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Dear Faculty or Organization Leader:  

 

The Educational Module presented here is the result of a CUNY Workforce Development Initiative (WDI) grant 

received by the Silberman School of Social Work at Hunter College in 2012-2014. Its aim is to promote educational 
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and career paths in Community Change and Social Activism (CC/SA) in New York City. Working together with 

several CUNY colleges, it seeks to stimulate the interest in and opportunities for students and faculty within CUNY to 

consider careers in social change, as well as to become more engaged residents in their own communities. 

 

This CC/SA Module was developed in order to incorporate community organizing content into course 

curriculum at the associate's and bachelor's level and also to be used in training and staff development by community-

based organizations, human service agencies and advocacy groups It was prepared by the WDI team: Stephanie Yazgi, 

WDI Coordinator; Professor Terry Mizrahi, WDI Director; Elizabeth Rossi and Jozi Zwerdling, Program Associates. 

The Module was piloted in 2012-2013 in 28 courses or special programs with the assistance of faculty and staff from 

the collaborating colleges- Queens College, LaGuardia College, Medgar Evers College, and Borough of Manhattan 

Community College. It was further revised and refined in 2013-2014 as a result of additional input. 

 

This CC/SA Module is designed to provide you with a specific curriculum to support your teaching of this 

content using a combination of didactic and experiential methods. We would recommend that you read the module in 

its entirety before facilitating for your class. It provides the script, exercises, materials, and resources for a 1-2 hour 

learning session which could be expanded with additional content as you desire. It is laid out with questions to stimulate 

participant discussion.  

 

The Module includes the following sections: 

 

What is Community - This section presents an overview of different types of community that are useful to 

understand for change agents. 

Video - A 15 minute video “Taking Action, Making Change” to show how four different people have made 

community organizing a career path in Chicago. DVD has been provided to your organization or it can 

be viewed on YouTube link http://youtu.be/fUl5CAn5zMo. 
Community Change – This section reviews the differences between charity, direct service (micro) and 

community organizing (macro) approaches to change, showing the importance of each, and how direct 

service can transition to community organizing and systemic change. 

Power – This section defines different types of power, and the importance of analyzing and utilizing power to 

produce positive community change. The diagram of “the fish” and the “fish metaphor” concretize this 

concept.  

Campaign Activity - The module ends with a campaign exercise for participants to practice the different 

principles they have learned. 

Evaluation – There is a template of an evaluation form to use with students or participants which can be 

expanded to a before and after (pre and post) assessment.  

 

The Appendices include a Glossary with commonly used community organizing vocabulary, an example of how 

to do the campaign activity, a list of books and other resources for further exploration. We have also added a one-page 

facilitator overview of the WDI CC/SA Module to be used as an easy-to-read reference for facilitators who are familiar 

the Module and no longer need the full script.  

 

This Module is part of the larger WDI project which also linked students and faculty in existing organizations 

already working on community change projects, especially to improve the lives of people of color and low income 

groups, and to improve the social conditions of various communities. Another goal of the WDI has been to expose 

students to the opportunities for advanced knowledge and skills in a variety of graduate education programs including 

social work, public health, and urban affairs and planning. Finally, it has facilitated the interaction between professional 

community organizers and community based organizations and CUNY students in these four colleges.   

 

The WDI is very interested in your feedback and suggestions as you employ it in your own settings. Please send 

comments to Professor Terry Mizrahi, Silberman School of Social Work at Hunter College tmizrahi@hunter.cuny.edu. 

 

http://youtu.be/fUl5CAn5zMo
mailto:tmizrahi@hunter.cuny.edu
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INTRODUCTION TO THE MODULE 2 

 3 

Goal: The purpose of this module is to promote community change and social activism 
as a career path for students in CUNY by introducing students to the theory and 
practice of making change. This will be done by discussing community, power and 
access; giving examples of community organizing as a profession; and having 
participants apply concepts and practice skills using a campaign exercise. The 
intention of this 1-2 hour session is to demonstrate to students, particularly those 
in the human services and social sciences, which values of social justice can be 
realized through acquiring knowledge and skills need to make change at a macro 
level.  

Time: 
Approximately 5 minutes 

Materials 
for the 
Module: 

 Video “Taking Action Making Change” (Will need projector, screen, and 
computer to show the DVD)  

 Materials for Module (see appendices):  
o Social Identity Pie Handout 
o Fish Visual 
o Circle Diagram 
o Changing Power Over Handout 
o Campaign Activity Worksheet 
o Evaluation Form 
o Resource Handout 

 Materials for Facilitation  
o TV or Projector, screen, and computer for video (and visuals if needed) 
o Board and chalk or marker to write notes  
 

 

 4 

 5 

NOTES TO FACILITATOR: This workshop is designed to be from one to two hours depending on the allotted time and 6 

goals for your class or event. We have listed alternative options for discussions and exercises that could shorten or 7 

lengthen the session. Each section has a specific facilitator script for you to use or adapt. It includes key bolded 8 

questions. At these points, you should allow time for responses from participants, and if you wish, to write their 9 

answers on a board. Also, we have included common community organizing vocabulary within the module. Some of 10 

these terms are defined. There is also a glossary in the appendices that defines all key terms for your use or to 11 

distribute to the participants if you wish. It is recommended that you read this module in its entirety before you 12 

facilitate.  To begin, you should introduce yourself and the purpose of the module.  13 

 14 

 15 
 16 

FACILITATOR SCRIPT: (Introduce yourself to the group if you are not their instructor, and give 17 

brief explanation of professional experience.) “Today we are providing you with some information on 18 

community organizing and change careers to gauge your level of awareness and interest, and provide 19 

some specific learning opportunities related to community change and social activism, sometimes 20 

identified as community organizing. First, let us start with the question: What do you think when you 21 

hear community organizing?” 22 
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 23 

NOTES TO FACILITATOR: This discussion should be short. Allow a few different responses. Highlight the key words or 24 

terms they use. The goal here is to stimulate the thinking of the participants on community organizing before they 25 

watch the video, which will give examples of career community organizing in action. After a few minutes, transition to 26 

the next section by asking – “Let’s start. First, what is a community?” 27 

 28 

 29 

“WHAT IS COMMUNITY?” 30 
 31 

Goal: This intention of this section is to have participants understand that there are 
different types of communities (geographical and identificational). The 
participants themselves may belong to many communities, which can be seen on 
the Social Identity Pie Handout. These are also the different communities within 
which change agents work. 

