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By John S. Jenness 
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A CONVERSATION I HAD with one of 
the members of the board of 

directors of the American Society 
for Training and Development last 
year, while I was serving as Presi-
dent of ASTD, sticks in my mem-
ory. 

I can't forget that particular con-
versation, because what that board 
member told me points up a seri-
ous challenge, it seems to me, to a 
great many professional societies 
and trade associations, if not to 
all of them. 

That challenge is how to moti-
vate the members of the association 
to take a more active part in the 
work of their association-and to 
plan a larger role in making their 
membership worth the cost of their 
dues. 

During our conversation the 
board member told me that , on a 
plane flying from one of his com-
pany locations to another, he 
happened to be sitting next to a 
man who had recently joined our 
association, the American Society 
for Training and Development. The 
man mentioned to him that, al-

\. 

though he was a member, he was 
not active in the society in any way. 

The member lived and worked in 
a city served by one of ASTD's large 
and active chapters. But the reason 
he gave for his own complete in-
activity came out in these words: . 
"No one from the local chapter has 
ever contacted me." 

As President of ASTD at that 
time, and as an individuai who be-
lieves in the effective role of the 
professional society in the develop-
ment of human resources, I was 
disturbed by that statement. I still 
am. 

No sense in not volunteering 
"Don't ever volunteer" might 

have made sense in the army. But 
in an association, when individuals 
pay their dues, they have already 
\'olunteercd. They should be active; 
they should be a part of things. 
No one has forced them to join. 
Why, then, should they not want to 
make the most of their volunteer 
status? 

Associations often have serious 
problems each year finding volun-
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teers to staff committees and to 
develop effective programs. 

Nonvolunteers come to one meet-
ing, review it almost with disdain, 
pontificate, "No interest to me at 
all," and then retire back to the 
sidelines to criticize-and to be too 
busy to accept any task to serve. 

Turn the question around 
It is time that association mem-

bers stop asking, "What is the as-
sociation doing for me?" and turn 
the question around, "What can I 
do for the association?" 

As an association professional, 
your success depends in large mea-
sure on your ability to structure 
broad individual activity within 
your membership. 

The challenge comes down to 
this: How can you get your mem-
bership to recognize and appreciate 

the benefits which accrue from vol-
unteering to play an active role? 

This, as I see it, calls for a con-
tinuous, two-part educational proc-
ess on the part of the association 
executive. I call it a process, rather 
than a program, because it is more 
than a program-it involves de-
veloping a philosophy, creating a 
state of mind, in your association. 

First of all, you have the respon-
sibility to educate your members 
not to expect something for nothing 
nor to expect everything in return 
merely for the payment of dues. 

Years ago Hank Viscardi estab-
lished Abilities, Inc., in Albertson, 
New York. Abilities, Inc., employs 
only men and women whose serious 
handicaps make them unemploy-
able by most other companies. 

Hank Viscardi's favorite epigram 
contains a wealth of truth: "There 

is no such thing as a free lunch." 
To me, that applies to associa-

tion membership and to the matter 
of volunteering. 

It is the responsibility of the 
association executive to educate 
each member to realize that there 
is no such thing as a free lunch, 
that when a member pays his dues 
he incurs an obligation to contrib-
ute, by his efforts, to the good of 
all-and that the more he puts into 
the association the more he gets 
out of it. 

Show your members what to do 
Second, you have the responsi-

bility, as the association executive, 
to impress upon your members the 
fact that, although there is no such 
thing as a free lunch, the associa-
tion does make needed help of all 
sorts available to the member who 

Ways Your Members Can Increase .. the Value of 
Here is a list of questions to 

stimulate your thinking as to 
ways in which you can show 
your members the value of their 
membership - and the impor-
tance to them of volunteering 
to take · a more active part in 
the work of their association. 

1. When your members have 
a problem, do they: 

• Call people they know 
through local association meet-
ings for suggestions? 

• Check under the company 
listings in your directory for 
members in their industry and 
call them? 

• Check through back issues 
of your publication for articles 
relating to their problem? 

• Check with the editor to see 
if other articles are in the files? 

• Check with a staff member 
for suggestions on either the 
topic its elf or for names of others 
who might help? 

• Talk about this problem at 
the next meeting? 

• Check the programs at the 
annual conference and other 
meetings to see if it will be cov-
ered, directly or indirectly, 
there? 

2. Before your members go to 

one of your association meetings, 
do they: 

• Plan in advance to talk 
about specific professional top-
ics? 

• Make a date to talk with 
someone before, at, or after the 
meeting? 

• Anticipate how · they can 
apply the speaker's topic in their 
organization? 

• Anticipate questions which 
others there may ask about their 
programs and activities, so they 
can make a real contribution? 

• Consider how the meeting 
will add to their self-develop-
ment? 

• Plan to volunteer for an as-
signment to help the local unit 
function? 

3. When a member telephones 
another of your members with 
questions or problems, do they: 

• Forget to call them back 
with the data promised? 

• Cut the callers off, politely, 
because they have so many 
problems of their own that they 
don't have time to get involved 
in others' problems too? 

• Talk down their noses be-
cause the problems are so sim-
ple that "all real professional 
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members" should know the an-
swers? 

• Remember that other mem-
bers volunteered to take time to 
help them solve their problems? 

4. When a· society officer asks 
members to serve on a program 
or on a committee, do they: 

• Automatically turn it down 
because they're too busy? 

• Evaluate the amount of 
time involved and reluctantly 
ask to be considered next year 
because they really are too busy 
this year? 

• Recognize the opportunities 
for individual growth different 
from those open within their or-
ganizations? 

5. When your members feel 
out of touch because of no local 
activity or . because the member-
ship chairman hasn't called them, 
do they think about what they 
can do about it? 

• Can they call the head of 
the nearest local unit, listed in 
the directory, and volunteer? 

• Can they call a group of 
friends to meet informally for 
lunch and talk about things? 
(Many new local units have 
been formed by such volunteers; 
gradually more and more indi-



knows how to go about getting that 
help, and to warrant it. 

Phantom members do no good 
As an association grows in size, 

it becomes easier and easier for its 
members to become phantom mem-
bers-names on the roster, but 
never seen or heard from. 

Such members may be satisfied 
that they are getting all they want 
from their dues. But, in reality, 
they are shortchanging both them-
selves and the rest of the member-
ship. 

One way to prevent this is for 
the association executives to keep 
on educating the members to be-
come involved in the programs and 
projects of the association, to par-
ticipate in its affairs-to be active 
and constructive volunteers in the 
work of the association. 

Their Membership 
victuals were invited to "lunch 
and talk" until a nucleus of a 
solid unit existed.) 

• Can they get a unit in an-
other part of their state or re-
gion to volunteer to help their 
small group form a satellite or 
sub-unit until it develops enough 
strength to become independent? 

• Can they ask the national 
office for a complete package on 
how to organize a new unit? 

6. In summary, where does 
your association fit into the in-
dividual goals and growth plans 
of your members? 

• Are they members only be-
cause their companies pay their 
dues and meeting costs? 

• Does the association really 
play a positive role in their self-
development plan? 

• Have your members thought 
about what greater benefit they 
could obtain from membership 
by volunteering for a more active 
role? 

• Have your members thought 
about the contribution which 
they could make to the organiza-
tion as a whole by volunteering, 
becoming active in local-unit ad-
ministration or on a national 
committee? !USEIT) 
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D OES YOUR ASSOCIATION'S board 
of directors include any or all 

of the following? 
The nitpicker-a guy who wants 

to know how much is being spent 
on paper clips but whose eyes will 
fly right past a budget item running 
into the thousands. 

The me-tooer-the type who al-
ways has something to say-right 
after it has been said by someone 
else. 

The maverick-a chronic critic, 
dissenter-the questioner of board 
policies. 

Chances are you have these types 
-and more-on your board. 
Chances are also good that few if 
.any of them pose more headaches 
than those generated by the maver-
ick. Because he is a predictable dis-
sident, an opposer, the maverick 
presents unique and sometimes 
heated problems for his fellow 
board members and a delicate tac-
tical challenge for the association 
executive. 

To throw light on board maver-
icks and on the inner workings of 
boards in general - AssoCIATION 
MANAGEMENT surveyed the chief 
executives of several associations. 
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"No, I'm not a guru. I'm an association executive 
looking for peace and quiet." 

Playing constructive role 
Replies to the survey show that, 

while most boards have their mav-
ericks, most executives have learned 
how to live with the prodding of 
such individuals-and in fact, how 
to benefit from it. 

"A dissident can play a construc-
tive role," points out Howard B. 
Upton, Jr., CAE, Executive Vice 
President of the Petroleum Equip-
ment Institute in Tulsa. "He keeps 
the association executive from be-

coming complacent and overly com-
fortable. He may also prompt other 
directors to examine the basic 
soundness of their own positions." 

Agreeing, S. Rayburn Watkins, 
CAE, President of Associated Indus-
tries of Kentucky, emphasizes the 
importance of distinguishing be-
tween compulsive dissidents-
whose actions may reflect emotional 
problems-and the occasional dissi-
dents. The latter, Mr. Watkins ob-
serves, are persons who, by delib-
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erately playing the maverick role, 
"may needle boards and managers 
into making needed changes." 

Two of the survey participants-
Dallas F. Whaley, CAE, and David 
C. Fullarton, CAE-had done exten-
sive research on this subject in 
writing their theses for the master's 
degree program at Florida Atlantic 
University. 

Mr. Fullarton, Executive Vice 
President of the National Telephone 
Cooperative Association, feels that 
"only other board members can 
deal with dissident board mem-
bers." He goes on to point out that 
"a primary constructive role played 
by the dissident board member is 
that of consolidating the support of 
the other board members. A second 
benefit is that the dissident keeps 
the chief executive and committee 
chairmen 'on their toes' when they 
know they are faced with nega-
tivism." 

