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Introduction

1. Campaign Overview

Campaign Aims
¢ Raise awareness within state and local government of the value of the Community
and Neighbourhood Houses and Centres Sector

e Increase funding for the Community and Neighbourhood Houses and Centres
Sector as per the CANH State Budget Submission for 2010 — 2012.

Campaign Principles

The campaign will be run according to Community and Neighbourhood Houses and
Centres sector principles:

e participation

e commitment and passion

e collaboration and working together
e empowerment

e advocacy

¢ learning through action

Campaign Background

Raising awareness of the value of the sector has been a priority for a number of years,
especially the role in which houses and centres play in social inclusion and prevention and
early intervention. The community development work of the sector continues to go largely
unrecognised for the significant contribution it makes to the wellbeing of individuals,
families, communities and ultimately, the State. The sector has had no increase in
Neighbourhood Development funding for many years, and has in fact lost funding
through the closure of 2 houses and no indexation for some of that time. A budget
submission lodged in 2005 was unsuccessful. Many centres still do not have a full time
coordinator or paid administrative support. This is not realistic and is unsustainable. For
some centres, this campaign will not be about funding but about raising awareness of the
work they do, for others it is only about the funding. For most, it is a mixture of both.

Strategic Overview

The campaign will demonstrate that the sector is serious about “being known and
recognised as a critical partner for government, that it is serious about increased recurrent
funding and that is also well organised.

The Strategic Context includes the following key factors:

e there are Community and Neighbourhood Houses and Centres in 40 out of 47 State
electorates
e there are a significant number in key marginal electorates

e mobilisation of the Community and Neighbourhood Houses and Centres underpins
the success of the campaign
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It is important for us to demonstrate that there is widespread support for and commitment
to Community and Neighbourhood Houses and Centres right across the state. The
mobilisation of our Houses and Centres and the people in and around them is the main
strategy of the campaign.

This can only work with strong community support!

How Houses and Centres can participate
Mobilisation of the Community and Neighbourhood Houses and Centres will mean that
Houses and Centres can:

¢ lobby their Members of Parliament,

e generate publicity through local media,

e mobilise the support of community leaders,

e run and participate in campaign events.

Support for Houses & Centres to Participate
Houses & Centres will be supported to participate fully in the campaign in the following
ways:

e resources, including campaign materials to use for lobbying and promotion

e structures established for consistent communication and feedback

e regional Campaign Teams, supported by CANH

CANH will provide information and resources on how to:

¢ involve people from your House or Centre in the Campaign
¢ lobby your local MP

e generate local media

e mobilise the support of local community leaders

2. The Budget Submission

What are we asking for?

The campaign aims to achieve delivery in full on the CANH Budget Submission 2010/11 -
2012/13. This would mean an injection of approximately $10 million a year for the CANH
sector through Department for Families and Communities (currently approx $1.2 million).

What will it mean for your House or Centre if we are successful?

Every House or Centre eligible for funding will benefit from the campaign if we succeed.
The core work of the centre must be community development. The budget submission
includes an increase in the rate of funding which means an increase in funding across the
board. The baseline funding would provide sufficient for 2 full time staff members and
some operational costs with loading for priority areas such as country, highly
disadvantaged, vulnerable families, incorporated body.
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3. The Campaign Message

What is the message?
Our main message is: real people, real stories.......strong communities

This is the catchcry that will keep the whole sector united behind one consistent and clear
message. This message should be used in all our campaign activities and at every
opportunity with journalists, politicians, House & Centre participants, friends and relatives
etc.

How did we arrive at the message?

The campaign message has been developed with the help of marketing professionals and
consultation within the sector.

How does the message address your needs?

The message addresses both aims of this campaign. For some centres, it is not about
funding but about raising awareness of the work they do, for others it is only about the
funding. For most, it is a mixture of both.

Why it is essential to maintain a consistent message

The maxim “division is death” is equally true in a campaign of this sort. We must approach
this campaign as a sector that is united behind the campaign goals if we are to succeed.
Any division or mixed messages can easily be exploited and used against us. Sticking to
this campaign message is critical to the success of the campaign.

4. Campaign Timelines

State Government Budget Timelines

The decision making process about what the Government will consider for the next State
budget begins in earnest in the period around October/November and is finalised in the
few months following November. To ensure our submission will be considered we must be
active in our lobbying and other activities in the August /November period. By the time the
budget is released in May the funding decisions have long been made.

Campaign Timelines

3 August: “Look at us through new lenses” will be sent to all State and SA Federal MP’s
and Mayors from the CANH Board. An extra large set of spectacles will be sent with a brief
overview of the purpose of the campaign and that there will be more to come....

17 August — 25 September: “real people...real stories.....strong communities” postcards
to be filled out by participants in centres and posted (individually or in bulk) to local MP.
Each centre will get 150 cards with more available and “how to” posters. The postcards
are a critical aspect of the campaign and gives opportunity for the people who come to
your centre to “have their say”. To get maximum benefit, we ask that you photocopy the
cards prior to sending so that copies can also be sent to Federal and local government.

1 October: Value for money information to be sent to MP’s and Mayors from CANH
October: Story Telling event

End October: State Budget Submission will be lodged
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In October and November Houses & Centres will need to lobby their Members of
Parliament, generate publicity through local media, mobilise the support of community
leaders, and importantly get participants and volunteers writing to and visiting politicians.
Lobbying can and should continue through to the Budget announcement but a massive
effort for October and November is critical.

5. Proformas and Resources

CANH has prepared a number of proformas and resources to help you to involve people
from your House and local community in the campaign:

v' Campaign postcards for all participants in your centre to send to your local MP
(minimum of 150 per centre)
v “Look at the sector through different lenses” kit for MP’s and Mayors

v Sample letters to MPs from Board/Committee members, volunteers and participants
etc (to be emailed)

v Address details for MP’s
v' Media release tips

v' Sample Ad you can drop into your term program
v" Signature block for email messages

6. Campaigh Communication Strategies

Throughout the campaign it is important that everyone knows what is happening across
the state so we can provide a consistent and coherent campaign strategy. Hence effective
communication will be ESSENTIAL. There are two communication strategies:

Attendance at Regional Meetings will be critical

Continuous Campaign Communication

Campaign electronic bulletin — real people....real stories......strong communities, phone,
email contact.