Time: Approximately 10 minutes 

Materials:  Social Identity Pie Handout 
 32 
 33 
NOTES TO FACILITATOR: Here you should shift the conversation to talk about communities. When you ask 34 

participants “What is community?” many times the first responses from a group will be a “geographical” community, 35 

such as a neighborhood. You could then lead this discussion to also include identificational communities. There are 36 

other ways to conceptualize community by thinking through the many identities we have which are  our 37 

“identificational” communities, for example based on gender, racial or ethnicity, and religion; as well as our issue 38 

based or interest communities e.g. political, health status, etc. Ask participants to name examples of identificational 39 

and interest communities. (Suggestion: Consider going around the room in order to get broader participation rather 40 

than call on only on those who raise their hands.)  41 

 42 
 43 

FACILITATOR SCRIPT: “Now that we have a general idea about what a community organizer does, 44 

let’s take a step back and think about “What is community?” Often times when we think about 45 

community the first thing that comes to mind is the neighborhood we live or work in. That is a 46 

geographical community. What other types of communities can we belong to?”  47 

 48 

(Remember to allow time for participants to respond to each of these questions). 49 

 50 

“People also belong to identificational communities, where they share a common experience, beliefs, 51 

or identity. Examples are ethnic or racial identity (example: Native American), sexual identity 52 

(example: LGBTQ), religion (example: Jewish), political (example: Republican).  53 

 54 

Even within identificational communities there is great diversity; it should not be assumed that people 55 

within these groups have the same exact beliefs or experiences. We are all a part of both geographical 56 

and identificational communities. These can be both small and large, ranging from the neighborhood in 57 

which you live to your country of origin or the country in which you were born. 58 

 59 

 “What communities are you a part of? Now I would like everyone to take out the Social Identity Pie 60 

and write down the different types of community of which you are you are a part.”  61 
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 62 

NOTES TO FACILITATOR: Here you could introduce the Social Identity Pie Handout to participants and give a few 63 

moments to allow them to look it over. Ask them to select ones they belong to or identify with, and whether there are 64 

any communities that they would like to add or are missing. 65 

 66 

 67 

 68 
Social Identity Handout  69 

 70 

After you have given time for participants to fill out the handout, have a participants discuss their responses. 71 

 72 

 73 

FACILITATOR SCRIPT: “Now that you have had time to fill out the Social Identity Handout, what 74 

communities do you belong to? Was there anything you found surprising about filling out this 75 

chart? What does this chart show us about communities?” “The one community you all have in 76 

common here is the CUNY student community and your identity as students.” 77 

 78 

 79 

 80 

NOTES TO FACILITATOR: At this point you can begin to discuss the work of community organizers. Within all 81 

communities, there are assets and challenges. The work of community organizers and change agents is based on the 82 

core concept that people with the problem or issue, or the population affected, should be centrally involved in 83 

influencing the change process or setting the agenda. Often times in working directly with people informally or in a 84 

service organization/social agency, we think of doing work “for or on behalf of” a person or group rather than making 85 

change by partnering “with” our clients (Note: Also known as residents, members, and consumers).  86 

 87 

For Further Discussion: Every community has both assets and deficits, no matter how much that community may 88 

prosper or struggle. A neighborhood may have a good public education system, but struggle with foreclosures. A 89 

church may support its membership but struggle with issues of homophobia. With time, participants could be asked 90 

to begin to think about the assets and deficits that exist within one of the communities they have named. 91 
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 92 

 93 

FACILITATOR SCRIPT: “Now that we have identified some of the communities of which we are part: 94 

What are some assets of your community?(List answers on board). “Now let’s look at what may be 95 

missing: What are some challenges in your community?” (List answers on board).  96 
 97 
 98 

  99 
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“TAKING ACTION, MAKING CHANGE” VIDEO 100 
 101 

Goal: The purpose of the video is to give participants an idea of the profession of 
community organizing by showing examples of four paid/professional community 
organizers. It provides a sense of what community change agents may do as a job 
or long term career. We recommend that you watch the video once before you 
show it so you can get a better sense of how to guide the discussion.  

Time: Approximately 25 minutes 

 Video 15 minutes  

 Discussion 10 minutes  

Materials:  “Taking Action, Making Change” DVD provided to your organization or view 
on YouTube link http://youtu.be/fUl5CAn5zMo  

 Projector, screen, and computer OR DVD player and TV 

 102 

 103 

Introduce and Watch Video 104 

NOTES TO FACILITATOR: First, introduce the video “Taking Action, Making Change.” This video will give participants 105 

an idea of the profession of community organizing by showing examples of four paid/professional community 106 

organizers. It provides a sense of what community change agents do day to day in their jobs. The video introduces the 107 

students to the idea of community organizing as a career path. 108 

 109 

 110 

FACILITATOR SCRIPT: “Now we will be watching the video “Taking Action, Making Change” so 111 

that we all can see the type of work community organizers do. While you are watching I would like you 112 

to pay attention to the different kinds of communities that you see in the video, and some of the issues 113 

they are working on.” 114 

 115 

 116 

Post- Video: Reactions From Group 117 

NOTES TO FACILITATOR: After you have shown the video, take time to get reactions from the group and have a 118 

discussion about the themes that came up. Acknowledge that while it’s slightly dated, the concepts, issues and 119 

movements are still very much relevant. To start, we would suggest that you go around the room and get one-word 120 

reactions from participants. Then begin the discussion building on of the earlier discussion about communities. The 121 

discussion could center on the work of different community organizers by highlighting the different communities, 122 

issues, and change agents—e.g. what was similar and different about them. Be sure to allow time for students to 123 

discuss and answer each question below before going on to the next. 124 

 125 

 126 

FACILITATOR SCRIPT: “I would like to go around the room and get a one-word reaction about what 127 

the video brought up for people. The video is a little dated but the issues that were brought up are still 128 

relevant to what communities are experiencing today. What are people’s first reactions to the video? 129 

What can we see in the video that is still relevant? What are some communities that were present in 130 

the video?” 131 

 132 

Additional Suggested Discussion Questions: 133 

 What communities did you see in the video?  134 

http://youtu.be/fUl5CAn5zMo
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(church, immigrants, low-wage workers, faith based) 135 

 What were some key terms raised in the video? 136 

(rights, democracy, power, inequality justice, fairness) 137 

 Around which issues were they organizing?  138 

(day care, living wage, garbage, jobs, affordable housing, gentrification, homelessness) 139 

 What were some problems in these communities? What were some assets? 140 

(Struggles: poverty, Assets: Networks, people willing to engage) 141 

 What did the organizers have in common?  142 

(passion, values) 143 

 What were their differences?  144 

(race, gender, nationality, communities they worked with) 145 

 What techniques and strategies did you see in the video?  146 

(demonstrations, rallies, door-to- door, campaigns) 147 

 What were some of the important points the narrator made? 148 

(Organizing takes grassroots “ordinary people,” not just the visible leaders. 149 

Fighting injustice and inequality. Persistence, passion, courage. ) 150 

  151 

  152 
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ORGANIZE! FISH VISUAL 153 

 154 

Goal: The goal of this section is to have a discussion about collective power and how 
that can be accomplished through community organizing. 

