empowered by this meeting? 

○ How connected did you feel to the topic/content in the meeting?  

 

[Big Group] Facilitator [Scribe]: Harvest answers - create a minimize list, facilitator making note to 

focus on drawing out both the logical and psychological needs of a meeting. (20min)  

For an example list:  

● Feeling a sense of welcoming  

● Timeliness  

● Accountability 

● Clear Roles & Delegation 

● Strong facilitator that opens up rather than closes 

● Clear Agenda 

● Reason/Goal to have/for meeting- staying focused on it 

● Feeling that the purpose of the meeting meets the vision (psych) 

● Serious planning - each meeting I run takes about an hour of planning or more outside of it 
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● Accessible location/time 

● Similar expectations/understanding of the meeting 

 

[Big Group] Facilitator closes by eliciting a Framing from the participants:   

● Desired Framing: Effective Meetings meet psychological and logical needs. Effective Meetings 

are both logically and psychologically designed: meeting both timeline and emotional needs of 

the group. Let’s look back at this list and indicate which are psychological (or spiritual) and 

which are logical needs.  

○ Feeling a sense of welcoming (Psych)  

○ Timeliness (logical)  

○ Accountability (both)  

○ Clear Roles & Delegation (both)  

○ Strong facilitator that opens up rather than closes (Psych) 

○ Clear Agenda (Logical)  

○ Reason/Goal to have/for meeting- staying focused on it (Logical)  

○ Feeling that the purpose of the meeting meets the vision (psych) 

○ Accessible location/time (logical) 

○ Similar expectations/understanding of the meeting (both)  

● Facilitator elicits: How do both meet your vision and goal? Let’s keep this in mind as we 

approach both the planning and presence in our practices.  

 

Workshop Part 3: Backwards Planning Practice (~1.5hr) 

Note: Pen and paper required for participants. Notebooks are a great idea to ask someone to bring to a 

training.  

Transition from Workshop 2: Now that we’ve talked about the different elements in a single meeting, 

let’s focus on how we can sequence and plan over a longer period of time to meet our campaign 

needs, and shift with our team needs.  

Setup: Open room, comfortable seating.  

Materials: paper and pens for participants (or their notebooks).  

 

● [Big Group to Individual] Facilitator: asks participants to sit with self, spending 30 minutes 

thinking through a specific time period, any scope between 1 and 3 months. The objective of 

the next 30 minutes is to plan an ideal meeting sequence to meet between 1-3 campaign or 

team goal(s).  

○ [Option] If you are working with a group that needs to plan together, have them actually 

plan! This is a great time to get feedback on what you’re thinking and network to share 

power.  

● [Big Group] Facilitator elicits: What is backwards timelining, does someone have an example? 

Write down the goal of the meetings first, at the bottom of the sheet, and move backwards in 

time week to week based on what needs to happen week by week.  

○ We are asking that you include 1 goal at least within the ACT cycle (act, recruit, or train)  

○ Campaign or team goals could be: recruit new organizers, clarify strategy, boost morale, 

planning an action, help develop team member skills, or any other real life scenario.  
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○ Elicitive Qs[scribe option]: What is the vision of why you are meeting? and how do the 

meetings that you plan and organize get you there? How can your vision be realized 

within the meeting itself? What is important to get done, and even more central, what is 

important for organizers to feel and realize? What are the psychological aspects, and 

logical?  

[timer: 15 minutes]  

● [Pairs] Facilitator: we know you are still writing, but talk to the person closest to you for 3 

minutes about what you’re doing. Remember to Listen. Share ideas.  

[timer: 3 minutes]  

● [Individual] Facilitator: Back to writing by yourselves.  

[timer: 10 minutes]  

● [Groups of 4] Facilitator: Okay now let’s get into groups of 4 and we’ll each have 5 minutes to 

present our plan.  

○ Timer: Announce every 5 minutes to switch 

● [Big Group] [at 20 minutes] Facilitator: Great. Let’s have a quick energizer to get our bodies 

awake and so we can pay attention 

○ Game:  

■ Elves, Giants, Wizards (see Resources page)  

● Facilitator: Let’s come back together and generate some collective knowledge around how to 

plan. What were your insights to your planning process? 

○ Get 4-5 volunteers to share their plans briefly 

 

Additional Tools (Focus on Appreciation)  

 

Appreciations: 

● “Inner Circle, Outer Circle” of appreciations:  

○ Have groups break up into 2 circles of evenly matches #s.  

○ Create an inner circle, that faces outward.  

○ Each pair has 15 seconds to appreciate each other, then the outer circle moves 1 person 

til we finish! 

○ Ex: How did this person help you grow this week? How have they made it deep or fun? 

 

● Appreciation “Eavesdropping” 

○ Break up into groups of 4 

○ Group is to talk about chosen person as if they weren’t around, appreciating them for 

what they bring to the work.  

○ For instance: How they make it fun, how they’ve shown up for you.  

Each group chooses a person to go first, 2nd, 3rd, etc. 

 

● There are TONS of game resources on the internet. Look up any children’s, adventure based, or 

leadership game and play with modifying! Remember to engage multiple learning styles.  
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Module 4: Narrative Strategy Module 

 

OPENING:  

Storytelling is a critical element to successful campaigns - both crafting the story that we want to tell 

about our campaigns & understanding the stories that our targets tell about us. Narrative strategy is a 

vital element to successful campaigning and movement-building, but it is not a substitute for building 

power. This training presents a few different paths that facilitators can take to lead a campaign or 

group through unpacking, understanding, and creating narrative for campaigns. This training doesn’t 

go into hard skills around social media & traditional media, but we include a bunch of resources on this 

at the end of the training. We also don’t include a case-study in this curriculum, but it could be very 

useful in a training. 

 

Lastly, Much of this curriculum has been influenced by the Center for Story-based Strategy. Some tools 

come directly from their years of work on supporting creative narrative-building in social movements. 

Check them out at http://www.storybasedstrategy.org/. 
 

● Length of Workshop: 2-3 hours, depending on activities 

● Goals of this Workshop: Participants…  

○ Gain an understanding of the importance of narrative 

○ Understand how framing impacts our campaign narratives 

○ Understand how facts and story are different 

○ Leave with tangible ways to create a strong narrative for their own work 

● Min/Max Number of participants: 5-25 people  

● Tone: Fun, exploratory, eye-opening 

● Learning Styles & how they’re engaged: Kinesthetic; visual; Auditory; Tactile; reflective 

● Facilitator Roles Needed:  

○ This training just needs one facilitator, although a support scribe/time-keeper/elicitive 

question asker could be helpful 

● Training Space: Should be big enough for people to spread their arms in and work in 3-5 small 

groups 

● Pre Workshop Work: Writing out flipcharts, practice storytelling - especially getting grounded 

in a campaign narrative you were particularly excited about, grounding exercise for facilitator 

(team) pre-workshop. Make sure to write out your agenda and add 2-3 breaks where they 

make sense for your group. 

● Post Workshop Work: Training team reflection, grounding, and debrief time. Potentially 

support training group in follow up steps to implement more of a clear narrative strategy. 

● Disclaimers: This workshop includes a bit of a “choose your own adventure activity” at both the 

beginning and end - so it’s critical to do work beforehand to make sure you choose the right 

activities for the group and the space.  

 

Key Learnings: 

● “The currency of narrative is meaning not truth.” -  Center for Story-based Strategy (CSS) 
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● An overarching narrative needs to be balanced with having messaging points for different 

audiences. 

● It is important to build a narrative arc that is informed by and in alignment with a campaign’s 

vision and strategy. 