Dallas Whaley, Executive Vice 
President of the American Society 
of Plastic and Reconstructive Sur-
geons, Inc., agrees that mavericks 
are useful on a board of directors 
-to a point. 

Their role can be helpful, he says, 
if it causes other board members to 
define their personal positions on 
issues. On the other hand, "the mav-
erick who plays the dissident role 
for power sake alone, or who plays 
a dissident role in order to elicit fa-
vors or concessions from other 
board members, is destructive." 

To illustrate, Mr. Whaley re-
counts how a dissident board mem-
ber used slick maneuvering to 
change an already agreed upon fu-
ture annual meeting site. 

"His technique was to wait until 
almost the end of a very long board 
meeting and then-in his role as 
chairman-to call upon a man he 
had planted to report on a recent 
visit to the site. 

"The plant explained that he felt 
things were no longer what they 
should be, that it was not an agree-
able place to go, and one or two 
other points which no one bothered 
to challenge. Then the plant recom-
mended that we discontinue consid-
ering the site and another man 
agreed. Several others made some 
comments on things that they had 
heard and suddenly the board in all 
its wisdom voted to go elsewhere. 
No thought was given as to where 



the elsewhere was and our existing • Keep your meeting agenda lean 
agreements were washed down the -a way of heading off those dis-
drain." ' senters who like to agonize over 

If the dissident got his way in trivial items. 
that case, he most certainly failed 
in an example submitted by Sam-
uel B. Shapiro, CAE, Executive Di-
rector of the Linen Supply Associa-
tion of America. The maverick in 
Mr. Shapiro's illustration was also 
chairman of the board's budget 
committee. 

"First he gave the committee's 
report," Mr. Shapiro recalls, "then 
he offered a motion to have the 
board cut the budget recommenda-
tion by ten percent, even though he 
had voted for the budget as a mem-
ber of the committee. There was a 
moment of stunned silence. Then a 
member, to get the motion on the 
floor for discussion, seconded it. 
The discussion was brief, and the 
vote was 17 to one against." 

Such hi-jinks notwithstanding, 
Mr. Shapiro sees an underlying 
value in having a dissident on your 
board. "I believe in mavericks," he 
states. "Maximum open discussion 
makes less likely the possibility of 
the organization being regarded as 
a clique." 

In practical terms, association 
leaders offer numerous suggestions 
on how to cope with board dissi-
dents. Here, in summary, are a few 
of their major recommendations: 

• Let him have enough rope and 
his fellow board members will hang 
him. 

• Recognize that many dissidents 
are people hungry for recognition. 
Give them an assignment or posi-
tion that will satisfy such an ap-
petite. 

• Bide your time-many rebels 
eventually become a part of the as-
sociation establishment. 

·• If possible, don't let a dissident 
catch your other board members 
by surprise. If you see trouble com-
ing, quietly let some of your key 
members know it in advance of a 
meeting. 

Let peers do the job 
From the comments of associa-

tion veterans, it appears that the 
most effective means for dealing 
with the dissident is to let his peers 
on the board do the job. One re-
spondent recommends "enlisting 
the services of the Big Mules on the 
board to deliver a crushing-even 
humiliating-defeat to chronic dis-
sidents on critical policy issues." 

On other occasions, however, it 
may be a coalition of the Big Mules 
themselves that is causing the trou-
ble ("Do it our way or we won't 
play.") Answers to that · one are 
more difficult to come by. 

Many mavericks, it appears, are 
self-appointed spokesmen for small-
firm members of associations. 
Others rise to the dissident role on 
the shoulders of a faction in the 
membership that feels its opinions 
are not being given sufficient atten-
tion. The dissident who enjoys such 
sponsorship presents a stickier 
problem, obviously, than the indi-
vidual who speaks only for himself. 
But whatever their background, as 
Dr. Carl Hawver, CAE, Executive 
Vice President of the National Con-
sumer Finance Association, ob-
serves, "You will recognize them at 
once because they are loud and they 
seek ego satisfaction. Often you can 
de-horn them by giving them other 
ego satisfactions." 

Dallas Whaley regards individual 
dissidence as a phenomenon with 
a limited lifespan. After a few board 
meetings, he argues, most maver-
icks tend to wind down and lose 
much of their aggressiveness. 

"In time," Mr. Whaley states, "the 
consistent pattern of agreeing with 
the oligarchy becomes more preva-
lent and before long the dissidents 
begin to break with some of the 
groups that have sponsored them. 

Usually, this break is not cut-and-
dried, but there is gradual weaning 
away from the opposition positions 
that they may have taken initially." 

Are they out to get you? 
One question in the survey asked 

if any association executives felt 
that one or more of their board 
members were "out to get them" in 
a way that was unfair or under-
handed. 

Among the responses was one 
from a long-experienced CAE who 
declared: "Yes, in fact there is a 
maverick out to get me now." The 
executive then went on to explain 
the confrontation and his strategy 
for handling it. 

"They (the dissident's claque) are 
using the same license as a legisla-
tor or a court official in that they 
can say and do virtually anything 
under the protection of their mem-
bership, including half-truths and 
innuendoes, while I cannot return 
their attacks. 

"The only way you can handle 
this is to judge the effectiveness of 
the persons and grin and bear it. 
If it gets to be a potential danger, 
then you have to call out your own 
mob. I like to use the method of 
creating a 'credibility gap' around 
the main person who is out to get 
me. I try to get to the prime people 
before he does so that when he 
comes and starts his story, they 
have already been prepared and his -
credibility gap is working against 
him. 

"Also, in a situation where I am 
confronted by him on a face-to-face 
basis, I use the technique of 'Yes, 
but.' I agree with some of the points 
that he states whenever possible, 
then I go on to bring out other facts 
that undercut his arguments." 

Another association executive re-
calls only one instance when he felt 

· that a board member had fire in his 
eye and was out to get his job. 

"How did I deal with it? I just 
outlasted him." 

Maveric!<:s can be useful on a 
board of directors - up to a point • • • 
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Guidelines for Picking 'Board Members 
J. Robert Brouse, President of 

the Direct Selling Association, 
outlines these guidelines for 
selecting board members. 

1. Seek recognized leaders who 
command the respect of their 
colleagues and the public. 

2. Seek leaders who can devote 
the time necessary to lead and di-
rect the affairs of the association. 

3. Look for people who are 
willing and able to assume and 
carry out important duties, if 
called upon to do so. 

-4. Seek people who have dem-
onstrated their ability by their 
work on committees or special 
projects. 

In addition, try to maintain a 

Meet challengers directly 
Several executives said that they 

would face the direct challenge of 
a troublemaker by meeting pri-
vately with him in order to try to 
reach a livable understanding. Since 
most boards covered by the survey 
have sizable memberships, it is the 
rare dissident who has been able 
to hound an executive out of his 
job. The typical executive manages 
to command enough respect among 
the majority of his board members 
to fend off the marauding maverick, 
or at least to neutralize him when 
his attacks become personal. 

In fact, says Ray Watkins of As-
sociated Industries of Kentucky, 
"the last troublemaking maverick 
we had resulted in the board giving 
me a pay raise because they said it 
was worth it to have to deal with 

• such crap." 
Apart from special problems 

created by dissidents, AssocrATION 
MANAGEMENT also invited comment 
from association pros on a number 

fair balance on the board. In the 
case of trade associations, mix 
the members by type of product, 
high-ticket and low-ticket items, 
methods of distribution, geo-
graphical location, and independ-
ent or conglomerate corporate 
structure. In the case of profes-
sional societies, make sure geo-
graphic locations and all recog-
nizable segments of the profes-
sion are adequately represented. 

The nominating committee 
should consult with association 
staff for facts about representa-
tion and participation on associa-
tion committees and special prnj-
ects. Specific qualifications of 
nominees is a matter for the 
committee to decide. 

of other issues. Among these: The 
composition of an "ideal" board. 
Board members as "stereotypes." 
Ways to improve the overall effi-
ciency of the average boa_rd. Meth-
ods through which an association 
executive can increase his effective-
ness with his board while improv-
ing his relations with its individual 
members. 

Dallas Whaley insists that "an 
ideal board member views his ap-
pointment as a job instead of pure 
politics or an honor. There must be 
a balance of new and old members, 
and a balance of views whether it 
be east, west, or what," he explains . 
"This balance is an offsetting to the 
hierarchy and allows for a certain 
amount of innovation to occur. 
There is also a natural hesitancy to 
jump into projects that have not 
been tested and tried which serves 
as a balance. There should be some 
form of regional representation 
when dealing with a national or in-
ternational group. When possible, 

these should be men who will go 
home to their electorate, feel the 
pulse, and spread the word of the 
activity and projects of the board. 

"A board member should also 
know enough finance to be able suc-
cessfully to run his own business 
and treat the society's funds as he 
would his own. His financial exper-
tise should not be treated as a pious 
talent to be hidden under a bushel. 
Funds must not be carelessly squan-
dered. 

"In addition, these men should be 
politically sophisticated to the de-
gree that they can recognize ploys 
being brought to bear against them 
and bring the muscle of their own 
office to bear if needed. This muscle 
should be used unashamedly and 
forcefully. The board member 
should respect the schisms and 
cliques that put him in the office, 
but when the chips are down, for-
get who put him there when it 
comes to making decisions that are 
going to affect the society over the 
long range." 

Interference-never 
J. Robert Brouse, President of 

the Direct Selling Association, de-
scribes the "ideal" board somewhat 
more succinctly: "One composed of 
policy-makers who exercise good 
judgment most of the time, criticize 
staff performance some of the time, 
and interfere with the administra-
tive prerogatives of the chief paid 
executive never." 