Time: Approximately 10 minutes  

Materials:  Organize! Fish Visual Handout (or projected on screen) 

 155 

 156 

NOTES TO FACILITATOR: Now you can introduce the Organize! Fish Visual and get reactions from group on how they 157 

interpret its meaning. Go around the room and get feedback. Allow for multiple interpretations before you interject 158 

or move on. You should have group first respond to the first image and then second image separately. Afterwards, ask 159 

group what they think the images mean together. If possible, bring the image up on a large projector that you used to 160 

screen the video so all can view at the same time. If this is not possible, all participants can refer to their handout, 161 

which includes all images. 162 

 163 

 164 

FACILITATOR SCRIPT: “Here we see an image of a lot of fish. Can someone tell me what they think 165 

the image means? Compare the first and second diagram.”  166 

 167 

 168 

 169 
Organize Fish! Visual  170 

 171 

NOTES TO FACILITATOR: 172 

First diagram: there are lots of little fish—but they are not organized and the big fish appears to be chasing or eating 173 

them. Perhaps they are running away from the big fish or believe that the big fish is overpowering them. Here, the 174 

bigger fish is the one with more power and is controlling the actions of the little fish because it is bigger. The other fish 175 

are also smaller, scattered, and not unified.  176 

  177 

Second diagram: In the second image the little fish have organized themselves so that they become formed in the 178 

shape of a bigger fish. They have mobilized and are moving in the same direction in order to pursue a particular goal 179 

or to re-organize the power in their community. However, there can be  various interpretations: 1) The organized are 180 

attempting to catch up to the big fish in order to engage the fish, 2) the organized fish want to overpower the big fish, 181 

and 3) the organized fish are following the big fish (In past sessions, a very few interpreted it the last way.) [The key 182 
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here is that it shows the power of collective action, be sure to include “COLLECTIVE ACTION” which denotes, 183 

organization, power, etc. It’s a loaded phrase we should pepper throughout this curriculum. 184 

 185 

LEARNING POINTS: One point of the image is that when many people organize they may be able to build enough 186 

power to” fight” or take on an opponent or a system that may be oppressing or ignoring them. Depending on the 187 

issue—they may organize in order to influence the big fish or they may have to overcome the fish, meaning get other 188 

bigger fish to support them and oppose the oppressing fish. You could mention: The organizer’s role is to get 189 

everyone to agree on a goal and strategy. Each little fish may have its own perspective. Sometimes it is easy to agree 190 

on the goal, for example what the collective want—short term and long term goals. Sometimes there are differences 191 

within the community/group being organized. This may mean there needs to be a process to get to consensus or to 192 

make a decision which an organizer usually facilitates. COLLECTIVE ACTION! 193 

  194 

Using the participants’ responses, you could focus the discussion to the next topic of “Power.” The image is about 195 

power. How to use organized collective action to push those who hold power to change: the system or change 196 

policies, obtain additional or better services, receive additional resources, and stop something from happening (e.g. 197 

closing of hospital or school). It is important to note to participants that once power is built, it needs to be maintained 198 

and leadership must be cultivated. This way power can be tapped to create whatever changes “the community” 199 

wants.  200 

  201 
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FISH ANALOGY (Optional)  202 

 203 

Goal: The purpose of this section is to have participants reframe their thinking and move 
to a social justice perspective by using a commonly known analogy. It follows from 
having just used the fish diagram in the former section in a political and symbolic 
way. You could explore the common saying: When you give a person a fish they 
will eat for a day; if you teach them how to fish, they will eat for a lifetime.  

One goal is to raise consciousness about the complexity of organizing, and the 
levels at which people can and need to organize (Individual, community, societal).  

Time: Approximately 5 minutes  

Materials:  (none) 

 204 

 205 

NOTES TO FACILITATOR: After you have introduced the proverb, ask the group if they agree with the proverb and 206 

why. You could start with the first part and have the class vocalize the second part: “If you give people a fish they can 207 

eat for a day…” Allow for several responses.  208 

Mention that the first part of the analogy: that “giving a fish” also has value. Giving a fish is charity. Ask why and when 209 

charity might be important.  210 

 211 

Then ask them what is missing from the full statement, particularly from a social justice perspective. There may be 212 

very few answers because the proverb is so commonly agreed upon as ending on the teaching phase. Ask participants 213 

what else they might need to complete the fishing example “if you want to teach someone how to fish you will 214 

need…?” Write some answers on the board before summing up. 215 

 216 

  217 

FACILITATOR SCRIPT: “How many people have heard the proverb: ‘When you give a person a fish 218 

they will eat for a day; if you teach them how to fish, they will eat for a lifetime.’ Do we agree with 219 

this? We can agree that this proverb makes sense, but if we were going to see this from a social justice 220 

perspective, What is missing from this proverb? 221 

 222 

“There is usually an assumption that teaching a person how to fish is enough. However, if we are using 223 

a social justice perspective as community organizers we also have to question the issue of resources, 224 

access, and power.  225 

 226 

On a mezzo level: Does he/she have a fishing pole or material to make one; do they have bait for the 227 

fish and where would it come from? Who are the teachers/trainers and where do they come from/who 228 

do they work for?  229 

 230 

And on a macro/societal/structural level: Do they have access to water? Do they have to travel long 231 

distances to get to water? Who controls access to the water? How will they get to the water? From an 232 

environmental perspective, is there clean water? Enough water? Who may be polluting or diverting it? 233 

Do they have family to bring water to? Do they have to pay a fee they can afford? Do they all fish for 234 

themselves? How do we organize fishing for the community? Is there distribution of the fish? What else 235 

do they need to do to sustain the fishing? 236 

 237 
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(TRANSITION TO COMMUNITY CHANGE BY REFERRING TO THE CIRCLE DIAGRAM IN 238 

COMMUNITY CHANGE SECTION) 239 

 240 

“Let’s look at this Venn Diagram using what we have just discussed about the fish proverb.”  241 

 242 

 243 

  244 
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COMMUNITY CHANGE 245 

 246 

Goal: The purpose of this section is to bring together the themes discussed already as a 
foundation for the topic of community change. By the end of this section, 
participants should have an understanding on the difference between a problem 
and an issue, charity, direct service vs. community change, as well as the 
advantages and limitations for each. 

Time: Approximately 20 minutes  

Materials:  Venn Diagram (Provide as handout or draw on a board) 

 247 

 248 

NOTES TO FACILITATOR: In this section you will be expanding on the Fish Organize! Visual and Proverb to have a 249 

deeper discussion about the differences between charity, direct service (micro) and social change (macro). After 250 

identifying the differences and overlaps among them, you could use the example of hunger and a Venn diagram 251 