● People create meaning based on their underlying assumptions; therefore it is critical to have a 

grasp on the underlying assumptions of audiences to create effective narrative. (CSS) 

● Moments can be framed in very different ways - campaigns have the power to frame in the way 

they want. Campaigns have the power to frame victory. (CSS) 

 

Quotes you can weave in throughout the training: 

● “There is a basic truth about framing. If you accept the other guy’s frame, you lose.” George 

Lakoff 

● “Sometimes the best response to a powerful enemy is a powerful story.” Beautiful Trouble 

● “To reframe means to change the conceptual and/or emotional setting or viewpoint in relation 

to which a situation is experienced and to place it in another frame which fits the 'facts' of the 

same concrete situation equally well or even better, and thereby changing its entire meaning.” 

Watzlawick, Weakland and Fisch (1974) 

● “The easiest way to win an argument is to redefine the terms of the debate.” Beautiful Trouble 

● “The central issue of social movements, therefore, is the struggle between the movement and 

the powerholders to win the hearts (sympathies), minds (public opinion), and active support of 

the great majority of the populace, which ultimately holds the power to either preserve the 

status quo or create change.” Bill Moyers 

● “If a banner drops in the forest and your target audiences aren’t around to see it, will it make a 

difference? Probably not.” Beautiful Trouble 

● “Don’t hate the media, become the media.” Jello Biafra 

● “Activists assume that because something is true, it will be meaningful to the people we’re 

trying to reach.  But, in fact, the opposite is often the case: if something is meaningful, people 

believe it to be true” Center for Story-based Strategy 

● “When the campaign staff and reports become physically ill with repetition, only then have you 

begun to penetrate the public consciousness.” David Axelrod, Senior Obama Advisor 

 

(1) Opening Narrative Activity 

(Experience + Reflect) 

 

Goal: Get participants thinking about the importance and role of narrative in their campaigns. Here are 

2 possible activities you could use.  

Note From Facilitators: Both activities are highly experiential. This is important for training on any 

piece of content, but is particularly vital for narrative work. Students are often trained to think in terms 

of facts, details, and logical modes of persuasion. In order for students to effectively engage in narrative 

strategy work, we can support them to bridge left brain and right brain, supporting participants to think 

in terms of values and stories and not just ‘facts’. 

 

OPTION 1: Human Sculpture Activity  
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*Facilitator Note: The main purpose of this activity is for participants to begin to think narratively, in 

terms of ‘values’ and ‘stories’, rather than event details or ‘facts’. This activity should also introduce 

participants to how framing and reframing creates meaning for an audience. The facilitator could also 

pull out how the group’s underlying assumptions change the meaning of the the framed sculpture. This 

activity is largely based on the Center for Story-based Strategy human sculpture activity. 

 

● [Break into 4 Groups] Set up: Break the group into three or four small groups 

● Step (1): Each group creates a ‘human narrative sculpture’  

○ The facilitator tells each group to create a ‘sculpture’ that represents a realistic 

campaign scenario that gets told in the media (ie direct action (ie sit in), ‘no’ board vote/ 

decision, partial divestment, a ‘yes’ vote but funds are reinvested into other ‘bad’ 

corporations, etc).The students are told to tell the story through a sculpture and all 

three groups do not know the story the other groups are trying to tell. After the groups 

have decided their sculpture, the first group tells their story through a human sculpture 

that they think best conveys or represents their story. 

● Step (2): Creating and guessing the frame 

○ The facilitator then goes around with a large paper frame and selects certain pieces of 

the human sculpture to frame. For each ‘framing’ the other participants (representative 

of an audience) must guess what is happening in each framing. This is repeated with 

each group.  

● Step (3): What is happening versus an audience’s perception 

○ Once all the groups have had their sculptures reframed, each group goes around again. 

This time, the groups that created the original sculptures are asked to describe the 

scene they were aiming to create.  

■ Learning to draw from the group: The meaning of the sculpture and what is 

actually happening in the scene will change depending on how the sculpture is 

framed by the facilitator and how the audience describes what is happening. 

This demonstrates for participants that framing can recreate the meaning of a 

story for an audience and also the importance of being in control of your own 

campaign narrative and story. 

● [Big Group] Step (4): Debrief 

○ Elicitive Questions: The facilitator leads the group through a series of elicitive questions 

to pull out what the impact of looking through a particular frame has had on the 

audience and how reframing has changed the meaning of the scene: 

■ How does power play out in each of these sculptures? 

■ What does each reframing make you feel? Is one more compelling than another? 

■ Who are the characters? 

■ How would a college president hold the frame? How do you as student 

campaigners want to hold the frame? (could invite participants to come up and 

physically “shift the frame” according to who controls it) 

■ Note: ask why they say what they say. What are the students’ underlying 

assumptions? (without using that language) 
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● Key Learnings to pull from the group (Largely influenced by Center for Story-based Strategy): 

○ currency of narrative is meaning not truth or the actual ‘facts’ of the scenario; it’s all 

about how you frame and tell the story for a particular audience that creates the ‘truth’/ 

meaning for the audience 

○ Often we forget the underlying assumptions and where people are at to be able to 

understand or access the narrative we are telling or want to tell.  

○ Who controls the frame controls the narrative and terms of the debate. 

○ This could also somewhat dovetail (if it emerges) into different framing for different 

audiences.  

 

OPTION 2: 5 Sentence Fairy Tale 

*Facilitator Note: The main purpose of this activity is to help move participants into a narrative frame 

of mind. This helps them get beyond facts and into meaning, distilling down stories into key elements 

like characters and values, etc. This also gives the facilitator insight into the campaign in a creative 

way. This activity is based on the Center for Story-based Strategy’s fairy tale activity. 

 

● [Break into groups of 3] Set Up: Divide participants up into groups of 3 

● Step (1): The facilitator gives each small group the following prompt: ‘In 5 sentences write a 

fairy tale of your campaign’. There are 3 rules for the fairy tale:  

○ It must begin with “Once upon a time…” 

○ It must end with “and they lived happily ever after” 

○ It must be five sentences 

● The facilitator can first model an example 

● Variations:  

○ Tell a 5 sentence fairy tale of the fossil fuel divestment movement 

○ Tell a 5 sentence sci-fi story 

○ Draw the fairy tale on five panels of paper 

● [Big Group] Step (2): The facilitator leads the group in a debrief process by asking the following 

potential elicitive questions: 

○ Who has power in your story? 

○ What inspired you in other groups’ stories? Why? 

○ Who are the characters? What imagery did you hear? 

○ Whose perspective is the story told from? 

 

● Key Learnings:  

○ Good storytelling goes beyond the facts and is about how you are creating meaning 

based upon key elements such as characters, values, conflict, imagery, foreshadowing, 

and underlying assumptions. 

○ Campaign moments and stories can be framed in very different ways - campaigns have 

the power to frame in the way they want. Campaigns have the power to frame victory. 

○ Underlying assumptions about an issue or campaign will influence how it’s story will be 

told.  

○ Whoever is telling the story is controlling it.  
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(2) Generalize: Honing in on some key concepts (45 - 60) 

What is this section? Depending on your group in this section you want to work with the group to 

generalize some key concepts they want to apply to their campaign. You could do this presentation 

style, or brainstorm/elicitive question style -- or a mix of the two!  

Be sure to… 

● Pull from the debrief of the opening activity 

● Choose which learning you’re debriefing towards  

● Use elicitive questions to draw out reflections from the activity  

● Be creative about how you present these concepts → do small group breakouts to have 

discussions and then share-back to the big group, do a gallery walk, etc.  

 

Part One: (10 - 25 min) [Big Group]  

As a facilitator present two critical concepts around narrative strategy -- you can do this presentation 

style, telling a story, or through some brainstorming with the group. The key is bridging between this 

section and the previous section. 