Mr. Brouse holds that the paid 
executive earns the respect of his 
board "by being an experienced, 
knowledgeable counselor, able man-
ager, and loyal advocate-never by 
acting authoritatively or defensively 
-behavior which typifies chief paid 
executives who become emotionally 
involved with the decision-making." 

Effectiveness of good managers 
On improving the efficiency of 

boards, several provocative observa-
tions were made. 

The most ef·ficient boards are those t at 
have the most efficient chief executives • • • 
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David Fullarton, of the National 
Telephone Cooperative Association, 
maintains that "the most efficient 
boards are those that have the most 
efficient chief executives. This 
doesn't mean do it yourself. It sim-
ply means make sure that you know 
your job and the board knows its 
job and then do your job with a de-
gree of proficiency which makes it 
impossible for the board not to be 
efficient." 

R. William Taylor, CAE, General 
Manager of the Society of Manufac-
turing Engineers, Dearborn, Michi-
gan, feels that many boards are 
probably too large and too prone to 
appointment-via-popularity. His own 
has 28 members who serve for two 
years and are elected by secret bal-
lot among the membership. 

"For greatest efficiency, more 
boards should use expertise as the 
basis of selection, less so popular-
ity," he asserts. "And boards should 
be relatively small." 
A dangerous generalization 

Executives surveyed by this mag-
azine generally shied away from at-
taching stereotyped labels to the in-
dividuals who serve on their boards. 
Some said they felt this was a dan-
gerous generalization, if not insult-
ing. Others said their boards were 
so large in membership that they 
were-unable to make accurate pin-
point characterizations of each 
member. A few said they did see a 
kind of stereotyped pattern to at 
least some people who have served 
on their association's board. 

Wrote one executive: "I have 
found that there are stereotypes 
that certain board members fit. 
They might be classified as 'The 
Financial Nitpicker'; the 'Me too' or 
'Look up the table for how the rest 
of them are voting.' Also, the 'Sud-
denly come out of the fog' type; the 
'Let's get down to business and 
make a decision right now' ; the 'I 
wonder if we voted right after all'; 
the Tm against'; the 'Let's table or 
refer back to committee', etc. 

"To discuss these types more 
fully, the nitpicker always comes 
up with some item on the budget 
such as 'Why has the number of 
paper clips increased over the last 
two months by 16 3/4 percent?' but 
has nothing to say where thousands 
are spent. 

"The 'Me too' always has some-
thing to say immediately after his 

hero by coming in and saying exact-
ly what the hero has said. He also 

' checks before he votes by looking 
up the table to see how his leader 
is voting. The 'Suddenly come out 
of the fog' type appears to be 
asleep for half the board meeting 
and waits until everything is getting 
down to a cohesive consensus, then 
suddenly comes out of his fog and 
goes into Jong oratory about some 
minute point." 

Power of control group 
In his study of association boards, 

Dallas Whaley has come to the con-
clusion that in too many instances 
a control group-"oligarchy"-ex-
ercises a dampening control over 
the board, over-regulating the 
screening and selection of new 
members and dominating key votes. 
Moreover, he feels that board com-
mittees are too often ignored by the 
control cadre. 

"In order for the committee sys-
tem to be effective," he says, "the 
board must obviously seek out and 
carry out some of the suggestions 

and ideals given to it by its commit-
tees. Occasionally, like the wise 
father who must follow the recom-
mendation of his son even though 
he knows it is going to be a failure, 
the board must let the committee 
have some experience in decision-
making and taste the embitterment 
that follows when the decision goes 
afoul. In addition, there should be 
some method of balance on the 
board. Groups should be encour-
aged to have a say in what's going 
on within the society. Otherwise 
there is a frequent cry that it is be-
ing run by a clique." 

And how-ultimately-can you 
improve both your relations with 
your board and your effectiveness 
as its hired guide? Well, a short and 
forceful answer was given by Ellis 
E. Meredith, CAE, Executive Vice 
President of the American Apparel 
Manufacturers Association, Inc.: 

"Be candid, do your best, and 
convince your voluntary leadership 
that your objectives are the same 
as theirs, although your contribu-
tions are different." I USE ma 

"But I thought all association executives went to heaven." 
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The Advantages 
Of 

Consensus Decision-Making 

By Herbert S. Kindler 

,,,. 

The Instrument Society of America very cautiously 
and deliberately initiated a new decision-making 
process. This is the story of how it was done 

I N 1972, WE PUT CONSENSUS deci-
sion-making into operation at 

the Instrument Society of America. 
Important decisions in our orga-

nization are no longer made by an 
individual, but by group action. 

So that you can compare your 
association with ours, should you 
care to do so, here are some basic 
facts about ISA: 

ISA has a membership of 20,000 
engineers, an annual budget of $1.7 
million, and a headquarters staff of 
41 persons. Our programs include 
journal and book publishing, spon-
soring forums and exhibits, devel-
oping professional standards, and 
providing learning materials and ed-
ucational courses. 

Although it is still too early for 
us to assess the long-term results of 
employing consensus decision-mak-
ing, we believe that, for our associ-
ation, the new system has proved to 
be advantageous. 

In industry and government 
Consensus decision-making has 

gained attention in industry and 
government. And the same factors 
which have heightened interest in 
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In the directive approach to decision-making, the person in 
authority forms a judgment and issues a command or instruction. 

The compromise decision-the group is divided, with each 
party yielding somewhat from its original position. 
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this form of decision-making in 
these two sectors should appeal, it 
seems to me, to association execu-
tives. I will outline these factors 
and comment on them. 

First, the pace and complexity of 
modern organizations makes the 
idea of a single decision-maker in-
creasingly outmoded. If an orga-
nization is capable of significant, 
diverse accomplishment, it is too 
complex for autocratic manage-
ment. A single individual can no 
longer even begin to understand all 
pertinent issues, values, and proc-
esses without group interaction. 

Second, the need for external 
support favors processes that in-
volve group deliberation. An asso-
ciation, in particular, must main-
tain the confidence of its members, 
clientele groups, government agen-
cies, and other publics. To the ex-
tent that decision-making rests on 
broad- based participatory proe-
esses, outside acceptance is likely 
to be enhanced, if only because di-
verse external views will have been 
taken into account. 

Third, and in the long-run per-
haps the most important, are pres-
sures to harmonize organizational 
environments with humanistic 
needs. I don't mean the manipula-
tive approach of, "Let's ask for 
group review because it will grease 
the skids for more willing imple-
mentation of our programs-and 
let's keep our fingers crossed that 
the discussion doesn't bog down too 
long or screw things up too badly." 

Rather, I see the need for people 
to find values in an organization to 
which they can commit themselves 
energetically and responsibly. 

Four basic approaches 
Examining the whole range of 

available decision-making modes 
helps put the consensus approach 
in perspective. I believe there are 
only four basic decision-making ap-
proaches which can be used either 
separately or in combination: 

1. Directive-An individual act in 
which a person forms a judgment 
and issues a command or instruc-
tion. 

Directive decisions may be pre-
ceded by some form of fact-finding, 
consultation, or adversary debate, 
and may be followed by some form 
of review or adjudicative process. 
A subset of this approach occurs 



when the director fails to make any 
decision or take any action. 

The directive approach may have 
had its organizational genesis in the 
military environment and still re-
mains uniquely useful in a time-
critical crisis situation. 

2. Compromise-A group process 
in which each party yields some-
what from his initial position. 

Compromise produces watered-
down or less-than-optimum solu-
tions that no participant finds com-
pletely satisfactory. The compro-
mise solution, at least, paves the 
way so that some action is possible. 

With the compromise approach, 
typically, participants speak not for 
themselves but as representatives 
of constituents. They often reflect 
relatively fixed positions of these 
constituents, or are instructed re-
garding the limits to which they are 
free to bargain or negotiate. 

3. Enumeration-A group-voting 
process in which issues are resolved 
by accepting the solution held by 
persons present in largest number. 

The enumeration approach sim-
ply decides which views are most 
popular. It is a relatively sterile 
process that rarely adds anything 
new; rather, it mechanically divides 
issues so that proponents can be 
counted. 

Enumerative decisions are 
based on a majority 

vote of the group. 

4. Consensus-A group process 
that takes the diverse views of all 
participants into account in synthe-
sizing a new solution. 

The consensus approach imagina-
tively blends the most cogent ele-
ments of each individual viewpoint 
into decisions that are better than 
if they had been made singly with-
out group interaction. 

Not always the best solution 
Despite its promise, consensus is 

not always the best decision-making 
approach in a given situation. For 
example, if a new association is 
given a six-month ultimatum in 
which either to produce specific 
results, or else-consensus prob-
ably would not yield the short-term 
goal as well as a directive, or .be-
nevolent-despot approach would. 

Also, for the myriad of daily de-
cisions of minor consequence, the 
directive approach may well be op-
timum. In a labor-management con-
frontation, the compromise model 
may be the only practical vehicle 
available. 

Where membership views on a 
bylaws amendment proposal are 
sought, the problem of size suggests 
that the enumeration, or voting 
model, is the only feasible form of 
decision-making. 

However, the consensus process 
is potent, and must be viewed as 
more than simply a new weapon in 
an association manager's arsenal. 
It cannot be treated lightly or cas-
ually, because it is likely to trigger 
a pervasive, irreversible transfor-
mation in the organization. But be-
fore discussing the probable effects, 
let's review some pivotal considera-
tions basic to making the consensus 
approach work. 

Be convinced before you act 
The association executive who 

gets intrigued with the prospect of 
consensus decision-making should 
not rush in until he is personally 
committed to the concept. He must 
want not only an improvement in 
the quality of decisions throughout 
his organization. 

