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INTRODUCTION WHAT IS COMMUNITY 
ORGANISING?

BEFORE YOU BEGIN
You have identified an issue that is important 
and you’re committed activism for a better 
world has led you to plan your campaign… 
thats fantastic! 
Before coming by this booklet, it’s likely that you’ve used the 
first of the Capacity Building Packs  ‘Issues Campaigning’. 

If not, please let us know and we will be happy to get you a copy 
and run you through the key points.

If yes, this means you’ve recognised an important issue and 
have done the groundwork for your campaign... Now we are 
going to help you build your campaign by guiding you through 
a system that will draw in supporters and add to your success.

The Australian Greens believe that strong relationships and 
collaborative community action is fundamental to creating 
change for a better and brighter future. We want to do more 
than just listen to the needs of the community and act on your 
behalf, we want to empower you and provide you with the tools 
to make our world a better place. 

We at the Australian Greens have confidence in you and 
believe that an engaged and informed community, along 
with our determination and parliamentary support can make 
significant positive change towards the issues affecting our local 
community, state, nation and global society.

Community organising is coordinating people 
within the community to work collaboratively 
to address concerns and uphold the interests 
of the community. 
Community organising is coordinating people within the 
community to work collaboratively to address concerns and 
uphold the interests of the community. 

Community organising is a ‘for the people, by the people’ 
movement, where community members become active and 
organised in raising awareness of any given issue, and work 
collaboratively towards solving problems as they may arise.

Throughout history community organising has proven to have 
a massive impact on creating change and now we are at a 
more exciting time than ever. With a huge array of technology 
at our fingertips to reach more people than ever before, people 
are becoming empowered and confident to stand up against 
injustice in the world. 

We are a part of an era where we have the tools, resources and 
passion to make a difference we can be proud of.

The last few years have been proof of this with success stories 
of people power such as the Save James Price point campaign, 
the anti-fracking Lock the Gate Alliance and the international 
campaign for marriage equality.

So now you know how important community organising and 
engagement is, now we are going to show you how to apply it 
to your own campaign!

While it’s good to have ideals about where you 
want the movement to be, it’s also important 
to be realistic about where you community is 
currently to apply the appropriate techniques 
to achieve the greatest outcomes. The first 
and one of the most important tools you will 
learn to use is the circles of engagement, so 
lets begin with them…
Community organising is coordinating people within the 
community to work collaboratively to address concerns and 
uphold the interests of the community. 

Community organising is a ‘for the people, by the people’ 
movement, where community members become active and 
organised in raising awareness of any given issue, and work 
collaboratively towards solving problems as they may arise.

Throughout history community organising has proven to have 
a massive impact on creating change and now we are at a 
more exciting time than ever. With a huge array of technology 
at our fingertips to reach more people than ever before, people 
are becoming empowered and confident to stand up against 
injustice in the world. 

We are a part of an era where we have the tools, resources and 
passion to make a difference we can be proud of.

The last few years have been proof of this with success stories 
of people power such as the Save James Price point campaign, 
the anti-fracking Lock the Gate Alliance and the international 
campaign for marriage equality.

So now you know how important community organising and 
engagement is, now we are going to show you how to apply it 
to your own campaign!
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CIRCLES OF ENGAGEMENT COMMUNITY COMMITTED

CROWD
CORE

CONTRIBUTORS
MONITORING YOUR 
MEMBERS AND THEIR 
INVOLVEMENT

Engagement circles are useful tools for community groups and activists to build upon and 
gain growth in their campaign. 
While there are many variations regarding the different circles and ladders, fundamentally they are all about motivating and increasing 
supporter involvement throughout each stage of your campaign. Understanding each level of engagement will be an essential tool 
for knowing where supporters currently sit and how you can encourage them to expand their involvement, drawing them into the 
next circle.

The community is the largest outer circle, that has little to no 
involvement in the campaign. They are the general public and 
essentially the people you are trying to recruit and get participating 
at some level. In order to get the people in the community to 
move into the crowd, you must find ways to approach them. This 
can be in the form of door knocking, through media, speaking at 
events etc. Once you have interacted with them in these ways 
they will move into the crowd.

The committed are the people who are not only actively but also 
regularly involved with the campaign. Committed volunteers are 
so actively involved that they are part of logistical  organising, 
can delegate tasks and can train other less active volunteers (the 
contributors). People engaged in this circle demonstrate a high 
level of dedication to the campaign. In order for people in the 
committed to move into the core, they need to show leadership, 
and be dedicated to the development of the campaign. You 
may ask people in the committed circle to be more devoted and 
become part of the core, however ultimately being in the core 
is about showing initiative, direction and management of the 
campaign.