(1) Currency of Narrative is Meaning not Truth:  

(a) Possible Elicitive Questions: How do stories impact our campaigns? How  

(b) Learnings to present or elicit: The value of narrative comes not from telling ‘the facts’ of 

a scenario but from being able to create the story that’s told about that scenario. 

Shifting the dominant narrative means that campaigns need to have the power to tell 

their own stories and define the terms of the debate. In order to successfully do this, 

organizers need to understand an audience’s underlying assumptions and frame a 

scenario in a way that challenges dominant underlying assumptions. When organizers 

take control of the frame, they take control of the narrative, setting the terms of the 

debate.  

(2) Importance of Framing:  

(a) Possible elicitive questions: In the past activity, what did you learn about framing? How 

does framing impact the way campaigns are perceived? How is framing critical to your 

divestment campaign? Who frames your divestment campaign? 

(b) Learnings to present or elicit: Framing can be a matter of life and death (look at how 

“thugs” are framed and what result that has regarding police violence). The frame is the 

lens through which we make meaning out of what we see. It can skew, hide, or sharpen 

the realities of our world. Dominant frames tend to reify harmful stories about 

oppressed groups. They can hide from view the systems and institutions that contribute 

to injustice and focus on irrelevant or false stories (look at how board members reframe 

the debate around divestment to center on returns and endowment performance. This 

makes the actual impacts of their investments invisible). When we as organizers are able 

to shift the frame, we are able to bring into focus the realities of systems that we are a 

part of (we could argue about endowment returns all day, but we could also reframe to 

make the narrative about people living with climate impacts on the ground).  
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At the 1999 protests of the World Trade Organization folks hung a banner that framed to the audience 

that the WTO was the opposite of democracy.  

 

Part Two: Dig into the elements of the story (30) [Big Group]  

*Note pulled from CSS activity “Battle of the Story” 

● Prep: Write out each key element on a separate piece of flipchart paper and put them in 

different parts of the room (Conflict / Characters / Imagery / Foreshadowing / Underlying 

Assumptions) 

● (1) Present: Now we’re going to dig into the different key elements of a story, stories are made 

up of different elements - they are written around flipcharts around the room and spend 10 

minutes adding: a. definition of what this is and b. how it shows up in your campaign. 

● (2) Discuss Brainstorm Papers: As a facilitator, walk through each flip chart and pull out key 

elements of the definitions that people wrote up and add missing elements.  

● Here are ways to think about each piece (based on CSS): 

i. Conflict (ideally a conflict of values) 

1. How is the problem being framed? Who or what is the conflict between? Are 

there good guys and the bad guys? What’s at stake? (CSS) 

2. Ex. Democracy vs. corporate power 

ii. Characters (be sure characters speak for themselves) 

1. Who are the specific victims? Who are the messengers that tell the story? Do 

they get to speak for themselves or is someone speaking on their behalf? (CSS) 

2. Ex. Student divestment campaigners 

iii. Imagery (What you could take a picture of) 

1. What powerful images does the story provide? Are there relevant metaphors, 

symbols or specific examples that embody the story? (CSS) 

2. Ex. Blue tape around the college where sea levels will rise 

iv. Foreshadowing (could be positive or negative foreshadowing) 

1. How does each story show us the future? What is the vision that the story offers 

of how things will be if the conflict resolves successfully? (CSS) 

2. Ex. (the imagery example is a good one for this too) - A human oil spill action 
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v. Underlying Assumptions (What you have to believe in order to believe that a story is 

true) (Center for Story-based Strategy) 

1. What are the unstated assumptions? What does someone have to believe to 

accept the story as true? What values are reflected in the story? (CSS) 

2. Ex: One of our underlying assumptions is that climate change is real 

3. It’s important to understand our own underlying assumptions, and the underlying 

assumptions that allow people to believe our opponents’ stories. We want to 

challenge those dominant underlying assumptions and lift up our own. For 

instance, a dominant underlying assumption on college campuses is that profit 

should come before people. Divestment campaigners can directly challenge this 

assumption and assert that people and planet must come before profit.  

● (3) Close this activity by pulling out a few reflections from the group about how thinking about 

narrative this way impacts their own campaign - what have they been missing? what have they 

been doing well at? 

 

Part Three: Transition to final section by talking about the importance of Narrative Arc: (10 - 15) 

● [Big Group] Facilitator’s note (Presentation style) : Here are some key talking points that you 

can form into a short spiel about why campaigns need to craft a narrative arc. A plan of where 

their story is going, rather than just relying on it happening. You can weave in some personal 

anecdotes from yourself and people in the room. To make it more interactive you could ask 

these questions in buddies or large group: “Why is narrative important? How does narrative 

impact our campaigns? When has narrative been important to your campaign?” 

 

○ Therefore your campaign needs a narrative arc: A narrative is a “story or account of 

events, sequenced over time and space; a fundamental cognitive structuring process for 

the human mind to make meaning and relate with the world” (Re:Imagining Change, 

122). A narrative arc is the storyline for your campaign; it is the changing and dynamic 

way that your campaign communicates your messaging, values, and challenges to your 

audience(s) over time. This allows you to plan your reframing and narrative 

interventions over the long-term. Stories often take time and repetition to sink in! 

○ Telling the story of your campaign means that you’ll have a series of messages that build 

together to tell a cohesive narrative. 

○ When you’re mapping out your strategy for the semester/year, a critical part of that is 

determining what your week-to-week or month-to-month story is -- depending on your 

target and plan. 

○ The purpose of planning is that you are arcing towards something - you don’t want to 

finish an action and have no idea where the story is going. 

○ Vision and strategy should inform and be in alignment with your narrative 

○ Knowing your audience and their underlying assumptions is important. People get 

caught up in the facts and details because the board becomes the audience rather than 

the public. The target of the narrative is both the public and the board - but you want to 

prioritize the public. The public is moved by values and meaning, not facts. 
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(3) Apply all the Learnings: Create Narrative Element for the Campaign (30 - 90 min) 

(Application) 

● [Big Group] To close the training, choose an activity to help your group apply the learnings to 

their own campus campaign. Below are a few options. Each activity is meant to help 

participants apply their learnings and the activity should be selected based upon where the 

group is at in terms of their conceptualization of key learnings. You might also think about 

where you’d like the group be at the end of this module and select your closing activity this 

way. 

○ While all the closing activities are effective at getting participants to apply their 

learnings, the curriculum writing team strongly encourages the paper plate challenge 

(Activity A) as the closing activity for this module if you’re training an individual campus. 

● Each application activity aims to get at the following key learnings: 

○ It is critically important to have a fluid narrative arc that is informed by and in alignment 

with campaign strategy and vision.  

○ People are part of a larger divestment movement and story (weave this in throughout) 

○ A campaign ’story’ is different than the ‘facts’ of a campaign -- the story may include 

facts, but not every fact has to be included in a powerful story. 

 

A. Paper Plate Challenge (1 hour) 

Facilitator Note: The main purpose of this activity is for participants to apply their learnings from the 

module by creating a sample narrative arc for their campus campaign (or could do it for a region). 

Participants should be cognizant to tie in all elements of narrative strategy including: creating meaning, 

framing/reframing, creating narrative based on underlying assumptions, fluidity, narrative alignment 

with campaign strategy and vision, framing victory, incorporating a climate justice analysis, and 

incorporating elements of a story. This activity is a modified version of the Paper Plate Challenge from 

Training for Change: https://www.trainingforchange.org/tools/paper-plate-challenge-0 

 

● Step (1): With the large group brainstorm a headline / major goal the campaign wants to get to 

at the end of the year. Write it on a piece of paper and put it in the middle of the room. (10 

min) 

● [Break into small teams] Break teams into small groups using a fun game. 