He must be thoroughly convinced 
that this basic tenet is valid: A 
small group of sincere individuals 
with all pertinent inputs relative to 
a specific issue can, in fact, provide 
more creative and cost-effective so-
lutions than the chief executive act-
ing alone. This conviction is vital 
because the crux of the consensus 
cohcept rests on putting decisions 
into operation without modifying 
the group's recommendations. 

Two sources of motivation 
For an organization to get its em-

ployees sincerely involved in con-
sensus decision-making, motivation 
must come from two sources: The 
overall objectives of the organiza-
tion must be shared by its em-
ployees; and, employee self-interest 
must be served. 

For associations, the first condi-
tion generally is easy to satisfy if, 
indeed, the organization is operat-
ing in the public interest. For ex-
ample, at the Instrument Society of 
America, general staff meetings and 
other internal media bring out the 
fact that ISA activities contribute 
to improved knowledge in hospital 
automation, air-pollution monitor-
ing, and safety instrumentation. 

With respect to employee self-
interest, all organizations can em-
phasize both the increased human 
stimulation from consensus-process 
interaction, and the fact that better 
decisions mean more secure jobs. 

Solid structure necessary 
Disenchantment with group proc-

esses often stems from lack of 
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structure. Nothing is quite so dis-
heartening to a busy person as 
desultory group discussion that 
meanders aimlessly. 

The success of consensus deci-
sion-making depends on a solid 
structure with specific ground 
rules, including a group leader, 
clear objectives, an agenda, and 
supporting resources. 

However, some tolerance will be 
needed, especially during the early 
stages, for a group start-up phe-
nomenon. That is, initially, each 
participant needs time to establish 
his own identity in the group. 

But once this feeling-out process 
has progressed adequately, the 
leader must maintain the group's 
task orientation. This usually 
means following the traditional 
problem-solving procedure: Prob-
lem identification and definition; 
development of possible solutions; 
exammmg feasibility, cost, and 
probable consequences; planning 
pilot tests; and developing means 
to evaluate results relative to ex-
pectations. 

At each step in this process, the 
group leader is not only a traffic 

The consensus approach to decision-making 
takes the diverse views of all participants 

into account in synthesizing a new solution. 

cop to keep the sequence of busi-
ness productive, but he must be 
certain that all views are thor-
oughly examined in a fostering at-
mosphere. 

A fostering atmosphere 
A fostering, or nurturing, atmos-

phere is devoid of win-lose competi-
tion and alive with a spirit of mu-
tual respect. The consensus process 
will not work if members try to 
dazzle each other with their virtu-
osity or push their own ideas across 
some imaginary victory line. 

This does not mean that conflict 
won't be present. Harmony is not 
consensus. Progress is rarely made 
without squarely facing differences, 
even anger. What is essential is that 
each different viewpoint be ex-
plored thoroughly, thoughtfully, 
and r esponsibly. The intent should 
be to seek the kernel of insight in 
each viewpoint, so that the best 
elements of all contributions can 
be synthesized creatively. 

Smaller group more effective 
The downfall of many group 

processes is caused simply by inap-

propriate group size. The number 
of participants should be large 
enough for adequate diversity, yet 
small enough for lively interaction. 

The common problem is exces-
sive size, where too much time must 
be devoted to nonproductive coordi-
nation and monitoring. A group of 
five persons is ideal. Much beyond 
seven persons simply requires too 
much work to keep the spark alive. 

Preparing the ground 
Before the consensus approach 

was installed at the international 
headquarters of the Instrument So-
ciety of America, a period of six 
months was devoted to preparing 
the ground. 

The first problem was the need 
to gain support of all top-echelon 
managers. Some managers had been 
operating with a relatively non· 
authoritarian style, but others were 
quite autocratic. Introspective ses· 
sions, which bordered on psycho-
therapy, revealed that the auto· 
cratic managers viewed strong 
leaders as assertive, unyielding per· 
sons who required that subordin-
ates follow instructions. 
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Discussions that won converts of 
these autocratic managers are too 
involved for this article, but in 
essence they focused on the idea 
that nonconsultative, arbitrary 
managers hope to maintain a status 
quo that makes them feel safe and 
secure. Nonauthoritarian managers 
are more self-assured and more 
willing to accept risks that lead to 
change and to further personal 
growth. 

The next step involved an educa-
tional program. All supervisory per-
sonnel were invited to attend semi-
nars to discuss what consensus de-
cision-making is, what it can and 
cannot accomplish, how it works, 
and why it sometimes fails. 

The seminars covered modern 
management philosophy and tech-
niques, both to pu_t the consensus 
model into context and to provide 
some general staff updating. 

Paving the way for acceptance 
In introducing the consensus con-

cept to the headquarters staff, a 
management-game type of exercise 
was used. Each employee worked 
out the exercise and reached a solu-
tion individually. Then a lecture on 
consensus methodology was pre-
sented, and the staff was divided at 
random into groups of five. The ex-
ercise was then repeated, and each 
group developed a consensus solu-
tion. 

These collective solutions were 
dramatically better than the aver-
age of the individual scores in each 
group. This hands-on exercise pro-
vided the understanding and ac-
ceptance that paved the way for 
consensus projects initiated in the 
following months. 

Even though for the group exer-
cise each participant worked out 
his own individual solution to the 
assigned problem, this approach is 
only rarely used in consensus de-
cision-making. The aim should be to 
stimulate initiative through some 
individual preparation, but not so 
much that each person becomes 
married to his own solution. Each 
situation has to guide the group 
facilitator on how much pre-meet-
ing homework is appropriate. 

Several concurrent group proj-
ects were launched involving mul-
tiple hierarchical levels of staff per-
sonnel. The projects ranged from 
such broad-scale issues as "mem-

ber retention and acquisition" to 
such questions as "the expeditious 
handling of address changes"-and 
innovative workable solutions were 
developed across the project spec-
trum. 

Gains already discernible 
Although the consensus process 

has been in operation at ISA for 
only a short period of time, these 
gains are already discernible: 

1. Awareness is enlarged. During 
the course of the relatively intimate 
communication that characterizes 
consensus discussions, perceptions 
tend to become more sensitized in 
general, and the neglected art of 
listening is reawakened in particu-
lar. 

With greater exposure to each 
other's feelings, temperaments, and 
sensibilities, communication sig-
nificantly improves. At ISA, we at-
tributed a sharply lower (negligible) 
employee turnover rate largely to 
this more satisfying staff interac-
tion. 

2. Routine decisions are chal-
lenged. Instead of decisions becom-
ing merely incremental extentions 
of "the way we did it the last time," 
opportunities for total reexamina-
tion open up. 

The previously unchallenged de-
c1s10n is subjected to creative 
scrutiny, as searching questions are 
posed from diverse viewpoints. Not 
infrequently, an isolated problem 
is more effectively handled by being 
integrated into a broader program; 
and occasionally, problems dissolve 
through redefinition. 

3. Internal rivalry is mitigated. 
Because project groups are orga-
nized on a trans-departmental basis, 
narrow loyalties that spark rivalry 
among headquarters organizational 
units are minimized. A better un-
derstanding of what each depart-
ment does, and why, produces not 

only a more cooperative spirit, but 
also the knowledge by which people 
can be more helpful to one another. 

4. Program implementation is fa-. 
cilitated. When the people who 
must carry out a task are part of 
the decision-making process, they 
tend to do a better job of execution. 
This is both because they want 
their decisions to be proven cor-
rect, and because they have ac-
quired a better understanding of 
what is involved. 

5. External support is more 
readily marshaled. When a staff 
recommendation is presented for 
enactment into policy by the asso-
ciation's governing board, the prob-
ability of acceptance is enhanced if 
the issues have been subjected to 
the rigor of consensus deliberation 
by a headquarters study group. 

In time, a further refinement-
especially for major policy issues-
will be to include balanced partici-
pation of both staff and voluntary 
members on censensus study teams. 

6. Personal growth is stimulated. 
The group process presents oppor-
tunities for personal growth, 
through exposure to thought-pro-
voking interaction along with prac-
tice at articulating one's feelings. 
After the process has become more 
fully established, observers can be 
selected within each group to help 
diagnose strengths and impedi-
ments to effective interaction. 

The potential to be responsive 
I commend consideration of con-

sensus decision-making to associa-
tion executives and elected officers, 
with the proviso that they move 
into it slowly and with deliberate 
preparation. 

The consensus process has the 
potential to be responsive to the 
demands of leadership, as pre-
sented by Rensis Likert, author of 
the book, The Human Organization, 
who states: "The leadership and 
other processes of the organization 
must be such as to ensure a maxi-
mum probability that in all inter-
actions and in all relationships with-
in the organization each member, in 
the light of his background, value, 
desires, and expectations, will view 
the experience as supportive and 
one which builds and maintains his 
sense of personal worth and im-
portance." I USE lffi1 
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~!OBILIZillG PRO-LIFE FORCES 

PREFACE 

From different parts of the United States have come reports of 
remarkable political success achieved by small r,roups of inexrerienced pro-
life people, ~l.-lny of these people began 1'ith only their co=on sense about 
ho·. to influence people and a "illin!;ness to learn more about politics--if 
political involvement "as ,,hat it took to c!efend human life. Even by their 
trial-and-error t:ethods, success was eventually achieved , 

However, suc cess can be achieved r.,or!! easily if pro-life people have the 
benefit of practic~l, useable advice and sug~estions fron professional pro-life 
politicians and politically e~-pericnced pro-life volunteers. This is the first 
of " series of parmhlcts dcEi~ned ·co provide this type of practical help for 
dcyeloping state political effectiveness r.iore quickly . 

