Smart Growth Community Case Study

Lead Organization(s): 1000 Friends of Oregon

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.  

Campaign: Envision Oregon, a series of 16 town hall events (over 2 years) with over 2,200 participants from across the state to engage Oregonians in strategic discussions on the importance of land use planning. Envision Oregon intentionally coincided with a legislatively created “Big Look Task Force” to propose sweeping reform to Oregon’s land use system, and was designed to serve as an adjunct outreach effort in place of that task force’s lack of public process.

Field Work: We conducted extensive coalition recruitment statewide and locally for town hall co-sponsors, followed by large scale grasstops and grassroots recruitment in the field, on the phones, and through partner email lists. 

Media: We sent media advisories and releases for each event, scheduled local editorial board meetings, conducted radio interviews and got local print and television coverage at most of the events.

Coalition: Broad based coalition of business and community groups. http://www.friends.org/issues/envision_partners
Fundraising: We received valuable foundation support to help get Envision Oregon off the ground. We made individual membership development a component of follow-up with participants. 

Tactics: Built lists and called them down.

Events: Town halls.

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

Through engaging thousands of citizens and over 90 organizational partners we solidified our network of support throughout statewide leadership constituencies. We also established 1000 Friends of Oregon’s position as a source for innovative thinking and community building around important land use policies.

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

Feedback and responses from the Envision Oregon town halls formed the basis of our 2009 legislative agenda, “The Blueprint for Oregon’s Future.” http://www.friends.org/sites/friends.org/files/Blueprint01.08_20web_version.pdf
It also created a built in constituency of support when we needed to mobilize grassroots and grasstops activists during the 2009 legislature.

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

The sheer scope and scale of the campaign ensured that our message was delivered to key constituencies across the state. Relevant agency staff and elected leaders could not ignore such a large mobilization of grassroots energy and interest in supporting land use planning. Many local dignitaries provided opening and welcoming remarks at the events. 

As a result, our “seat at the table” during task force deliberations and legislative negotiations was assured and we were able to neutralize the worst proposals and strengthen the best proposals within the resulting legislation, House Bill 2229.

5) What were any unintended consequences from the campaign? 

A few key allies were uninterested in the “entry level” education component of the events, all the more reason for us to reach out to new audiences. 

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

1. Building power for the long term MUST be a multifaceted and ongoing effort.

2. Storytelling is key. To communicate land use issues, we must speak to people’s emotions and minimize wonkish language.
3. Building relationships is crucial to advancing a policy agenda.

4. In this case, being good listeners was imperative. Giving citizens the opportunity to have a meaningful voice was powerful.

5. Build volunteer recruitment, training, and retention plans into your campaign from day one. Being prepared to spend thousands of hours with volunteers allowed us to achieve an order of magnitude of constituent contact that would have been impossible if we had neglected field efforts early.