● Step (2): Each group will be given five to six paper plates (extras are available if needed). The 

task for each participant is to place paper plates starting from where they are now to the story 

they want told at the end of the semester 

■ Have participants write specific outcomes that are important "stepping stones" 

to that final story on the plates (eg analyzing their audience’s underlying 

assumptions, creating the narrative frame, aligning the underlying assumptions 

with their campaign strategy, what their specific messaging points are, etc).  

■ Each paper plate is one step along their arc and corresponds to their campaign 

strategy (or informs it). While most of those outcomes are objectives that the 
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organization is responsible for, a few of them might be external factors, like an 

oil crisis, that help the movement along. 

■ The reason for having people in groups is that folks can use their support to 

bounce ideas off of, get challenged about the efficacy of each outcome, and get 

some feedback about the order of the steps, too. Acknowledge up front that it's 

intended to be a challenge. 

● Step (3): Brainstorm + Work in Groups (20 min) 

○ Give folks 20-30 minutes to dig into writing out each step along the narrative.  

○ Allow groups to work, giving support as needed to get specific. Between 30 to 40 

minutes may be needed for this part. Disagreement and discussion among participants 

is great here for learning. Facilitators should be very available for support, coaching, and 

as a resource. 

○ Could present an example of successful narrative arc if helpful (Swarthmore Mountain 

Justice did this in the ‘14-’15 school year) 

● [Big Group] Step (4): Report Back (15 min) 

○ Each group reports back on the narrative arc that they came up with 

■ Some steps they should include are: analyzing an audience’s underlying 

assumptions, creating a frame/reframing based on underlying assumptions, 

creating fluid messaging points in line with the narrative strategy, aligning the 

narrative with the campaign strategy and vision, and incorporating elements of a 

story into the narrative arc.  

● Step (5): Lead group through debrief & alignment building (20 min) 

Note to facilitators: if elements seem unpresent in their narrative arcs, dive into that. Some key 

topics you may want to dive into further are underlying assumptions, narrative alignment with 

campaign strategy, framing victory, climate justice analysis, elements of a story, and reframing.  

● You can ask questions like: 

● Where is there overlap? 

● Where is their tension? 

● How does this align with the strategy the campaign has used so far / is planning 

to use? 

● Have you thought about audience? 

● Step (5): Next Steps (5 - 10 min) 

○ The facilitator has folks get back into their groups to brainstorm for 10 minutes on what 

will it take to implement their narrative strategy within their campus campaigns! The 

facilitator tells participants to come up with their next steps to implementing their 

narrative strategy and to find an accountability buddy in their group who will help keep 

them accountable to their commitment.  

 

B. Create narrative points a campaign: 

*Facilitator Note: The main purpose of this activity is to help participants understand how to create 

strong messaging for their campus campaigns based on alignment with campaign strategy. Along with 

this, participants should understand how to create narrative points for different audiences based on 

framing and reframing techniques they have learned.  

 
48 



 

● Step (1): Writing on a flipchart and asking the group write up the campaigns: 

○ (a) topline goals (b) primary audiences (student body; alumni, etc) (c) any key upcoming 

actions, events or meetings. 

● Step (2): On a flipchart brainstorm what the key messaging of the campaign has been so far. 

○ You could do a 3-5 minute pair share brainstorm before hand using the sentence “The 

story of our campaign has been…”  

● Step (3): Share a key learning about the Audience being the public 

○ In your own words talk about how the audience of our story (which is shown through the 

media; actions; etc) is actually the public, when the public is drawn to our side it forces 

decision-makers to stand with us. Yes we want our message to speak to our 

decision-makers, but at the end of the day we’re not just “convincing” them we’re 

building people power to demonstrate to them they have no logical choice to act. So 

when thinking about the narrative of your campaign how are you making your audience 

the public? 

● Step (4): Pull from the group what are the key elements of the narrative they want to tell. 

○ What do you want the student body to hear? What will move the campus to action? 

What do you want the president to hear rumor of? what type of underlying assumptions 

are you challenging? how are you putting the decision maker in a dilemma in your 

story?  

● Step (5): Break the group into teams of 3 (using a game if you want) 

○ Have each group brainstorm ten 1-sentence talking points leaning on all the information 

already captured on the flip charts. Have them stay in groups for 10-15 minutes. 

○ Have each talking point written on a slip of paper. 

● Step (6): Share back & refine down. Have each group share back their top 5 talking points and 

post the slips of paper at the front of the room. As a facilitator watch for reactions in the room 

and see what people are excited, curious, unsure about.  

● Step (7): Now have the full team go to the front of the room and start to group similar talking 

points together. Encourage folks to think more critically about each point, ask questions, 

facilitate a bit of loose but exciting chaos as they are grouping the points together. 

● Step (8): Walk through each grouping and see how folks feel about where the group landed - 

make any adjustments or facilitate any conflict. 

● Step (9): Close with next steps: 

○ How does the group want to use these talking points? 

○ Who can take these group of talking points and turn it into a document for the group to 

use moving forward? 

 

● EXAMPLE of NARRATIVE POINTS: In spring of 2015 dozens of campuses took escalated action on 

Fossil Fuel Divestment - you can check out the media guide from that work as a great example: 

http://tinyurl.com/nczuafl 

● Advanced option: 

○ It’s even better to work with a group to plan a narrative arc for an entire year -- if they 

have a loose campaign plan thinking through how they want their story to shift over the 
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year think backwards from the end of the year/semester/quarter to work backwards to 

plan their messaging. 

 

C. Have participants practice talking to different audiences. 

*Facilitator Note: The main purpose of this activity is for participants to practice what they have 

learned about framing and underlying assumptions to create strategic messaging points based upon 

their audience.  

● Set Up: The facilitator has participants get into two parallel lines. The facilitator has one person 

be the “audience” and another person be a “member of the campaign”. 

● Step (1): Practicing different frames for different audiences 

○ The facilitator then yells out an audience and has the “member of the campaign” 

approach and talk to them. (eg University President; student in your history class; enviro 

studies professor; secretary, etc) 

○ After this do a mini-debrief to ask: what did each person did well? What was 

challenging? 

○ Repeat the activity 3 - 5 times using different audiences, and having participants switch 

back and forth between playing “member of the campaign” and the different 

“audiences” 

● Step (2): Lead group through debrief: 

○ How did you change your frame based on your audience?  

○ How did an audience’s underlying assumptions affect how you framed your messaging 

points? 

○ In what ways were the messaging points you picked strategic for your audience? 

● Note: this can very much relate to the Spectrum of Allies exercise in the campaign strategy 

module 

 

D. Re-Frame Chant Activity 

*Facilitator Note: The main purpose of this activity is to have participants use what they have 

learned about framing, action strategy alignment, messaging and underlying assumptions to re-frame 

messaging points for a campus action.  

● Set Up: Break people into small groups. (5 min) 

● Step (1): Underlying values (5 min) 

○ Give each group a different set of typical ‘university values’ (eg integrity, diversity, 

academic rigor, sustainability, etc) and a sample direct action prompt that they are 

going to be creating a chant for. 

● Step (2): Reframing Values based on Underlying Assumptions (15 - 20 min) 

○ Tell the group that they must reframe these values by creating an action chant that is in 

alignment with their action strategy and prompt. Give the group 15 to 20 minutes to use 

what they have learned about reframing and underlying assumptions to create action 

chant lines (messaging points) that are in alignment with their action strategy, overall 

campaign narrative, and that are also ‘reframes’ of given ‘university value’ statements. 

○ Possible Modification: You could have each group brainstorm different elements of an 

action: banner, chant, title of press release, etc. 
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● Step (3): Report Back (15 min) 

○ After the action chants have been created by the groups, each group will go around and 

share their action chants through leading the entire large group in their chant. 