Alison Harker will be the Communication Contact. Email alison.harker@canh.asn.au
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Involving people from your House or Centre in
the Campaign

Participants, volunteers, staff, committee of management

Contents

Why involve people from your House in the campaign?
Who do we want to involve in the campaign?

The role of the House Coordinator or Manager

What do we want people to do?

v A special role for tutors and group leaders

5. What resources are there to support peoples’ involvement?
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1. Why involve people from your House/Centre in the campaign?

We want to involve as many people as possible in the campaign for Centres. There are
three reasons for this:

e First, our message will be heard more clearly and loudly by the decision-makers
the more people are involved. More voices and more letters mean greater
visibility for Houses & Centres. This will help to show decision makers the
number of people who are involved, who benefit or who contribute to their local
communities through the Centre. It will help persuade them of the need to
recognise that Centres are powerful partners of government in building socially
and economically viable and sustainable communities.

e Second, participation in a community action campaign (especially one that is
successful) is empowering for individuals and communities. And empowerment is
our job. Through the campaign people can learn new skills that they can apply to
benefit the community in other ways long after the campaign has been won!

e Third, it will strengthen your Centre and your local community. Bringing people
together to work to make your Centre stronger and more viable will have a range
of positive ripple effects. It will increase commitment to the Centre and deepen
peoples’ understanding of how the Centre works. It could assist in recruitment of
new volunteers.

2. Who do we want to involve in the campaign?

Everyone who is already involved in the House/Centre — participants in activities and
programs, students in classes, volunteers, staff and tutors, and most importantly
committee of management members. As well as people who recognise the importance
of the House/Centre but who might never have been involved or who might no longer be
involved.

3. Therole of the House/Centre Coordinator or Manager

The House/Centre Coordinator or Manager has a community development role to play in
the campaign. It is her/his role to facilitate, encourage and support people’s
involvement. And to celebrate and thank people for their contribution!

This means thinking about who comes to the House/Centre, what they are interested in,
what might interest them about the campaign, how you might provide the information or
skills they might need. It also means thinking about who could be a Centre Campaign
Representative and how they will keep people informed of the progress of the campaign.

4. What do we want people to do?

There are lots of things that people can do. They might do just one thing; or if they are
really keen they might do a number of things. All contributions are important — how ever
great or small!

We want staff, COM, volunteers and participants etc to:

e send postcards to local Members of Parliament

e write, ring, or visit any one or all of their MPs;

¢ if children have been at childcare at the House - send their drawings to the local
MPs;

¢ write to the local paper/s;

e contact community radio and metro or regional talkback radio;
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¢ talk to friends family and neighbours;

e seek support from other local organisations that they might be involved
in/connected with. For example, they might move a motion at a meeting of a local
service organisation or political party branch. A letter can then be sent to the
local MPs and the local paper;

e participate in campaign events

A special role for tutors and group leaders

Ask your tutors and group leaders to speak to their groups and classes about the
campaign. Ensure they have the resources they need to encourage and support people
to become involved. Tutors might incorporate exercises in classes that could be used to
support the campaign. For example writing or typing a brief letter to an MP or the local
paper; a discussion about how the State Parliament works and how to lobby
parliamentarians.

5. What proformas and resources are there to support peoples’
involvement

CANH has prepared a number of resources to help you to involve people from your
Centre and local community in the campaign:

v' Campaign posters to put up in your Centre

v' Campaign postcards people can send to MP’s

v' Sample letter to MPs from COM members, volunteers and participants etc (to be
emailed)

v' Template of address labels for the key Ministers, A4 page (24 labels 3 columns x
8 rows)

v' Templates for media releases

Also provide for people at the House or Centre:

v’ Sheets of labels with the local MPs name and address; Are you going to provide
stamps for letters? You may like to have stamps available with a tin asking for a
55 cent donation for each stamp.

v Boxes at reception for people to put their completed postcards. You may like to
send the postcards in bulk.

You may also consider
v’ Placing ads into your term program

v Changing the outgoing message for your House/Centre answering machines

REMEMBER to feed back your successes to the Communication Contact:
Alison Harker email: alison.harker@canh.asn.au
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Raising the Profile of your House or Centre
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1. The main message

Our main message is: real people...real stories...strong communities

Use every opportunity to repeat this. As you are writing your media releases or writing
letters to the local paper or speaking to journalists — keep the main message in your
mind and incorporate it into your writing or conversation.

2. Getting the message out — local media ideas for media stories

Local media is an easy and effective way to get our message out to the wider
community. Local media coverage will raise the profile not only of your Centre, but also
of the campaign for realistic funding and of Community and Neighbourhood Houses and
Centres in general.

What do we mean by local media? — Local and regional newspapers, local and regional
radio & TV as well as community radio.

Local and regional newspapers are widely read in the community while local and
regional radio & TV are widely watched & listened to. Local media is also well read and
monitored by local politicians and relevant government agencies, while media monitoring
services ensure that media stories are reported to decision-makers.

Imagine the impact of regular stories about Community and Neighbourhood Houses
Centres in dozens of local papers and on local radio & TV right across the state!

Use a Media Release to maintain control of the process

Remember that journalists are professionals and they are after a story. Make sure you
don’t inadvertently give them a story you didn’t mean to! This applies to even friendly
local journalists. Only say things that you want to have printed or broadcast!

The best way to avoid the ‘surprise’ of being misquoted (or of saying something you
don’t mean to) by writing and sending in a media release.

Use your media release as the basis of everything you say to the journalist. If you are
talking to the journalist by phone, it's easy and totally acceptable to read from your
media release - as if you are speaking spontaneously! If its in person — try memorizing it
before the interview.

Local papers
v How to get a story about the campaign in your local paper

Local papers cover local news stories. They are keen to cover strong stories about
significant things that are happening or are about to happen in the local community.
Local journalists are generally friendly and easy to work with.

