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Introduction to the GPPAC Awareness Raising Toolkit

About this Toolkit

Violent conflict is devastating on all levels and has both direct and indirect lasting
consequences. More than 75 per cent of the casualties of war are civilians, and after
hostilities end, countries and traumatized populations are left to rebuild shattered lives
in an unstable environment, facing the dangers of dormant landmines, famine and
disease. Yet even though the horrors of war are widely known, conflict prevention and
peacebuilding do not get anywhere near as much attention as they need. Public support
is critical to achieve a change, not only in policymaking but in fostering a true culture of
prevention in communities. It is essential to recognise that aside from merely wishing
for peace, continuous attention and resources are needed to be able to truly work for
conflict prevention and peacebuilding.

This toolkit aims to assist anyone who wishes to start a campaign or organize an activity
around issues of peace and conflict. It was designed in particular for members of the
Global Partnership for the Prevention of Armed Conflict (GPPAC), and focuses on
awareness raising activities surrounding the UN International Day of Peace. However,
we believe large parts of it will also be useful for other civil society organizations and
other campaigns and activities in this field. It includes campaign basics, facts and figures
you can use in your campaign, strategies you can employ in order for your campaign to
be successful, and ideas for taking action such as public events you could organize and
ways to engage the media. Finally, it lists a number of other sources that could be
helpful to you in raising awareness on conflict prevention and peacebuilding.

About the Global Partnership for the Prevention of Armed Conflict

The Global Partnership for the Prevention of Armed Conflict (GPPAC) is the world-wide
civil society-led network to build a new consensus on conflict prevention and
peacebuilding, founded in 2003 following a call of UN Secretary General Kofi Annan in
his 2001 report Prevention of Armed Conflict. GPPAC works on strengthening civil
society networks for peace and security by linking local, national, regional, and global
levels of action and effective engagement with governments, the UN system and
regional organizations.

GPPAC calls for a fundamental change in dealing with violent conflict: a shift from
reaction to prevention, as an approach that will save lives, and prove more effective and
less destructive. We seek a world in which people and governments elect non-violent
means, rather than armed conflict, to achieve greater justice, sustainable development,
and human security.

The network is structured through fifteen regional networks, each of which has
developed an action agenda to reflect regional principles and priorities. These in turn



fed into the Global Action Agenda, which was launched at the GPPAC Global
Conference held at UN headquarters in New York in July 2005. The Global and Regional
Action Agendas form the basis for GPPAC's current work. You can find both the Global
and the Regional Action Agendas on GPPAC's website at
http://www.gppac.net/page.php?id=1518.

The GPPAC Awareness Raising Programme

After the Global Conference in New York, all GPPAC regions drafted Regional Work Plans
based on the Regional and Global Action Agendas. Based on these documents, a Global
Work Plan was also developed for the years 2006-2010. One of the key areas for action
identified at both the global level and in many of the regions was awareness raising:
GPPAC aims to reach a global consensus on peace building and conflict prevention, and
believes the celebration of the UN International Day of Peace on the 21st of September
on a global scale to be a great opportunity to reach this goal.

GPPAC therefore calls on civil society organizations, governments and people worldwide
to mark 21 September in an appropriate way, to help raise awareness for the
devastation of war and the importance of prevention. In order to help you do so, we
have compiled this toolkit.

The International Day of Peace in Argentina

For the International Day of Peace, GPPAC Regional Secretariat CRIES held the first annual
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America and the Caribbean. Youngsters were encouraged to send in artwork expressing their
ideas on peace and nonviolence. The winning entry will be on the front cover of the next edition
2T /wL9{ Q LWzt AOlFIGA2Y tSyal YASY( 2DayolRdcdr 2

got a lot of media coverage throughout the region.
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Chapter One: 21 September, the International Day of
Peace

1.1 The UN International Day of Peace

The UN International Day of Peace was established in 1981 by resolution 36/67 of the
General Assembly to coincide every year with its opening session in September. In 2001
through resolution 55/282 the day was strengthened to be fixed annually on 21
September and to become a day of global ceasefire and non-violence, an invitation to all
nations and people to honour a cessation of hostilities for the duration of the Day.
Lastly, the resolution invites all Member States, organisations of the United Nations
system, regional and non-governmental organisations and individuals to

GO2YYSY2NIXGSE AY Yy [LLINRPLNRFGS YIYYySNE

through education and public awareness, and to cooperate with the United Nations in

GdKS

GKS SadlofArAakKyYSyd 2F GKS 3t206Ft OSIASTANBDE

Obstacles are those frightful things you see when you take your eyes off your goal.
- Henry Ford

To live is to choose. But to choose well, you must know who you are and what you stand
for, where you want to go and why you want to get there.
- Kofi Annan

Celebrating an International 5+ & 2 F t S| O-feacéfyfwotlddnBylraBeQ & dzy

guestions for some. They might wonder whether commemorating such a day can really
make a difference. Here are some of the many reasons and ways in which we feel it can
be important:

The Gambia
The Gambia Chapter of the World Peace Prayer Society held a peace-inspired picnic at the

highlighted the need for friendly, harmonious and loving co-existence, putting these values
into practice during various activities; such as games, dancing and competitions. The picnic

ended with the students sending out the message of Peace by singing a rendition of "May

on Earth".
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At the most basic level, the day calls for 24 hours of worldwide ceasfire and non-
violence. It exists to give people a chance to call for peace, individually or collectively.
This means different things in different places:



A In countries that have known an extended period of peace, it is first and
foremost a day for people on which to truly appreciate how fortunate this is,
that it is important to work to maintain peace, and that it should never be taken
for granted. It is also a day to educate yourself about all those not so fortunate
who are living in conflict areas, and to express solidarity with them. It is a day to
let political and communal leaders know that peace should take a central
position in their policies.

A In conflict areas, 21 September also offers some concrete possibilities. It might
provide a symbolic moment to start peace processes or negotiations. It gives
added force to a call for peace and ceasefire. When the ceasefire is honoured, it
provides an opportunity to access areas that might otherwise be closed off, to
bring people their food, medicine or other necessities. Above all, it is a day for
hope. A day of freedom from fear, a day to lead a normal life.

A
For us all, it is a day to let those fighting for peace in their own homelands know, that
millions worldwide celebrating this day, support them in their struggle and that they are
not forgotten.

1.2 What you can do

Anyone can contribute by commemorating the Day of Peace in any way, large or small,
alone or with others. There are many different ways in which to do this, and if you
intend to organise any kind of activity or campaign, this toolkit will help give you
pointers and ideas to make your event a success. Each year, GPPAC collects and
publicises news of events taking place worldwide. Send us information about your event
to pbp@conflict-prevention.net and go to www.peoplebuildingpeace.org to see what
else is happening around the world!

The International Day of Peace in Bulgaria

The Youth Organisation of the UN Association of Bulgaria brought together 250 youths in
South Park, Sofia, to celebrate the International Day of Peace. The event included diverse
LISNF2NXYIFyOSa o6& aididzRSyda FyR OKAf RNBYy TH
universities shared the history of the International Day of Peace as well as the importance of
having peace, not just internationally, but in our immediate community. Youngsters from
different ethnic groups participated in various workshops to learn to work together.
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Chapter Two: Campaign Basics

In this Chapter we will introduce some basic information on campaigns in general. We
hope it will be helpful for both organizations who are new to carrying out awareness
campaigns and to those who have done them before but might need a quick refresher
course on campaign foundations.

2.1 Campaigns Defined

Campaigns are very useful tool to help raise the awareness of a particular action, policy
or idea. Here are a few aims and definitions of campaigns:

A They are a way to set or change an agenda by bringing attention to a particular
situation.

A Campaigns can be undertaken by individual organizations or can be carried out
as a joint effort between many partners working towards a united goal.

A A campaign can focus on one specific issue or tackle a wide range of issues. It is a
systematic course of action carried out to achieve a specific goal.

A Campaigns are operations or a series of operations energetically carried out to
accomplish a purpose.

For the purposes of this toolkit a campaign incorporates many elements from several of
these definitions. A campaign is a systematic, energetic approach to pursuing a specific
goal.

Otpor: an unorthodox popular movement

In 1998, Serbian students responded to new restrictions on academic and media
FNBESR2Y ¢gAGK || KAIKEE dzyO2y @Sy A2yl f
Serbian). The movement was leaderless and its tactics innovative and elaborate.

Otpor helped to mobilize the Serb population and break through a barrier of fear. In
hOG20SNI HannX Ay LINIL 06SOlFdzasS 2F hil
President Slobodan Milosevic was driven from power. Go to
http://www.peoplebuildingpeace.org/thestories/article.php?id=136&typ=theme&pi
d=31 to read all about the campaign!

2.2 Types of Campaigns

There are many different kinds of campaigns that incorporate a multitude of activities.
Selecting the best campaign type to use is determined by looking at who your target
group is, the size of that group, and other criteria which we will focus on in Chapter 4.
The multiple types of campaigns enable your organization to deliver its message in a
variety of ways to reach a great number of people. Some people may consider media
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campaigns as a separate entity, but we encourage you to include actions targeting the

media in both types of campaigns to ensure their success.

Often you will find cross-over between your campaigns. A campaign targeting children

Y FFFSOO GKSANI LI NByltaQ 2LAYyA2yad aSRALF |
influence men in the same community. It is good to keep this cross-over effect in mind

and aim to incorporate information that is easy to pass on by word of mouth without

being twisted. A key to keeping a message pure is mentioned further on in this chapter.

Most campaigns incorporate one or more of the following aims regardless of which

group is the primary target.

They can inform and educate the target about an issue.

They can aim at changing a specific behaviour or attitude towards something.

They can set the agenda, and enlist the public on what needs to be done.

