Smart Growth Community Case Study

Lead Organization(s):  Futurewise & Transportation Choices Coalition

1) Please provide a very brief overview of the campaign including field work (grassroots, grasstops); media (message & messenger); coalition building; fundraising, key tactics, and strategic events.  

· Goal: Working to create statewide standard for TOD at light rail stations & to incorporate climate change into growth management plans.  One of the primary media goals was to use new media (mostly blogs) to reframe political debate around our campaign, fact check opponents’ messaging, build positive buzz, etc.

· Field: This was the second year we worked on a campaign to incorporate climate change into GMA, so we had built grassroots power in key legislative districts and a mixture of big cities and rural towns, including local electeds.

· Coalition: Established the legislative proposal as both one of the four legislative priorities chosen by the statewide environmental community and a top priority for the statewide affordable housing advocates.  

· Media: Had a contract with M&R, message was mostly about economic opportunity, planning for better future, and obviously climate/environmental benefits.  With one of the state’s major daily newspapers closing its doors (sadly, the more progressive Seattle newspaper), we focused more with new media than in the past. Educated local bloggers (each with regular legislative readers) about our campaign before session began, built them into our campaign plan as both tactic and partner.  

2) How did this campaign expand your capacity to win on future issues? 

· Cultivated relationships with well read bloggers (predominantly 6 blogs: 2 political, 2 transportation/land use oriented, 2 progressive) each with high readership including local and state elected and community leaders

· Helped to take out some of the wonkiness of our messaging

· Added credibility (lots of fact checking)

· Provided an updated info source and opportunities for calls to action 

3) How did the campaign position you for the future? 

· New opportunity to identify unlikely allies and unexpected opponents

· Also provided a helpful immediate check on what messaging worked best

· Can mobilize these same bloggers on this campaign as we continue next session – but also on other issues we’re working on

4) What were the outstanding and successful features of campaign? 

· We were hit hard by the left on our bill, unexpectedly, and the right (expected) so we had a lot of media attention from the beginning.  Our work with new media helped to reframe the conversation and position our message more positively.  

· These bloggers are well educated on this issue– and really, our issues more generally.  This is helping to keep growth management and transportation in the media in more positive ways than our daily newspaper usually creates. 

· We didn’t really utilize Facebook or Twitter in strategic ways.  Also, we didn’t pass our bill. 

5) What were any unintended consequences from the campaign? 

· Easy to get wrapped into a fight in the comments section that when thought about rationally, was entirely a waste of time. 

· Easy to forget that not everyone pays attention to the blogs.  And that bloggers aren’t necessarily on your team unconditionally. 

· Legislators read Facebook and some members are apparently very sensitive about what you write in your Facebook status update. 

6) What are the top five key lessons your organization learned from this campaign?

· Only part of strategy. It’s so easy for this to be a time suck for everyone involved – and to invest far more time than value is added. 

· On/off record. It’s easy to forget that although we’ve created partnerships with the bloggers, we still need to remember when we want credit for something and when we don’t.  When posting comments or answering questions, we almost always posted as “Sara @ Futurewise.” 

· Spend time cultivating and educating.  Giving political lay of land, relevant back stories, sharing studies, walking through legislation, etc.  

· Divide and conquer. We divided up “our” blogs and major neighborhood sites in order in order to catch and spin anything ASAP.  
· Know the audience.  Knowing which of our legislative targets paid attention to which parts of the new media was incredibly helpful.  Further some of the blogs were wonkier or snarkier than others, so matching our messaging to the usual blog readership was critical. 
