
Welcome.

We’ll get started shortly.

We’ll be covering material from the Audubon Advocacy 

Manual. Download here: audubon.org/advocacymanual

http://audubon.org/campaignmanual
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Try out the chat box, or add your comment

• Tell us where you are tuning in from

audubon.org/findyourflock
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Audubon Campaigns

Use the Q&A feature to 

submit questions directly 

to our panelists

Use the Chat feature to 

connect with fellow 

attendees, share where 

you're from, or make 

comments



In the chat box, ensure 

your comment will reach 

the right people!

From the menu, 

select "All panelists 

and attendees" to 

share thoughts and 

ideas 

with everybody.



• Ask The Experts

Thursday, May 20, at 7:00 p.m. ET

• Next Campaigns Webinar

Tuesday, June 8, at 8:00 p.m. ET

audubon.org/findyourflock

Save The Dates:



Agenda

• Intros

• About Campaigns at Audubon

• Winning Campaigns

• Questions and Next Steps



About Campaigns at Audubon



Our Vision

Audubon can build a successful 
climate movement on these 
principles:

• Bird lovers can become climate 

advocates and climate advocates can 

become bird lovers.

• Everyone, everywhere can take 

meaningful steps to advocate for climate 

action.

• We can talk and act constructively about 

climate change without leaving anyone 

behind.



What is a Theory of Change?

How you :

1. Think change happens and

2. You can influence change.

This is an overarching frame for how you 

plan strategy and tactics.

Audubon Theory of Change

With a strong and trusted brand, people 

everywhere, and science and fact 

focused policy asks, we can build a 

community of advocates and durable 

public will through campaigns.

Audubon Theory of Change 



Our Theory of Change:

Accepts existing 

power relationships

Challenges existing 

power relationships

Direct Service for 

Birds:
Plants for birds, habitat protection, 

be a good egg

Science and 

Education:
Nature center programs, our 

magazine and blogs, youth 

programs

Representative 

Advocacy:
Speaking with people in power on 

behalf of a community. 

Direct Advocacy:
Speaking with people in power on 

behalf of the self. 

Engagement Program Policy Campaigns



Power comes from either organized 
people or organized money. You 
either have a lot of people on your side 
or a lot of money. Though you should 
aim for both.

Audubon’s grassroots organizes the 
power of people against the power of 
organized money.

What is Power?



Power is Not:

• Being right.

• Having the moral high ground.

• Having good information, the best 

science, and polished documents.

• Speaking for large numbers of 

people.

These are all important 
capabilities, but they don’t always 
translate to direct, sustained 
pressure on the appropriate 
decision maker.



Campaign Charter

Our 

Mission
To be the most effective conservation network in America

Our Team 

Goal

Consistently win policy campaigns at the speed and scale that is needed 

to protect birds and the places they need now and into the future

Our Strategy

We leverage policy, communications, science and our grassroots to run 

and win policy campaigns that get decision makers to do something they 

otherwise would not have done at the local, state and federal level



Audubon’s Campaign Process

- Develop 
factsheet/report

- Develop message and 
material development

- Write field plan and 
timeline

2. Communications & 
Field Planning

3. Execution1. Campaign Strategy 
Development

- Choose an issue

- Develop Campaign 
Strategy Chart

- Build your budget and 
team

- Execute strategy-based 
campaign & field plan

- Conduct ongoing regular 
internal campaign 
coordination meetings, 
external coalition meetings, 
tracking and evaluation

- Facilitate debrief – after 
action review

Our Approach



It’s not only about winning, 

it’s how you win.



Audubon's Campaign Framework

Strategy:

Goals
Organizational 

Considerations

Decision Makers 

(Targets)
Power Analysis Tactics

Slide adapted from Midwest Academy

Our Framework



What is Strategy?

Strategy is your plan to build 
enough power to win something 
from someone.

Steps:

1. How much power do you have?

2. How much power do you need to 

win?

3. What is your plan to build enough 

power to win? 



1. Long Term

What do you really want?

Example:  Combat climate 

change through adaptation and 

mitigation in order to protect 

birds now and into the future.

3. Short term

A step towards achieving 
your intermediate goal.

Example: Secure 3 additional 

co-sponsors on your bill

2. Intermediate

The campaign goal

Example: Pass State Clean Energy 

Bill 

Goals: In the right order



1. Resources

What resources do you 
have specifically for this 
campaign now?

• What resources can you raise?

• By when?

3. Internal/External 
Considerations

Are there any internal 
problems, tensions, or 
conflicts within the 
organization?

• What is your plan to address 

them?

• Who will address them?

• By when?

2. Organizational 
Gains?

What the organizations 

wants to get out of the 

campaign?

• New members? 

• Leaders?

• Donors? 

• Reputation? 

• Skills?

Organizational Considerations



Elected Officials Power Analysis:

• Votes – getting (re)elected

• Money – to help them get votes to get 
(re)elected

• Public image – to help them get 
(re)elected

Decision Maker(s): Always a person

Tier 1 Targets

The person who can give you what you want

Tier 2 targets:

A person who has power over those who can 

give you what you want.

Your Group

Tier 2 

Target

Tier 1 

Target



Power Analysis

1. Opponents

Are organized people or 
organized money against 
what you want.