The crowd are the people whose contact information you gave, 
but whose engagement with the campaign is minimal. People in 
the crowd may have taken a flyer, given their email address or 
signed a petition. Regular communication occurs with the crowd 
through their contact information. To move crowd members into 
contributors, it will be a matter of using the contact information 
you have about them to ask them to become involved further. It 
is important that you be clear and precise about what you are 
asking in order for them to become contributors.

At the core of any campaign are the leaders and the staff. These 
are the main organisers and often the founders of the campaign 
who develop aims, strategies and objectives. Those at the core 
drive the campaign in the direction of it’s vision. The biggest 
issue for those at the core is the risk of burning out from taking 
on too many tasks. To avoid this it is important to keep ample 
amount of members at the core and ensure that tasks and time 
off is distributed evenly.

Contributors are active members who volunteer and/or donate 
to the campaign in some way. Their engagement is often 
through task-oriented and directed action. Once contributors 
have been involved on several occasions, you can ask them to 
pass on their skills and knowledge to train new volunteers, for 
example. By doing this and asking for commitment to do so, the 
contributors will move into the circle of committed.

When using the circles of engagement techniques it is important 
to monitor where your members are. There are several ways you 
could do this, but ideally you would want to do it in a way that 
requires minimum time and effort and easily accessible data and 
feedback. A simple one-page online survey to get members to 
fill out 2-3 times a year, providing information about what they 
have been doing on the campaign, how often and even asking 
them which circle they see themselves in etc. Another option 
would be logging campaigners involvement in some form, 
such as Nation Builder, however it is important that this doesn’t 
become overly time consuming.

Community
•	 The	wider	public

•	 The	ultimate	audience	for	the	campaign

Crowd
•	 Supporters	of	campaign

•	 Passive	Involvement

Contributing
•	 Active	Involvement

•	 Contributing	time,	money,	skills

•	 Feel	belonging	to	campaign

Comitted
•	 Taking	on	roles	of	responsibility

•	 Organising	or	supporting	others

•	 Feel	shared	ownership	of	campaign

Core
•	 Part-time	or	fulltime	roles

•	 Essential	to	function
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ASKING PEOPLE  
TO STEP UP

RESOURCES AND 
MATERIALS NEEDED

What are Supporter Pathways?
Supporter pathways are the journey that activists travel 
to become a part of campaign. It is about understanding 
how people come to be involved with the cause, which is a 
fundamental part of recruiting supporters. There are many 
different ways we can recruits supporters such as through 
stalls, door knocking, speaking at events etc., however it is 
important that we understand what makes people want to join a 
movement. People are drawn to become activists in a campaign 
for several reasons, such as to feel a part of a team or to know 
that they are a part of making positive change- make supporters 
aware of the benefits of joining. 

Recruiting supporters begins with the use of persuasive 
conversations. If you haven’t already read this in our first of 
the capacity building booklets ‘Issues Campaigning’ we have 
included it again as a reminder. Having persuasive conversations 
is the first step in building a relationship with the person you are 
trying to recruit. Always be polite and you will begin to make a 
connection, then you can start to look for mutual values that will 
relate to your campaign.

Once you have made a connection, you can begin to share 
some information about the campaign. Be minimal about facts 
and figures and rather try to relate the issues of the movement in 
ways that the supporter can relate to on a emotional level.

Now that you have built a connection and shared information 
about the campaign you will know if the potential supporter will 
be interested in joining the movement. The next stage is asking 
them for commitment. Start off with something small, but also 
specific about what you are asking. If they are hesitant, ask them 
what might be a barrier and then offer a solution or alternative 
to this, these are often referred to as a step down. For example 
if you are asking someone to attend an event, however they 
don’t have the time, then ask them if they could donate to the 
campaign instead. This can work vice versa if someone can’t 
afford to donate the amount you are asking (e.g. $50), you can 
take a step down and ask them to donate less, or ask them to 
volunteer at your next event instead.

Always remember to follow up! Try to do this soon after while 
your story and connection is still fresh and before interest is lost. 
No more than a week is suggested. 

In order for us to successfully recruit and draw in more 
supporters, it is essential to identify the core resources needed 
to achieve this, which are people, skills and time.

People
All great and successful movements require people power, 
and the more the better. The more people involved in the 
campaign the more it has a chance to make significant change. 
Particularly in the political arena, the greater the masses the 
harder the pressure on governments to do something about an 
issue becomes. Getting enough people involved creates and 
maintains momentum in the movement

Skills and knowledge
Once you have the essential resources of people, it is important 
to find out the skills and knowledge they can bring to the 
campaign so that they are being utilised to the fullest. From 
educational backgrounds, previous experience, computer and 
communication skills etc. It is useful to make a list of skills and 
knowledge that will be required throughout the campaign in 
order for it to grow and reach its goals.