¢tKSe@ OFly ONBIFGS I dn@mopl¥wityf doriintongdaka | OG A2y € S
cause to unite behind and a means to work together to achieve it.

They can also garner support for a cause or an organization as a whole.

> > >

>\

Most importantly a campaign can cause the people targeted to take actions that may

supL2 NI GKS 2NBRFYATIFGA2y Qa STFF2NIad / KIFLIGHSNI n
proper targets and tactics for your campaign, while Chapter 5 will get into more

specifics on the actual actions that can be used.

International Day of Peace in Georgia

Ly DS2NHAIFZ GKS 1 dzvly wAa3akKida /SydiSNDa v
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FAFTOISSY @SIFENR fFG0GSNKéEé NBFSNNAYy3I (G2 GKS
thousand young people took part in the event, painting and writing messages of peace and
reconciliation to the Abkhaz people on the asphalt. With the support of local government the
demonstration ended with a free concert in the local Culture Centre. The demonstration
enabled people to think over the situation again and appeal to Abkhaz society.

2.3 Campaign Keys

As with any type of strategic plan, there are a few basic elements that are found in every
successful campaign. Here are three of the most common acronyms that appear in
advice given on planning campaigns. They contain the key elements to having a
successful campaign and may be used throughout the entire campaign process.

Being SMART about your campaign ideas is one way to ensure that you are creating a
solid foundation for the entire campaign.

Specific - The objective of the campaign should be as specific as possible.

Measurable - Will you be able to determine when the objective is met?

10



Achievable - Is it possible to achieve the goal on your own or will you need to
team up with another group?

Realistic/ - Is the goal realistic in size and scope or should it be scaled down?

Relevant - Is it relevant to the people you are targeting or does it show
moral legitimacy, need, or responsibility? Can the public identify
with the campaign?

Timebound - Have an achievable time line in mind for the duration of the
campaign and plan what could be done if more time is needed.

You can also use the SWOT test to evaluate your campaign ideas. This test can help
make sure your idea is realistic and achievable.

Strengths - Evaluate the strengths of the idea.

Weaknesses - Go over what parts of the campaign may be conceived as
weaknesses. Will it be possible to strengthen these areas?

Opportunities - Are there outside factors that could benefit the campaign?

Threats - Keep in mind what external obstacles may arise and try to
conceive back-up plans to get around these problems.

All planning processes should keep the KISS principle in mind.

Keep It Simple and Specific.

G9OBSNRUOKAY3
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- Albert Einstein
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Celebrating 21/9 across Fiji

Dtt!/ wS3IA2ylf {SONBOlIFINRFIGE /AGAT Syau /
Peace and Playback' event organized by Women's Action for Change (WAC). CCF was among
many organisations that set up a display for the event. Activities included a peace story,

peace songs and skits, poems and a short introduction to Playback Theatre followed by
Playback Theatre enacted by WAC actors.

To mark International Peace Day, CCF's CEO Rev. Akuila Yabaki presented a letter of support
for Article 9 of the Japanese Constitution to Mr Hirotsugu lkeda, the First Secretary of the
Embassy of Japan in Fiji. Article 9 renounces war as a means of settling international disputes
and the maintenance of armed forces for those purposes. On receiving the letter, Mr lkeda
commented, "We hope Article 9 will stay forever (in Japan's Constitution)". The GPPAC
Regional Secretariat for Northeast Asia, Japan-based Peaceboat, also focused its 21
September activities on Article 9, and is running a broader campaign for a Global Article 9
(www.article-9.org). The campaign is supported by many GPPAC members from around the
world.

At noon on 21 September, FemLINKPACIFIC commemorated the International Day of Peace
with a Vigil. Local instruments, the beating of the Lali drum and the resonating sound of the
Davui horn, signified the start of unified global action by members of GPPAC and others,
which took place around the world on the International Day of Peace. With the Vigil, Suva
joined others throughout the world who dedicated their prayers, thoughts and actions to 24
hours of global ceasefire and non-violence.

Another Fiji-based event was the official opening of a Peace Garden, inspired by the Cook
Islands Peace Garden which was opened in 2000. As the country looked for avenues to attain
Peace and Reconciliation, PPSEAWA Fiji felt that a Peace Garden would be the most
appropriate symbol of peace in the heart of Suva. The Peace Garden serves as a vivid
reminder of the work that needs to be done if we are to rebuild, transform and sustain peace
in our own communities.

12




Chapter Three: Just the Facts and Figures

Awareness campaigns are very useful at delivering a message to a large group of people.
In order to mobilize people you need to make sure they are well informed. This chapter
offers a collection of phrases, facts, and figures that you can use in your campaign
materials. The list is by no means exhaustive, and we welcome any additions you might
have. We will however only include statistics for which we have a source.

3.1 On the Impact of Conflict

A Itis intolerable that millions of civilians die from violent conflict at a time when
the international community has the knowledge and resources for preventing it.
It is unacceptable that so many of our children and young people have to grow
up in a climate of fear of violence and insecurity. Yet the response of the global
community is often inadequate, too late and costly.

A Wars nowadays take an unacceptable toll on children and other vulnerable
groups, and fail to respect the traditional distinction between combatants and
civilians.

A a! NYSR @A2f SyO0S RSaidNrea fAQ0Sa YR fAQDStE A
terror, and has a profoundly negative impact on human development. Whether

in situations of conflict or crime, it imposes enormous costs on states,

communities and individuals.

Armed violence closes schools, empties markets, burdens health services,
destroys families, weakens the rule of law, and prevents humanitarian
assistance from reaching people in need. Armed violence kills-directly and
indirectly- hundreds of thousands of people each year and injures countless
more, often with lifelong consequences. It threatens permanently the respect of
human rights.

Living free from the threat of armed violence is a basic human need. It is a
precondition for human development, dignity and well-being. Providing for the
KdzYlty aSOdz2NAGe 2F GKSANI OAGAT $ya Aa + 02N

3.2 Facts and Figures on Armed Violence

A Peace is out of reach for some 10% of the world population, because they live in
zones of conflict or fragile states. Close to sixty conflicts are still being fought
around the world 2

1 The Geneva Declaration on Armed Violence and Development,
http://mww.undp.org/bcpr/we _do/Geneva Declaration .pdf
2 Preventing violent conflict, DFID, p.9, http://www.dfid.gov.uk/pubs/files/preventing-conflict.pdf
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A Many situations around the world are deteriorating and the impact of the war in
Iraq, climate change and other factors could in the near future lead to an
increase of violent conflict. By 2010, half of the world's poorest people could be
living in states that are experiencing, or at risk of, violent conflict. Of the 34 poor
countries farthest from reaching the Millennium Development Goals, 22 are in or
emerging from violent conflicts. 3

A At the time of the First World War, civilians represented around five percent of
war fatalities. By the Second World War, this figure had risen to fifty percent. By
the end of the twentieth century a shocking 80-90 percent of casualties were
civilian, many of them women and children.

A Some 56 conflicts are still being fought around the world4

Check your facts!

While facts and figures can be very helpful in making your case, it is vital to ensure
that you have them right, or you may severely damage your credibility and your
cause. An example of this is the notorious 1995 Brent Spar case: Greenpeace launched
a campaign to prevent the disposal of Shell oil storage buoy Brent Spar in the deep
ocean. While the campaign was a success in preventing the deep sea disposal,

DNB Sy LIS I Oify @& dadgds Rieritk claim that the buoy contained a
hundred times as much oil as Shell had stated proved to be false. Though Greenpeace
NBIFfAT SR FYR FL22f23A1 SR F2NJ AGA YAald
continues to haunt the organization to this day. See:
http.//www.greenpeace.org/international/about/history/the-brent-spar

3.3 The costs of war, the costs of prevention

A The average cost of one conflict is nearly equivalent to the value of annual
development aid worldwide.5

A Each dollar spent on prevention can save the international community $4 that
would have been spent on dealing with the results of armed conflict.6

A The world saw a total military expenditure of $1204 billion in 2006. The United
States, United Kingdom, France, China, Japan, Germany, Russia, Italy, Saudi
Arabia and India are the highest ten spenders, together accounting for $888

3 Preventing violent conflict, DFID, p.1, http://www.dfid.gov.uk/pubsffiles/preventing-conflict.pdf

4 Preventing violent conflict, DFID, p.9, http://www.dfid.gov.uk/pubsffiles/preventing-conflict.pdf

5 Preventing violent conflict, DFID, p.1, http://www.dfid.gov.uk/pubs/files/preventing-conflict. pdf

6 Malcolm Chalmers, Spending to save? An Analysis of the Cost Effectiveness of Conflict Prevention versus Intervention
after the Onset of Violent Conflict, University of Bradford, 2005
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billion, together accounting for 77% of all military spending.7 This is eighteen
times the estimated current shortfall in the spending needed to achieve the
Millennium Development Goals to reduce global poverty significantly by 2015.
(This shortfall is estimated at $48,000 million and the overall cost for achieving
the Goals is estimated at $135,000-195,000 million > per year to 2015.)

Golden Rule: Making Your Case

- Combine statistics with a personal story/testimonial.
- Explain what is different as a result of spending X amount of money/time.
- Be consistent in use and meaning of terms/language.