2. Constituents

Are your members or 
people that can join as 
members

3. Allies

Are groups or people that 
can not join Audubon but 
support our issue.

4. Partners

Groups who are actively 

working with you to win.



1. Lots of People

Demonstrate to the target that 
lots of people agree with you.

Example: petitions, sign-on 
letters, action alerts

3. Meet face to face 
with your target

Get the right people in the 
room with the target

2. Lots of people in 
one place

Demonstrate lots of people 

care deeply about the issue 

and will show up where the 

target is.

Example: Rallies, public 

forums

Tactics: 3 Essential ways to

demonstrate your power



Audubon's Campaign Framework

Strategy:

Goals
Organizational 

Considerations

Decision Makers 

(Targets)
Power Analysis Tactics

Slide adapted from Midwest Academy

Long Term Resources Tier 1 Targets Opponents Always come last

Intermediate Organizational 

Gains

Tier 2 Targets Constituents Are done by 

people to target

Short Term Internal /External 

Considerations

Tier 3 etc. Allies and Partners 

including Action 

Fund 

Escalate over time



Opposition Audubon Win< =

Power Analysis



Example: Washington State



Heading

Caption or small amount 

of descriptive textWhere Do I Start?



Strategy

Goals
Organizational 
Considerations

Decision Makers 
(Targets)

Power Analysis Tactics

Tier 1Resources

Adapted from Midwest Academy

Strategy Chart

Intermediate

Opponents

Tier 2

Internal 

Considerations

Organizational Gains

Short-Term

Long-Term • Always come last

• Are done by people 

to a target

• Escalate over time

Allies & Partners

Constituents



Audubon Washington

Goals
Organizational 
Considerations

Decision Makers 
(Targets)

Power Analysis Tactics

Tier 1

Moderate Ds and Rs on 

House and Senate 

committees: Rural 

Development, 

Agriculture, and Natural 

Resources; W&M; 

Appropriations

Resources

5 full time staff

4,000 volunteers

25 chapters

Adapted from Midwest Academy

Strategy Chart Example 

Intermediate

Pass a carbon 

emissions and 

sequestration policy in 

2021.

Opponents

WA Farm Bureau, anti-

gov. conservatives

Tier 2

Seatmates of Tier 1 

targetsInternal Considerations

Challenge: building long-

term relationships in 

areas where enviro 

groups are distrusted.

Organizational Gains

10 new volunteer leads,

10% increase in 

members doing 

advocacy

Short-Term

Pass updated 

emissions targets with 

sequestration incentive.

Long-Term

Consistently secure 

impactful bipartisan 

climate wins.

• Always come last

• Are done by people 

to a target

• Escalate over time

• 5 info sessions in 

target districts

• Landowner/farmer 

sign-on letter

• 1000 calls

• 100 postcards sent 

to target lawmakers

• 50 community 

leaders signatures 

on letter of support

• 10 LTEs and 10 Op-

eds

Allies & Partners

Carbon WA, WA Forest 

Products Assoc.

Constituents

Audubon Chapters in 

WA; farmers, (possibly) 

ranchers, forest 

landowners









Audubon Washington

Goals
Organizational 
Considerations

Decision Makers 
(Targets)

Power Analysis Tactics

Tier 1

Moderate Ds and Rs on 

House and Senate 

committees: Rural 

Development, 

Agriculture, and Natural 

Resources; W&M; 

Appropriations

Resources

5 full time staff

4,000 volunteers

25 chapters

Adapted from Midwest Academy

Strategy Chart Example 

Intermediate

Pass a carbon 

emissions and 

sequestration policy in 

2021.

Opponents

WA Farm Bureau, anti-

gov. conservatives

Tier 2

Seatmates of Tier 1 

targetsInternal Considerations

Challenge: building long-

term relationships in 

areas where enviro 

groups are distrusted.

Organizational Gains

10 new volunteer leads,

10% increase in 

members doing 

advocacy

Short-Term

Pass updated 

emissions targets with 

sequestration incentive.

Long-Term

Consistently secure 

impactful bipartisan 

climate wins.

• Always come last

• Are done by people 

to a target

• Escalate over time

• 5 info sessions in 

target districts

• Landowner/farmer 

sign-on letter

• 1000 calls

• 100 postcards sent 

to target lawmakers

• 50 community 

leaders signatures 

on letter of support

• 10 LTEs and 10 Op-

eds

Allies & Partners

Carbon WA, WA Forest 

Products Assoc.

Constituents

Audubon Chapters in 

WA; farmers, (possibly) 

ranchers, forest 

landowners



Questions/

Thoughts?

audubon.org/findyourflock



Opportunities to take action now: 

• Take the survey!

Audubon.org/FYFSurvey

• Download the Advocacy Manual:

audubon.org/AdvocacyManual

• Join the Community: 

audubon.org/FindYourFlock

audubon.org/findyourflock

http://www.audubon.org/FYFSurvey
mailto:campaigns@audubon.org/FindYourFlock
mailto:campaigns@audubon.org/FindYourFlock


Ready to get started? Sign up now!

Sign up today and our team will contact you with 

specific ways you can take action, whether that’s by 

plugging you into an existing Audubon campaign or 

help you launch one. 

audubon.org/findyourflock

https://act.audubon.org/a/find-your-flock

https://act.audubon.org/a/find-your-flock
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Thank you!

Thank you.