Local papers are the perfect avenues to publicise your House/Centre and the campaign.
You may already know journalists at the local paper/s. If so that’s great, you are well
placed to get the coverage needed to support the campaign.

If you don’t already know the local journalists — there’s no time like the present. Have a
look through the paper and see who seems to cover community interest stories and who
covers the more serious issues.

The best way to get your story in the local paper is to send your media release to the
journalist and follow up with a phone call.
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Journalists on local papers are extremely busy, often part-time and are expected to
write a number of stories and articles each week. Try to make their job easy for them
by writing a media release — you might even find that your well-written media release
reproduced fully in the story that appears in the paper.

v' Deadlines

Before you start preparing your media story check when the deadline is for your local
paper. Weekly papers will all have deadlines on different days, and deadlines for stories
are often different to deadlines for photos. It is better to get your media release to the
journalist early in their week — soon after the paper for the current week is completed.

v How to write a mediarelease

Always write a media release — it will help you clarify your thoughts, ensure you don’t get
misquoted, and help you say only the things you plan to say.

See attachment one — for tips on how to write your media release.

v’ Create photo opportunities

A picture is worth a thousand words! It is much easier to get a story printed if there is a
great picture that goes with it. Think about possible pictures that the local paper could
create to go with your story and suggest them to the journalist.

v’ Letters to the editor

Letters to the editor are a very easy way to get the message in the local paper about the
need for adequate funding for Houses & Centres. It enables you or others to voice an
opinion to policymakers and to educate readers.

You can use letters to correct or interpret facts in response to an inaccurate or biased
article, to praise or criticise a recent article or editorial, or simply provide your opinion on
a current issue.

Without exception, the letters section is one of the most highly read sections in the
paper. Make sure you read the paper before you write to get an idea of the format, and
be sure to have the name of the editor you’re addressing. Don’t miss out on this chance
to reach the public - write early and often!

Be timely — Capitalize on recent news and events that have been covered in the paper or
that have happened locally — write within 24 hrs if possible.

Keep it short and simple — Keep your points clear and stick to one subject. If you look at
the editorial page, a few paragraphs is all they usually print!

Think locally — make your emphasis local, explain how lack of funding affects people
locally; mention what the Government can do to solve the problem.

Sign your letter - include your name, address and telephone number. The paper may need
to contact you if they are considering printing your letter. Don’t worry—they won't print
your phone or street address.

Don’t be discouraged if your letter is not printed. Every time you submit a letter, you are
educating the editor of your paper and paving the way for future letters to be printed. Keep

trying!

REMEMBER to feed back your media successes to the Communication Contact:
Alison Harker email: alison.harker@canh.asn.au

Use your Media Release to maintain
control of the media process
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Local and Regional Radio

v' How to get a story about the campaign on local radio
Radio coverage can be either on the news or during an interview by a presenter of a
regular program - current affairs, drive time etc.

If you are planning an event or activity, be sure to write a media release and send it to
the local or regional radio station/s.

Or if you have a simple news story that makes an announcement or comments on
Government actions or policy write your media release and send it in.

News

On the day before your event send a ‘media alert’ to radio station newsroom — it should
simply say in as few paragraphs as possible what will happen tomorrow and when and
who they can contact. It should not include the core information that will be released
tomorrow. Don’t turn your ‘media alert’ into a media release!

If you already know the journalists in the newsroom that will make your job easier — you
can just ring them and make sure they know the event is on and that its in the newsroom
diary for tomorrow with your contact details.

If you don’t know anyone in the newsroom, just speak politely to whoever answers the
phone. Check they have the alert and that your event & contact details are in the
newsroom diary for tomorrow (remember, the person you are speaking to may not be
working tomorrow).

On the day of your event or if you have a simple news story - send your media release
through to the newsroom as soon as possible after the event has started or, if it is short,
as soon as it is over. Be mindful of when the news is broadcast — give journalists plenty
of time to write & record the story before the news.

Again ring the newsroom. ldentify yourself and your organistion and check that your
media release has got through and ask whether they need any further information, or
would like to do a brief interview (a ‘grab’) for the news broadcast.

Remember that radio news will probably play no more than a few seconds of your
‘interview’. Having spent the time writing your media release, it should double as your
‘script’ for radio. Think about the ONE thing that you want the listeners to hear and
make sure you can say it in a few seconds. Say it first and say it again in response to
later questions — make sure the thing you want to say is thing that is picked for
broadcast.

Current Affairs and Daily Presenters programs

Local current affairs programs and the daily round of talk shows throughout the day are
a great way of getting good media coverage about Houses and Centres.

If you have an event planned, for example the launch of the funding campaign or a
delegation to the local MP, contact the program’s host or the producer the week before
and explain what’s going to happen and why, and ask if they would be interested in
covering your event next week.

Before the interview, be sure to write a media release and use that as the basis for what
you will say in your interview.

Interviews are generally short — they’ll be over in a flash, so be prepared! If you are
going live to air the whole interview might be as short as 3 or 4 minutes. Ifitis
prerecorded it could be 5-10 minutes. Either way you will probably not get more than 4
or 5 “sound bites” sandwiched in between the interviewer's comments and questions,
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and each sound bite might be as short as 10 — 20 seconds. So be prepared to be brief
and succinct. Again, think about the ONE thing that you want the listeners to hear and
make sure you can say it (more than once if you can).

Community Radio

In some areas it may be well worth exploring the option of talking on Community Radio.
In fact a number of Houses and Centres already participate in weekly radio programs,
presenting information on their current activities and term programs.

A few points to consider if you decide to take an interview spot on community radio:
BE PREPARED and have a script with the main points you want to get across

outlined

Check how long the interview will go for — make sure you have enough material to fill
at least half an hour. You can make your points more than once; it doesn’t hurt to
repeat your messages.

Check if the interview will be ‘live’ or pre-taped.