3.4 Peace is Possible

A After the end of the Cold War, global warfare began to decline rapidly in the
early 1990s. Between 1992 and 2002 the number of civil wars being fought each
year plummeted by 80%. The decline in all armed conflictst that is, wars plus
minor armed conflictsT was 40%. The end of the Cold War also allowed the UN
to begin to play the security-enhancing role that its founders had intended. With
the Security Council no longer paralysed by Cold War politics, the UN
spearheaded a veritable explosion of conflict prevention, peacemaking and post-
conflict peace-building activities in the early 1990s, including:

A Asixfold increase in the number of preventive diplomacy missions (those

that seek to stop wars from starting) mounted by the UN between 1990

and 2002.

fourfold increase in peacemaking activities (those that seek to stop

ongoing conflicts) over the same period

>

>
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peace-making and peacebuilding missions between 1990 and 2003.
A An elevenfold increase in the number of economic sanctions in place
against regimes around the world between 1989 and 2001, and
A A fourfold increase in the number of UN peacekeeping operations
between 1987 and 1999
A The new missions were, on average, also far larger and more complex than those
of the Cold War era and they have been relatively successful in sustaining the
peace. With 40% of post-conflict countries relapsing into war again within five
years, the importance of preventing wars from restarting is obvious. The UN did
not act alone, of course; the World Bank, donor states, a number of regional

7 http://www.sipri.org/contents/milap/milex/mex_trends.html and
http://www.sipri.org/contents/milap/milex/mex_major_spenders.pdf/download
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organisations and thousands of NGOs worked closely with UN agencies and
often played independent conflict prevention, conflict mitigation and
peacebuilding roles of their own. Taken together, their effect has been profound.
As the upsurge of international activism grew in scope and intensity through the
1990s, the number of crises, wars and genocides declined. Over the long term
the evidence suggests that the risk of civil war is reduced by equitable economic
growth, increased state capacity and inclusive democracy. Development is a
necessary condition for security¢ £ Y R OA @S OSNAI d¢

A A case in point of various national and international actors cooperating to bring
about peace is Northern Ireland, where sectarian violence is a thing of the past,
former arch enemies Gerry Adams and Rev. lan Paisley now share power in
parliament, and where the British Army dismantled its 38-year troop presence
on 31 July 2007.

International Day of Peace in Indonesia

The Center for Security and Peace Studies of Gadjah Mada University (CSPS-UGM) hosted
G, 23el Ay tSFOS Qnté 2y HmM {SLISYdSNWD
attention to peace-related issues and empowering them to take a stand on those issues.
Events included workshops for civil society organisations in Yogyakarta, as well as exhibits
and contests. People were encouraged to design peace posters, T-shirts, photos and write
articles, which served as tools for the peace campaign. Designs of the peace T-shirt
competition were used for the September collection of local T-shirt companies and the essays,
poems and peace journalism entries were published in the local papers throughout
September. Specific issues that came back in many of these writings were discussed in radio
and TV talk shows. Visuals such as posters and photos were put on display in public places all
throughout Yogyakarta.

GLO Aa SFaAaASNI G2 o0StASGS | A
GKFG y2 2yS KlIFa KS
- Anonymous

8 Human Security Report 2005, p. 8 & 9
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Chapter 4: Strategy for Success

Now that the basics are covered it is time to start thinking of a campaign plan. The
roadmap you create will help you incorporate as many useful elements as possible into
your awareness campaign and will serve as a guide throughout the campaigning
process. It is important to take time and be as thorough as possible during the planning
process so that you can easily monitor how your campaign is progressing later on. On
the whole, this part of the campaign can take longer than the action itself, as you work
through all the tasks involved in setting up the campaign and its related events. It may
be a good idea to save drafts, notes, and anything related to the strategy planning
process even after you are done planning. This way you will not have to start from
scratch on the next campaign.

Golden Rule: Brain Storming
There is no such thing as a bad idea. Write down every idea, even if it is not relevant for
this campaign it my be useful in the next one.

4.1 Assess the Situation

The first step in planning a campaign is to look at what you are trying to accomplish and
what position are you in to accomplish this. This assessment can be broken down into
three parts:

1) Problem identification,
2) Goal setting, and
3) Resource evaluation.

Each step builds upon the last and is designed to make the planning process easier even
if they seem a bit too obvious.

First determine what problem or issue you would like to address. The problem could be
that a larger participation in an annual event is needed or it could be that there is a
need for a stronger awareness of what a culture of peace is. Each problem or issue
brings with it a different level of planning and a different campaign focus. It is important
to determine what issue you wish to address so you can create a targeted and effective
approach. This does not mean you cannot create campaigns that cover more than one
topic, but it is important that the issues you wish to address are well defined.

Once the problem is identified you can set a goal to meet. All awareness campaigns
have the same general goal, to make someone more aware of something and then take
action to change the situation. This toolkit aims to give you tips on how to raise
awareness about conflict prevention and peacebuilding, you will need to determine
what actions you would like the people to take once they are aware that change is
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needed. By making this goal more specific the campaign will be more effective. Well
defined goals also help in measuring the success of the campaign.

Goals should be tailored to address the issue/problem your organization wishes to bring
attention to. So if you are looking to change the culture of violence to a culture of peace
you will need to find ways to lead the target to change their behaviour. It may also help
to assess what the public knows. It may be the case that the public has actually carried
out conflict prevention techniques without knowing it. In this case your goal may be to
make them more aware of how simple everyday actions can be used on a larger scale to
secure peace in their lives. This can be done developing a plan that will find away to
alert the people to the processes in their life that they already use to settle disputes. Big
campaigns can have multiple goals in order to tackle multiple issues. In campaigns with
multiple goals it is important to know which goals address which issues. A good starting
point to help determine your specific goals is to go over the goals mentioned in Chapter
1.

Golden Rule: Networking
Remember to consider the resources available through various networks. Skills,
knowledge and other resources can be share between partners for a more effective
campaign

Next it is essential to look at what resources are available to use in this campaign. One
unique resource available to GPPAC members is the extensive GPPAC network. You can
use the network for inspiration, advice and more. You can partner with other members
to make you initiative stronger. You can compare notes with other members and find
out what the best approach to a certain issue is. Even through brainstorming in an
exchange of ideas for a campaign with in GPPAC can bring new insights on what is
needed to the campaign to be successful. There are many ways in which you can make
GPPAC work for your organization and your campaign. If you are not a member and
would like to join, go to www.gppac.net and sign up!

Funding is another important resource to be looked at. Do you have money in your
budget for the campaign and the activities to support it? If not, you may need to add a
fundraising period to your campaign plan. It is important to determine how much each
component of you campaign will cost. This way it is possible to fund the most necessary
parts of the project first, and then postpone non-essential actions. You may also find
ways to supplement funding through the utilization of other resources. It is very
important to know how the campaign will be funded so that you can set up a budget for
the events you decide to have.

As staff time involved in a campaign can also add to your campaign expenses, volunteers

become an important resource. By default volunteers are typically highly motivated and
not only provide free labour, they can bring extra energy to a campaign. Volunteers can
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also be used as a source of information. Often individuals have helped out in similar
projects and may bring experience and useful insights to the table. You can even use
volunteers as a test group for your message, to see how well received a specific
campaign may be in a particular region or community.

Another resource is people who an act as goodwill Ambassadors. Famous, well known,
and/or well respected community leaders can add much to a campaign. It will bring
more attention from the public and often the media. You can recruit different kinds of
people to endorse your campaign. It can be a well respected elder, religious leader, an
athlete, musician, an author, actor, the list is almost endless. The only important thing is
that the have name recognition in the area you are going to have the campaign in that
the particular audience knows them as well. It is important to keep in mind that often
different age groups admire, respect, or are interested in different kinds of celebrities.
Your reputation is also an important resource. You can build a positive reputation in
many ways. Creating successful programs and continual work towards improving the
O2YYdzyAlle gAff AYONBIFaS @2dz2NJ 2NBI ikl | A2y Qa
for creating a culture of peace. Yet, reputations rely on more than your direct actions.
Reputations can also be built up by who is active in your organization and how often
representatives of your organization attend events set up by similar groups with similar
goals. Once your organization has a widely recognized positive reputation the sway it
holds will grow. Merely being represented at events or having your guidance sought by
the media, businesses, or government officials can build your reputation while putting
the spotlight on peacebuilding.

The skills and talents of your staff, volunteers and friends offer another resource that

you can tap for a successful campaign. You may have an extremely talented artist on

your staff who can create eye catching posters or other works of art to gain the

attention of the public. Someone on you staff may have prior experience setting up

evaluation systems and you can utilize this skill to measure the effectiveness of your

OF YLI ATy d wSYSYod S NlofeionfD& yiell ds poSdANdl skills, Bokldf S Qa  LJ
could come in handy during a campaign.

Information is another resource that you can employ. It an help you make your
campaign more concert. Use the facts and figures from this tool kit and other places to
help convince people how important conflict prevention is. Keeping information about
the details of events handy can help in letting more people know about the event
spreading awareness of what is being done and how people can be active.
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Commemoration and reconciliation in Israel-Palestine

For The Parents Circle-Families Forum, the International Day of Peace is one of
comYSY2NI GA2Yy YR NBO2YOAfAlIGA2Y D ¢KAA @&
a moment of silence in memory of fallen family members, Israelis and Palestinians alike, and
the awarding of the 2007 Reconciliation Award to persons and groups or institutions that

have contributed in an outstanding way to the reconciliation between the two peoples.

4.2 Develop Your Message

Now that you have assessed the situation it is time to develop a specific message to
deliver to a target audience. The next two sections are very closely related and can be
done at the same time so it is best to understand both sections before tackling this part
of your campaign plan. You can run a campaign on general awareness of conflict
prevention, but it is best to narrow this down to one specific issue with one strong
message. The more specific the message is, the easier it will be to communicate to the
public. It is best to develop a simple core idea to base your message on. This idea,
though expandable, should be easily expressed in one concise sentence. For example,
your core idea may be the need for reconciliation after a conflict. Your single sentence
YSaal3aS O2dZ R 6S a! yYRSNAGFIYRAY3I ONBI 1SR KNP
A2t SyOSod¢

It is imperative to make your message as appealing as possible to the public. This can be
done in two ways. First, focus on their hopes and dreams. If you show people that peace
can make their dreams reality they are more likely to listen to what must change to
achieve this goal. Second, you must find an immediate link to the lives of your audience
in order to help them identify with the campaign. Find what specifically links the people
to the goal. One way of linking people to a message is by giving that message a human
face.