(which you will draw on board) to show examples of both. This could lead into a discussion of the advantages and 252 

limitations of each and the relationships among them. 253 

 254 

 255 

 256 
Venn diagram (Circle Diagram) 257 

 258 

 259 

 260 

 261 

 262 

FACILITATOR SCRIPT: “There’s a difference between a problem that an individual faces and the 263 

bigger issue or the underlying root cause of the problem that affects many people. As seen in the video, 264 

community organizers worked in organizations dealing with issues such as underemployment. If one 265 

person loses his/her job he/she may need individual services in order to assist this person in finding a 266 
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job. Or he/she may need food from a donor (charity) or food pantry or soup kitchen (charity moves to 267 

service). This is an example of a ‘problem’.  268 

 269 

If large numbers of people have lost their jobs, for instance what has happened in the recent recession, 270 

then it is becomes an ‘issue’. We respond to a problem with charity and direct services (e.g. providing 271 

job training, or information about where the existing jobs are), and we respond to an issue with social 272 

justice values and collective action. If there is no or little service, then organizers are often in creating 273 

or strengthening them as well. 274 

 275 

“One way to think about the difference between charity, services  and making community change 276 

through social justice endeavors is by exploring that difference between a problem and an issue. Using 277 

the example of hunger, can someone tell me how to respond to the problem of hunger using direct 278 

service? How would we respond to the issue of hunger from a social change/social justice 279 

perspective?” 280 

 281 

 282 

NOTES TO FACILITATOR: Here you could draw a Venn Diagram on the board and write “hunger” in middle where the 283 

two circles intersect. On the left side write direct service/charity and on the right side write community change. As 284 

participants give examples of each, write down their answers within the circle of the Venn Diagram. Below is a more 285 

detailed diagram for you to use as a reference. 286 

 287 

Here are some brief explanations of the differences: 288 

 289 

 Charity (Micro): provides one-time or immediate aid to people in need. It could be tangible in-kind/material 290 

assistance (e.g. food; clothing) or individual volunteer help (e.g. escorting a senior to the doctor). It gives the 291 

helper much satisfaction, but is limited and does not lift people from dependent positions. One role can be to 292 

help people negotiate and navigate a system, which provides services and benefits such as food stamps. 293 

 Direct Service:  Service includes organizing a system to provide resources, skills and/or programs. It allows a 294 

steady source of the needed benefit or service but also may keep people dependent on the public or private 295 

system. It emphasizes case advocacy by focusing on the individual or family. 296 

 Community Change / Social justice (Macro): uses Community Organizing and Community Change by bringing 297 

people together collectively to help themselves and/or others in need with the goal of seeking to end the 298 

problem; that is, reducing the need in the first place.  299 
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 300 
 301 

NOTES TO FACILITATOR: All three (charity/direct service, and social change) have an important place in addressing 302 

the needs of the communities. First, without doing direct service work and addressing community members’ 303 

immediate needs (micro level) it is difficult to involve them in community change (macro level). In other words, you 304 

cannot organize someone who is hungry, but it is not an either/or situation. Sometimes by getting a person involved 305 

in a clothing drive, a route is open to discussions of why we need to give out clothes or organize a second-hand store 306 

in the first place. Next level of organizing a service could be to ask someone who has been helped to then help others 307 

(e.g. organize a “peer” level of helping and support).  308 

 309 

After you have discussed the example of hunger, have students give quick examples of how to approach an issue from 310 

a direct service perspective vs. social justice perspective on different issues. Possible examples are: Youth violence 311 

(developing at after-school program vs. advocacy more city-wide funding to have after-school programs), or housing 312 

(help someone fill out a housing application vs. organizing to change criteria around housing applications). Then 313 

transition into identifying the advantages and disadvantages of each perspective.  314 

 315 

 316 

FACILITATOR SCRIPT: “Now that we have looked at the example of hunger, Can you give an 317 

example of charity/direct service vs. community change for another issue? 318 

 319 

 “Now that we have a clear understanding of the difference between how to address the same issue 320 

through direct service and community change, let’s talk about the advantages and disadvantages of 321 

each. What are the advantages and cons of direct service? What are the advantages and cons of 322 

community change?” 323 

 324 
 325 
 326 
Direct Service  327 

Advantages: People receive the services they need immediately. It makes the person doing it feel good—they 328 

are doing something helpful for someone else. 329 

 330 
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Limitations: Does not address the root causes of the problem. It keeps a level of inequality between the helper 331 

and the helped. There are not enough resources for everyone. People receiving services are often made to feel 332 

powerless. Givers have to deal with rationing or prioritizing among needy groups, which could engender burn 333 

out. 334 

 335 

Community Change 336 

Advantages: Addresses the long-term situation that keeps people from needing charity. It raises consciousness 337 

about which people control access to resources and services and why we don’t have adequate income for all. 338 

People learn about different sectors of the community. 339 

 340 

Limitations: Making system change often takes a long time. A campaign to address a large issue is complex 341 

and can divert from interest of the constituency. Interim victories and short-term wins are needed in order to 342 

keep energy of campaign going and to sustain involvement. 343 

 344 

FACILITATOR SCRIPT: “Many times people may see either direct service or community organizing 345 

as more important. But both serve an important place in community life. People need their immediate 346 

needs taken care of before you can organize with them. You cannot organize a person who is hungry.  347 

 348 

(SEGUE TO POWER SECTION) 349 

 350 

People can still provide direct services using a social justice perspective. By understanding community, 351 

systems, and power, a person can become a community change agent. Community organizers seek to 352 

eradicate or minimize the root causes of problems at many levels—by influencing people, 353 

organizations, and structures that hold the power or by accumulating power themselves.” 354 

  355 

  356 
  357 
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WHAT IS POWER? 358 

 359 

Goal: The goal of this section is to provide a definition of power; discuss the importance 
of power; establish that it is neither good nor bad; identify sources of power, and 
identify how it can be used to obtain the goal(s) of the campaign or constituents. 

Time: Approximately 5-10 minutes  

Materials:  Changing Power Over Handout (optional) 

 360 

 361 

NOTES TO FACILITATOR: One of the most misunderstood components of community organizing is power. Because 362 

power is associated with oppression, it is often seen as negative and something to be avoided. However, power is 363 

neither good nor bad. It is a tool for community change to be strategically used by community organizers with their 364 

constituency. 365 

 366 

Community organizing is about shifting power or amassing enough power to attain your goal, create a program, or 367 

change a policy. A simple definition of power is the ability to change, act, or influence. When discussing whether 368 

power is good or bad, participants tend to have varying answers from yes, no; to “it depends.” Here, the goal is to 369 

establish that power is neither good nor bad, but rather it depends on how it is used, who is using it and for what 370 

ends. Within this broad concept, understand there is a difference between power over vs. power with. Power over is 371 

the ability to impose your will on another person and make them do something they may not want to do, sometimes 372 

by coercion. Power with is working collectively for a common purpose, understanding, or goal. It is not a zero-sum 373 

game; power can be shared and expanded. 374 

 375 

 376 

FACILITATOR SCRIPT: “We have briefly discussed power already, but now let’s talk about it more 377 

explicitly, “What is power? Is power good or bad? 378 

 379 

“Power can be either good or bad depending on the way that it is used. There is a difference between 380 

power over vs. power with. ‘Power over’ is when one person or group makes decisions that affect 381 

another group without their input, voice, or best interests at the forefront. Here, power with no 382 

accountability can easily become corrupt. ‘Power with’ is when decisions are made with the input by 383 

affected members and interested parties in a community.  384 

 385 

“It is also important to understand that power serves a function. In order to accomplish tasks, there is 386 

someone (or group) who is responsible for making sure that it is completed, which may mean they need 387 

to make decisions and delegate tasks. It is the manner in which this is done that defines whether this is 388 

‘power over’ or ‘power with.’ 389 

 390 

“Now that we have talked about power, Can someone give me examples of power? Who holds power? 391 