3. Ideas for media stories

Launch your local campaign
Run up a series of stories to highlight the ‘good news’ at your Centre or your region

Publicise your delegation to the local MP/s (or their visit to your House) and what you
have asked them to do

Publicise any great things you are doing (especially new things)

4. Local publicity

Getting the message out to participants at your Centre and to people in the local
community will help to make the campaign successful.

There are a number of resources available which are designed to make it easy for you to
get the message out including:

v Posters — general campaign posters that carry the general campaign
messages and images

Put them up around the Centre

Put them up at other local community venues — cafes, the library, schools etc

Give them to participants to put up at other community venues

v Postcards

The campaign kit includes postcards to enable you, your staff, your Committee of
Management and participants to send the message to your local Member of

Parliament. Asking people to write their own message on the card means they will
think about why their House/Centre is important to them.

v' Use your term program — drop a campaign ad into your program brochure

Use adverts on all your printed material — repetition will help raise the profile of the
campaign and reinforce the message

v' Put a campaign message onto the outgoing message on your answering
machine

Every time you have the answering machine on — either because you are not funded
to be open (or because its simply after hours) you have the opportunity to raise
the profile of the campaign by including the campaign message on outgoing
message on your answering machine.
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Sample Advertisement

real people...real stories

Support your centre to raise
awareness of centres as powerful and
effective partners with government in
building socially and economically
viable and sustainable communities.

Signature Block

real people....real stories.....strong communities
Local community centres building stronger communities

Community and Neighbourhood Houses and Centres are powerful and effective partners
with government in building more inclusive, just, socially and economically viable and
sustainable communities.

Media Release Quotes

“Community and Neighbourhood Houses and Centres are not little houses for little
women but essential community building infrastructure.”

“Community and Neighbourhood Houses and Centres are powerful and effective
partners with government in building more just, socially inclusive, economically viable
and sustainable communities.”

“Community Centres provide a focus for building community capacity through health
programs, community education, transitional programs to training and employment,
volunteer involvement and children’s programs.”

Build relationships with journalists
— follow up media releases by ringing & talking to them
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Attachment 1

Tips on writing a Media Release’

10.

11.

12.

A good media release will be simple, brief and accurate.

Use a catchy title to attract attention. It is unlikely this will be reproduced. Its purpose is to
get the journalist to read the release. Although colourful, it should accurately reflect what
your story is about.

Announce the basic message in the first paragraph including who, where, when, how and
what. The ‘when’ should be very recent for it to be news. This paragraph should be an
announcement giving a succinct overview of the story.

Always start with the strongest and most important point, the most important facts and ideas.
The newsworthiness of your release will depend on the first couple of paragraphs — and the
editors will cut from the bottom up. Be sure to include your organisation’s name the first
paragraph or two.

The second paragraph expands on the first by introducing the speaker. ldentify the
person quoted by giving their title or position the first time their name is used. You should
also include any other relevant information that puts the story in context, eg. where they were
and what happened or will happen or was said. It is preferable to have only one speaker in
the release.

The remainder of the release, after the first paragraph, should contain no more than about
three key ideas, concepts or aspects of the story. It should be broken into about 3-5
paragraphs, with the less important information towards the end of the story. Keep it simple.
Don’t write an essay!

Quotes ensure that the exact words you want are used. In fact, the core of the release after
the first paragraph, can all be quotes, if you wish.

Language should be simple. No long or unusual words. Use a good simile or metaphor or
some colourful picture language to liven up your story, and graphically convey your message
in a succinct, memorable way.

Ideally, the length should not exceed one and a half pages. However, one page has the
advantage that half the story does not get lost in faxing.

If you are emailing, include the release in the body of your email, and hide the other
recipients, so the reader goes straight to the story.

Contact information MUST be provided at the end of the story. This should include phone
contacts outside usual working hours and numbers for which you are sure someone will be
available, if a journalist rings. Essential information to ensure coverage.

A phone call to confirm that it has been received is extra insurance in drawing attention to
your story

Style Pointers

Favour short simple words (i.e. ‘begin’ not ‘commence’)

Write simple sentences

Use direct expression (i.e. ‘Three engineers worked on the project’, not ‘There were three
engineers working on the project’)

Use active voice, never passive (i.e. “The Minister said’, not ‘It was said by the Minister’)
Avoid beginning sentences with “There is/are/was...”

Don’t state the obvious, and always be on the lookout for tautologies and hidden
redundancies

Include the date

! This paper was prepared by Joan Staples and modified for the Victorian Association Neighbourhood Houses and Learning Centers by
Linda Parlane. Joan Staples is an academic, who teaches public advocacy in the Faculty of Law at the University of NSW. Thanks also
to Media Training Notes and Manual, Prepared by Luke Giribon for the Queensland Conservation Council 1998 Conference
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Lobbying your local MPs

Contents

1. 3 Levels of Government Overview

2. Duties of MPs

3. Main message to MPs

4. What do we want MPs to do?

5. Getting the active support of your local MPs

6.

v Make an appointment to see your local MPs
v' Meeting your local MPs

v" Do your homework first!

v The meeting

Don’t forget to ask!
Listen to what your MPs say they will do
Leave a letter or briefing with the MP

v' Straight after the meeting

check impressions
decide what next
feedback to CANH

v" Follow-up
Keeping your local MP engaged - Don’t stop at one meeting

Attachment
Community and Neighbourhood Houses and Centres contribution to the State Strategic Plan
(example)

Lobbying your local MP



1. 3 Levels of Government Overview

State Government

Legislative Council (Upper House) It is made up of 22 "councillors" who are elected in
a state-wide vote via the single transferable voting system (with optional group voting
tickets) to serve a term of 8 years. Elections for the Legislative Council are staggered so
half the seats are up for reelection every 4 years, in time with the election for the House
of Assembly. The Upper House represents the whole state not just electorates (seats).

Legislative Councillors represent all residents in the South Australian Parliament in the
same way that Senators represent all residents for their State in the Federal Parliament.
Upper houses have strong committee systems and a more diverse representation of
minor parties. The primary function of the Legislative Council is to act as a house of
review of legislation that has been passed by the House of Assembly, it is in this
capacity that can cause tensions between the government and the Legislative Council,
as the government is said to have the mandate of the people and view the Legislative
Council as obstructionist.