Time
Identifying how much time and energy volunteers are willing and 
able to give.

Equipment
Computer, stationery, merchandise, funding for events etc.

Location/Space
A base for your campaign and/or your group. A place where 
meetings can be held and where volunteers can contact your 
movement.

SUPPORTER ENGAGEMENT PATHWAY

When Day 1 Day 1-5 Day 7 Before 
Event Event 1 Week After 

Event
14 Days after 

1st Event

What Welcome	email	
including	a	
personal	video

Phone	call ‘Get	Involved’	
email

Event	reminder	
email

Fundraiser	or	
community	
event

‘Thankyou	for	
coming!’	email

Phone	call

How When	joined	
online	this	
sends	through	
an	automatic	
email	or	send	
manually

Call	made	by	
committee	
member/s	
(people	
who	are	
contributors,	
committed	and	
in	the	core)

Send	7	days	
after	sign-up/	
joining

Sent	to	people	
who	said	on	
the	phone	they	
would	attend

Organised	by	
the	core	and	
committed	
members	of	
the	campaign

Send	7	days	
after	event

Call	made	by	
committee	
member/s	
(people	
who	are	
contributors,	
committed	and	
in	the	core)

Why To	show	you	
campaign	team	
cares	enough	
to	send	a	
personal	video

To	tell	
supporters	
that	we	want	
and	that	we	
need	their	
participation.	
To	make	
personal	
connection	
with	another	
member

Show	new	
supports	how	
they	can	start	
to	make	a	
difference	and	
what	issues	are	
important	to	us

To	gain	more	
attendees	and	
supporters

To	raise	
funds	for	an	
important	
cause,	
to	create	
awareness	and	
to	network

To	show	
appreciation	
and	to	
reinforce	
impact	of	the	
event	e.g.	‘you	
were	one	of	
200	people	
who	showed	
their	support’

To	gain	more	
attendees	and	
draw	in	more	
supporters

Ask - To	attend	your	
first	event

To	get	involved	
e.g.	Sign	a	
petition

For	
participation

For	further	
involvement

Remind	of	next	
event	with	link/
volunteer	for	
next	event

Remind	of	next	
event	with	link/
volunteer	for	
next	event

Materials 
needed

A	copy	of	the	
welcome	email	
and	30	second	
video

A	script	for	
the	members	
making	the	
call.	An	RSVP	
page/website/
text

Email	text Email	
reminding	of	
the	event

Flyers,	event	
invites,	
speakers	list/
itinerary	of	
the	event,	
merchandise,	

Email	text A	script	for	
the	members	
making	the	
call.	An	RSVP	
page/website/
text
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KEEPING 
PEOPLE ENGAGED

Persuasive conversations are about 
understanding where the other person 
is coming from and figuring out how to 
connect your idea or campaign to their 
needs and values.
While it can take time to perfect this ability; below are a few tips 
that will help:

•	 Acknowledge and relate to the person through story – 
this is about sharing personal stories and experiences to 
build connections, not us attempting to impart facts and 
information

•	 Stay positive and polite – impressions and experiences 
count for everything

•	 Tune	 into	 emotions	 -	 the	 most	 effective	 persuasion	
conversations draw on the heart space rather than focused 
on the head space. Facts are helpful but don’t always 
change people’s minds – share what you know when you 
can, but take it back to values where you can

•	 Persuade but don’t argue - this is not about arguing with 
people, convincing them we’re right. Do respectfully 
challenge any mistaken ideas, or share information that 
you think will be persuasive, but remember that these 
conversations are primarily about listening, understanding 
and connecting with people

•	 Be an active listener - people want to feel that they are 
sincerely heard (not that you are just going through the 
motions). Give the person positive prompts through the 
conversation (“uh-huh”, “yes”, “mmm”, “absolutely”)

•	  Ask follow up questions – ask lots of follow up questions. 
This will give you more information and prompt the person 
to	reflect	more	deeply	on	what	they	are	telling	you	(“that’s	
interesting, why do you think that? What matters most to 
you?” “That’s great that you’re pretty supportive of the 
campaign, on a scale of one to ten how supportive would 
you say you are right now?”)