This pas,phlet is designed for pro-life state leaders onlv , to help thet!! 
direct the rwbilization of pro:..lifc forces in their own states , Other leadershi,> 
pamphle ts will deal with political campaigns and lobbying, 

Later, we would also 111:e to produce a more general political l!'.anual for the 
use of local pro-life l eaders and r.i-erubers which uould include information on 
educating for political i nnac t, political party activity, canpaigns and elections, 
cons tituent lobby ingi and l e tter writing, 

Our sur,r,estions are based upon general political theory and exrertise, But, 
t!"iO re ir.:;>ortnnt, they are based upon the rea.liticn of oro-1 ife nolitics, because 
pro-life politics offer~ its own uni~ue s~ t of politJcal o~oortunities and 
oitfalls . 111csc ide"s hnve corr.e fron pro-life p~ople uho have actually fought 
and won pro-life poll tic"l and legisl a tive battles in the states , Thev c.'.\n be 
uscrl, altered, dcvc lo~<l, or aoplic<l as thev c ;i.n best serve vour m~"Tl state needs. 

1/1/74 Darla St, Martin 
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MOBILIZING PRO-LIFE FORCES 

OFTEN A FEW KEY PEOPLE MAKE DECISIONS WHICH AFFECT MANY LIVES. 

BUT IN AMERICA TllESE DECISIO~lS CAN JlE INFLt:Excr.n JlY llEING ALERT 
TO TJIE DEVELOP:•IElIT OF DECISIVE SITUATIO:,s 11,rn CCWRECTLY ~'.O!lILIZD/G 
EFFECTIVE GROUP OR INDl VIDUAL PRES SUH.ES AT Ti!E HIGHT l-10:•!SNT. 

HOWEVER, THE CRITICAL DECISION-MAKING PERIOD FOR UlFLUE~!crnr. 
KEY PERSONS IS OFTE!l SHORT AND PP,0-LIFE FORCES HUST IJE WELL 01\f;M!IZED 
AND READY TO JlE MOBILIZED QUICKLY IN RESPONSE TO AH EHERGm:cy ~;ITUATION. 
EVEN A S>!ALL Nu;-mER OF DEDICATrn CORE PEOPLE CAN ACCOJ.\PLISH THIS--IF 
THEY HAVE SOc!E KNOWLEDGE OF SUCCESSFUL POLITICAL AND OtGANIZATIO!·lAL 
METHODS. 

ONE RESPECTED, PROFESSIONAL POLITICAN GAVE '.'HE PRO-LIFE MOVEMENT 
A..~ EXCELLENT POLITICAL ~!OTTO WHEN HE OFFERED US SOME ADVICE IN THE 
WORDS OF TEDDY ROOSEVELT •••• 

"SPEAK SOFTLY BUT CARRY A JlIG STICK." 

MOBILIZATION IS OUR "STICK", 

WE MUST ORGANIZE WELL TO HAKE CERTAIN THAT OUR "STICK" IS A "BIG" ~-
BUT WE MUST ALSO EDUCATE PRO-LIFE PEOPLE IN sucr"'SSFUL POLITICAL 
TECHNIQUES• SO THEY KNOW HOW AND WHY TO "SPEAK~•" 

A. 

Pa~e 3 

MOBILIZING PRO-LIFE FORCES 
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B, Pro-Life Allies to llobilizc., •••••••••••• .,.,. ... ,., •• •lO 

C. Situations for '.!obilization, ..... ,., • .,, •• , •• ., .. .,.,., 11 

D. OrP,anization for ~!obilization ••••• •.•.,, •• ,, •• , •• , ••••• , 13 

r 



Page 4 

A. PRmCIPLES OP SUCCESSFUL MOBILIZATW::l 

l, }!,\SY Pr-0-LIFE BATTLf.S HAVE BEEN \.:ON I/ITH A }!INI!!U!I OF 
EFFORT BF:C.\t:SE THE PRO-LIFE GROlJP ALRL\!JY HAD Tll:c 
RIGHT r~\C:E. YOU!\ USE OF THE PO"..IEP. TO )!OBILIZE PEOPLE 
IS A CRITICAL FACTOR IN THE REPUTATION ynu ACHIEVE j' 
Af'.ONG POLITICANS, - -·-··--~-----· .. -- ----------- ------------

2. Whenever you mobilize , remember that you want to cultivate 
a renutatio~ for: 

a, Tre1.1-a ndous political no·.•er to rnohill zc nuhlic 
and brJ.np. it to bear on a particular 

situation or election . 
b. The political !::-D_o·-1le.dr-~ to know what is happening 

politically and be able to react wisclv, 
c. The dedicntinn to rer.1e: rr.bc r and follm,T. thrnuf'h 

at election th:e if a politician does nnt co-
operote in a p:'lrticular situntion . 

d. The justice to use your power fairly and 
rc.snonsl.hlv, 

e. ~uce-~ss in whatever you atteq, t. 
f, The ability to apply politic;il pressure with 

suht] f'? I "rrof0ssionc1l sl(il.l '1 • 

g, Surport of a hu::-~'ln life .'lTi!Cndmcnt 1'70tiv.1.t~d hv a 
concern for hm,./l n rir)1t s and eriualitv . ( 11 ~cligious" 
rr:otivationn are too easy for oppon en ts to dis.niss 
as "private" matters which should not be written 
into law.) 

3. Members and allies should be educated in advance on success-
ful pro-life lobbying techniques, 

a. The most successful citizen lobby approach 1s 
t hree-fold , to persuade the politician that our 
position is not only c:-:nedfrnt , but our people 
frienrllv. rcsn'!Ctful and sinc.e:::-c and we h.1vc a 
1;00d, l£l:_Jrnl ---

b. It is especially important that pro-life people 
learn to persuade politicians without offending 
th e ir personal pride. (Examnle: 11 ~fuch as I n<lmire 
you, Senator Doe ••••• this is .an exceptional isAuc ••••• 
one which involves millinns of hm,., n lives,.,., and 
I really re gre t that I cannoteoaJ:Onrc ,nth your 
stand. 11

) 

c. CRUDE, OFrEXSIVE THREATS ARE FAR U:SS SUCCESSFUL \/ITH 
POLITICANS Tll,\N THE DEVELOP'~:l-,T OF A rnra;nLY rtELATIO:-l-
SIIIP--IlUT OXE IN WIIICII TIIE POLITIC,\'., K'.lflWS , WITIIOIIT 
EVE~I llEING TOLD--THAT YOUR GROUP LIKfS ANIJ J\F.SPECTS 
HIM, BUT THEY :n~\N JlllSINf.SS AN!l CA:moT BE PUT OFF BY 
SXOOTI! DOUBLE-TALK AllV A CHARJ-!DIC: l!,\W-!ER. 

6 

7. 

8. 

9. 
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MOBILIZING PRO-LIFE FORCES 

4. Once yoq have established a reputation for political power, 
it is usually to your advantage to use as little mobilization 
as possible to accomplish your task becaus_e_: __ 

a, The mass of pro-life people have a limited amount 
of time and energy to expend on the cause. If you 
call on them too often, they will not be there when 
you really need them. (However, they nay also lose 
interest if you call on them too infrequently. You 
need to study ~ach situation and balance these two 
factors as you make your judge1,1ents.) 

b, If you use your total mobilization power too often, 
you may get a reputation for bullvinr; unnecessarily, 
This could produce a backlash which could hurt your 
cause. 

c, It is expensive for your organization to do the 
necessary nnilings or telephoning for extensive 
mobilization. 

d. It is always good to have something more in.reserve 
to use et a critical moment. 

e, In some situations a series of mobilization pressures 
cen be brought to hear on a politician in a 
"phaning in" operation--uhich will allow you to 
judge how he is react:lng to one phase before you 
activate the next one. 

5, YOU CAN ESTAllLIS!l A REPUTATION FOR POWER AND SUCCESS BY: 
a. SUCCESS IN DEFEATING AT LEAST ONE OR TWO ENEMIES 

AT EACH ELECTIO!l. 
b. PRODUCING A REALLY SPECTACUU,R HOBILIZATION EFFORT 

(RALLY, LETTER-WRITING CAHPAIGN, !ff.A.RING ATTE!-IDA."iCE, 
ETC.) AT LEAST ONCE EVERY YEAR OR TWO. 

6, Thereafter, for every politician who has heard about the 
defeat of a pro-abortionist, the unspoken threat is alwavs 
present, and you can rely on your reputation to do part of 
the work for you while you preserve the politician's pride 
by persuading him with sweet reason and logical arguments, 

7, IT IS DIPORTANT THAT YOU ALWAYS USE YOUR PWER AND 
RESPmlSJ.BLY. 

a. 

b, 

Be non-nardsian. Whatever the pro-life leaders' 
personal political outlook, the pro-life f.roup must 
treat politicians of all political parties fairly. 
Remem!Jer that, in this battle, He have all degrees 
of liberals , conservatives, Democrats, Republicans, 
etc. for both allies and enemies. 
lll''·e r;1tional rather than emotional or personal 
jud r;e;;;-ts.--Never let your personal affection or 
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8. 

9. 

anger affect your political judgement. Politicians 
should he aided or opposed !:'._ntirely on the basis of 
their pro-life actions or op rosition rather than 
on the basis of their per:-onal compatability with 
pro-life leaders or lobbyists, (Some politicians, 
however, hvpocriticallv say they are pro-life and 
then work agains t right-to-lifers using personal 
disa1;reements with pro-life leaders as an excuse 
for not supporting the pro-life cause. Their pro-
life conGtituents should make it clear that thev 
are not fooled by such hypocr.'.lcy, and expect better 
cooperation in the future. In some cases these 
politicians may have to he defeated if they cannot 
be converted. ) 

}~bilize only when your group has a well-planned clearly-
defined goal for doing so. 

a, Do n:abilize when you have studied a situntion care-
fully and see a real need for actioh and a ·reasonable 
chance of success, 

b, Do not mobilize a district if you have no clear goal 
in mind or when you just feel an urge to harrass ;m 
obnoxious enemy politician who you would have little 
chance of influencing or defeating, 

Mobilization can, however, be used as an effective technique 
for polarizing and radicalizing an enemy's pro-life constitu-
ents shortly before he is a target at an upcoming election, 
If a large number of pro-life people in his district have 
personally experienced the frustration of a politician's 
refusal to cooperate or his political double:_talk, thev will 
be 1:10re highly motivated to work against him in the ne~t 
political campair,n. 