House of Assembly (Lower House) The House of Assembly has 47 members, each
coming from a single-member constituency. These are commonly known as seats, and
are intended to represent approximately the same population in each electorate. Voting
is by the preferential system, as with the equivalent federal chamber, the Australian
House of Representatives. All members face re-election approximately every four years.
Most legislation is initiated in the House of Assembly. The party or coalition with the
most seats in the lower house is invited by the Governor to form government. The leader
of that party subsequently becomes Premier of South Australia, and their senior
colleagues become ministers responsible for various portfolios. As Australian political
parties traditionally vote along party lines, most legislation introduced by the governing
party will pass through the House of Assembly.

Federal Government

The Senate (Upper House) is one of the two houses of the Australian Federal
Parliament. It consists of 76 Senators, twelve from each of the six states and two from
each of the mainland territories. It has virtually equal power to make laws with the other
House of Parliament, the House of Representatives (Lower House). It is elected by
proportional representation, so that its composition closely reflects the voting pattern of
the electors.

The role, powers and composition of the Senate (Upper House)

The powers of the two houses of the Commonwealth Parliament, the Senate and the
House of Representatives, are defined by the Australian Constitution. All proposed laws
(bills) must be passed by both houses. The Senate's law-making powers are equal to
those of the House of Representatives except that it cannot introduce or amend
proposed laws that authorise expenditure for the ordinary annual services of the
government or that impose taxation. The Senate can, however, request that the House
of Representatives make amendments to financial legislation and it can refuse to pass
any bill.
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Under the Constitution, each state of the Australian federation, regardless of its
population, has an equal number of senators. This weighting of parliamentary
representation in favour of less populous states was designed to ensure that their views
were not neglected.

The Senate currently consists of 76 senators, twelve from each of the six states and two
from each of the mainland territories, elected by a system of proportional representation
for a period of six years. A system of rotation, however, ensures that half the Senate
retires every three years. The four senators who represent the Australian Capital
Territory and the Northern Territory are elected concurrently with members of the House
of Representatives and the duration of their terms of office coincide with those for that
House (a maximum of three years).

The proportional system of voting used to elect senators ensures that the composition of
the Senate more accurately reflects the votes of the electors than the method used to
elect members of the House of Representatives. Proportional representation also makes
it easier for independents and the candidates of the smaller parties to be elected. In
recent decades this has meant that the government party usually does not have a
majority of votes in the Senate and the non-government senators are able to use their
combined voting power to reject or amend government legislation. The Senate's large
and active committee system also enables senators to inquire into policy issues in depth
and to scrutinise the way laws and policies are administered by ministers and public
servants. The Senate is thus a house of review and a powerful check on the government
of the day. Detailed analysis of election results makes it clear that many Australians
deliberately cast their votes in Senate elections with this review role in mind.

The role, powers and composition of the House of Representatives (Lower House)

The House is presided over by the speaker.

The Speaker of the House of Representatives is the presiding officer of the House of
Representatives, the lower house of the Parliament of Australia.

The 150 members of the House are elected from single-member electorates.
(geographic districts, sometimes known as "seats" but officially known as "Divisions of
the Australian House of Representatives”). Though one vote one value legislation
requires all electorates to have the same number of voters with a maximum 10 per cent
variation, some exceptions are made for geographical or practical reasons.
Subsequently, the smallest electorate has around 60,000 voters, with the largest holding
around 120,000 voters. They are designed to be relatively equal across the state or
territory within which the electorate exists. Voting is by the ‘preferential system’ also
know as instant run-off voting.

A full allocation of preferences is required for a vote to be considered formal. This allows
for a calculation of the two party preferred vote.

The number of electorates in each state and territory is determined by population. The
parliamentary entitlement of a state or territory is established by the Electoral
Commissioner dividing the number of the people of the Commonwealth by twice the
number of Senators. The population of each state and territory is then divided by this
guota to determine the number of members to which each state and territory is entitled
under the Australian Constitution. All original states are guaranteed at least five
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members. The Federal Parliament itself has decided tha the ACT and NT should have a
least one member each.

According to the Constitution, the powers of both houses are nearly equal, with the
consent of both houses needed to pass legislation. The difference mostly relates to
taxation legislation. In practice, by convention, the leader of the party (or coalition of
parties) with a majority of members in the lower house is invited by the Governor
General of Australia to form the Government. Thus the leader becomes the Prime
Minister and some of the other elected members of the government party in both the
House and the Senate become ministers responsible for various portfolios and
administer government departments. Bills appropriating money (supply bills) can only be
introduced in the lower house and thus only the party with a majority in the lower house
can govern. In the current Australian party system, this ensures that virtually all
contentious votes are along party lines, and the Government always has a majority in
those votes.

The Opposition party's main role in the House is to present arguments against the
Government's policies and legislation, and attempt to hold the Government accountable
as much as possible by asking questions of importance during question time and during
debates on legislation. By contrast, the only period of recent times during which the
government of day has had a majority in the Senate was from July 2005 (following the
2004 election) to July 2008 (following the 2007 election). Hence, votes in the Senate are
usually more meaningful. The House's well-established committee system is not always
as prominent as the Senate committee system because of the frequent lack of Senate
majority.

Local Government

e South Australia has 69 local councils; 18 metropolitan councils and 51country
councils. The number of members on each council is decided by the council itself.

e South Australia's councils have the power to make laws called by-laws. They
make decisions on local, town or city matters, such as street signs and traffic
control; drains, footpaths; sports grounds; childcare centres, libraries; rubbish
collection; animal control; building permits; and the collection of local taxes known
as rates.

e Voting in council elections is not compulsory. Everyone listed on the State
electoral roll is allowed to vote. The councils also have a list of other voters,
including non-naturalised citizens and rate payers who live in other council areas.

e Some local councils elect councillors using the optional preferential voting system
and some use the system

2. Duties of MPs

Your local MPs have certain duties towards you and your community as voters in their
electorate.