Once you have a concise, specific message you can begin to elaborate upon it. This does
not mean make it more complicated, it means that you can find a multitude of ways to
say the same thing. The reason you may want to come up with a variety of wordings for
your message is that some target audience may be able to identify with one version
better than another. No matter how you re-work your message remember to keep it
consistent with the core idea.

4.3 ldentify Your Target Audience

Now that the core idea of your message is decided on it is time to determine who you
want to target with a more specific version of your message. Remember you need to
have at least your core idea decided before trying to determine who you will target.
Your campaign target group is determined by what your specific goal is. If you want the
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people to support legislation that will promote peace you will need to target voters for
example.
Here is a series of questions that can help you determine who the best target audience
is:

1) Who do you want to influence into taking action?

2)  Who will benefit from the action taken?

3)  Who can help influence others?

LG A& AYLRNIFyG G2 yasSN Fff GKNBS | dzS
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general public. His is because the general public is not one cohesive group. The general

public includes everyone - teachers, children, political staff, airline attendants, adults -

the list goes on indefinitely. Try to be as specific as possible in determining your

I dZRASY OS 6@ dzaAy3d (KS hadgedfipdssthyegislationhad®S d [ S Q3
promotes teaching peacebuilding skills in schools. First, you need to determine who can

take action to make peacebuilding part of the curriculum. If education standards are set

at the national level you know there are two main groups that must take action, voters

and politicians. These are the two target groups you want to influence into taking

action.

Secondly, consider who will benefit from the action taken. In this case the immediate

beneficiaries are the children who will be learning these new skills in school and in the

future any community where these classes will be available will benefit from the

program as the children grow up and begin contribute to different parts of society. Next

you need to consider what portions of the population influence others. In some political

systems, voters are very influential over politicians and a campaign targeted at people

who have a right to vote can influence the government to make changes. You can

sometimes influence entire families by helping children better understand how to

change their behaviours. By looking at all these connections you can determine who

your target audience is and further tailor your message to a precise group of people. As

you can imagine many campaigns target more than one audience; doing so can often

reinforce your message as it will permeate several aspects of the average persons life.

> Q)

Case Study: Operation Fine Girl Exposes Sexual Violence: WITNESS in Sierra Leone
A video produced by human rights activists depicting the horrific impact of sexual
violence in conflict situations has instigated discussion in Sierra Leone on the impact
of civil war. The film, produced by the international NGO WITNESS, follows the
experiences of five young people as they speak candidly about abuses done to them
during the civil war and their efforts to put their lives back together in the wake of it.
By following the lives of these people the effects of the civil war became tied to a
human face.
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4.4 Strategy

Once you have a message and a group to deliver it to, it is time to take a serious look at
different ways to deliver your message. There is a wide array of actions available to
convey campaign messages. To find the action that fits your message best there are few
factors you need to consider. Different actions are more effective at influencing specific
groups. Young people may be more interested in attending a rally or march, while
business people may find a workshop more appealing. Sometimes the type of message
lends itself better to a particular action. For example, a workshop on mediation may be
more effective in helping a community than a lecture on mediation. Where can you get
the biggest impact from your actions? Try and use an action that will bring in a large
audience who is likely to share their experiences with friends, family, and colleagues.

Since you are trying to get people to act on their new awareness of the need for conflict
prevention, proactive measures are often more successful than passive actions. Try and
get the population involved in the action, because this can help the participants
internalize the message and take claim to it. If the people feel the message is theirs,
they are more likely to live by it and spread it to their immediate group. Another way to
help ensure that people are internalizing a message is to target the same audience with
a variety of actions. Make sure there are several opportunities for the people to
familiarize themselves with the message by using a multi-branched campaign.

Keep in mind that actions should fit your immediate campaign goals as well as your
organizations overall purpose and agenda. That means before you choose and action
make sure it is within the scope of your mission and fits your rules and/or values. For a
list of some popular actions consult Chapter 5.

Japan

Convened by GPPAC Northeast Asia Regional Secretariat and Media Focal Point Peace Boat,
citizens gathered at Shiba Park at the foot of the Tokyo Tower to spread messages of peace
and nonviolence. The efforts of civil society in Japan are crucial, and the day was an
expression of the strength of Tokyo's peace movement and their dedication to creating peace
GKNRdzZAK y2y @A2t Syl ¥$INy Db IdRIBQOR2F yiKySES J
played a prominent role in the Peace Day celebrations.

4.5 Determine The Messenger

Once you know what specific message you want to spread and how you want to get that
message out to the people it is time to determine who will deliver the message. Who
spreads the message will hinge greatly on who you are trying to reach. Different target
audiences react to different messengers in potentially unique ways. For example, a well
known local athlete may be a better spokesperson for teens than for academics. Some
audiences responded better to someone with a personal story to tell dealing with
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conflict prevention, while others want to hear from a highly respected person who has
done extensive research on the issue. It may be a good idea to take into consideration
how much speaking experience a person has before they deliver a message. Some
messengers are better than others in large crowds, while sometimes the most
passionate orator may not have what it takes to represent your message to the media.

You can also have a group present your message or more than one messenger working
on a campaign at once. This will help circulate information to a wider group of people.
Having multiple messengers can spread the word about a campaign quicker by making
many people aware of what is going on at one time.

No matter who you choose to speak, you may want to make sure that the person, group
or organization you use as a central messenger is both credible and able to mobilize the
audience you are trying to reach. You may also want to sit down before any event
(meeting, interview, etc) and determine if the messenger will be able to properly
represent you and your cause. This is particularly important when you have several
messengers or one messenger that is representing several organizations working
together on one action.

4.6 Formulate a Monitoring and Evaluation Process

Golden Rule: Spying on Your Allies
It is a good idea to monitor what other organizations are doing as well. By keeping tabs
on how their actions are changing the environment you could find a successful program
that is easy to replicate home

Monitoring and evaluation is a very important part of campaigning. It will help you
determine exactly how effective a campaign is. It can also help you improve future
campaigns by looking at what worked well and what did not. You can evaluate what you
have done in the past, what you are working on now and even the projects of other
organizations. Monitoring more situations will bring more knowledge into your
organization. There are several different kinds of evaluation tools that can be
incorporated in to your campaign plan and sometimes you may find it useful to use
more than one of them at once. This is not a definitive list of monitoring and evaluation
tools, this section is just here to give you a few brief ideas to help you develop a system
of your own. You can find more information in Chapter 6 ¢ Monitor and Evaluate.

Establishing a timeline for your campaign is a very simple way to monitor your progress.
If you meet all your deadlines then the campaign can be considered completed. You can
keep track of how far to your goal you have to go through setting multiple deadlines.
The downside to this type of monitoring is that it does not take into account the effects
of the campaign on the public. As the actual outcomes of a campaign are important to
know, timetables ought to be used in conjunction with another monitoring process.
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There are many approaches to monitoring and evaluation in the case of raising
awareness one of the most useful is outcome mapping. Outcome Mapping is a
systematic approach to planning, monitoring and evaluation that focuses on behavioural
changes. It takes into account that often more than one action is affecting the situation
as well as the fact that the impact of a program is often difficult to measure when your
goal is to prevent something instead of starting something. Through outcome mapping
you can delineate what direction you are going in as an organization an re-manoeuvre
to meet your goals when necessary. It involves designing the framework of the program
and determining what outcomes you would like to see. For more information on
outcome mapping see Chapter Six.
G{dz00S&aa RSLISYR& dzLl2y LINBJA2dza LINBL
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- Confucius
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Chapter 5 - Take Action

Once you have a plan it is time to take action. This chapter is set up as a place to start
looking for possible actions that will encourage change in favor of your message. As this
is an awareness campaign you are mainly looking to motivate the public to mobilize, but
it remains important to keep the media and politicians in mind at all times. When it
comes to conflict prevention it is important for the public to internalize the concepts
behind a culture of peace. Yet it may be helpful if the government can institutionalize
and legitimatize peace. The media is also a very important tool as it can help make or
break public opinions and sometimes even policies. In this chapter you will find a list of
actions you can take to inform as well as involve the public in a movement for change.

5.1 Involve the Public

The main target of awareness raising campaigns is the public or specific segments of the
general population. Once you get the people involved in a campaign action it is possible
to encourage public to take even more action on behalf of your message. Again, this list
is just a starting point; there are many other actions that can be taken in order to
successfully spread your message. Use this list as a starting point, but remember to be
creative. New innovative ideas are sure to attract more participants. Also feel free to
send us any of your ideas so they can be passed on to the entire peacebuilding
community.

Golden Rule: The Right People
G¢KS Lzt A0¢ Aa y2i 2yS O2KSaA@S 3INRAzZIZ o dzi
what part of the community you want to influence with your actions.

As mentioned in the last chapter it is wise to keep in mind that some actions can carry

with them legal consequences. Make sure that the actions you decide to take are within

the moraland ethicald 2 dzy Ra 2F &2dzNJ 2NBFYAT FGA2y Qa8 YAAaah
put the participants in harms way. If you are planning an event outside your home area

it may also be a good idea to find out if there are any regulations on different events.

Some places require groups to acquire permits for marches and anything that may

attract a large crowd. If you do decide to go through with an action that would break a

law it may be wise to seek legal advice before doing so.

Here are some of the many actions you can take:
A Public Meetings - A public meeting is any event that invites people to meet
together and is open to anyone. This can be a round table, a debate, a forum or

some similar activity. Whatever format you choose to use be sure to keep the
audience involved.
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A Workshops ¢ Workshops are a good way to pass skills on to the public that they
can use to propagate peace.