On what basis does someone hold power?”  392 

 393 

 394 

NOTES TO FACILITATOR: In response to these questions, many times people may give examples such as the Mayor of 395 

New York City or the President of United States. It is important to note that there are different types of power and to 396 

distinguish between authority and influence. A president is an example of legitimate (or legitimized) power. A body 397 

(the Constitution) gave the person who holds that office the authority to make many decisions. But there are other 398 
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types of power. A person may have societal power because they are part of a privileged group. The other arm of 399 

power is influence, the ability to effect change when one does not have the authority. Persons can have influence 400 

because they are associated with an important person, organization, authority, or privilege. A person may have 401 

influence because they have a particular skill set or income, or because they control a resource (e.g. education; the 402 

media). 403 

 404 

Power is also relational depending on the situation; a person may have power in one situation and not in another. For 405 

example, a person may have power in a specific department within that organization due to relationships they have 406 

built, but not have the power to affect policies within an organization. Power is also sometimes restricted. In a 407 

democratic structure, the power of any individual or sector is limited with a system of checks and balances. 408 

 409 

It is important to understand that as community change agents, the organizer and his/her constituencies need to be 410 

able to influence people, circumstances and events. Types of power include legitimate (or legitimized), economic, skill, 411 

knowledge-based, information, societal privilege, or access (to people, information, or resources). 412 

 413 

 414 

FACILITATOR SCRIPT: “When talking about community organizing we need to understand different 415 

types of power because it will help us to strategize about ways to increase our constituents’ power. The 416 

president of an agency or the mayor of a city is an example of legitimate power, it  is power that has 417 

been institutionalized or legitimized by a sector or “the people” as a whole.  418 

 419 

There are many types of power. Access to resources or a person is a source of power. A person who 420 

has a particular skill set is another source of power. A person who is charismatic and can motivate 421 

people to engage in community change is also another form of power.  422 

 423 

“Many times communities will not have access to legitimate power or resources like funding. However 424 

communities always have power through their ability to influence others by organized collective 425 

activities (education, persuasion, incentives, threats, resistance, non-violent conflict tactics, etc.).  426 

 427 

This is where the work of a community organizer becomes most important. By accumulating and 428 

exercising power a group or constituency can consciously attain its goal. Now that we have talked 429 

about different types of power, what are examples of power within communities? Who holds power in 430 

one of your communities you identified earlier?” 431 

 432 

 433 

NOTES TO FACILITATOR: Though communities may not always obtain legitimate power (authority), they do have 434 

other sources of power. Communities always have people power and the ability to organize .They also have resources 435 

such as faith-based institutions, their elected officials, health agencies, advocacy organizations, and a range of local 436 

leaders—educators, business people, clergy, etc. It requires analyzing and strategizing about how to build power. 437 

 438 

You can also use the Changing Power Over Handout in order to help participants understand how to identify power. 439 

 440 
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 441 
 442 
 443 
 444 

Additional Suggested Questions for Further Discussion: 445 

 446 

 What are ways to that we can identify who has power in a community/organization: 447 

 Who has the power to make decisions? 448 

 Who has power to make the change you want? 449 

 Who has the resources to support your effort? 450 

 Who has access to people in authority? 451 

 452 

 Why do people who have potential power fail to make change? 453 

 Ignorance about the issue or incorrect information. 454 

 Bias based on their perspective.  455 

 Ideologically a person may fundamentally disagree with an issue. 456 

 Not enough funding to support an issue.  457 

 458 

 What are ways we can influence power to make change? 459 

 Political Action: Legislative and Policy / Public Advocacy 460 

 Mass Mobilization: Social Action and Protest Tactics 461 

 Consciousness Raising: Community Development 462 

 Social Work/Social Service: Community Programming and Planning 463 

 Coalition Building: Creating an Organization of Organizations 464 

 465 

 466 

NOTES TO FACILITATOR: Here, you will begin to transition into the Campaign Activity Section using an example, here 467 

or one that was brought up by the participants. You would ask participants to identify the problem, target, and 468 

possible tactics as a way to have them start thinking about how the issue would be turned into a campaign. For 469 

example, if someone brought up the inadequacies of the minimum wage, a target would be a person who has the 470 

power to make a decision on raising the minimum wage, such as a legislative body like the City Council, state 471 
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legislature, or Congress. One tactic would be meeting with targeted legislatures to educate them on the issue and 472 

persuade them to their vote in the campaign’s favor. The following section will have more details on targets and 473 

tactics.  474 

 475 

 476 

FACILITATOR SCRIPT: “What are the major issues around which you know people/groups 477 

organize?” Then, “Who has power to make decisions on this issue?” When identifying who has power 478 

on a particular issue, we identify these people as potential targets.  479 

 480 

Targets are people who have power, access, and/or resources to grant your demands. For example, if 481 

you had a problem with your payment for tuition not being processed and your goal was to fix that 482 

problem so that you do not get dropped out of classes, you would go to the registrar of your department 483 

or school.  484 

 485 

To begin with, your target would be an authorized person at the registrar’s office. Once you have 486 

determined the goal and target, you will need to develop a strategy and tactics in order to achieve that 487 

goal.  488 

 489 

A tactic is an action taken in order to achieve your goal. Your first tactic, as noted, may be to go to the 490 

registrar’s Office to speak to a representative. If that does not work your next tactic may be to set up a 491 

meeting with an administrator in the office. An ally could be a faculty member or staff person in your 492 

department/ program.  493 

 494 

Ultimately, if many students have had the same experience, as a group you would meet with the head of 495 

finances, and ultimately if needed the department chair or higher to the president. If you don’t get a 496 

meeting, or get a negative response, you may need to petition or in extreme circumstances to advocacy 497 

organization or legislator. ” 498 

 499 

 500 

 501 

 502 

  503 
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CAMPAIGN ACTIVITY 504 

 505 

Goal: The purpose of this exercise is to give participants the opportunity to practice 
what they have learned about community change. At this point you have 
discussed many components of community change and given examples of what 
community organizing looks like as a profession. Participants will be asked to think 
through an issue campaign and identify key concepts in small groups. 

