
about their operations, their finances, their political connections, their
track record on the environment and on labour standards, and any other
information relating to the objectives you want to achieve.  What role do
these corporations play in public policy making? What associations and
alliances are they a part of?

Tactics for challenging corporations
Decide what tactics best suit your objectives.  If your objective is
to raise public awareness about the actions of a corporation, you
can organize fun, non-confrontational events like street theatre
designed to capture the public’s attention and educate.  If your
objective is to physically stop a corporation from barging ahead
with its destructive plans, you’ll want to organize a more serious
action such as a blockade.  For most tactics, you’ll want to engage
as many people as possible.

Remember that you can use more than one tactic at a time.
Using a variety of tactics can help involve more people—not
everyone is comfortable with participating in a confrontational action.
Also, staging a series of escalating events or actions over a period of time
allows you to build momentum and apply pressure on the target.

Whatever the tactic you choose, always try to be well prepared to
counter what the corporation says or does, and have fun and be creative!

Street theatre
If your objective is to be non-confrontational and you’re looking
for a way to raise public awareness about what a corporation
is doing or plans to do, consider using street theatre.  You can
use satire, puppets, costumes, props, etc. to dramatize your
message and attract the attention of the public and the
media.  Where should you do your boisterous performance?
How about on the sidewalk right outside the corporation’s
head office!

Putting them on the spot
Here’s a tactic that combines some of the satire and sarcasm
of street theatre with some face-to-face confrontation and
the element of surprise.  All you need is a good prop that
drives home your message and some good timing, i.e., when
corporate executives or their PR lackeys are in the public
eye—preferably before the cameras.   For example, you could
deliver a “Greedy Pig of the Year” award to a bank chairman
who’s reaping record profits while calling for cuts to social
spending.  You could present the CEO of a manufacturing
corporation with a glass of water polluted by their effluent.
You could serve the CEO of an agribusiness corporation a salad
sprayed with the pesticides they produce.  How about a mock
warrant for arrest served to the CEO of a corporation known to
be violating human rights?  Ideas for putting the members of

as your company

has consistently spoken

out against the idea of

controls on greenhouse

gas emissions, the

canadian people hereby

present you with this

award for “number

one enemy of the

planet.”

what the...?

SECURITY!

i propose we use a

combination of tactics.

first we educate the public,

then we turn up the heat

with a boycott.
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roduciP
Some tactics are better suited to you than others.  The key is to find out
what you like to do, then do it well.  Some of the most common tactics
involve drafting and presenting written materials.  These can be anything
from individuals writing letters, to teams writing and presenting govern-
ment briefs.  The Council has encouraged and directly participated in both
of these tactics many times over the years.

Writing letters
Some organizations, such as Amnesty International, focus

almost entirely on letter-writing campaigns, and they’ve had
dramatic success.  One of the great things about letter

writing is that anyone on their own can do it.  Letters
can be written to just about anyone—a

government representative, a newspaper,
the head of a company.  Before writing

your letter, be sure of your intentions.
Do you want to inform a group of
people? Are you looking for answers
to questions? Do you want certain
actions explained or justified? What-
ever it is, if you’re clear about your

goal before you begin, the letter will be
clearer and much more effective.  Here are

some basic tips for writing a successful letter.

A handwritten

letter can carry

more weight

It may sound strange in this age of computer-

ized everything, but when you write a letter to

your public official, consider writing it by hand.

A handwritten letter is actually a very powerful

tool! Elected officials generally assume that for

every phone call, note or letter they receive,

there are about 100 other people who feel the

same.  A handwritten letter or note tells the

official that you are very concerned about the

issue.  Letters that are mass-produced suggest

you don’t care enough to put in the effort, so

they don’t hold as much weight.

believe it or not,

a letter written by

hand often carries

more weight than

one of those mass-

produced jobs.

SWISH

SWISH

SWISH

Be brief.  One or two short paragraphs is
usually enough, regardless of the complex-
ity of the issue.  Keep the letter to a page at
the most.

Be factual.  Back up your arguments and
include only relevant information.

Request a response.  Politely ask for a
response to your letter.

Always identify yourself.  In the letter
and on the envelope, be
sure to identify yourself, as
well as your position if are
writing this letter as a
member of a group.
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leafletting can

be a good way to get

your message out to

a large number of

people

but it can have

drawbacks!

Leafletting
Leafletting can be a good way to get your
message out to a large number of people

—one person can give out dozens of
leaflets in an hour.  Leafletting allows
almost total control over the message
you’re sending out, and it’s often a
good way of introducing your cam-
paign and chapter to people or
publicizing an upcoming event.
      To increase your chances
of creating an effective
leaflet, keep these
things in mind:
Write a leaflet that

isn’t too wordy but still talks about all of the elements
of your group or campaign.  Emphasize the fun or
upbeat aspects of the event.  Be sure to leaflet
wherever the people you’re hoping to attract may
gather, and at a time when they might be there.
Have more than one person leafletting at once.  Be
ready for rejections—many people will ignore you,
and some will even make nasty remarks.  Just keep
smiling and remember all the people who are reading
what you give them.