● Step (4): Debrief (15 - 20 min) 

○ The facilitator leads the entire large group in a 15-20 minute debrief that is focused on 

how the groups reframed ‘university values’, how their action chants are challenging 

underlying assumptions, and how the chants are also in alignment with the action 

strategy. The facilitator can ask: 

■ How did you reframe ‘university values’? 

■ How do your action chants challenge underlying assumptions? 

■ How are the action chants you created in alignment with your action strategy? 

 

E. Battle of the story 

● Check out the Battle of the Story tool from center for story-based strategy; which is a 

comprehensive worksheet around narrative strategy that you can fill out with the group (builds 

well off of part b in section 2) 

● http://www.storybasedstrategy.org/uploads/4/5/4/4/45442925/6-css_battleofthestory.pdf 

 

(4) Closing 

● Close with a reflection, go-around, or activity that allows the group to have at least 1 way that 

they are applying what they have learned to their campus or organizing context. 

 

Extra Resources: 
● The Most Amazing Online Organizing Guide Ever! - 

https://www.salsalabs.com/hubfs/downloads/Green_Memes_Guide.pdf?t=1438636822056 

● Ruckus Media Manual  - http://www.ruckus.org/downloads/RuckusMediaManual.pdf 

● F.R.A.M.E.S.: Creating Effective Messages [CSS] - 

http://www.storybasedstrategy.org/uploads/4/5/4/4/45442925/2-css_frames.pdf 

● Battle of the Story [CSS] - http://www.storybasedstrategy.org/uploads/4/5/4/4/45442925/6-css_battleofthestory.pdf 

● Spokesperson Tips [CSS] - 

http://www.storybasedstrategy.org/uploads/4/5/4/4/45442925/8-css_spokespersontips.pdf 

● Successful Media Interviews: Triangular Messaging [Livewire Media Relations]- 

http://livewiredc.com/wp-content/uploads/2012/11/Message-Triangle.pdf 

● How to Write a Killer Press Release [Friends of the Earth]- 

http://www.foe.co.uk/sites/default/files/downloads/cyw_64_press_release.pdf 

● Reframe [Beautiful Trouble] - http://beautifultrouble.org/principle/reframe/ 

● Think Narratively [Beautiful Trouble] - http://beautifultrouble.org/principle/think-narratively/ 

● Do the Media’s Work for Them [Beautiful Trouble] - 

http://beautifultrouble.org/principle/do-the-medias-work-for-them/ 

● Consider your Audience [Beautiful Trouble] - http://beautifultrouble.org/principle/consider-your-audience/ 

● Storytelling in the Media Resource Dropbox:- 

https://www.dropbox.com/sh/hs5onkwfjikwkd5/AACp9Yre3UnwZZ_Y55qxzQV3a/Storytelling%20in%20the%20Media

?dl=0 
 

  

 
51 

http://www.storybasedstrategy.org/uploads/4/5/4/4/45442925/6-css_battleofthestory.pdf
https://www.dropbox.com/s/p4ejymt5fyuhwpo/Green%20Memes%20Guide%20Small%20Version2-Nov12-2013.pdf
http://www.ruckus.org/downloads/RuckusMediaManual.pdf
https://www.dropbox.com/sh/hs5onkwfjikwkd5/AAB0W83DNVcb8MW9l9CUU53Da/Storytelling%20in%20the%20Media/Creating%20Effective%20Messages.docx?dl=0
https://www.dropbox.com/sh/hs5onkwfjikwkd5/AAB6HMWq1kt01o_SaHIQTMUla/Storytelling%20in%20the%20Media/CSS_BATTLEOFTHESTORY.pdf?dl=0
https://www.dropbox.com/sh/hs5onkwfjikwkd5/AABwlysycAPiNnHvc2EJ6M2za/Storytelling%20in%20the%20Media/CSS_SPOKESPERSONTIPS.pdf?dl=0
http://livewiredc.com/wp-content/uploads/2012/11/Message-Triangle.pdf
http://www.foe.co.uk/sites/default/files/downloads/cyw_64_press_release.pdf
http://beautifultrouble.org/principle/reframe/
http://beautifultrouble.org/principle/think-narratively/
http://beautifultrouble.org/principle/do-the-medias-work-for-them/
http://beautifultrouble.org/principle/consider-your-audience/
https://www.dropbox.com/sh/hs5onkwfjikwkd5/AACp9Yre3UnwZZ_Y55qxzQV3a/Storytelling%20in%20the%20Media?dl=0
https://www.dropbox.com/sh/hs5onkwfjikwkd5/AACp9Yre3UnwZZ_Y55qxzQV3a/Storytelling%20in%20the%20Media?dl=0


Module 5: Reinvest in Just Transition  
 

Considerations:  

● Length of Workshop: 3 hours, two modules at 1.5 hours each 

● Goals of this Workshop:  

○ Module 1: Provide students with the tools and frameworks to engage in solidarity 

organizing.  

○ Module 2: Introduce students to Just Transition Framework and Reinvest Network.  

● Min/Max Number of participants: 5-25 people  

● Tone: Visionary and generative. A lot of new concepts-- Keeping things broad so that 

participants don’t get stuck in the weeds of finance.  

● Learning Styles & how they’re engaged: Systems thinking, use of statues for kinesthetic 

learners, lots of visuals for complex ideas.  

● The Experiential Education Cycle: Experience, Reflect. Focus on experiences with solidarity 

organizing and draw out reflections. Generalized overview of reinvestment theory (not 

application). 

● Facilitator Roles Needed: Co-leads 

● Support: If someone can live draw the reinvest diagram, that is ideal. Otherwise prepare all 

visuals ahead of time (six strategies for just transition, reinvest cycle).  

● Training Space: Should be big enough for people to spread their arms in.  

● Pre Workshop Work: Writing out flipcharts, facilitator team alignment check in pre-during-after 

workshop.  

● Disclaimers: Participants can easily get stuck in the details of reinvestment finance. Keep things 

broad and on the level of “vision”, rather than detailed mechanics of moving money. 

Fundamental focus is on building the relationships that make reinvestment possible. Solidarity 

organizing is sometimes a daunting concept for students who are grappling with institutional 

privilege-- emphasize the need to build trust and be patient.  

● Key Learnings: 

● Familiarity with organizing values of reinvestment 

● Banks and Tanks Economy framework 

● Building shared power with community organizations and other campus groups 

● Accountability and trust in partnerships 

● Overview basics of non-extractive finance+ the financial cooperative: Finance as tool of 

the people, not people a tool for finance. 

● We need a people-powered movement to make this politically possible 

● Challenging investment “respectability”----Corporations will not save us 

● The root of the climate crisis is our economy and is deeply linked with racial and 

economic inequality 

 

Outline of Module 
 

Module 1: SOLIDARITY FRAMEWORKS 
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● Goal: Provide students with the tools and frameworks to engage in solidarity organizing.  

● Key Learning: Engaging in solidarity organizing is hard and complex, but there are steps to take 

to organize in relationship with other groups with accountability! Building shared power 

between divestment campaigns and grassroots groups makes reinvestment in a just transition 

politically possible.  

● Content: Understanding one’s own stake in this work in relationship with the stakes of 

communities on the frontlines. Moving towards taking shared action. 

● Tool/Framework: Values of Reinvestment in Just Transition, Steps to Shared Power, Cycle of 

Accountability 

● Time Scope: 1 hour, 45 minutes. 

 

Module 2: REINVEST IN JUST TRANSITION 

Goal: Introduce students to Just Transition Framework and Reinvest Network.  

 

● Key Learning: Understand Just Transition from Banks and Tanks Economy to Local, Living, 

Linked Economies, with a specific focus on Reinvestment in Just Transition. 