Time: Approximately 25 minutes  

Materials:  Campaign Activity Worksheet 

 506 

 507 

NOTES TO FACILITATOR: In the next and last part of the Module, participants will practice what they have learned 508 

using a campaign activity. In this activity, you will ask participants to divide into small groups or pairs and ask them to 509 

choose an issue in their community around which they would organize a campaign. Give out the Campaign Activity 510 

Worksheet (Handout) and apply it to the components of their campaign. (NOTE: As one alternative, if there is limited 511 

time this exercise can be done in one large group under your facilitation, although it is preferable to add the small 512 

group element. Another alternative is to divide participants into small groups with all of them working on the same 513 

issue. In this way different approaches can be compared.)  514 

 515 

As noted on the worksheet, have groups identify the: 516 

1) Issue: It should be tangible (example: the issue should not be to eliminate homelessness, but to open a food 517 

kitchen three nights a week, the more specific the better). 518 

2) Goals: They should be specific and realistic. There are short terms goals and long term goals. Short term 519 

goals are always building towards your long terms goals (example: short term: open food kitchen one day a 520 

week at local faith-based institution, long term: open up permanent food kitchen that is open daily with its 521 

own staff). 522 

3) Target: is a specific person or group with the power to either grant your demands or provide access to 523 

demands. This must be a specific person or persons (example: leader within faith-based institution who will 524 

allow you to use space one day a week).  525 

4) Base / Allies: The campaign’s base are its core members or constituencies who can be counted on; allies are 526 

supporters who may be natural ones based on shared interests or strategic partners for a particular campaign 527 

(example: base – someone who is currently or formally experienced homelessness, ally – friend who works at 528 

shelter for homelessness who will recommend clients to your food kitchen). 529 

5) Strategy: An overall approach to achieving goals or objectives (based on theories of change eg. 530 

educational/consensus; to adversarial/conflict based. 531 

6) Tactics:  Are actions by a campaign in order to achieve its goals, in line with its strategy (example: setting 532 

meetings and building relationships with faith-based institution in order to obtain access to space). 533 

7) Anticipated Obstacles / Opponents: Obstacles are anticipated barriers e.g. lack of resources or support, or 534 

limited access to the target that stand in the way of achieving the goal. Opponents are adversaries may be 535 

permanent or limited to this campaign only (e.g. the business community may be an opponent or an ally 536 

depending on the issue). Each opponent, even within the same campaign, may require different tactics in 537 

order to shift power and accomplish your goals (example: having enough food available in the food kitchen, 538 

having volunteers to serve food, and being in compliance with local laws regarding giving away food). 539 
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8) Measures of Success: How will the campaign be evaluated? There can and should be multiple definitions of 540 

what would be considered a “victory.” Gaining recognition from the target that you are a legitimate voice on 541 

the issue, can be considered success, at least in short term (example: access to space once a week).  542 

 543 

It is important to instruct the groups to choose a campaign that is realistic and attainable so that they can complete 544 

the activity. For example, if they select poverty as the issue, the goal should not be “to end poverty.” Instead, it should 545 

be more specific. For example, a more realistic goal would be to raise minimum wage to a living wage, or even more 546 

specifically to target one business to raise their wages or provide benefits. The more specific the goal is, the more they 547 

will be able to complete the exercise and develop viable solutions. For your reference, there is a detailed example of 548 

this worksheet in the appendices. 549 

 550 
 551 

FACILITATOR SCRIPT: “Now we will practice what we have learned today by doing a campaign 552 

activity. Please divide into small groups and identify a specific issue. Then using the Campaign Activity 553 

Sheet identify different components for a campaign based on the issue you have chosen. The goal that 554 

you identify must be achievable and tangible. Do not pick a goal like “to end hunger” or “eliminate 555 

racism,” but instead focus on a specific issue that affects a particular community or constituency.  556 

 557 

Let us stay with the tuition example that we used before. If you cannot pay your tuition bill, that is a 558 

problem. But if every student cannot pay their tuition bill due to tuition hikes or debt as a result of high 559 

interest loans, it then becomes an issue. Using this sheet, what is a realistic goal to achieve to address 560 

this issue? Who would be the target(s)? What tactic(s) would you use? What are possible obstacles? 561 

Who would be your allies?  562 

 563 

(Use guidelines on previous page to assist you with defining terms for participants.) 564 

 565 

You will have approximately 10 minutes to do this activity. Then all groups will present on what they 566 

have produced. I will visit your group to see if you have any questions.”  567 

NOTES TO FACILITATOR:  It is important to move around to different groups and check on their process and answer 568 

any questions. We have found that there are varying responses to this exercise, particularly in the beginning. Many 569 

students do not feel that they are capable of doing this exercise due to lack of information or skill. Remind them that 570 

this is fine. The importance of the exercise is to think through a campaign would be run from a community organizing 571 

perspective with others and understand concepts such as power and collectivity. Almost all groups will have some 572 

information related to their own personal experience or previous activities that will assist them in finishing this 573 

exercise in a timely fashion.  574 

 575 

Remind not to remain too long on any one question. Our experience is that most groups can complete it in the 576 

allotted time. They will most likely accomplish enough to practice the concepts learned and understand the 577 

complexities of making decisions and developing to plan the campaign for community change. 578 

 579 

DEBRIEFING, After 10 minutes or so stop the exercise. (You can allot a longer time period if you wish but our 580 

experience is that 10-15 is adequate.) The debriefing can be in three phases: First, depending on the number of small 581 

groups and time constraints have each group present one or more of the steps in the Campaign Activity. You could 582 

also provide feedback and suggestions based on your observations. Second, the groups could discuss the process of 583 

completing the activity (e.g. Who took leadership? How did they make decisions? Were there differences? Did 584 

everyone contribute?). Third, have participants identify “take-aways /learning points;” that is what they learned from 585 

the exercise, how they felt about it, and specifically, what they learned from their own group and the other groups, 586 

about themselves and others.  587 
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 588 

 589 

FACILITATOR SCRIPT: “Now that we have heard from all of the groups, What are some of your 590 

observations? What were the similarities and differences among the groups? How did you feel about 591 

this activity? How could you use this experience in other aspects of your community or work?”  592 

 593 
  594 
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CLOSING 595 

 596 

Goal: Here transition from campaign activity back to the topic of community organizing 
as a career choice. With time, the goal would be for each student to identify one 
new point of learning for themselves. The other goal of this final section is to have 
students evaluate the session. If you are continuing with the participants in the 
following days or weeks, then there is time for  them reflect on learning in writing 
another time or come back to discuss the module  in a subsequent session.  

At this point, please give out the Evaluation and Resource Guide. 

Time: Approximately 10 minutes  

Materials:  Evaluation Form 

 Resource Guide  

 597 

 598 

NOTES TO FACILITATOR: After asking participants their overall impression of the session, you should pass out the 599 

Evaluation Form, as well as the Resource Guide. The resource guide is an informational sheet for participants to take 600 

with them.  601 

 602 

The evaluation form will take approximately 5-10 minutes for participants to complete.  603 

 604 

Remind students when completing the form: 605 

 It is important for them to look at the direction scale from 1 – 5 so that they do an accurate rating. 606 

 They should check all answers in the social activism scale ‘yes’ or ‘no’; do not leave any blanks. 607 

 608 

 609 

FACILITATOR SCRIPT: “I want to thank everyone for participating today. I hope that what you have 610 

learned today will encourage you to consider community organizing as a career choice and seek 611 

opportunities for additional learning. Now, I would like to ask everyone to fill out this evaluation form. 612 

Please fill out the entire form and answer all of the questions. Do not put your name on the form so the 613 

form will be anonymous.  614 

 615 

 When you are filling out the questions that have the 1-5 scales, make sure take note that “1” is low 616 

level of interest and “5” is high level of interest. Please answer yes or no to all questions on the Social 617 