A Vigils ¢ A vigil is ceremony where the participants stand witness for or take part
in an observance/memorial of an event or victims of an event

A Teach-in ¢ A teach-in is an educational event where you have special speakers
teach a group or people. You can invite both academic and experiential experts
to speak on a topic. This particularly good for educating a crowd.

A Small home party ¢ SmallhomepaNIi A S& R2 y20 ySSR (2
also be a dinner or any other social event where you would ask a small group of
key members of a society to attend. Such events are a good way to begin a
grassroots movement and make sure that community leaders understand your
message. These leaders can then spread your message to their friends, families,
colleagues, students, and in some cases their followers.

A Mobile phone calls and SMS/Text messaging ¢ Using Mobile phones to make
calls or send SMS text messages about your campaign or with reminders of when
to vote, times of events and other useful information is an efficient way to get
the word out.

A Mass demonstrations ¢ There are a wide variety of mass demonstrations
available to mobilize public support of an issue. There are rallies, marches,
picketing and large sit-ins just to name a few.

A Stunts -Stunts can be very effective as they usually pack a large "wow" factor.
These are actions that are made purely to draw attention to them.

A Civil disobedience ¢ Civil disobedience is the non-violent refusal to obey certain
laws. These acts vary with the laws in your area. Obstruction, occupations, Non-
co-operation, non-payment and similar actions could lead to someone in the
organization and/or any of the participants getting arrested or sued. Then again
sometimes being sued can bring more attention to the issue.

A Bringing forth a law suit ¢ It is possible in some places to bring forth a suit
against a group or individual to bring attention to a wrong doing.

A Written demonstrations ¢ Another way to mobilize people is to get them to sign
petitions or start letter writing campaigns to newspapers or public officials.

Lebanon

The Permanent Peace Movement in Lebanon was the GPPAC Media Focal Point for the
Middle East and North Africa. The celebrations for the International Peace Day took place at
the UNESCO Palace, where hundreds of children and adults gathered for entertaining and
thoughtful theatre, dance, and music. The crowd was as colourful as Lebanon is diverse: with
children from orphanages, Red Cross volunteers, young men from the internal security forces
and the Lebanese army, as well as many peace activists. In a playful way, the children learned
that it is better to forgive than to argue, and that it is a beautiful thing to live together
despite all differences. At the end of the day people who earned special merits in
peacebuilding were honoured.
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5.2 Work the Media

The media is an extremely powerful tool to use. It can easily magnify the effects of a
campaign with a single publication or broadcast. If you have a hundred people attend an
event and one journalist covers the story your message now has the potential of reading
thousands of reads, listeners and/or viewers. Your organizations reputation and
legitimacy can also be enhanced through media coverage. Whenever you start any
campaign you must keep the media in mind and find ways to use this powerful medium
to your advantage. In order to make the media work for you it is important to
understand what the media is. How the media is set-up and the purposes it serves vary
across the globe. No matter how free the press is in the region you are starting a
campaign, there may be a way to benefit from it. This section includes some basic steps
that will help you find out the best ways to use the media to your advantage. These are
very generalized suggestions and may not work in every case. Through thorough
investigation of media systems and trying different approaches it is possible to get your
message in the media.

5.2.1 Investigate the journalists

Before you can begin to target the Media in your campaign you need to understand who
GKS YSRAIFI Aad® a¢KS aSRAILFE OFy AyOf dzRS
newspapers, evening TV news broadcasts, and news radio to the world of
entertainment such as films, TV shows and most magazines to new media such as e-
bulletins, websites, and even some types of blogs (web-logs). This toolkit focuses on
advice for dealing with news organizations, though some of the information is
transferable to the other types of media as well. Media can be independently owned,
owned by a commercial corporation, owned and run by the government, or a
combination of any of these. It is important to know who owns and runs a media outlet
because this may help you understand why they may or may not cover your campaign.
For example, some government owned and operated organizations may only cover
news stories that fit into the governments present agenda, while another government
owned but independently operated organization may have more freedom in
determining their content. Privately owned organizations also come with a variety often
limitations on their content. Some news organizations are ruled by getting good ratings
over reporting what is good for the people. It is also important to note whether a
specific medium has political connections, these can also effect how or if a story is
reported.

Another important tip is to keep track of who particular media outlets are targeting with
their product. By finding out who the target of a newscast or publication is, you can
determine which of your actions may fit into their format best. An event dealing with
the empowerment of women or an new peace education program starting for children
may fit nicely in a newscast that targets women. Even if your campaign is highly political

27

(0p))
(0p))
o7
e



you may be able to connect it to a specific media audience and gain expose in a
community that may not have known about your event previously.

You can gain more insight on the media by looking at what stories they may cover. Keep
track of what publications report on peacebuilding and conflict prevention. These
organizations will be more likely to cover your campaign. Remember to look at other
aspects of media coverage as well. Issue linkage is often a very important part of putting
together a publication or a newscast. If you notice that a newspaper is doing a series of
stories on young sports stars in your area and you have a youth sporting event planned
let that paper know your program could make a nice companion piece to their other
story. Using a little creativity it is possible to find many links between your campaign
and developing news stories in your area. You can also pitch your program as a story to
journalists by showing them how it links to a major national or international story.

Knowledge of the inner-workings of the newsroom can also help you get your message
replicated in the media. Newsrooms can be structured in many different ways. The
structure is often tied to the size of a news organization and when it publishes or
broadcasts it product. It is important to know who is in charge of different aspects of
making the news so you know who to direct press releases, phone calls and questions
to. In the newsroom of a print publication (newspaper or magazine) editors-in-chief,
news editors and assignment desk editors often determine what the content of the
publication will be. Reporters are in charge of gathering information and writing the
stories that will be published. In broadcast newsrooms news directors, assignment
editors and producers are in charge of determining what stories will be covered during a
days worth of newscasts. What stories ultimately make it on air during individual
newscasts is most often determined by the shows producer. Reporters will often bring
ideas to editorial meetings and are also in charge of gathering information to write a
limited number of assigned stories. Producers, assignment editors and other staff
members gather information and write other parts of the newscast. This is just a broad
overview of the most common newsroom set-ups. It may be a good idea to contact your
local media outlets and take a short tour of their newsrooms in order to understand
how they are organized. This will also give you an opportunity to make contacts within
the newsroom.

5.2.2 Make the news

Now that you know how the media works in your area, how do you get your story in the
news? As media coverage varies across the globe there is no one way to get the
attention of journalist. The following tips are based on some of the general tips given to
journalist when trying to determine if an event is news. Following these tips cannot
guarantee coverage but they will make media coverage more likely. These tips for
increasing the likelihood of coverage are based on building a relationship with the
media. There are three skills you need to develop in order to have a successful
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relationship with the media: know what journalists want, develop close contacts with
journalists, and know how to get your information to the media.

Give them what they want. To find out what journalists want you need to forget the old
Hollywood images of a traditional journalist. The man behind a typewriter diligently
searching for the facts is not the norm these days. For the majority of news outlets,
journalist need to be able to turn in a story quickly. News is happening every where and
they have little time to search through every story and bit of information. There are
eight elements that can make a story news.

- The story makes an impact on people.

- Itis happeningin a local area.

- Itis immediate. It is happening now.

- ltis a timely story.

- Itis emotional or evocative.

- ltis unique.

- Itinvolves someone or something famous.

b2¢g> 2yS aGt2NB R2SayQid ySSR G2 KIF @S |
the more attributes it does have, the more likely the story will become news. There is
one very useful trick that you can use to point out certain attributes that a journalist

may have over looked, story linkage. Through this process you can make an event that is
happing in a few days more immediate. This is done by linking your event, your
campaign, to a news story happening right now. You can also use linkage to add more
impact to your story. If a war just broke out in another country you can contact a
journalist and let them know you have a way to localize that story by relating it to your
local program for conflict prevention.

It is important to remember that all journalists are working on a deadline and often that
deadline is within a few hours or by the end of the day. Journalists want to be able to
get as much information as possible as quickly as possible in the most simple and
useable way as possible. If you are talking to a journalist on the clock they will
appreciate it if you can be to the point and tell them why they should cover your story in
a quick catchy way. They want to know the hook, once that is determined they will
decide whether or not the story will fit into their publication or broadcast.

Make friends. Developing lasting connections with the media will help your organization
make it into the news more often. Developing media contacts is a two way system. You
need to find out the names, fax and phone numbers, and email and post addresses of
the journalists in your area. You also need to give every media outlet you can your
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someone the media likes to work with because the person is reliable, camera/
microphone/ notepad friendly, and can bring another voice to lend legitimacy or more
information to their stories. Many journalists need expert sources on their stories. Make
a list of people in your organization who are willing to talk about different topics and
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how to get in touch with them. Offer your services to them for any story they are
working on that you think someone in your organization can comment with confidence

on. This will give your organizatonmoNBE a FI OS (GAYSé Ay (GKS YSRAI o
RANBOGf & O02yySOil 6A0GK &2dzNJ OdZNNBy G OF YLI A3y S

paper or on air will expose more people to your cause. This can build name recognition
which may create more buzz around your future events. Also you can kindly remind a
reporter how you helped them on a story when you ask them to cover an event you are
doing.

LGiQa | ff I a@ndeiou biove BradRilehekegbSyNdedia contacts it is time
to get your message out to them. There are quite a few ways to directly get information
to the press. Here are just a few of them. You can:

- call them to alert them to an event or story idea

- hold a news conference

- volunteer for an interview

- send them a news release

- issue a media report
The next few paragraphs offer advice to keep in mind no matter which method you are
employing to deliver your message to the media. When dealing with the media it is
important to remember that you have no reason to fear the media. Be confident, stay
2y YSaalr3aS FyR 06S IftSNI FyR @2dz2Qff YAYAYAT S
misrepresented. The following tips will hopefully help you to be more comfortable
around the media and this will also help you relate you message more effectively.