•	 	 Reflect	 back	 what	 you	 hear	 -	 periodically	 try	 to	 reflect	
back	 the	 essence	 of	 what	 the	 person	 is	 telling	 you	 (“it	
sounds	like	this	is	really	important	for	you,	like	for	so	many	
other	people	in	the	community”)

•	 	 Focus	 on	 values	 –	 listen	 for	 what	 values	 (or	 heart-felt	
concerns)	 lie	behind	what	someone	is	telling	you	–	don’t	
get	drawn	into	a	discussion	about	details

•	 	Look	 for	points	 to	use	 their	 values	 to	pivot	back	 to	 the	
campaigns’	 work,	 to	 highlight	 our	 achievements	 and	 to	
contrast	with	opponents

•	 	 As	 you	 approach	 the	 close	 of	 the	 conversation,	 focus	
on	identifying	and	redressing	any	barriers	they	may	have	
joining	the	campaign	–	you	can	be	very	direct	about	this,	
“so	 it	 seems	 like	 you’re	 still	 undecided	 about	 joining	
the	 movement,	 is	 there	 anything	 that	 would	 stop	 you	
supporting	us?”

2. 3.

4.

5.

6.

7.

8.

1.

We organise those people 
into a list on our database.

We create an  
event online.

We call to invite 
people to our 
event.

We call to confirm 
all RSVPs.

At the event, we welcome, 
train, check-in and debrief 
with the volunteer. And, 
always, Thank.

We call to debrief & thank 
volunteers for coming.  
If they enjoyed the event 
we invite them to the next one

Our volunteers know how 
important & valued they are so 
they make time to come to our 
next event and join our team!

Our volunteers know 
how important & 
valued they are so 
they tell their friends  
to help too!

People put their hand 
up to volunteer.

HOW TO HAVE  
PERSUASIVE CONVERSATIONS:
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Numbers in the Senate

  T0 30 JUNE 2014 CURRENT

 Coalition 34 33
  31 25
 Greens 9 10
  0 2
 Independents 1 3
  1 0
  0 1
 Family First 0 1
  0 1

 T0 30 JUNE 2014 CURRENT
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HOW TO USE YOUR  
GREENS IN PARLIAMENT CONT.

HOW TO USE YOUR  
GREENS IN PARLIAMENT

What Makes a Good Meeting and Good 
Advocate Relationship?

 Be clear on what you want

 Basic literacy of political lie of the land (who needs convincing)

 Short, well referenced briefs

 Clear asks - see levers below : )

 Indication of how other parties are voting / care factor

 Proactive, follow up with meeting notes and requests,we are 
busy and need you to keep knocking

 Don’t assume we know or are across your issue even if 
itseems obvious to you

 Let us know how we can help and vice versa

 If you plan on visiting State or Federal Parliament House, 
make sure that do some background research on the 
politicians you plan on meeting. You may have to vary your 
pitch to match their different personalities

Numbers in The Senate and Balance of Power
In a nutshell:

 There are 76 Senators - 12 from each state & 2 from each 
territory

 Senators get a 6 year term – means a half senate election 
every federal election

 76 votes means you need 38 votes to block something and 
39 votes to pass.

The Greens share Balance of power with Labor and 
the crossbenchers.
This means:

 For the government to pass anything in the Senate it needs 
Coalition (33) plus 6 additional votes

 For the Greens to block government bills we need 38 votes: 
Greens (10) + Labor (25) + 3 crossbenchers

 For the Greens to pass our own bills or motions etc we need 
39 votes: Greens (10) + Labor (25) + 4 crossbenchers

Our Senators are Your Voice in Parliament. 
To be the most effective advocates it’s useful 
to be familiar with the levers we can use,  
to get outcomesyou’re working on.  
This section provides a ‘how to’ guide on  
how we can work for you.

Parliamentary Levers
1.  SENATE COMMITTEES AND INQUIRIES:
One	of	the	most	important	jobs	theSenate	does	
is	Inquiries	through	the	Committee	process.
Inquiries	can	be	done	on	bills	before	parliament	
or	important	issues	(by	reference,	through	a	
motion	to	the	senate).
Senators	can	establish	senate	inquires	on	
legislation	or	issues	of	the	day.

2.  SENATE ESTIMATES:
Senate	Estimates	is	a	useful	tool	for	finding	
out	and	keeping	pressure	on	the	Governments	
budget	agenda.
Estimates	occurs	three	times	within	a	year	and	
is	an	opportunity	through	the	committee	process	
for	Senators	to	ask	direct	questions	to	the	
relevant	Minister	and	Department.
The	first	is	Budget	estimates	which	runs	for	
two	weeks	and	is	held	after	the	budget	each	
year	(usually	in	May	/	June),	the	next	is	Budget	
Supplementary	Estimates	which	lasts	for	a	
week	and	is	usually	in	October,	and	finally	there	
is	Additional	Budget	Estimates	which	is	in	the	
following	February	of	each	year	and	also	runs	for	
a	week.
Estimates is a useful time to ask questions 
around funding changes, budget priorities, 
process and procedure.
Stakeholders and individuals send questions to 
Senators to be asked.