Activism scale. Also, there is a resource guide for you to use. If you have any additional questions feel 618 

free to speak to me after.”  619 

 620 

 621 

 622 

 623 

 624 
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Appendices 625 

 626 

 627 

 628 

 629 

 630 

 631 

 632 

 633 

 634 

 635 

 636 

 637 

 638 

 639 

 640 

 641 

 642 

 643 

 644 

 645 

 646 

 647 

 648 

 649 

 650 

 651 

 652 

 653 

 654 

 655 

 656 

 657 

 658 

 659 

 660 

 661 

 662 

 663 

 664 

 665 

 666 

 667 

GLOSSARY OF TERMS USED IN COMMUNITY ORGANIZING AND SOCIAL CHANGE 668 
The following are some definitions and concepts used in community practice. They have been taken or adapted from various sources and are 669 

intended only for use for educational purposes.  670 
Compiled by the Workforce Development Initiative for Careers in Social Activism and Community Change.  671 

Silberman School of Social Work at Hunter College. 672 
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Advocacy: An organized effort to represent a position and influence outcomes with those who have the power to make the 673 
change.  674 
 675 
Community Organizing: Bringing people and groups together to collectively address a need, problem-solve or improve a social 676 
condition on a macro level. 677 
 678 
Coalition: An organization of organizations formed for a common purpose or social agenda, while each maintains its own 679 
autonomy. Coalitions have a series of inherent dynamic tensions that need to be balanced: cooperation and conflict, unity and 680 
diversity, mixed loyalties, and accountability and autonomy. 681 
 682 
Collective Action: A public demonstration of an organization’s capacity to mobilize constituencies with whom they work, such as 683 
a march, lobbying elected officials, a press briefing.  684 
 685 
Community Practice: The generic term for social work intervention at the community level around a common issue or a shared 686 
identity. It includes various foci or components—community building, organizing, development and planning. 687 
 688 
Constituency: A term for the group with whom or about which you are organizing. It is a generic term for different roles including 689 
clients, consumers, residents, members, parents, students, service recipients, patients, etc. 690 
 691 
Community: A group of people who have a common history, geography or common social, economic, or political interest 692 
(Examples: neighborhood, church, school, LGBTQ, lawyers).  693 
Community Organizer: (a change agent) Person who identifies assets and mobilizes various parts of community in order to 694 
create change, usually for the purpose of improving the conditions for and with the people in that community.  695 
 696 
Empowerment: A process that enables individuals or groups to participate fully in the decisions and processes that shape their 697 
lives.  698 
 699 
Power: the ability to effect change or to impose your will on some individual or system; based on two means: authority or 700 
influence. Authority is the legitimized/sanctioned ability to decide; Influence includes other ways to assert power when you don’t 701 
have the authority to make the decision. Additional concepts: 702 

• Power Over: This power involves an either/or relationship of domination/subordination. Assumes power is finite. 703 
• Power With/ Among: This power involves people organizing with a common purpose or common understanding to 704 
achieve collective goals. Assumes power is infinite—can expand and be shared.  705 

 706 
Issue Campaign: An organized effort to educate and organize the public in general or specific constituencies around an issue and 707 
to mobilize them to identify a goal and develop and evaluate strategies to meet the goal. 708 
 709 
Goal: A statement of what you want to “win” in the campaign. Goals may be short, intermediate or long-term.  710 
 711 
Oppression: to dominate, persecute, or suppress by unjust and cruel power.  712 
 713 
Internalized Oppression: the process by which an oppressed person accepts the definition of him/herself that the oppressive 714 
system has created, treatment of oppressed people by other oppressed people similar to treatment accorded by oppressors.  715 
 716 
Social Services:  A set of organized programs established to meet the direct needs of a constituency, often developed and 717 
implemented by social workers.  718 
 719 
Strategy: An overall approach to achieving goals or objectives (Examples: consensus, conflict) 720 
 721 
Tactics: Actions or steps that help to carry out a strategy that in turn moves an issue campaign forward. These put pressure on a 722 
target, rally the constituency, inform and involve the public. (Examples: media events, letter writing, creative actions, petitions, 723 
phone banks, etc.) 724 
 725 
Target: Decision-makers with the authority/power to make change or grant request for your goal or constituency.  726 

Social Identity Handout 727 

SAMPLE Social Identity Pie 728 
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 729 

 730 

-From “Racism in the United States” 731 

ON YOUR OWN: 732 

Draw your own social identity pie to show which aspects of yourself you consider big or small parts of who you are and how you identify 733 
as part of different communities.  734 

Draw it in whatever shape with whatever contents or proportions to best describe you.  735 

 736 

 737 

 738 

 739 

 740 

 741 

 742 

Social Identity Handout (Alternative) 743 

 744 
 745 
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 746 
 747 
 748 

 749 

 750 

(SOURCE UNKNOWN) 751 

 752 

 753 

 754 

 755 

Organize Fish! Visual 756 

 757 
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 758 

 759 

 760 

Circle Diagram (Venn Diagram) 761 

 762 
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 763 

  764 
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 765 

Circle Diagram 766 
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 767 

 768 

 769 

                      770 

CAMPAIGN WORKSHEET: 771 

 772 

1) Issue:    773 
 774 

 

ORGANIZE! Fish Visual Changing Power Over Visual 
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2) Goal(s): 775 
 776 
 777 
 778 
 779 
 780 

3) Target (Person(s) who can bring about the change you want): 781 
 782 
 783 
 784 

4) Base/ Allies (Constituencies/ Organizations/ Leaders): 785 
 786 
 787 
 788 
 789 
 790 
 791 
 792 
 793 

5) Tactics to create change (Protests, Lobbying, Education, Coalition Building, etc.): 794 
 795 
 796 
 797 
 798 
 799 
 800 
 801 
 802 
 803 
 804 

6) Anticipated Obstacles/Opposition: 805 
 806 
 807 
 808 
 809 
 810 

7) Measure(s) of a successful campaign: 811 
 812 
 813 
 814 
 815 
 816 
 817 
 818 

NOTES: 819 

 820 

 821 

 822 

 823 

 824 

 825 

 826 

 827 

CAMPAIGN WORKSHEET: 828 

 829 
1) Issue:    830 

 831 

2) Goal(s): 832 
 833 
 834 

 

  

 

 

 

 

Youth center is at risk of shutting down due to potential loss of funding in city budget 

Keep youth center open. 
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 835 
 836 
 837 

3) Target (Person(s) who can bring about the change you want): 838 
 839 
 840 
 841 

4) Base/ Allies (Constituencies/ Organizations/ Leaders): 842 
 843 
 844 
 845 
 846 
 847 
 848 
 849 
 850 

5) Tactics to create change (Protests, Lobbying, Education, Coalition Building, etc.): 851 
 852 
 853 
 854 
 855 
 856 
 857 
 858 
 859 
 860 
 861 

6) Anticipated Obstacles/Opposition: 862 
 863 
 864 
 865 
 866 
 867 

7) Measure(s) of a successful campaign: 868 
 869 
 870 
 871 
 872 
 873 
 874 
 875 

NOTES: 876 

 877 

 878 

 879 

 880 

 881 

 882 

Glossary For Campaign Activity 883 

1) Issue: It should be tangible (example: the issue should not be to eliminate homelessness, but to open a food kitchen 884 

three nights a week, the more specific the better). 885 

2) Goals: They should be specific and realistic. There are short terms goals and long term goals. Short term goals are 886 

always building towards your long terms goals (example: short term: open food kitchen one day a week at local faith-based 887 

institution, long term: open up permanent food kitchen that is open daily with its own staff). 888 

Base and allies in campaign.  