Be conversational. It is often said that most news journalism is written on a level that

someone who finished primary school would understand. In other words, if 12 to 14-

vear-2 f Ra ¢2dzf RYQl KIFI @S yeé ARSI gKIG | 22dz2Ny I
to be rewritten. During interviews use as little jargon as possible and stick to the KISS

philosophy ¢ Keep It Short and Simple. When relaying information to a journalist tell it

to them as if you were speaking to a friend or a family member. Give real life examples

and relate statistic and facts through stories that make the numbers easier to grasp. So

often official spokespersons are too official. Some reporters are even told by higher ups

NOT to talk to officials, at least not for sound bites. This is because spokespeople often

f
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guestions or pressuring you for an answer be firm in your stance, but stay calm. Find a
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end with your event, interview, or news release you clue them into the possibility of

having follow-up stories and future impacts on society. Use active voice in both your

speech and writing. In active voice the subject of the sentence performs the action

expressed in the verb. The opposite is passive voice, which is when the subject is acted

upon. Active voice is more concise.
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Active: The new program inspires the community to seek reconciliation.
Passive: The community is being inspired to seek reconciliation by the new program.

International Day of Peace in The Netherlands

A series of events took place across the Netherlands, varying from lectures, debates, vigils
FYR R20dzYSy il N @ASgAy3Iazr G2 FSadrgdlta
Network of Young Peacebuilders introduced their campaign against Violence Against Children
and Youth to the public. With partners, they organized an event to raise awareness on child-
related violence and to give children the chance to make their voices heard. A wall was
erected in The Hague, on which close to one hundred children left behind a symbolic
handprint to give peace a helping hand.

The Dutch national GPPAC network, PBP-NL, organized the Planet Peace festival in Utrecht.
¢tKS gNBO1IFr3IS 2F | OFNJo62Y6 FNRY . I 3IRIFR
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were debates and workshops, followed by the Planet Peace Party. A lot of people came to
listen to speeches and to enjoy to the various bands that gave away great performances.

Be available. News is a 24 hours a day 7 days a week operation. Journalists will greatly
appreciate it if you can have a contact available at a variety of times. It is a good idea to
let them know who in your organization is available at what times during the day, night,
and week. One of the biggest pet-peeves of journalists is having a contact that does not
answer phone calls or email. If you are having a weekend or evening event make sure to
inform the media of who they can contact during and after the event. An office number
for a weekend story is nearly useless to a reporter unless you are going to have
someone in the office on the weekends. You do not need to have a contact at your
organization all of the time. Giving a detailed contact list with the names, contact
information and best time to reach that person on it will be appreciated by the media.
Having a reputation for availability OF y F f a2 Lzl @&2dz G GKS G2L) 2°
contacts list, as it will also help them identify you as a reliable source to use on other
stories.

Golden Rule: For the Record
OGSNEBUKAYI A& a2y GKS NBOZ2NRR®eIRDSW?2 dzNY (i tK B &
note pad is put away, what you say may still end up in the news story

Master the art of the sound bite. Having your message hacked into a misleading sound
bite is one of the biggest fears of people who deal with the media. The best way to
avoid this is to learn what a sound bite is and integrate these statements into your
speeches, interviews, and any conversation where the media may be present. Sound
bites and quotes are most often used to convey a message the journalist can not say
themselves. This means they are usual subjective statements that are dramatic,
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evocative, emotional, opinionated, or carry a similar attribute. They are also short.
Sound bites vary from radio to television but usually anything longer than 12 seconds is
too long. Try to formulate a statement in 5-10 seconds that conveys the core of your
message. It may be even better to say the same message in a variety of ways in a variety
of lengths. This will allow the journalist to find the cut that best fits their story, but still
carries the message you wish to convey to the public.

Holding a news conference. News conferences consist of official announcements or a
speech followed by a question answer session. Only hold a conference if you have a
major story to announce. Organizations who over use conferences will eventually be
ignored by the media. Keep the speeches short and try not to have too many people
speak on behalf of the organization at the podium. It may be useful to tell the media
that the speakers and other staff members are available for further comments after the
conference.

Prepare for interviews. When you agree to do an interview with a journalist make sure
a few things are done before they arrive. Make sure you know, when, where, how long,
and what the interview will be about. Anticipate the types of questions that may be
asked and find away to answer them using your key message. Make sure you have all
the latest updates on the current situation. Once the reporter is there be calm, concise
and on message. Do not let the reporter lead you with deceptive questions, ask them to
rephrase things or politely point out that you they are incorrect or basing a question on
speculation. If they persist with a question you can always turn it back round to your
message. If a question arises that you cannot answer or have more information on at
another location, tell the journalist that you will get back to them on that topic. If you
do this make sure to get back to them and do so in a timely manner. Ask them when
their deadline is so you can get the proper information to them in time. If the interview
is being recorded try not to fidget because that can interfere with the recording.

Invite the media to your events. One formality of alerting the media to an event is by
sending them a press or news release. News releases can also be sent out when you
have some information that needs to be reported to the media or if you would like to
make and official comment on a current situation. On any given day a journalist may
receive dozens of press releases alerting them to events that are occurring. You want to
make sure your release stands out. Make sure that you have a catchy headline and a
first sentence that leaves an impression on the journalist. Put all the most important
information in the 1% paragraph and try to keep the entire release to one page. Include
at least one good quote if the release will be sent to print journalists. If you have
secondary information tell the media that you will send it at their request. You can also
let them know when you have pictures they can use. It is best to email or fax releases to
the press. If you have pictures find a way to email them or deliver copies to the press in
person. Fax machines often distort even the most simple images. Always follow a news
release with a phone call. This way you can make sure they media got it and whether or
not they plan to attend the event.
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The Asian Network for Trust, Hiroshima, published and distributed Fauzia Minallah's recent
childrens book "Sadako's Prayer" (in the Dari language) in Bamiyan and Parwan Provinces of
Afghanistan. The book is based on the true story of Sadako, an 11-year-old Japanese girl who
was a victim of the atomic bombing of Hiroshima. The Funkor Childart Centre from Pakistan,
of which Fauzia Minallah is the Director, arranged book reading sessions in Pakistan on the
International Day of Peace to help children to understand the impact of war and the
importance of peace. "The book is about an event in history where a whole city was destroyed
and a nation devastated, but the people of Hiroshima set an example to the world by
rebuilding theircii @ | YR YF1Ay3 AlG Aydz2z I OSyidSN 2
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At an event. Make sure that you have a media contact person at every event. That
person can answer questions or help journalists find other interviews when needed.
Often reporters or photographers will not stay for an entire event so it is important to
call your contacts after the event and make sure they have any of the necessary
updates. It is also a good idea to take plenty of pictures during the event and offer them
to the media to use as well. If you have an all day event or a campaign it is a good idea
to update the media through out the entire process so they can offer there readers,
listeners and viewers updates to their coverage. This is when it is helpful to know how
often an outlet produces news. If a television station has a newscasts at 6:00pm and
11:00pm and you are holding a fundraising event that ends at 10:00pm you can help the
media update their story by calling to let them know what your total was. These updates
are also helpful for newspapers. They can update the story in their next edition or right
away on their website.

Give a full report. If you are getting read to issue a research report or have a major
campaign you may want to send the media an entire media kit or report. This is a longer
version of a news release. It includes a short press release with the absolute most
important information and best quotes you have to be used by journalists with limited
amounts of space and time. Media kits also have extra information to be used for longer
format reports, such as series pieces and features. Never send an entire report unless it
is requested by a journalist. Create a summery with the most important findings and
outline a few interesting cases. Create a question answer section that address questions
that may arise over complicated or controversial issues addressed by the report. Include
any pictures that may connect the contents of the reportt2 LIS2 L SQ&a f A @Sad LT
visually appealing graphics you can include a few of them as well.

Say what? Just like everyone else journalists have their own jargon full of abbreviations
and acronyms. Here are some of the more common phrases that you may be able to use
to help pitch your stories or while discussing the latest scoop with your new journalist
friends.
e Soft news: feel good, light hearted, and funny stories that are not always timely.
e Hard news: serious, timely stories (crime, politics, economics, health, etc).
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e Kicker: a soft news story that is used at the end of a news broadcast.
e FEvergreen: a story that be written or taped now and saved for a later date.
e Feature: Print: a more in-depth story. Often longer and tied to other stories
currently being covered in the news (it may be useful to suggest something
doing with your campaign as a feature story related to a conflict elsewhere or
similar news events)
e Broadcast: a somewhat longer story that is not breaking news and is often on
the soft news side
e (Copy: the actual text of a story.
e Bite, SOT: a sound bite (SOT= sound on tape).
e VOSOT, VO-bite: a shorter format story that includes someone (reporter,
commentator, etc) talking over video followed by a sound bite. (VO= voice over).
e Package:alongerF 2 NI G aid2NB GKFG A& LI Ol 3SRé o
on air
e Natpop, NATSOT, NATS: @I NA F yia 2F GKS GSNY ayl (dzNF £ 2
sounds at an event that could add more to a story making it more attractive,
fuller or attention grabbing.
e File (photo, footage, sound): pictures and video that have ran, aired or were
printed before (can be used to promote an upcoming similar event).

Celebrating peace in Rwanda

Rwanda commemorated the international day of peace 2007 with a focus on children as

active peacebuilders in their communities. Two events took place, one in Kigali, the capital

city of Rwanda and another in Butare in the southern province. In Kigali, a total of 1200

people came together from GPPAC member organizations, the Kinunga Primary School pupils,
theiri S OKSNA YR YlIye 20KSNA® ¢KS (GKSYS 4
OKAf RNBY F2NJ iKS& FINB (2Y2NNRgQa €SI RSN
children dressed in traditional Rwandan style and poems prepared by some GPPAC members,
all conveying messages of peace. The event was covered by Rwandan national television.