.------------ ------------ ------------
10. THERE IS A 1-/i\Y TO EFFECTIVELY INFLUE!:\CE HOST GOVER!'lHENTAL 

UNITS, INSTITUTIONS OR IlUSlNESSES--YOUR JOB IS TO FIND THAT 
WAY AND CONCENTRATE YOUR NOflILIZi\TION EFFORTS THERE, 

Study each group you wish to influence--hospitals, welfare 
boards, TV stations, departments of education, school boards, 
health and welfare departments, etc., and analyze how you 
can most effectively influence each target. For example: 

a, Governnental units and the bureaucrats who run 
them can be influenced not only by pressure from 
determined citizens, but also by pressure from a 
pro-life chief executive (governor or President) 
or the pro-life ler,islators serving on the commit-
tees which pass on funds for their departments, 

b, M:my bureaucrats or officials who are not usually 
the targets of pressure can be influenced simply 
by a desire to rid themselves of the annoyance of 
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4. 

s. 

6. 

7. 

Once yo~ have established a reputation for political power, 
it is usually to your advantage to use as little mobilization 
as possible to accomplish your task becaus_e_: __ 

a. The mass of pro-life people have a limited amount 
of time and energy to expend on the cause. If you 
call on them too often, they will not be there when 
you really need them, (However, they r.iay also lose 
interest if you call on them too infrequently, You 
need to study each situation and balance these two 
factors as you make your judgcr~cnts,) 

b, If ;ou us e your total mobilization power too often, 
you may get a reputation for bullying unnecessarily, 
Thi!l could produce a hnckl.ash which could hurt your 
cause. 

c. It is expensive for your orr,anization to do the 
necessary nnilings or telephoninr, for extensive 
mobilization, 

d, It is always good to have something more in.reserve 
to use at a critical moment. 

e, In some situations a series of mobilization pressures 
can be brought to bear on a politician in a 
"pha!ling in" operation--uhich will allow you to 
judge hov he is reacting to one phase before you 
activate the next one, 

YOU CAN ESTABLISH A REPUTATION FOR POWER AND SUCCESS BY: 
a, SUCCESS IN lJEFEi\TING AT LEi\ST ONE OR TWO ENEMIES 

AT EACH ELECTION. 
b, PRODUCING A REi\LLY SPI:CTACULo\R }lOilILIZi\TION EFFORT 

(RALLY, LETTER-WRITING Ci\MPAIGH, HF.ARING ATTENDANCE, 
ETC,) AT LEAST ONCE EVERY YEAR OR TWO, 

Thereafter, for every politician who has heard about the 
defeat of a pro-abortionist, the unspoken threa t is alwavs 
~:!, and you can rely on your reputation to do part of 
the work for you while you preserve the politician's pride 
by persuading him with sweet reason and logical arguments, 

IT IS H!PORTANT TIIAT YOU ALWAYS USE YOUR PO\mR FAIRLY AND 
RESPO~!SlllLY, 

a, He non-partisian. ~1atever the pro-life leaders' 
personal political outlook, the pro-life r,roup must 
treat politician!l of all political parties fairly. 
Remember that, in this battle, 11e have all degrees 
of liberals, conservatives, Democrats, Republicans, 
etc, for both allies and ene~ies, 

b, l~ke ratlonal rather thnn emotional or personal 
jud1;e-;;;;;ts-, -Never let your personal affection or 

I 

I 
I 
·1 

I 
I 
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8. 

9. 

10, 

}!obilize 
defined 

a. 

anger affect your political judgement. Politicians 
should he aided or opposed entirely on the basis of 
their pro-life actions or opposition rather than 
on the basis of their personal compatability with 
pro-life leaders or lobbyists. (Some politicians, 
however, hvpocriticallv say. they are pro-life and 
then work ap,ainst rir,ht-to-lifcrs using personal 
disagreements with pro-life leaders as an excuse 
for not supporting the pro-life cause. Their pro-
life constituents should n~ke it clear that they 
are not fooled by such hypocracy, and expect better 
cooperation in the future. In some cases these 
politicians may have to he defeated if they cannot 
be converted. ) 
only w~en your group 

goal for doing so. 
Do mobilize when you 
fully and sec a real 
chance of success. 

has a well-planned clcarlv-

have studied a situation care-
need for action and a ·reaponable 

b. Do not mobilize a district if you have no clear goal 
in mind or when you just feel an urge to harrass an 
obnoxious enemy politician who you would have little 
chance of influencing or defeating, 

Mobilization can, however, be used as an effective technique 
for polarizing and radicalizing an enemy's pro-life constitu-
ents shortly before he is a target at an upcomlng election, 
If a large number of pro-life people in his district have 
personally exrericnced the frustration of a politician's 
refusal to cooperate or his political double-talk, they will 
be more highly r.,otivated to work against him in the next 
political campaign, 

THERE IS A WAY TO EFFECTIVELY WFLUEI\CE HOST GOVERN!-ffiNTAL 
UNITS, INSTITUTIONS OR BUSlllESSI:S-- YOUR JOB IS Tn FIND THAT 
WAY AND CONCENTJ:ATE YOUR NOTIILIZATION EFFORTS THERE, 

Study each group you wish to influence--hospitals, welfare 
boards, TV statlons , departments of education, school boards, 
health and welfare departl7!ents, etc., and analyze how you 
can most effectively influence each target, For example: 

a. Governmental units and the bureaucrats who run 
them c:m be influenced not only by pressure from 
determined citizens, but also by pressure from a 
pro-life chief executive ( Governor or President) 
or the pro-life legislators serving on the commit-
tees which pass on funds for their departments. 

b, Many bureaucrats or officials who are not usually 
the targets of pressure can be influenced simply 
by a desire to rid themselves of the annoyance of 
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11. 

·numbers of people calling them with protests or 
suggestions. 

c, Televisi,m stations are moderately responsive to the 
public and very responsive to th e advertisers who sponsor 
the station's programs. These sponsors are, in turn, 
responsive to the consumers who buy their products. 

d, llospitaln are responsive to their boards, doctors, 
and the public in their communities, 

IN A REPRESE~TATIVE DE~!OCRACY HANY PEOPLE MAY INFLUDlCE A 
POLITICIA~, • S DECISIONS, REt!E!lllER 1-lHO THESE ARE WHEN YOU 
MOBILIZE: 

a, The citizens who elected them (all the voters living in 
their own district). 

b. Influential people in their m,rn district. 
c, The people who worked on their cnrnpaign. 
d. Financial contributors to their campaign fund. 
e. Influential politicians in their m,: .1 party--either 

l egislative or party leaders. 
f, Their fellow legislators--through friendships• 

respect, or. vote trade offs. 
g, Their spouses, family, friends, relatives, and girl 

friends (or boy friends), 
h. Their social or business associates. 
i. The professional people who serve them--their own doctor 

·banker, etc . 
j. The spokesman for special interest groups (business, 

labor, etc,) with whom they have strong ties. 
k, Prominent cle,rgymen of their m-m or a faith with 

membership and influence in thei•r district. 
1, Persons with a philosophy or outlook similar to their 

own--especially anyone with a public reputation, 
m. Doctors, 

12, THE EXCHAl!GE OF FAVORS IS ONE OF THE MOST BASIC "FA(;TS OF LIFE" 
IN POLITICS, AND THE SKILLFUL TRADING OF POLITICAL "FAVORS" CAN 
BE A VALUAllLE TOOL FOR PRO-LIFE PEOPLE. 

Favor trading in sorr.e form is universal in American politics. 
It may even be referred to in special terms such as cnlling 
in ••• "chits","brownie points","I.O.U,'s" or just "personal 
favors". 

a. It is important to identify and recruit as allies 
"special influencers" listed above in num'.)er 11, who 
already have "chits" from politicians which can be 
used, ;.ihen necessary, during a mobilization effort. 

b, , _l pro-life people should also be encouraged to use 
their opportunities to do favors for politicians--

/1. 

1' 
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especially powerful ones--which give them "chits" 
. to collect late r. (It I s hest not to publicly put 
it in these blunt terms, however, but rather to 
encourage people to "get active politically" or "get 
to know their representatives and work in thei r 
campaigns".) 

c. "Chits" can be earned by campaign contributions, 
political work, legislative trade-offs or other 
favors. In most cases, it is not considered polite 
to openly demand to collect your "chit". 
Though you may know that a politic.ian oues you a 
favor, it is best to politely make your r eques t for 
"a personal favor" with no reference to the fact that 
he owes you one. Then , if he says he just can't do 
that particular favor, you can graciously accept 
his refusa l and use your "chit" at a later time. 

d. "Chits" arc like currencv. They have a certain 
limited value, and they can only be used once. Once 
they are spent, they arc gene. So \,·hen you use "chits" 
for mohili:rntion, be sure vou sncnd them es wiselv as 
you would t>e<?~• If you are really lucky, you may 
find a pro-life "speci a l influencer" who has already 
accumulated lots of "chits" from a politician and is 
willing to use them for the pro-life cause . 