● Content: Divestment and non-extractive reinvestment have roles to play in a healthy 

movement ecology for a Just Transition. That movement ecology functions best when 

coordinated and part of a larger movement-building effort.  

● Tool/Framework: Banks and Tanks, six strategies for Just Transition from Movement 

Generation, Reinvest in Just Transition model.  

● Time Scope: 1.5 - 2 hours (1 hour without the reinvest network portion) 

 

Sample elicitive questions:  

● What are some qualities of the Banks and Tanks economy? 

● What are some qualities of a living economy? 

● Where does divestment fit? Reinvestment? 

● What campaigns/organizations are engaging with each of these strategies? 

 

MODULE 1: SOLIDARITY FRAMEWORKS 

Prep work: Print out the 5 reinvestment principles; draw the cycle of accountability + steps to shared 

power.  

 

1. Storytelling: Tell a story about divestment as a solidarity tactic: For example, the story of 

Swarthmore Mountain Justice’s partnerships with WV groups fighting mountaintop removal. (5 

minutes) 

a.  Key learnings: leveraging our power as students to support the struggle of communities 

at the frontline of pollution and poverty. Tactic is new but struggle is ancient. Solutions 

also exist at the frontlines-- if the dominant economy doesn’t work for you, 

life-supporting alternatives are created out of necessity.  

 

2. Core Values of Reinvestment (25 min) 
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a. Give some context, say in your own words: There are many forms of reinvestment and 

central to our work is the need to differentiate between false solutions and real 

solutions. We know that real solutions are non-extractive and move money from the 

Bank and Tanks Economy to Local, Living, Economies (see next exercise). These values 

help guide our reinvestment work so that we can understand divestment and 

community reinvestment as real solutions in the context of a movement for just 

transition.  

 

b. Split up into 5 groups (of 3-5 people). Give each group one of the principles (below). 

 

c. Have each group come up with a group statue that embodies this principle. Give them 

about 10 minutes to plan. 

 

d. Each group performs their statue while the other groups make observations and try to 

explain the “value” without knowing it. (3 min each group) 

i. Possible questions: What do you see? What is the relationship between A person 

and B person?  

 

e. Once the “audience” has offered several observations, the facilitator can ask the 

members of the statue to read their “value” and explain their process.  

 

Principles of Reinvestment  

 

1. The dominant economy is an extractive economy. It extracts wealth, labor, and natural 

resources from the hands of many, and concentrates wealth and power into the hands  of 

the few. University endowments have profited from these systems of extraction, and in doing 

so, have accumulated immense wealth. The Risk: Climate Crisis 

2. Divestment disrupts extraction patterns and builds student power on campus. Divestment 

challenges corporate profiteering and insists that we hold our educational institutions to a 

higher standard, calling on them to use their resources to build a better society, starting with 

the communities in which they are based.  

3. We can’t fix the economy and the planet with the tools that caused this mess in the first 

place. For generations, frontline communities have led cycles of resistance and restoration. 

We must reinvest in their expertise and real solutions to climate change. Corporate 

“solutions” will continue to benefit the few at the expense of the many. The return: An 

economy that is restorative to people and place.  

4. The climate crisis is a crisis of ownership. Climate Justice calls for divestment AND 

reinvestment in an oppositional economy that challenges systems of greed and violence by 

creating more just forms of energy, food, education, exchange and self-governance. This is a 

project to shift ownership.  

5. We are all building power together. Our reinvestment efforts are embedded within a mass 

social movement of interlocking justice struggles. Underlying all of our work must be a deep 
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commitment to solidarity organizing and accountability to the communities who are the 

driving force for change.  

 

 

3. Introduce Steps to shared power as a concept of solidarity organizing (15min) 

*Note: this section is presented in a primarily conceptual way, that is not heavily focused on 

how to apply the concept. But it has also been trained as a more advanced module with an 

application section that will be written out in the future. 

a. Key Learning: “Steps to shared power” is a framework that allows us to recognize that 

building power on our campus, and then building relationships through shared space, 

action, story with others is how we can leverage the power of our divestment 

campaigns for community + campus coalitions, and how others can leverage their power 

for our campaigns. 

 

b. Part 1: What are the steps to shared power? (draw a diagram with each step 

representing one piece) (5) 

i. Shared Stake → Shared Alignment →  Shared Space →  Shared Commitment → 

Shared Power 

 

 

 

c. Part 2: To illustrate the concept tell a personal story or create a fun story to illustrate, 

steps taped on floor so we can actually walk them (for example, tell a story about a 

university campus group and a high school student group who both wanted to rescue 

their city from an ice cream drought) Make sure to prepare to share this in your own 

words (5) 

i. Shared Stake: Identify a collective need/vision that isn’t being met and/or 

collective vision 
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1. Example: we all need tiny burritos and there are none available in our 

town. 

ii. Shared Alignment: Come to an agreement that we are all going to do something 

about this and support each other’s efforts to achieve collective vision 

1. Example: to get a tiny food truck somewhere that’s within scurrying 

range from all of our houses. 

iii. Shared Space: Sharing of resources and tactics toward a common goal, like 

media at an action. Note -- this provides the fertile ground for shared 

commitment, when we share space without shared stake and alignment we don’t 

have the long term ability to work together, many groups stay in this step for a 

long time to forever! 

1. Example: we schedule a community forum about burrito need, and just 

before that the local paper writes a story that makes it all about the 

bunnies -- how do we work together to put forward the narrative we 

want? 

iv. Shared Commitment: Make decisions together, going to set clear expectations 

and agreements about how we work together towards longer term goals 

1. Example: we work together to build a longer term plan, campaign arc, 

etc. 

v. Shared Power: This is where we leverage the power each team has built towards 

larger visionary shared goals - leveraging power towards a paradigm shift 

1. Example: This is the part where we recognize that people have other 

stakes that aren’t the shared burrito stake, aka the bunnies care about 

burritos because they love burritos and also need jobs. 

 

vi. Discussion: In small groups, talk about how you can walk the steps? Might be 

helpful to just discuss the first few steps, and how they apply to 

divestment/campus context. 

 

d. Part 3: Closing: (5) 

i. Say: (in your own words) Reiterate that this is a framework to use, not a formula, 

because often we want to go 0 → 60 when we’re building with others, and we 

have to recognize that it’s a process, and you might walk up and down the same 

steps a few time.  

ii. Hear some stories from the group: Ask for a story or 2 from the group of where 

this framework might have been useful or where they feel like they’ve 

succeeded at one of the steps. 

iii. Say: (in your own words) the key learnings are that (a) solidarity takes time, and 

involves shared work (b) we aren’t just doing this work as charity, we must build 

power on our campus to be able to work in mutual solidarity. 

 

 

4. Cycle of Accountability: (40) 
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a. (prep) Draw up the Cycle of Accountability (Transparency → Participation → Reflection 

& Deliberation → Response) in a circle with arrows. 

 

b. (10) Walk through Definitions, as a facilitator make it relevant to your own experience 

(From: Organizing Cools the Planet) 

i. Transparency means being clear about your politics, organizational structure, 

goals, desires, and even weaknesses. The point here is to be as open as possible 

about the perspectives and motivations we bring to begin working from the 

same understanding. 

ii. Participation: actively and equitably contributing especially in regards to 

decisions that affect people directly. Most often participation refers to the 

abilities to contribute to decision-making. 

iii. Reflection and Deliberation: the commitment to developing the process of 

accountability, as it will shift and change in time and with different people. 

Deliberation means that every part of the accountability process is open for 

discussion, which account for the practices and mechanisms put in place for 

accountability, but also the culture and knowledge that surround accountability. 

iv. Response: The ability to make amendments, adjustments to issues raised by the 

Reflection and Deliberation principles.  