5.2.3 Produce your own media

In order to bring more hype to your campaign you can also create your own
communication media. There are plenty of examples of non-traditional journalism that
can disseminate a message just as effective if not more so. Because material is
specifically selected to reduce conflict the use of non-traditional media can be more
effective in some communities. Such programs are often seen as actions but many
require some form of media to be carried out properly.

Examples of media initiatives you may find useful to integrate into your campaign

include, but are not limited to:
- composing music and circulating the songs to the public
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- producing plays

- creating documentaries and other films or television shows

- starting community radio programs

- creating a new publication (magazine, weekly paper, website, etc)

You can find more information about the connections between media and conflict
prevention in The Power of the Media: A Handbook for Peacebuilders, published by the
ECCP. You can find in formation on ordering the publication under the program section
of ECCP website (www.conflict-prevention.net) as well as the full text online by going to
http://www.gppac.org/documents/Media book nieuw/a b contents.htm

5.3 Persuading Politicians

This tool kit is not meant to help you with lobbying and advocacy actions, but this
section is included as a reminder that it is important to keep in mind the political
implications during all campaigns. It is also important to keep in mind that any political
actions you are involved in such as lobbying and petitioning can make an impact on your
campaign. This sis especially true if it these activities are covered by the media. Media
coverage and political ties to campaigns can often amplify the number of people a
campaign reaches. If you can get state sponsorship or cooperation of any sort on your
campaign this will also help bring in more recognition. In every campaign that you run
remind the participants that they too can pressure politicians to push for peace and to
institutionalize programs that will prevent conflict for generations to come. But also
please bare in mind political sensitivities, and the different mandates that governments
and civil society organizations have. The spirit should be promoting cooperation and
emphasizingoneaOK 2 0 KSNIR& O2YLX SYSy il NE NRfSas NIFGK
opposing and not proposing.

Action without vision just passes time.
+AdA2y 6AGK FOGA2y Oly OKIFy3aS (K
-Nelson Mandela
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Chapter 6 - Monitor and Evaluate

As you forge ahead on your campaign trail it is important to remember to take time and
reflect on how many of your goals are being met. This should not be put off until the
end of your campaign. By monitoring the entire campaign you will get a more precise
picture of how public awareness is developing among your target audience. This is why
monitoring and evaluation go hand in hand throughout the entire process of your
campaign. By monitoring each step along the way you are able to stay on track. The
monitoring and evaluation process will also help you make reports for both your peers
and donors. This way you can show them what you have accomplished. Through sharing
program ideas and successful processes campaigns can be improved around the globe
helping the wider global community achieve more. This can help expand the reach of
your campaign even further as people across the world become more aware of the
issues addressed in your campaign when it is picked up by other organization working
towards similar goals.

Golden Rule: Share Your Success

Pass on your success stories so they can be shared with the rest of the GPPAC Network.
2dz2Qf £ 3ISG FNBS LWzt AOAGE YR GKS SyidANB

6.1 Meeting Goals

As you monitor and then evaluate your campaign you will need to keep in mind the
goals set during the planning process. You can measure the success of your campaign by
keeping a tally of what goals you have or have not met. To do this it is necessary to
clearly define each goal. Some goals are obviously easier to measure than other. Easily
measured goals include gaining higher attendance at your next rally, getting 200 people
to sign a petition, hand out 500 brochures and find none left on the ground, etc. Setting
up deadlines for parts of the campaign is another way to measure your progress. You
OFy 1SSLJ GNXO]l 2F K2¢g TFIN 22dzQ@0S 3I2yS o0& OK
you may want a peaceful resolution workshop added to the curriculum of a local school
with in 2 years. You can make a set of deadlines for this main goal with different criteria
that must be met before the main goal is reached. A meeting with parents to drum up
support, meet with a school board to determine what resources they have, setting up a
plan of what should be taught in the class, finding the right classroom materials, finding
a teacher, etc - everyone of theses steps can be ticked of the list as being complete to
help you measure how well you are progressing towards your final goal. Other goals,
such as preventing conflict in a town, are harder to measure and a different method of
monitoring and evaluation is needed.

N>
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21 September 2007 in Somalia

22NI R £AaA2y {2YFfAlF YFEN]JSR (KAa &SI NRA
Waajid, southern Somalia. The occasionalsomarkS R mp &SI NAR 2F 2 2 NJ
country, in a Child Friendly Space which was opened officially as part of the celebrations. The
Waajid Child Friendly Space provides a place for Somali children to play, laugh and heal.
Group therapy is one of the activities that takes place at the centre, funded by World Vision
Australia. World Vision UK funded the activities marking the International Day of Peace. After
afootballmatch11-€ S NJ 2f R ! KYSR &l ARX &LF Fff 27
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6.2 Outcome Mapping

In order to measure the success of less tangible goals, outcome mapping is quite useful.
Outcome mapping can effectively look at people and how they are reacting to their
changing environment. The process looks at behavioural changes within the population
in relation to what is being done by society and organizations. It helps organizations
show where they are contributing to outcomes in the area. The system will also help
you evaluate unexpected outcomes that may occur. Another aspect of outcome
mapping is that it accounts for the fact that other factors may influence your target and
can give you a chance to find out what they are and actually plan for the impact of those
outside forces.

Outcome mapping is an approach that includes the planning, monitoring, and evaluation
stages of a project or campaign. For the best results in determining how your efforts are
contributing to the behaviour of people within a specific community you ought to follow
the entire process from start to finish. This includes going through every stage of the
approach. The first stage is to Design a plan. The plan is designed by looking at why you
want to take action, who will you be able to work with, what changes you are seeking
and how your process will contribute to change. Next you will need to set up a system
to asses the progress made by you and your partners. There are a myriad of tools you
can use to do this, we will discuss a more popular one later in this chapter. Lastly you
need to set up an evaluation plan to help determine what contributions you made to
the final outcome within the community where you took action. You can find more
information on Outcome mapping here (link to M&E work sheets and GPPAC set-up for
now? Link to M&E toolkit later).
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UN Inrernational Day of Peace in the Democratic Republic of Congo

The UN and UNICEF organized a day full of activities for hundreds of people in the
Kadutu Stadion in Bukayu. War Child was selected to showcase its work. Children
gave spectacular performances with music and traditional dances, and formed a huge
peace sign, while singing songs. The best poems and songs from a competition for
children in the run-up to the day were performed on the 21st on local radio and
television. The day ended with a friendly soccer match.

6.3 Knowledge Surveys

Knowledge surveys are one of the most popular tools used to measure awareness.
Basically this tool evaluates how aware people are of an issue by asking them what they
know. You can do this by conducting a knowledge survey before and after your
campaign. By selecting a portion of the community to interview you can find out about
the general atmosphere surrounding a topic is in a town, village, or city. This type of
evaluation can be very time consuming depending on how many people you would want
G2 adz2NBSe |yR K2g Ylye ljdzZSadAz2ya &2dzQR I al
the survey also brings problems, because the small group may not be a fair
representation of the entire community. If you get a good sample of the population an
initial knowledge survey can help guide your creation of a well tailored campaign to
address any knowledge gaps you find.

There are several different ways to do knowledge surveys but personal connections
work best. People often forget to fill out paperwork sent or given to them. It is a good
idea to have a standard form, but have a person from your organization sit down with
the people you are interviewing in the survey for the best results. You can go to a
marketplace and talk to people or go door to door in order to gather information on
what people in a particular community know about the topic you are campaigning
about. Phone calls work as well, but they are not always the most welcome way to
communicate with people as it can interrupt a persons daily activities and may cloud
their responses. If your area has very good computer and internet access you may even
R2 & dzNJJ S &eRand efidil, lbut theékeSwo fave a chance to go unanswered and
are limited to measuring the knowledge of people who have access to the necessary
technology.

If you are unable to conduct a survey in advance, you can also do a quick survey before
an event. This will mean you only get an idea of what people interested in the event
know about your campaign topic, but you can ask questions about where the
participants are from and so on to try and build a picture of the entire community.
Doing a survey in this way is less informative but it is better than nothing. If you are
having any kind of event where the participants are gathered as a full group at the
beginning, you can easily have the welcome speaker ask a question or two dealing with
conflict prevention. By a show of hands it may be possible to see how many people have
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heard of active listening before the event or how many people have acted as a mediator
between friends. This is not the most scientific of tests, but it does give you the general
idea of whether most, half, a quarter of the crowd or few people in the audience have
been to exposed to such ideas. It is best to explain any term you use in everyday terms.
You can ask if anyone has helped two friends settle an argument instead of asking if
anyone has ever acted as a moderator before.

Once an event is done you should re-do your knowledge survey. This can be done by
asking people to fill out a comment sheet at the end of an event asking them specific
guestions about what they learned, what they enjoyed, and what they found most
useful to use at home. You should also conduct the same survey at different intervals
after the event, such as a few weeks and a few months later. You can even boost
responses by saying you will randomly draw one or a few of the surveys to win a prize. It
R2Say Qi ySSR (2 68 lyediKAy3a SELSyaweSed {2YS
from this or another event or campaign, books you have published or crafts that a
member can make. Often you can find local business willing to donate gift certificates
for such prizes as it is basically free advertising for them. Another key is to keep them
relatively short and ask people to answer questions on a scale rather than in short
answer form. This will save them time and you can always tell people that they are
welcome to explain their answers on the back of the sheet if they would like to do so.

Survey not only the people who attended the event, but also select a group of people

from the community who did not attend to interview with the same questions to find

out what information is being passed on. At the same intervals that you ask participants

guestions conduct your original public knowledge survey again. If you include a question
FA1AYy3d 6KSGKSNI (K SriendSattendRd/ahy Seyerk vénts ol A £ & 2 NJ
even gage the presence of information being passed on by word of mouth. Later you

can evaluate the progress made towards your goal by looking at if any new public views

where formed and what opinions, if any, changed.