You can ask an MP to take up an issue with a Minister who has the responsibility for that
issue.
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You can ask your local MP for help in dealing with government departments.

You can also ask them to present a petition to Parliament and they are obliged to carry
this out.

3. Main message to MPs

real people...real stories....strong communities

Local community centres building stronger communities

4. What do we want MPs to do?

In general, we want MPs to recognise houses and centres as powerful and effective
partners with government in building socially and economically viable and sustainable
communities and support the CANH submission for realistic funding for the sector.

5. Getting the active support of your local MP

It might be useful to meet your local MPs with other Houses & Centres in the electorate.

If you decide to meet the MPs with other Houses/Centres, talk to them first and decide
who will make the appointment, whether you will write a joint letter to the MP or separate
letters and so on.

Make an appointment to see your local MPs
e You can simply ring and make an appointment (and take a letter with you when
you go to the meeting) OR

e Send them each an initial letter outlining the case for recognition and realistic
funding for the sector & asking for a meeting. Then a few days later, ring and ask
for an appointment.

See the proforma and resource package for sample letters.

When you ring your MPs’ offices, you will probably speak to their Electorate Officers.
Electorate Officers work very closely with the MP and their support can be very helpful to
you. So be polite and try to enlist their support!

Meeting your local MPs
Do your homework first — before any meeting with a MP!

The first meeting - If you have never met your local MP/s before, check whether they
are members of the Government or the Opposition, as your approach may be different
with each.

All meetings - first or fiftieth - think through what you want to say and what you want
them to do.
¢ Don’t assume they know anything about what you do or the benefits of your work
for your community
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e Don’t assume they will be persuaded after talking to you just once.

Plan how you will explain to them:
e what you do in your community and how your community benefits

¢ the problems you face because of inadequate funding
¢ how the Government/ Opposition can solve this problem

Plan what you will ask them to do to help you

If you are meeting the MP with other Houses & Centres, be sure to get together
well in advance and work out how you want the meeting to run and decide on who
will say what.

Before you attend the meeting here are a few points that your MP may raise and that
may be worth preparing a response for:

The Government has already funds approximately $1.2 million to the Sector

The sector has had no increase in Neighbourhood Development funding for many
years and in fact lost funding through the closure of 2 houses and no
indexation for some of that time

Volunteering is an important strategy of the Government

Volunteers need training, supervision, management and support and our
House/Centre is not funded enough to supervise more volunteers. We already
have x number of volunteers (include your CoM in these numbers).

Why is there a crisis? — | always hear good things about what your House/Centre is
doing
The unmet need in our community is....
We have not applied for X X projects
We are not funded enough to develop effective partnerships that ensure the
needs of the community are being met

Additionally you may well have conducted a role-play of the meeting in your training
session and explored other possible questions and discussed appropriate responses.

The meeting

Remember your MP is only human — don’t be intimidated. S/he is probably pleased to
hear from you and may well be very happy to help. Remember Centres have a great
story to tell!

The meeting will usually start with greetings and small talk and then you will have the
opportunity to speak and make your pitch.

Remember though, you want to hear from your MP as much as you speak yourself.
Listen carefully to what they say right from the beginning. This will give you important
clues about where to pitch your information, how much s/he already knows, and about
any misunderstandings s/he might have that you need to correct.

v' Don’t forget to ask

Don't just tell your MP all about the need for recognition and realistic funding and
expect them to work out what they should do. It is vital that you are very clear and
up-front about what you want them to do after the meeting.
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The party they are in and their position in the party will determine what you ask them
to do:

If your MP is a member of the Government, ask them to advocate for realistic
funding to key Ministers, the Premier and the Treasurer.

If your MP is a member of the Opposition ask them to advocate for realistic
funding through the election policy formation process over the coming months.

All MPs can be asked to ask questions in Parliament.

v’ Listen to what your MPs say they will do

Listen very carefully to what your MPs agree to do. Often MPs make statements that
sound agreeable, but which really have no substance. If this is happening, you might
like to try diplomatically suggesting some firmer action on their part.

Be sure to thank your MPs for whatever action they agree to take. And arrange for
them to get back to you within an agreed timeframe about the outcome of their
actions.

v’ Leave a letter or briefing with the MP

You may even like to send a very brief follow-up letter thanking them for their time
and interest in your House and politely thanking them (in advance) for agreeing to
advocate for you as agreed.

Straight after the meeting
There are three quick but important things to do straight after the meeting:

v’ First check impressions

Do a quick review and evaluation of the meeting - check with your colleagues who
attended with you what they thought of the meeting — how it went, your impressions of
the MP and their attitude to Community and Neighbourhood Houses Centres, your
understandings of what the MP said they would do. Make a few quick notes to
ensure you remember what happened!

v' Second decide what next

Check if there is anything that you should do as a result of the meeting — have you
offered to send additional information? or to invite the MP to a function? — ensure the
person responsible for this is clear on what they are to do and a timeframe set.

v Third send feedback to CANH

Through your Centre Campaign Representative, to the Communication Contact,
Alison Harker at CANH email: alison.harker@canh.asn.au inform CANH that the
meeting has occurred and what the outcome was. Also, if the MP has mentioned any
information that you think might be useful to CANH in coordinating the state-wide
campaign, please tell us!

Follow-up

If you don’t hear from the MP by the time they agreed to get back to you, phone the
office and ask how things are going.

If there has been no action, ask if there is any other information that might be needed, or
if there are any issues that have arisen.

If you are not happy with their response and are not sure what to do next, contact CANH
for advice about what to do next.
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6. Keeping your local MP engaged - Don’t stop at one meeting

Don’t stop at one meeting - The campaign for realistic funding will not be won over-
night nor with just one meeting with your MPs. Hopefully you can have a series of
meetings with your MPs through which you will develop a positive working relationship.