 

c. (10) Small groups: In small groups tell a story of a time that you missed a step in the 

cycle of accountability. 

d. (10) Debrief as a group - have 1-2 groups share and reflect together. 

e. (10) Facilitator tells a story 

i. about an experience where they walked up the steps to shared power + how the 

cycle of accountability was applied in each step 

ii. Remind the audience that you may not have actually used these steps + the 

cycle, but they are useful tools for evaluating and leading your work. 

 

5. Closing options (5 - 15 min) 

a. Share more information about where the reinvestment project is at -- make sure to 

check-in with a reinvest leader beforehand. 

b. Use the end of part 4 (the facilitator storytelling) to close out 

c. Pull from the group to close out with potential ways to apply these frameworks to their 

campus work (either through off-campus or on-campus relationships) 

 

 

Workshop 2: REINVEST IN JUST TRANSITION 

Much content derived from the work of Movement Generation 

 

Diagram Options for this Section: 
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Comprehensive diagram of Extractive Economy → Living Economy. The middle list are the “Six 

Strategies” for just transition. Can also add “Strengthen Democracy & the Public Sector” 
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Picture of Diagram from a Reinvestment Training: 

 

 

Way to illustrate the “Six Strategies”: 

 

 

 

2. Banks and Tanks Economy (small groups OR full group depending on numbers):  (25) 

a. Have participants describe the economy in six words. (5) 

i. Give folks 2 minutes to come up with their six words 

ii. Depending on group size, have everybody share or share in small group 

iii. As facilitator notice some key overlaps and tensions outloud 
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iv. Then as facilitator Offer the MG definition: Run by banks, defended by tanks 

b. Move into a discussion about what the Banks & Tanks economy means (10) 

i. What is valued in the Banks and Tanks economy? 

ii. What are the rules of the Banks and Tanks economy? 

iii. How does this appear in schools? 

iv. In other parts of our lives? 

c. Transition to talking about the alternative, is this the type of economy we want to see? 

What would it mean to have a Local, Living, Linked economy? (8) 

i. What is the local, living, linked economy? What is valued?  

ii. Where do you see it in your community/neighborhood 

d. Say: (in your own words) It’s going to take an immense amount of organizing and 

power-building to transition from our current economy to the economy we want to see. 

In the next section we’re going to be digging into the different roles that this is going to 

take. (2) 

 

3. Six Strategies for Just Transition (From movement generation) (20) 

*note this is also utilized in the campaign strategy module, so make sure to plan accordingly if 

you are using both modules* 

 

a. Just transition framework-- we need a just transition to move from the Banks and Tanks 

economy to the Local, Living, Linked economy.  

i. Use drawing (see diagram above) Explore the six strategies (1) Change the Rules; 

(2) Change the Story; (3) Build the New (4) Weaken and End the Bad (5) 

Strengthen Democracy (and the Public Sector) (6) Move the Money (15) 

1. With each one, ASK - what does this mean? and can you give an example 

of a group / org working on this strategy? a story about it? 

ii. Learnings: We need a people-powered movement to make any of this possible! 

1. Need to be coordinated efforts for a strong movement ecology and 

balanced transition 

2. No single group can do everything but they must insist upon the others 

3. There are 6 strategies, but the strategies must be aligned and move 

together. That the way we create the new must be visionary and 

oppositional, must force or require a change in the rules, must broadcast 

a better vision of the way forward. 

iii. Ask: Where does divestment fit into these six strategies? (5) 

1. Change the Story / Weaken & End the Bad / if paired with reinvestment it 

“moves the money”. Does it really move the money? (hint: the answer is 

no. need reinvestment. This is one way we can “insist on” other 

strategies while moving divestment forward). 

 

Closing for people who are very familiar with details of Reinvest Project  

4.  Mechanics of Reinvestment and Financial Cooperative (45) 
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a. Note: It is crucial that they are already familiar with the Banks and Tanks material AND 

Six Strategies for Just Transition. These frameworks are foundational to understanding 

the following diagram. Also worth saying that the Reinvest Network is an emerging 

project where governance structures and campaign strategy are still being actively 

developed. Recommended that facilitators for this section are a part of the Reinvest 

Network and can articulate shifting aspects of the project and can keep things ‘big 

picture’. 

b. Walk through the diagram, step-by-step. Start with our school's’ participation in the 

Banks and Tanks Economy.  

i. Ask: Does divestment actually take money out of the Banks and Tanks Economy? 

(answer: no). Reinvest in financial cooperative----> move the money/change the 

rules/change the story/practice democracy/build the new etc… Invest in Local, 

Living Economies.  

ii. When students are skeptical (ex. “How do we actually get our administrations to 

do this?) point to the need for a ‘people-powered movement’ to make all of this 

possible. Building power around an idea shifts the window of what’s politically 

possible! 

c. Allow 45 min to an hour, including lots of questions. Most questions will probably focus 

on how non-extractive loans work. facilitator should be familiar with non-extractive 

finance, story of La Base, etc…. 

 

5.  Reinvest Network & The Current State of the Project  (25) 

*Note this is for people familiar and involved in the project moving forward* 

a. Grounding people in partnerships within Reinvest Network 

i. Leadership and Shared Power: Partners are actually creating the strategy and 

doing the storytelling about that strategy and visioning the new. These partners 

have a deep understanding of how to build cultural and community resistance 

and are working in collaboration with the divestment movement to build 

political power to build out space for what’s politically realistic.  

ii. Governance: Grassroots groups and cooperatives are determining which projects 

are supported, how loans are allocated, terms of investments, etc... 

iii. Partners: Student divestment movement, FTCA, Movement Support, and Coops 

all came together 

iv. Goals: Material change, building combined political power, facilitating a just 

transition through translocal network.  

 

Additional Resources 

VALUES OF REINVESTMENT ORGANIZING 

● The dominant economy is an extractive economy. It extracts wealth, labor, and natural resources 

from the hands of many, and concentrates wealth and power into the hands  of the few. University 

endowments have profited from these systems of extraction, and in doing so, have accumulated 

immense wealth. The Risk: Climate Crisis 
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● Divestment disrupts extraction patterns and builds student power on campus. Divestment 

challenges corporate profiteering and insists that we hold our educational institutions to a higher 

standard, calling on them to use their resources to build a better society, starting with the 

communities in which they are based.  

● We can’t fix the economy and the planet with the tools that caused this mess in the first place. For 

generations, frontline communities have led cycles of resistance and restoration. We must reinvest in 

their expertise and real solutions to climate change. Corporate “solutions” will continue to benefit the 

few at the expense of the many. The return: An economy that is restorative to people and place.  

● The climate crisis is a crisis of ownership. Climate Justice calls for divestment AND reinvestment in an 

oppositional economy that challenges systems of greed and violence by creating more just forms of 

energy, food, education, exchange and self-governance. This is a project to shift ownership.  

● We are all building power together. Our reinvestment efforts are embedded within a mass social 

movement of interlocking justice struggles. Underlying all of our work must be a deep commitment to 

solidarity organizing and accountability to the communities who are the driving force for change.  
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Bonus Module! 

One-To-One Training 
By Varshini Prakash & Becca Rast 

 

Key Learnings: 

● Understanding each other stake/vision/role (self-interest) in the work is critical for our ability to 

build together as organizers 

● One-to-Ones are a critical way to uncover these pieces of each other. 

● One-to-Ones should be filled with curiosity  

● Building power is about building relationships; 1:1s are an effective tool for building 

relationships 

● Storytelling 

 

Opening Game (5 min) 

Purpose: Should get people directly looking at and engaging with each other 

Example: Scream face game 

○ Ask the group to stand in a circle and look down at the floor. On the 

facilitator’s count to three, each participant raises their head and looks 

at another person. If two people make eye contact, both scream and put 

their hands on the cheeks (Home Alone-style) and are effectively “out” 

of the game. Continue until there are only a couple people left.  