It is common sense to take a method and try it.
If it fails, admit it frankly and try another.
But above all, try something.

- Franklin D. Roosevelt
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Chapter 7 - Contacts

It is often useful to discuss ideas and campaign details with organizations who are running or
have already carried out similar awareness raising efforts. Close contact with others not only
benefits the planning process, but it can also help spread information about your campaign to
additional audiences throughout the network. Here is an overview of each of the GPPAC fifteen
regional secretariats: they will be able to help you connect with other organizations in their
region.

You can also search the GPPAC Global Directory for organizations at
http://www.gppac.org/page.php?id=1481

GPPAC Global Secretariat

European Centre for Conflict Prevention
Email: info@conflict-prevention.net

European Centre for Conflict Prevention
Laan van Meerdervoort 70

2517 AN The Hague

The Netherlands

tel: +31 (0)70 311 0970

fax: +31 (0)70 360 0194

website: www.conflict-prevention.net

GPPAC Regional Secretariats

Central and East Africa

Nairobi Peace Initiative-Africa
Ms. Florence Mpaayei

Email: fmpaayei@npi-africa.org
website: www.npi-africa.org

Southern Africa

African Centre for the Constructive Resolution of Disputes
Mr. Kwezi Mngquibisa

Email: kwezi@accord.org.za, karabo@accord.org.za
website: www.accord.org.za

West Africa

West Africa Network for Peacebuilding
Mr. Emanuel Bombande

Email: ebombande@wanep.org
website: www.wanep.org

Latin America and the Caribbean
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Regional Coordination for Economic and Social Research
Mr. Andrés Serbin

Email: Sanrafaelsrl@fibertel.com.ar, info@cries.org
website: www.cries.org

North America

Canadian Peacebuilding Coordinating Committee
Mr. David Lord

Email: cpcc@web.ca

website: www.peacebuild.ca

and

US Steering Committee for GPPAC

Mr. Charles F. (Chic) Dambach

Email: chic@allianceforpeacebuilding.org
Website: www.allianceforpeacebuilding.org

South Asia

Regional Centre for Strategic Studies
Professor Amal Jayawardene

Email: ed@rcss.net

website: www.rcss.org

The Pacific
Mr. Moses Waqa

Southeast Asia
Initiatives for International Dialogue
Mr. Augusto N. Miclat Jr.

Email gus@iidnet.org
website: www.iidnet.org

Northeast Asia

Peace Boat

Mr. Tatsuya Yoshioka

Email: gppac@peaceboat.gr.jp
website: www.peaceboat.org

Central Asia

Foundation for Tolerance International
Ms. Raya Kadyrova

Email: Fti@fti.kg

webiste: www.fti.org.kg

Middle East and North Africa
Arab Partnership for Conflict Prevention and Human Security
Secretariat: Permanent Peace Movement
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Mr. Fadi Abi Allam
Email: ppmleb@idm.net.lb

Western Commonwealth of Independent States
Nonviolence International

Mr. Andre Kamenshikov

Email: akamenshikov@mail.ru

webiste: www.nonviolenceinternational.net

The Caucasus

International Center on Conflict & Negotiation
Ms. Tina Gogueliani

Email: iccn@iccn.ge

website: www.iccn.ge

The Balkans

Nansen Dialogue Centre Serbia
Ms. Tatjana Popovic

Email: tanjap@sezampro.yu
website: www.nansen-dialog.net

Northern and Western Europe
European Centre for Conflict Prevention
Mr. Peter van Tuijl

Email: info@conflict-prevention.net
website: www.conflict-prevention.net

Individually, we are one drop. Together, we are an ocean.
Ryunosuke Satoro

Sierra Leone

As part of a War Child program, four villages of the Bombali-district organized an event in
Makeni city. The event attracted a couple of thousand participants and proved to be a huge
success. Both youth and adults formed small groups and created a "peace parade"”. During
the day people could participate in theatre performances, sporting activities and traditional
games. A final soccer match decided the overall winner of the day. The teams were mixed in
order to promote the integration of children, youth and adults of the four different villages.
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Chapter 8 - Useful GPPAC References

As this is meant to be a quick and easy reference for getting together a campaign it
quickly touches on many of the main tips you can use. If you need more in depth
information for your campaign or event here are a few other links that may be helpful as
references.

8.1 Useful Web Links

G tS2LXS . dzZAf RAYy3 t S OS KkAddlecfiodzdidshidng dzf & (G 2 NR S
cases you could use in your awareness raising efforts, available in full online at
www.peoplebuildingpeace.org/thestories . The chapter focusing specifically on
awareness raising can be found here:

G/ I YLI Ay G2 [/ NB PeiplBulldingPebifeyf Sdaé¢ FTNRY
http://www.peoplebuildingpeace.org/thestories/articles.php?typ=theme&id=31

GC¢KS t26SNI 2F (GKS aSRAI Y¢fultexKavajaBldoligelat: F2 NJ t St
http://www.gppac.org/documents/Media book nieuw/a b contents.htm

He who does not research has nothing to teach.
- Traditional Proverb

Never doubt that a small group of thoughtful, committed citizens can change the world.
Indeed, it's the only thing that ever has.
- Margaret Mead

Debating Peace in Sri Lanka

To mark the International Peace Day, GPPAC Regional Secretariat the Regional Centre for
Strategic Studies joined with the Berghof Foundation for Conflict Studies and the
International Centre for Ethnic Studies to organize a panel discussion with eminent panellists,
titled "Making Peace Processes Work: What Roles for Third Parties?" The audience consisted
of people both for and against the involvement of third parties in a peace process, and the
discussion was highly constructive. Answering numerous issues raised by the audience the
panel addressed dilemmas of impartiality and neutrality as well as perspectives on how the
potential of third party involvement can be improved.
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Chapter 9 - Outside Sources

9.1 List of Other Useful Campaign Tool Kits

This chapter holds information on where to find other toolkits or campaign books that
may be useful for you to use. Some campaigns are very specific but each holds some
ideas that you may be able to incorporate into your campaign. If you find other useful
sources let us know and the list can be updated.

A

Action Against Small Arms: A Resource and Training Handbook - available for
purchase at http://publications.oxfam.org.uk

Millennium Campaign Tool Kit
http://www.millenniumcampaign.org/site/pp.asp?c=grKVL2NLE&b=403123
National Folic Acid Awareness http://www.folicacidinfo.org/campaign/
Drinking Water Source Awareness
http://www.lgean.org/documents/guidelines.pdf

National Suicide Prevention Lifeline Awareness Campaign
http://www.suicidepreventionlifeline.org/campaign/kit/campaign.aspx
Transparency International

http://www.transparency.org/tools/e toolkit/tools to support transparency i
n_local governance

Stay in Circulation Campaign: Steps Against P.A.D.
http://www.nhlbi.nih.gov/health/public/heart/pad/materials/using checklist.ht
ml

International Literacy Day Tool Kit http://www.national-coalition-
literacy.org/ToolKit2003.pdf

Community Guide to Raise World Awareness On Adult Abuse
http://www.inpea.net/downloads/community guide 1-20-06.pdf
Campaigning to stop violence against women
http://www.amnesty.org/resources/pdf/SVAW/Campaigns2.pdf

Sweat Free Tool Kit
http://www.globalexchange.org/campaigns/sweatshops/sweatfreetoolkitcampai
gn.pdf

Preventing Child Sex Tourism
http://www.ecpat.net/eng/ecpat_inter/projects/sex tourism/sex tourism.asp
National & Global Youth Service Day Campaign
http://www.ysa.org/nysd/resource/ny07resrc/tk/2007toolkitcomplete.pdf

Get Organized! Tool Kit for Global Exchange
http://www.globalexchange.org/countries/mideast/irag/toolkit.pdf

Disability Awareness in Action
http://www.independentliving.org/docs2/daakit31.html

WWC Strategies For Developing a Health Promotion

Campaign http://www.eurasiahealth.org/resources/toolkits/womenswellness/E
nglish/StrategieshpCampaign summer2000.pdf
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A Help the Aged Campaign Tool Kit
http://www.helptheaged.org.uk/NR/rdonlyres/B96214DD-99E9-4117-B742-
52C75C3A458D/0/Campaigning together toolkit.pdf

A Integrated Water Resource Management http://gwptoolbox.org/

9.2 Other Useful Resources

You may also be able to get interesting ideas and a stronger grasp of campaigning by
looking over one or more of these more general books on public relations an
campaigning.

Beckwith, Sandra. (2006) Publicity for Nonprofits: Generating Media Exposure That
Leads to Awareness, Growth, and Contributions. Kaplan Business.

Beckwith, Sandra L. (2003) Complete Publicity Plans: How to Create Publicity That Will
Spark Media Exposure and Excitement. Adams Media Corporation.

Feinglass, Art. (2005) The Public Relations Handbook for Nonprofits: A Comprehensive
and Practical Guide. Jossey-Bass.

Levine, Michael. (2002) Guerrilla PR Wired: Waging a Successful Publicity Campaign
Online, Offline and Everywhere in Between By Michael McGraw-Hill Professional.

Moffit, Mary Anne. (1999) Campaign Strategies and Message Design: A Practitioner's
Guide from Start to Finish. Praeger Paperback.

Semetko, Holli. (2004) Political Campaigning in Referendums: Framing the Referendum
Issue. Routledge.

Yale, David R. (1995) Publicity & media Relations Checklists: Maximize Exposure with
Every Public Realtions & Publicity Contact McGraw-Hill Professional.

It is amazing what you can accomplish if you do not care who gets the credit.
- Harry S. Truman
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