3.  LEGISLATION:
While	a	lot	of	our	time	is	spent	dealing	with	
government	bills,	any	Senators	can	introduce	
their	own	legislation;	Private	Members	Bills.	
These	bills	are	a	good	way	for	you	to	connect	
with	us	and	let	us	know	what	you’re	ideas	for	
legislation	are.

We	can	also	amend	legislation	that	is	being	
considered	by	Parliament.	If	you	have	any	
concerns	about	bills	before	parliament,	let	us	
know!
While Legislation is a key feature of 
government, it is not the best way for you 
to use Your Greens in Parliament. The best 
way for us to help you is through Motions, 
Questions and Petitions.

4.  MOTIONS:
Motions	are	a	clear	and	succinct	proposed	
resolution	or	order	of	the	Senate.	Senators	can	
place	1-3	every	sitting	week.	There	are	various	
types	of	motions	(below)	and	Senate	Inquiries	
must	also	be	moved	as	a	motion.
A motion will ask the government to note or 
make some action on an issue.It is voted on. 
The	three	types	of	Motions	that	will	benefit	you	
the	most	are:
Motion - Order of Production of Documents 
or Return to Order
This	is	a	way	of	‘ordering’	setting	a	time	frame	
for	the	government	to	make	certain	documents	
public.
Motion – General Business
These	can	be	used	to	put	an	issue	on	the	public	
record,	and	force	parties	in	the	Senate	to	declare	
their	position	on	a	particular	course	of	action.
Motion – Disallowance
This	is	a	motion	to	disallow	or	disapprove	
any	regulation	or	other	instrument	subject	to	
disallowance.
Motion – Referral for Inquiry
Moving	for	the	establishment	of	an	Inquiry	is	not	
really	an	opportunity	to	speak	but	rather	to	move	
a	motion,	but	it	is	a	parliamentary	lever.	This	can	
be	extremely	useful	in	bringing	out	the	issues	
and	providing	opportunities	forevidence	to	be	
brought	to	hearings.

5.  PARLIAMENTARY SPEECHES:
Senators	have	many	opportunities	to	make	
speeches	within	the	Senate,	including;	Senators	
Statements,	Adjournment	Speeches,	Seeking	
Leave	to	Make	a	Short	Statement,	Second	
Reading	Speeches	and	others.
If	you	wish	to	know	more	about	how	Speeches	
could	help	your	advocacy,	please	contact	one	of	
your	MP’s	Policy	Advisers.

6.  PARLIAMENTARY QUESTIONS:
Questions on Notice
Senators	can	at	any	time	submit	written	
questions	on	notice	to	ministers	and	other	
senators.	Answers	must	be	provided	within	30	
days.
Questions without Notice
Question	time	in	the	House	and	Senate	is	from	
2-3pm	every	day.	
The	Greens	usually	get	six	questions	and	Party	
Room	decides	that	morning	what	they	will	be	
and	who	will	ask	them	depending	on	issues	of	
the	day.	
“Take Note” speech - Answers to Questions 
without Notice 
30	minutes	is	set	aside	after	each	Question	Time	
where	Senators	who	has	asked	a	question	are	
able	to	give	a	5	minute	“take	note”	speech.	This	
provides	an	opportunity	to	analyse	the	answer	
given	by	the	relevant	Minister,	and	to	speak	on	
the	issue	again.

7.  PETITIONS:
Anyone	can	petition	the	parliament	to	obtain	
redress	for	grievances,	to	ask	it	to	take	action,	
or	not	to	do	something	that	is	contemplated.	
The	presentation	of	petitions	is	protected	by	
parliamentary	privilege.
We are more than happy to help you in setting 
up an appropriate petition.

More Information? Need a Little Extra Help?

We look forward to working with you through the parliamentary process!

		Senator Rachel Siewert:
(08) 9228 3277

		Lynn MacLaren MLC:
(08) 9430 7233

		Senator Scott Ludlam:
(08) 9335 7477

		Robin Chapple MLC:
(08) 9486 8255

Just	reach	out	to	one	of	your	Greens	parliamentarians	and	we’ll	give	you	all	the	assistance	you	need.	We	can	be	contacted	at:
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