 

Contextualize the workshop (2 min) 

● Facilitator says in their own words “This workshop is going to be digging into the importance 

and craft of deep relationship building as an integral part of organizing. This is meaningful to me 

because…” 

 

Mingle (10 min)  

● Goal: Getting people to continue (or start) sharing about themselves and their feelings.  

● Mingle questions: 

● Share a hope you have about the climate justice movement 

● Share a fear you have about the climate justice movement 

● Share something that makes you angry in the context of the CJ movement 

● Share something inspiring about the movement 

 

Bring group back together with song or chant (5 min) 

● Ask folks to sit back down in a different place if they seem to be grouping into cliques.  

 

Closed Eye Exercise on Active Listening (*Experience) 

● As a facilitator you will lead a close-eye exercise where participants reflect on active listening 
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● Ask participants to close their eyes for the next 2 minutes. Treat this piece as a mini-meditation. 

Keep your voice soft, calm, and exploratory. Ask questions that get participants to delve deeper 

into their experience: 

○ Where were you? 

○ Who were you with? Why did they matter to you? 

○ What was this person talking about? 

○ Why did you listen so carefully? 

○ How did it feel to listen to them? 

○ What was happening in your body as you listened to them? 

● Bring people gently back from having closed eyes & ask them to get into pairs. 

● In pairs answer the following questions to reflect on the previous exercise (*Reflection) 

○ Each person gets two min to answer the question. Encourage people to listen actively 

when they aren’t speaking and to ask elicitive questions that draw out the other’s 

experience throughout. Repeat with both questions. 

○ Question1: What did it feel like to listen to this person? (5 min) 

○ Question 2: What did you do to listen to this person? What did it look like for you to 

listen to this person? (5 min) 

● Bring the group Back together 

 

Create List Reflections From Group 

* Generalize 

● Ask the group what it means to actively listen to a person (10 min) 

○ Write a list of keywords that come out on a flipchart as people share 

● After the list is created title it “Qualities of an Effective 1:1” 

● Then ask “Is there anything you would add to this list” 

● Close by saying this in your own words “a meaningful 1:1 conversation means that you are 

actively listening to the person you are talking to, and so you want  

 

Modeling a One-to-One Conversation 

● Say in your own words “One of the best ways we can learn how to do 1:1s is to watch it being 

done. I am now going to do a live 1:1 in the front of the room.” 

○ Pick a person from the group and ask them to come to the front. 

○ Have 2 chairs set up at the front of the room so participants can watch. 

○ Facilitator note: make sure that to pick this person beforehand, check in with your 

training team about it, and check in with the person especially to get their consent 

● Lead a 20 minute One-to-One in front of the room (20 min) 

○ Ask curious questions to really understand the participant’s Stake; Vision; Role in the 

work. 

● Debrief with the person in front of the room (5 min) 

○ What was that like for you?; Do you feel like you began to build a relationship with me?; 

Did you learn anything about yourself?  

● Debrief with the room (10 min) 

○ Noticings from the room with elicitive questions from the facilitator (10 min) 
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■ What did you see? What surprised you? Did you learn anything about either 

person? 

● Add to list of qualities of an effective 1:1 (5 min) 

○ List of Qualities: 

■ Curious; Non-judgmental; Patience; Courageous; Asked questions but didn’t 

dominate conversation; Doesn’t last for forever - limit to 30-45 min 

■ Might not come up so add: Uncover Stake/Vision/Role; Courage to ask 

questions; Relatively one-sided - you ask the questions and listen!; Face-to-face 

 

Practice a One-to-One with a Partner (35 min) 

● Directions: Find a partner who you don’t know (well) and practice a 1:1! 

● You have 5 min to find a place and about 15 min each to do a One-to-One 

 

Debrief as a full group (20 min): 

● Ask how that was for the participants; get a couple pairs to share 

○ Ask elicitive questions to draw out experiences 

● Ask: Why are 1:1s important for our organizing? 

○ Building relationships = building power; allow us to feel connected to others; 

importance of storytelling 

● Ask if there are any remaining questions that people have and answer them! 

 

Closing (5 - 10 min) 

● Close in a way that people feel connected to one another, like a song or a feeling word 

go-around (5) 

● Optional: Before closing create one-to-one goals with participants (5) 

○ Prep: Varsh Create accountability flipchart beforehand 

○ Go around the room and ask people how many one-to-ones they want to commit to in 

the coming week or month (facilitator set time period depending on context) 
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Resources  
 

Games & Energizers 

Disclaimer: Being creative about adapting games to meet people’s physical needs is one way to create 

accessibility, consider the needs of people in the room when choosing games. 

 

● A Great Wind Blows (2-10 minutes):  

Everyone stands in a circle, a volunteer is chosen for the middle. The volunteer completes the 

stem “A great wind blows for those who ___” (love to read, have curly hair, are queer). People 

who share the trait must leave their standing spot and find a new one, the last person left now 

goes in the middle and continues.  

 

● Giants, Wizards & Elves (5-15 minutes):  

Break the group up into 2 teams. The teams are going to do a full body game of 

rock-paper-scissors, except the motions are giants, wizards or elves. Team that converts all the 

others wins the game. Give the group an example of a giant, wizard and elf impression and ask 

everyone to practice, the more dramatic the better!: Giants wins by ‘squishing’ Elf. Elf wins by 

‘outwitting’ WIzard. Wizard wins by ‘zapping’ giant.  Once they have it down, teams are to 

huddle up and choose an impression, they come to lines to face each other, facilitator counts 

down from 3, and teams reveal impressions. Best out of 3, 5, or 7 wins!  

 

● Elephant, Palm Tree, Toaster (3-10minutes):  

Everyone stands in a circle, a volunteer goes to the center and turns in circles, eventually 

pointing at someone and saying either “elephant!”, “toaster!” or “palm tree!” The person who 

they point at is the center of a human sculpture. The people on their left and right have to play 

the part of the elephant ears, the toaster box, or the palm tree leaves. Have  If someone messes 

up, they go in the center of the circle. Have the group practice each sculpture to give a visual. 

 

● Grassroots Stretch: 

Everyone stands in a circle, Reach down to get power from the grassroots (touch your toes), 

Reach up to the sky for inspiration (reach your arms up in the air), Stomp out injustice (stomp 

feet on the floor), Move in the winds of change (with arms out to your side twist your torso 

from left to right)”, Repeat with a faster pace and repeat until you can’t go any faster. 

 

● Jazzercize: 

Set up some good dancing/moving music and be ready to play it. Ask people to stand (sitting is 

also fine if standing is not an option) where they are. Explain that we’ll be doing some 

improvisational jazzercise, and that any move counts. Start the music and give a few silly and 

facetiously serious examples. Let people know you'll be calling on someone, and then they have 

to call on the someone else. Go around until people are really moving and breathing!  
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Helpful Links 
 

Training for Change 

https://www.trainingforchange.org/tools  

(Check here for tools in alignment w this booklet)  

 

Responsible Endowments Coalition 

http://www.endowmentethics.org/resources 

 

Movement Mastery / “Momentum” 

http://www.movementmastery.org/resources 

 

The Ruckus Society 

http://www.ruckus.org/ 

 

The Relational Center  

http://www.relationalcenter.org/ 

 

Organizing Cools the Planet  

https://organizingcoolstheplanet.wordpress.com/ 

 

Build the Wheel 

http://www.buildthewheel.org/ 

 

National People’s Action 

http://npa-us.org/ 

 

The Wildfire Project 

http://www.wildfireproject.org/ 
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