13, When planning your mobilizati.on effort it is important to 
be aware of the enemy's attemptn to use religious bigotry 
to their ndvantage. There is always a dan ger of the enemy 
ranting about a sininter "Ca tholic plot" whenever a Catholic 
church 2roup acts in defense of life--especially in political 
situations . Our response must be reasoned and well balanced. 
We must avoid the unnecessary use of Catholic churches for 
the more sensitive political activities while refusing to 
let the enemy make us afraid to use pro-life churches of ail 
denominations for distributing really essential pro-life 
inforn:ation . Whi.le we do want to avoid occasions for bigotry 
if we can, there is no l cr:itimatc reason to npolor:ize for 
any church's nartj_cipation in the defense of lrnnan rir,hts. 

14, WE ~!UST CONSTANTLY ENCOURAGE AND MAINTAIN A ;TR.ONG YEAR-AROUND 
EDUCATION PP,OGRA~!--FOR PltO-LIFE CHURCHES AND OTHER PRO-LIFE 
GROUPS, 

a, This can be conducted by the officers, priest, minister, 
membe rs, or by the loca l right-to-life group and should 
include education on the :!.88\le and the imnortance of 
Citiz en nol.i.ticnJ. DCtivitv--J.ctttr \·•ritin~, i'Dt-akitH; 
with poU.tical repres<,nt,1.tives, votinr; pro-life, etc. 

b. With much of the mass med ia hostile to the pro-life 
message pro-life education in churches can be an 
important means of reaching large numbers of potentially 
pro-life people in one convenient place. ~!any people 
who really care about their fellow human beings are 
church members":° 
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7, To influence research centers which are conductinz inhumane 
huma n exp_eriments. (Especially on aborted babies or premature 
newborns.) 

8, To influence hospitals and medical schools toward more pro-life 
policies. 

9. To influence the policies or guidelines of governmental 
departments on the local county, state, or federal level. 

10. TO INFLUENCE nm OUTCm!E OF POLITICAL ELECTIONS. 

11. To influence political party platforms, resolutions, and 
candidates (by mobi.lizing pro-life people to· attend important 
party rr,eetings or caucuses). 

12, To influence the policies of other groups. For example, church 
groups or feminist groups (Women 's Political Caucus) by turning 
o·..:~ pro-life people in lar ge numbers or encouraging pro-life 
people to become delegates to their policy-making conventions, 

13, TO INFLUENCE THE MEDIA (IN AN ATTEMPT TO GET FAIR CO\iERAGE FOR 
THE PRO-LIFE CAUSE). 

a, Hass letters to the editor, subscription cancellations and 
telephone protests to the editors are a few methods used. 
successfully with newspapers, 

b. Another example of successful media influence was 
the r.nss national pro-life mobilization and protest 
against the pro-abortion Maude rerun in the summer of 
1973 which resulted in all sponsors cancelling out 
before show time, 

D. ORGANIZATION FOR MOBILIZATION 

1, Organizing the Nobilization Committee, 

a, A STATEWIDE CO}frlITTEE ORGMHZATION (OR COALITION OF 
RIGHT-TO-LIFE GROUPS) WHICH WOULD ALLOW EITHER 
SELECTIVE HOlHLIZATION IN ANY KEY STATE LEGISLATIVE 
OR CO~GRESSIONAL DISTRICT, OR TOTAL MOBILIZATION 
THROUGHOUT THE STATE, MUST BE ORGANIZED AS soo:~ AS 
POSSIBLE, 

b. If a closer union of state rir,ht-to-life groups 
cannot be achieved immediately, some mechanism which 
would allow them to cooperate in mobilization efforts 
must, at least, be used. Communication--whcther 
through a coalition, ad . hoc committee or alliance--is 
important to success. 
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. 2. 

c. ~deally, the mobilization committee should be a 
separate committee which can concentrate its efforts 
on efficient mobiliza tion, It should work closely 
with other coruni ttees--such as Uealth, Welfare, or 
Political Committees needing mobilization efforts as 
part of their programs, In states where there are 
numerous groups, plans for commun ication cooperation 
and authority must be made which are appro_ riate to the 
special needs of that state, 

d. A forma l approval svstem for mobilization efforts should 
be set up, The cor.unittee chairmen involved, the 
President (or Presidents) or a designated steering 
commit t ee (which co.n be polled quickly by teler' one) 
may be chosen to approve all mobilization efforts. 

e. The central state mobilization committee could work 
with diatrict mobilization committees in each state 
legislative and con gressional district. In a few 
states where county identification is strong, this 
might have to be the division of orgo.nizatiori, The 
chairmen of each legisla tive distric. could serve as 
members of the congressional district mobilization 
commit tee, 

f, If there are a number of different right-to-life groups 
in the state, master lists can either he assembled which 
include all of the units or each grouo can set up its 
own nechanisn for a mailing systeM or phone tree, 
Pro-li fe educational groups with favored tax status 
as purely educational groups may not wish to engage 
in any political activities, so it may be necessary 
to buy or obtain their membership lists for direct 
mailings or phone calls by your mobilization committee, 

g. IT IS ESPECIALLY IMPORTANT THAT THE MOBILIZATION SYSTEM 
BE WELL ORGA.:HZED FOR THE DISTRICTS OF KEY POLITICIANS 
WHOSE AREAS YOU ARE MOST LIKELY TO ACTIVATE, 

Preparing the connnittee for action, Several sub-committees will 
be needed, 

a, A POLITICAL SET OF ALL OF THE STATE RFIILGJF!TD-ATOC-CTO,RDifFI\,'",G--T··O--] 
HEMBERS!!IP C.lu'lDS OR LISTS SHOULD BE _ , . 
LEGISLATIVE DISTRICTS AND CONGRESSIONAL DISTRICTS, 

A committee (perhaps a local chapter or a pnrish 
women 's group) can take t his as a special pro 1,..ct, When 
an emergency call for action co1~es , they will have to 
send out postcards to the me;;ibers in the necessary 
districts o.s fast as possible, In one state all the 
cards ,,re in the home of a couple who ca 11 in a sn:all 
devoted group of pro-life people for emer~cncics, 
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3, 

b, 

C, 

.FOR H0RE URGENT SITUATIONS REQUIRING AN I~IEDIATE RESPO~lSE I 
A STATD-/IDE TELEPHONE TREE NETWORK DIVIDED IllTO DISTRICTS 
( EACH DISTRICT CAN BE ACTIVATED INDIVIDUALLY WHEN NECESSARY) ,

1

· 

~ST BE ORGANIZED. j 

Probably this is best accomplished by a separate sub-
committee with their mm duplicate membership lists (also 
listed according to district), 
A third sub:-connnittee can organize constituent vists at 
the capitol (this may also be done directly by the state 
or nation~l political committee ), It can be done through 
the cooperation of the state committee and several 
responsible people in the districts involved, Buses have 
several advantages over car caravans for transportation, 
People should also be given some instructions or informa-
tion on how to lobby successfully, 

Stimulating allied groups to action, 

Allied groups must be identified, motivated, and a mutually agree-
able system for activating them must be planned and organized in 
advance, 

a. 

b, 

Iclcallv, the central state rir,ht-to-life organization 
or the leading state righ t-to-life organizations will 
have an Intra-Group Liaison Conmittee which has already 
developed the contacts and information necessary to 
determine which state r,roups are highly pro-life and who 
to contact for cooperation and mobilization within these 
groups, If this preliminary work has not already been 
done, someone must be assigned to do it, 

Potentio.lly pro-life groups (even church groups) need 
a good education program to rr~tivate them to make the 
special effort necessary for mobilization, The Liaison 
Commi ttee, the Hobilization Corr.mittee, and the Education 
Committee should work cooperatively to make certain that 
potentially pro-life groups are well educated on the 
issue, (Booths at convent ions, workshops, bulletin inserts 
at church and guest speakers at meetings or churches are 
a few methods,) These groups should receive a high priority 
in any educational program. If your state has a separate 
pro-life education orgo.nization, a good ~orking relationship 
should be developed to allow cooperation in areas like this, 

4, !_incli~_EL .:md Hotiv.<1tinr, Special Influencers, 

LISTS 01' SPECIAL IllFLUP.l"CERS WHO ARE PRO-LIFE SHOULD BE COXPILED 
FOR EACH LEGISU,TOR. EXECUTIVE OR OTHER KEY PERSON YOU MAY NEED. 
TO INFLUENCE, (SEE LIST ON PAGE 7,) 

a, The task of mobilizing special influencers should be 
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.part of the total cooperative mobilization plan. It 
can be done as part of the mobilization committee 
task, but it usually works better to let the people 
or co=ittee closest to the situation do at least part 
of this more delicate work . For example, the political 
co=ittee members or lobbyists probably already have 
a network of personal contacts and relationships they 
ca11 call upon to influence politicians; the lle«lth 
Cocrnittee may know more about the special influencers 
of hospitals, Hcdia Conmii ttce about media influencers, 
etc. Tne inportant point is that someone be clearlv 
assigned to this task and keep others informed about 
what they are doing. 

b. The real trick is to discover just uhich of these have 
the most influence on each politician or other key person 
--especially the powerful politicians--and whether or 
not they might be willing to use their influence for 
the pro-life cause. A pro-life activi;,t--if possible, 
one they already know--should discuss the issue with 
key influencers and discover whether they ar.e pro-life, 
neutral or pro-abortion . Such information ough t to be 
added to the records of the political committee for 
inclusion in their lobby records on each politician. 
The contact activist will have to judge which influenc-
ers may be asked immediately for help and which will 
have to be approached more subtly after the activist 
has established a good rapport with them. 