Think about ways that you can engage your MPs in your House/Centre in an on-going
way:
¢ Invite your MPs to come to your House/Centre and see for themselves what you
do
¢ Invite your MPs to come and present awards and certificates to participants

¢ Invite your MPs to your AGM, any community festivals or celebrations etc

REMEMBER to feed back your successes to the Communication Contact:
Alison Harker email: alison.harker@canh.asn.au
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Attachment 2

Community And Neighbourhood Houses and Centres contributiom to State Government priorities

Government Strategy CANH Strategy

Growing Prosperity — education,
skills development, employment
opportunities, innovation

T1.12 Employment Participation
T1.26 Aboriginal unemployment

e Sector training leading
to qualifications - facilitate
recognition of prior
learning

¢ Develop partnerships to
maximise training
opportunities for sector

Why future funding?

¢ Entrepreneurial Leadership &
Governance for paid and unpaid
workforce

¢ 1012 participants in training

¢ 100+Completed qualifications
(Cert. IV — Adv. Dip level)

o ACE:TAFE Partnerships; CBB,
Volunteering SA, University,
Taoundi College

o ACE programs

e \Volunteer programs

e Certificate courses in
partnership with RTO’s

o Life skills

e Work for the Dole programs
e Return to work programs

¢ Linkages and referrals

Identified trends in
communities
Increasing:

e social isolation

new arrivals

family stress

mental health issues
environmental issues
ageing population
obesity

Improving Wellbeing — quality of
life, safe environment, make own
choices, connected to community
T2.2 Healthy Weight

T2.3 Sport and recreation

T2.4 Healthy South Australians
T2.5 Aboriginal Healthy Life
Expectancy

T2.6 Chronic Diseases

T2.7 Psychological Well being
T2.11 Greater Safety at work
T2.12 Work Life balance

o |dentify, develop &
strengthen partnerships
increasing the capacity of
the sector to deliver
quality services & meet
community needs

¢ Provide support for the
unique needs of country
centres

¢ Anti Poverty Week project - 30

centres offering activities related to

healthy eating and budgeting

¢ be active project - 61 centres
offering activities that increase
physical activity

e Managing Difficult Behaviours and

Mental Health First Aid training.

Mental health mapping project

e CANH Conference

¢ Training/ mentoring offered in

country regions

¢ Meetings with relevant govt. & non

govt. organisations

¢ Platform for social inclusion

o Partnerships with
organisations across
communities e.g. Health,
counselling, early childhood,
schools, youth, disability groups,
clubs, physical activity

o Variety of programs & services
aimed at engaging with people
who are disengaged from
mainstream services

e Focus on prevention and early
intervention

illiteracy

Sector addressing trends

by:

e engaging the disengaged -
overcoming barriers to
participation

e providing grass roots
locally based “multi literacy
focussed” adult community
education

o forming partnerships

Identified trends in sector
Increasing

Attaining Sustainability — thriving
well cared for environment

T3.7 Ecological Footprint

T3.9 Sustainable Water Supply
T3.14 Energy Efficiency

e [dentify, develop &
strengthen partnerships
increasing the capacity of
the sector to deliver
quality services and meet
community needs

e CANH conference workshops

e CANH Communications

e Community garden
resources/promotion

e Linkages and referrals

e Centres as “green hubs”
e Community awareness
sessions

e Community gardens

e Linkages & referrals

e compliance requirements

e awareness of risk

e need for skilled paid &
unpaid workforce

e ageing workforce

e awareness of changing
demographics

Creativity and Innovation - thrive
on creativity, knowledge and
imaginative thinking

T4.5 Understanding Aboriginal
Culture

¢ Develop action plans

e Promote & model
community development
principles

e Cultural training provided & action
plans developed by centres in
metropolitan and country regions

e Aboriginal groups
¢ NAIDOC week activities
¢ Cultural awareness programs

Changing nature of
volunteering




Government Strategy

Building Communities - well
informed and engaged in decision
making, community cohesion and
inclusion, diversity

T5.1,2 Women in Leadership
T5.6 Volunteering

T5.7 Aboriginal leadership

T5.8 Multiculturalism

CANH Strategy

¢ Develop funding
submissions which build
the sector and address
known sector needs

e Inform & guide the
implementation of good
governance practices

¢ 3 Aboriginal centres CANH
members

¢ Leadership & governance training
e Implementation of quality
management systems

e Strategic planning workshops

¢ \/olunteer programs — centres
recruit 20 — 300 volunteers
working with 1 — 2 paid staff

e Environment of empowerment
— participants actively
encouraged on pathways

¢ Community management

o ESL/literacy programs

¢ Engaging with refugees/
emerging communities

¢ Participation in Service
Excellence

Expanding Opportunity - value of
knowledge for everyone, life long
learning, literacy, skills for living and
learning

T6.1 Aboriginal wellbeing

T6.2, 4 Early childhood literacy
T6.5 Economic disadvantage
T6.11 Participation by people with
disabilities

T6.12-15 Education

T6.18 Aboriginal education

e Sector training leading
to qualifications - facilitate
recognition of prior
learning

¢ Develop partnership to
maximise training
opportunities for sector
¢ Develop action plans

e Promote & model
community development
principles

e Inclusive Multi literacies skills
development in local communities —
e.g. parenting, health, IT, family
literacy, cultural, financial,
citizenship, environmental,
communication, pre employment, life
skills

¢ Child Safe environments training

e Stronger, safer families —
playgroups, créche, childcare,
school holiday programs

¢ CD conference

e CANH Communications

¢ Children’s programs — family
playgroups, mothers & babies
groups, creche, before & after
school & holiday programs,
youth groups, family activities

e Parenting classes

¢ Working with families living in
poverty/at risk of
homelessness

e Inclusive
environment/programs

¢ Participation by people with
disabilities

e Participation by people with
mental health issues

¢ ACE programs

e Financial literacy programs

¢ Physical activity/wellbeing

¢ Food security programs

e Linkages & referrals

Why future funding?

CANH addressing trends
by:

¢ Partnerships with govt. &
sector e.g. be active, anti
poverty week

e CANH Communications

e Sector Development —
organisational
development/governance —
“Hands on” support

o Workforce development —
qualifications/training

e Leadership & governance
project (Increasing numbers
of leaders and volunteers
participating in on job
training/ assessment
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1. Local Government

Whether or not your house is supported and known by your elected Councillor and the
council officers, the campaign is an opportunity to educate and engage them in
supporting the campaign for increased funds into their local area.