Posters
Posters are a good way to reach a large audience
to advertise a public meeting or event.  You can

target posters at a specific community, such
as a campus or a low-income

housing area, which increases
their effectiveness.  Many
communities regularly tear
down posters from public
places, such as utility poles, so

it’s always worth finding
out their tearing down
schedule in order to
maximize your exposure.
Be sure to create a
poster that will stand
out.  People are bom-
barded with information
all day—what’s special
about your poster that
will cause them to give
it a second look?
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Over the last thirty years transnational corporations (TNCs) have grown
astonishingly large and powerful.  They now wield tremendous economic
and political power over governments at all levels, and over global
institutions such as the World Trade Organization, the World Bank and the
International Monetary Fund.  In their pursuit of unlimited profit, they are
quickly changing the face of the earth, affecting virtually every area of our
lives.  Our food, our health, our education, our natural environment, our
democratic and human rights—even our own human genes—all are being
increasingly affected by the decisions made by corporations and their

cronies, usually behind closed doors.
An important part of promoting the

citizens’ agenda and opposing the corpo-
rate agenda is to identify, expose and
challenge the players imposing
corporate rule.

Preparing to challenge
Challenging corporations can take a variety of forms, anything from
educational street theatre to non-violent direct action.  But before you hit
the streets or office tower lobbies, you have to be prepared.

Be clear about your objectives
It’s important to be clear about what your goals and objectives are for
carrying out your action.  Why are you targeting that particular company?
What are you demanding?  How does the action you’re organizing on the
ground fit into your broader campaign? Is this part of your campaign or a
single action in and of itself?  If it is an action within a campaign, are you
trying to build public support, send a message directly to the company,

draw attention to them, or a combination of all of these?  Make sure
your goals and objectives can be easily explained so you can interest

others in your action (see the chapter Developing
strategies for more information).

Know your target
In order to confront corporations effectively, your

chapter needs to tool itself with good background
information.  Try to develop profiles of the corpo-

rations your chapter intends to confront.  Find out

and it

says here they

owe millions

in uncollected

corporate

taxes!

look, they were

convicted five times through-

out the nineties for illegal

toxic waste dumping.

hallenC
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a session of municipal council, provincial legislature or national
parliament?

Before going, rehearse your lobbying by role-playing with a
friend

Be sure you can back up your arguments

Take Council materials about the issue with you and leave
them with the representative to read

Stick to your points—don’t get sidetracked

Take careful notes of what the representative says and
commits him/herself to doing

Ask for some follow-up to the representative’s action, for
example, a copy of a letter sent or a copy of the comments
made on our behalf

Don’t overwhelm the representative with information or
requests

Stick to your allotted time

Follow up your visit with a thank you note which restates your
point of view

thank you for

bringing the issue to

my attention. i’ll see

if i can raise it in

parliament.
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time your

advertising just

right so it has the

maximum impact on

your opposition

a message

from the council

of canadians

Keep your poster short, simple, loud and 
eye-catching.

Make your main message BIG—people should be
able to see it from 20 feet away.

Make the rest of your text short—people should
be able to read it in less than one minute.

Keep it visually consistent—more than one font
or more than two colours is distracting.

Don’t make it too crowded by filling every space
on the page.  Leaving blank space calls attention
to the text.

Pictures and graphics can really add to a poster if
they are clear and powerful.

Don’t forget to clearly mark the time, date and
place of the event.

Advertising
The use of advertising allows a large degree of control over your
message.  Unpaid advertising such as notices in community papers, on
community radio and television, or in entertainment weeklies are often
used to promote public events.  Paid ads can be used to publicly target the

opposition’s weaknesses or to express your main point on an issue.
Any advertising should be timed so that it will have the biggest

impact on the opposition or an upcoming government
decision.  The down side of paid advertising is that it can
be very expensive, and you really need to find someone
with advertising skills who can do a great job.  Advertis-
ing costs can be offset by doing the ad together with other
groups.

Exposés and briefs
Drafting and presenting exposés and briefs takes a lot of
time and effort, but it’s a good tactic for publicly attacking
your opponent’s credibility.  The idea is to expose the
weaknesses of their arguments and the underlying prob-

lems with their activities, while at the same time outlining
your chapter’s strongest arguments.  Usually, a brief is presented

to a government body, such as a committee.  An exposé is normally
presented at a press conference, which has been organized especially for
the purpose.  The Council’s national office sometimes writes these kinds
of in-depth reports.  Check out the section on resources (page 59) to see if
there are any that might help you in your work on a particular issue.

Here are a few tips for creating an effective poster.
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Notes
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—Martin Luther King

Cowardice asks the question: is it safe?
Expediency asks the question: is it politic?

Vanity asks the question: is it popular?
But conscience asks the question: is it right?

And there comes a time when one must
take a position that is neither safe,

nor politic, nor popular — but one must
take it because it is right.

obbyiL
to discuss

your stance

on the issue

i believe

fundamentally that

there is good reason

not to be unduly

ambivalent about

this issue.

Never lobby alone—always go with a
friend, neighbour or member of your
chapter

Prepare a few clear points you want to
raise on the issue

Be specific about what you want the
person you are lobbying to do.  Do you
want him/her to support your position
publicly, or to raise your issue in

One of the most
common tactics

chapters use to make
their point is to meet with
government representa-
tives or committees.  This
is called lobbying.  Lobby-
ing can be good for reveal-
ing an elected representative’s

stand on an issue, for getting her/his position on record, and
occasionally for getting media attention if the issue is current and contro-
versial enough.  But people tend to overrate the impact of lobbying on the
elected representative’s stand on an issue or piece of legislation.  Unfortu-
nately, lobbying is often seen as an end-in-itself, instead of as a small part
of a larger strategy.

Nonetheless, lobbying is important.  It’s a good way of getting to
know your politicians and of making them aware of your issues.  If your
lobbying is non-confrontational and informative, it can lead to the politi-
cian coming on board with your campaign—an important step, since
politicians hold governmental power and are big media draws.

mister skinner, the

council of canadians

would like to have a

meeting with you!

is that a “yes”
or a “no” ?

Tips for effective lobbying
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