5. Responding to the Situation. 

1-ffiENEVER YOUR GROUP IS PRESENTED WITH A SITUATION REQUIRING 
MOBILIZATION, YOUR FIRST ACT MUST BE A CAREFUL ANALYSIS :)F THE 
POSSIBLE ADVANTAGES J\ND DISADVA!ITAGES OF Et.CH METHOD OF 
MOBILIZATIO!l . THE TECHNIQUES FOR DlFLUENCrnG PEOPLE SHOULD 
ALSO BE SELECTED WITH CAREFUL COHSIDERATION. 

Your mobilizat•ion c~:r~unication, whe ther it is a newsletter 
article, telephone call or ad, should include a recommendation 
about what techniques are likely to be most effective, Letters 
may be fine if you have time, but calls or telegrams are absolutel: 
necessary in other situations where the time for action is short , 
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b. .FOR MORE UR(;ENT SITUATIONS REOUIRI:IG AN I~~!EDIATE RESPONSE 

I 
A STATEWIDE TELEP!lo:-IE TP.f.F: NETIJORK DIVIDED ItlTO DISTRICTS 
(EACH DISTRICT CAN BE ACTIVATED INDIVIDUALLY \.THE?! NECESSARY) 
llUST BE OT:G,\is!ZED. I 

4------------------------------L 
Probably this is best accomplished by a separate sub-
committee with their own duolicate mer:ibership lists (also 
listed according to district). 

c. A third sub'."connnittee can or ganize constituent vists at 
the capitol (this mav also he done directly by the state 
or nation ,-.1 political co;;-.,::i ttee). It can be done through 
the cooperation of the state co~nittee and several 
responsible people in the districts involved, Buses have 
several advantages over car caro.vans for transportation. 
People should also be given sane instructions or informa-
tion on how to lobby ,,;uccessfully . 

3. Stimulating allied groups to action. 

Allied groups must be identified, motivated , and a mutually agree-
able system for activating them must be planned and organized in 
advance. 

a, I<lcallv, the central ::;tate right-to-life organization 
or the leading state right-to-life organizations will 
have an Intra-Group Liaison Cor.unittee which has already 
developed the contacts and information necessary to 
determine.which state groups are highly pro-life and who 
to contact for cooperation and m::ibilization within these 
groups. If this preliminary work has not already been 
done, someone must be assigned to do it, 

b. Potentially pro-life groups (even church groups) need 
a good education program to motivate them to make the 
special effort necess ary for mobilization . The Liaison 
Committee, the Hobilization Cor.:mittee, and the Education 
Commi ttee should work cooperatively to make certain that 
potentially pro-life groups are well educated on the 
issue. (Booths at conventions, workshops, bulletin inserts 
at church and guest speakers at n:eetings or churches are 
a few methods .) These groups should receive a high priority 
in any educational program. If your state has a separate 
pro-life education organization, a good working relationship 
should be developed to allow cooperation in areas like this. 

4. Ffodin,; .:md Hotivatin~ Special Influencers . 

LISTS OF SPECIAL INFLU~CERS WHO ARE PRO-LIFE SHOULD BE COMPILED 
FOR EACH LEGISLATOR, EXECUTIVE OR OTHER KEY PERSON YOU HAY NEED 
TO INFLUENCE . (SEE LIST ON PAGE 7.) 

a. TI1e task of mobilizing special influencers should be 
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.part of the total cooperative mobilization plan. It 
can be done as part of the mobilization committee 
task, but it usually works better to let the people 
or conoittee closest to the situation do at least part 
of this more delicate work. For example, the political 
committee members or lobbyists probably already have 
a network of personal contacts and relationships they 
can call upon to influence politicians; tJ- , Health 
Cor.:mittee may know more about the specinl influencers 
of hospitals, Hedia Cor:m1ittee about 1Jedia influencers, 
etc, The important point is that someone be clearlv 
assigned to this task and keep others inforrJcd about 
what they are doing. 

b, The real trick is to discover just ,1hich of these have 
the most influence on each politici:m or other key person 
--especially the powerful politicians--and whether or 
not they migh t be willing to use their infl~ence for 
the pro-life cause, A pro-life activir.t--if possible, 
one they already know--should discuss the issue with 
key influencers and discover whether they are pro-life, 
neutral or pro-abortion, Such information ought to be 
added to the records of the political comr.iittee for 
inclusion in their lobby records on each politician. 
The contact activist will have to judge which influenc-
ers may be asked immediately for help and which will 
have to be approached more subtly after the activist 
has established a good rapport with them. 

5. Responding to the Situation. 

WHENEVER YOUR GROUP IS PRESEHTED WITH A SITUATION REQUIRING 
MOBILIZATION, YOUR FIRST ACT MUST BE A CAREFUL ANALYSIS OF THE 
POSSIBLE ADVANTAGES AND DISADVAlffAGES OF EACH HETHOD OF 
MOBILIZATION. THE TECHNIQUES FOR INFLUENCING PEOPLE SHOULD 
ALSO BE SELECTED WITH CAREFUL CONSIDERATION. 

Your mobilization co= unication, whether it is a newsletter 
article, telephone call or ad, should include a recommendation 
about what techniques are likely to be most effective, Letters 
may be fine if you have time , but calls or telegrams nrc ahs olutel: 
necessary in other situations where the time for action is short, 
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E.1 ve the orraniz,,tion r eady - and plans 
n:1d ~crrle sta~di~~ b? to co ve into oc tion 
a s soon as you c~oose t~c ~cthod or 
~e th ods of mooilizacion for each si tu,ition, 

1. Pro-life newsletter article (good, 
when tl1ere is tice). 

2. Statc:widc tc lcp!10:1c tree net\..•ork 
([or rapid ~o~ili:atio~) . 

3, Postcards to al l P.:!.oht -tn-Lifc membe rs 
n~d ether ~ro~ps you wisl1 to i nclude 
(good , if you !13vc a few <lays to 
mobilize) . 

4. A~s i~ puLlic n~ws ~~ners TV radio 
(csp2cially foci::! f~r· r:-;;:,bj li;.:i~ f on of 
lnr r,c r nu:::)crs fo r long.-r::nge r.oa l s --
such ..is zur,port of t~1~ co:1stit~tional 
11rncr.dt.~n t. D:!..sadv..1.n ta f~r: : ~fot good 
in hc ~tile co r..:-::t.:1.i tics v1hcre it ruy 
stir.:ul.:itc cxcc• sr~ive enct;iy a.ctivitv. 
It i s expensive) . · 

5, Ads in pro-l Hc chta·ch ne,•spnpers, 
newsletters or publications . 

6 , Lettars to cl cr~y of pro-li fe 
dcnociinn tions fro:u their o,:n leaders 
nsl~inr, clerp,y to p r o:-:otc s c:>r r:-:ons , 
ar:nouncc:-:1en ts or builc ::in inclusions • 
on the ~ubjcct (shouid be ur.ed 1.-i th 
di scretion to avoid rcl igio~s 
bi eo tr)•). 

7, Inctructionr. to local pro-life eroups 
to p r o::.otc cln:rch bulletins , inserts, 
nn nour.c.ei:1':r. ts from l.::.y pc'oplc , hand-
out s at church doors, etc. 

8, Not ification of all allied or gnn!zn-
ti o:i::: .~ sLing t hem to r.:vbilizc the ir 
own rr.i:r.ib ,: rs. 

9, Notific~tion of ell alli~d groups to 
send en official letter or tcle r, ram to 
t he decision r..aker from th e croup 
itsc] f. (Thin c.:1n be clo~e when t he 
erocp has a frrc~l, official pro-life 
polic)',) 
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When a situation occurs decide wha t 
re spo~se or co=b ination of resoonses 
would be most effective for ne~suading 
the people you want to influ~nce, 

TECH'!Ir,ur:s FOR I ~FLt:F:::cr:c KEY PCOPLP. 

l, Individual constituent visits bv 
appoint~ent (at the Canitol or· 
at t he politician's ho;,,, or office). 

2, Priva te phone calls, letters, or 
visits special influencers, 

3, Visits gr0ups of constituents 
bused to t he Capitol for lobbying, 

4. Telcgr arr~ from constitue~ts. 

5. Telephone calls from constituents, 
(It i s important to leave a t:Jessage 
or cal~ back if callers are unable 
to r each their l egislntors.) 

6, Resolutions passed by various area 
groups to be oresented to 
l egislators o~ others, 

7, A public meet ing on the subject 
with t he person you're trying to 
influence present. (Be sure to 
have plenty of pro-life people 
there .) 

8, Letters to editor, 

9, Petitions si!(ned by a r ea people 
nnd pres en ted to t he le gislator 
(or other key person), 

10, Picke ting and distribution of 
protest literature a t a site where 
the l egislator will be , (This 
should be used with discre tion as 
it carries with it t he danger of 
backlash,) 

11, Holding a rr~ss rallv at some 
appropriate pl ace such as t he 
State Capitol, r.:akin~ it clear 
what the purpose of the rally is, 
(Call on t he press for coverage 
too,) 
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METHO:lS OF ~'OBILIZATIW (Cont'd) 

10. Notification of all right-to-life 
organization leaders: (group 
chairnen, chapter ~hairmen, etc.) to 
=bilize their people, 

11. Direct m3ilings of post cards or 
letters to the oe::ibers of pro-life 
churches. 

12. Direct ~~ilings to lists compiled 
from those who have signed pro-life 
petitions at fairs, churches, etc. 

13. Letters to the editor r.iaking the 
public a~arc of the situation and 
asking thern to protest. 

TECH'.W)Ul'S FOR INFI.Ul''.lCU:c KFY P"f'Pl.c 
(Co:1t'd) 
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The editor, Darla St. Hartin, is a Vice President of the 
Minnesota Citizens Concerned for Life with three years' 
experience in the pro-life movement, and fifteen years' 
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