We want Local Government to support the campaign for Houses and Centres to be
recognised as powerful and effective partners with government in building socially and
economically viable and sustainable communities and support the CANH submission for
realistic funding for the sector.

You can engage both the elected Councillors in this and the Council officers.

This will show decision makers that Community and Neighbourhood Houses and
Centres have the support of Local Government.

2. Elected Councillors

Invite your Councillor to your House

Again whether you know your Councillor already or this is your first contact invite them
to the house to see some programs running and meet participants. Have the participants
tell them what they like about the house. Discuss with them what the budget submission
is asking for and explain why. Provide them with a copy of the budget submission

Ask your local Councillor to support the campaign by contacting your local MP’s, provide
them with a summary of

The problems your House/Centre is facing

How the Government/opposition can solve this problem

The Mayor, if s/he is not your Councillor can be invited too (or at a separate time)
Maintain on-going contact with them

Ask the Mayor to write on behalf of the Council to the Minister for Families and
Communities, Hon Jennifer Rankin MP, the Premier and the State Treasurer

Present at Council Meeting

Get together with the other Houses/Centres in your municipality and request that you do
a short presentation to the Councillors.

Present some of the challenges faced by houses and a summary of the budget
submission and how Council can support the campaign

For those houses with a relationship with Council, request to do a presentation on the
Budget submission and how Council can support the campaign

3. Council Officers

Get your Council officers to help organise the presentation at a Council Meeting

For those municipalities where they don’t have council involvement in the houses,
request that all the houses do a presentation to the senior management on Community
and Neighbourhood Houses & Centres, explain the challenges and ask for their support.
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What they can do to help

Get them to include an article on Community and Neighbourhood Houses Centres and
the campaign in their Council newsletter out to the municipality.

If there are festival days or council events, ask to have a stall to get residents to sign
letters to be sent to the Minister.

REMEMBER to feed back your successes to the Communication Contact:
Alison Harker email: alison.harker@canh.asn.au
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Seeking the Support of Champions

Finding local opinion leaders who will
support the campaign for realistic funding
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v’ Start by brainstorming and asking around — use your networks
v Ask them to help
v' Keep CANH informed



1. Champions —Who?

Well-known or influential people in your local community may potentially be ‘Champions’ of
Community and Neighbourhood Houses & Centres. ‘Champions’ may know (and be known
by) the people that we want to influence — the key decision-makers in Government and in
the Opposition parties.

They may be ‘political’ or ‘non-political’:

¢ ‘Political’ Champions might be former MPs or they might be senior or well-
respected people in one of the political parties.

¢ ‘Non-political’ Champions might be local business people or local Councillors,
they might be local (or even state or national) celebrities in the entertainment
industry, they might be influential academics. Or they might be people who are
well-known and well-respected in the local or South Australian community.
Whether they are ‘political’ or ‘non-political’, potential ‘Champions’ are likely to mix
socially or through their work with the people we want to influence.

2. Champions — Why?

We want our ‘Champions’ to advocate for Houses and Centres to be recognised as
powerful and effective partners with government in building socially and economically
viable and sustainable communities and support the CANH submission for realistic
funding for the sector.

In addition, depending on the individual we might ask them to assist with ‘celebrity
moments’ like:

launching the campaign events

public speaking

media opportunities

participating in our supporting behind the scenes key lobbying expeditions

We may also approach particular individuals to act as our Patron/s.

3. Finding your local champions

You probably have potential champions in your local community. There are a number of
ways to identify them.
Start by brainstorming and asking around — use your networks:

e Brainstorm who knows who at the Committee meeting and the staff meeting
¢ Chat to participants and ask them if they know influential people in the community

Ask them to help

Don’t rush in. If you don’t already know your potential champion, you will probably need
to take this one step at a time:

e Begin by inviting your potential champion to come to the House/Centre. Show
them what you do; enthuse them about your House, introduce them to
participants who have benefited from your programs and activities

e Talk to them about the issues you face as a result of inadequate funding
e Talk to them about the campaign for realistic funding.
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e Once you feel you have their support, it may be time to ask them for their help.
Ask them to speak to the people they know who are in Government or in the

Opposition

Keep CANH informed

Please keep CANH informed of contact you have developed with potential champions —
particularly if you think your champions may have influence well beyond your local
community.

REMEMBER to feed back your successes to the Communication Contact:
Alison Harker email: alison.harker@canh.asn.au
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Running Local Campaign Events

Local campaign events can help to:

¢ Increase peoples’ motivation to participate in lobbying the local MPs and/or in
publicising the campaign and its message

e Raise awareness of the value of the sector and the need for adequate funding for
Community and Neighbourhood Houses & Centres

¢ Publicise the campaign and its message

Local campaign events can be organised simply for the participants in your House/Centre, or
they can be organised jointly by a number of Houses or they can be organised primarily with
media coverage in mind.

Below are some examples of campaign events that could be organised. Try brainstorming
with your staff and committee and with your local networks — and see what wonderful
creative ideas you can come up with.....

Some examples of events designed to:
1. Raise awareness of the need for adequate funding for Houses & Centres

Local Centre BBQ or picnic — invite participants and potential local champions — have
a think about incentives and prizes (e.g. for the winner of your local “Community
Centre Quiz”)

Local or regional Network BBQ or picnic — as above

2. Publicise the campaign and its message

Launch your campaign — stage an event that involves influential local people (the
mayor, a celebrity or sports star that lives locally) and invite the local media. Be
sure to have it at a time when the media can come — and check its well before
deadline day.

Have a stall at the local shopping centre — provide opportunities for people to send a
message to the local MP

Brainstorm your own ideas for events
T You are bound to be more creative than we are!

REMEMBER to inform CANH of events you are running. Do so via the
Communication Contact: Alison Harker email alison.harker@canh.asn.au
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