Votes from city council members.  

Full funding by city council.  

Partial funding will temporarily keep doors open. 

Other budget items take priority over funding for youth centers.  
Competition from other social service agencies.  

City council. 

Meeting with city council members to inform about issues and ensure their vote, for those who will not 

support the issue provide information and pressure through additional tactics such as having youth 

speak to them directly, having parents who are voters threaten to withdraw their support of the council 

member. Host an event with youth and invite local news station to cover issue. Organize protest for 

city council members who will not change their vote. Organize youth and parents to write letters, and 

speak out at public forums.  

Youth in centers, families of youth, local schools, specific city council members who already agree with 

you issue, clergy, police.  
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3) Target: is a specific person or group with the power to either grant your demands or provide access to demands. This 889 

must be a specific person or persons (example: leader within faith-based institution who will allow you to use space one 890 

day a week).  891 

4) Base / Allies: The campaign’s base are its core members or constituencies who can be counted on; allies are supporters 892 

who may be natural ones based on shared interests or strategic partners for a particular campaign (example: base – 893 

someone who is currently or formally experienced homelessness, ally – friend who works at shelter for homelessness who 894 

will recommend clients to your food kitchen). 895 

5) Strategy: An overall approach to achieving goals or objectives (based on theories of change eg. educational/consensus; 896 

to adversarial/conflict based. 897 

6) Tactics:  Are actions by a campaign in order to achieve its goals, in line with its strategy (example: setting meetings and 898 

building relationships with faith-based institution in order to obtain access to space). 899 

7) Anticipated Obstacles / Opponents: Obstacles are anticipated barriers e.g. lack of resources or support, or limited 900 

access to the target that stand in the way of achieving the goal. Opponents are adversaries may be permanent or limited to 901 

this campaign only (e.g. the business community may be an opponent or an ally depending on the issue). Each opponent, 902 

even within the same campaign, may require different tactics in order to shift power and accomplish your goals (example: 903 

having enough food available in the food kitchen, having volunteers to serve food, and being in compliance with local laws 904 

regarding giving away food). 905 

8) Measures of Success: How will the campaign be evaluated? There can and should be multiple definitions of what would 906 

be considered a “victory.” Gaining recognition from the target that you are a legitimate voice on the issue, can be 907 

considered success, at least in short term (example: access to space once a week).  908 

 909 

 910 

 911 

 912 

 913 

 914 

 915 

 916 

 917 

 918 

 919 

SELECTED  REFERENCES AND RESOURCES  RELATED TO 920 

COMMUNITY CHANGE AND SOCIAL ACTIVISM 921 

 922 
Bobo, K., Kendall, J., & Max, S. (2009). Organizing for social change: Midwest academy manual for activists, 4th ed. 923 

Santa Ana, CA: Seven Locks Press. 924 

Burghardt, S. (2013). Macro Practice in Social Work for the 21st Century. Thousand Oaks, CA: Sage Publication –925 

second edition 926 
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Eichler, M. (2007). Consensus organizing: Building communities of mutual self interest. Thousand Oaks, CA: Sage. 927 

Hardina, D. (2002). Analytical Skills for Community Organization Practice. NY: Columbia University Press. 928 

Hardina, D.(2013).  Interpersonal social work skills for community practice. New York: Springer Publishers. 929 

Kirst-Ashman, K. K., & Hull, G. H. (2006). Generalist practice with organizations and communities, 2nd ed. Belmont, 930 

CA: Thomson Brooks/Cole. 931 

Homan, M. S. (2015). Promoting community change: Making it happen in the real world, 6th ed. Belmont, CA: 932 

Thomson Brooks/Cole. 933 

Mizrahi, T. (2015). Community organizing principles and guide to practice. In Social Workers Desk Reference-3rd 934 

Edition-Chapter 115. NY: Oxford University Press 935 

Netting, F. E., Kettner, P. M., & McMurtry, S. L.& Thomas, M.L. (2012). Social work macro practice, 5th ed. Boston: 936 

Pearson Education. 937 

Pyles, L. (2014). Progressive community organizing: Reflective practice in a globalizing world.  2nd ed.  New York: 938 

Routledge/Taylor & Francis. 939 

Rothman, J., Erlich, J., & Tropman, J. (Eds.). (2007). Strategies of community intervention, 7th ed. Itasca, IL: F.E. 940 

Peacock. 941 

Rubin, H. J., & Rubin, I. S. (2007). Community organizing and development, 4th ed. Boston: Pearson/Allyn & Bacon. 942 

Smock, K. (2004). Democracy in action: Community organizing and urban change. New York: Columbia University 943 

Press. 944 

Staples, L. (2016). Roots to power: A manual for grassroots organizing, 3rd. Westport, CT: Praeger. 945 

Weil, M. & Gamble, D.N. (2010). Community Practice Skills Workbook. NY: Columbia University Press. 946 

Weil, M. O., Reisch, M., & Ohmer, M. (Eds.). (2011). Handbook of community practice, 2nd ed. Thousand Oaks, CA: 947 

Sage. 948 

 949 

Community Organizing Toolbox at ctb.ku.edu.  This wonderful resource provides concrete tools that an organizer 950 

may choose to use as one’s strategy enfolds and as tactical choices are made. 951 
 952 
Journal of Community Practice (Haworth Press) sponsored by ACOSA www.acosa.org 953 

http://www.acosa.org/
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 954 
 955 
This is the link to resources, videos, and a one hour power point and audio lecture called: “Community Organizing For a 956 

Change.” h t t p : / / s s s w . h u n t e r . c u n y . e d u / p r o g r a m s / m e t h o d s / c o m m u n i t y - o r g a n i z a t i o n -957 
p l a n n i n g - d e v e l o p m e n t /   958 
 959 

PREPARED BY: TERRY MIZRAHI, STEPHANIE YAZGI, AND JOZI ZWERDLING, SILBERMAN SCHOOL OF SOCIAL WORK AT 960 
HUNTER COLLEGE FOR THE CUNY WORKFORCE DEVELOPMENT INITIATIVE PROJECT WITH QUEENS, MEDGAR EVERS, 961 
BOROUGH OF MANHATTAN COMMUNITY COLLEGE, LA GUARDIA COMMUNITY COLLEGE.  FOR MORE INFORMATION 962 
CONTACT tmizrahi@hunter.cuny.edu  963 
 964 
9-15 965 

 966 

 967 

 968 

 969 

 970 

 971 

 972 

 973 

 974 

 975 

 976 
 977 
 978 
 979 
 980 
 981 
 982 
 983 
 984 
 985 
 986 
 987 
WORKFORCE DEVELOPMENT INITIATIVE  COMMUNITY CHANGE /SOCIAL ACTIVISM MODULE  OVERVIEW 988 

SILBERMAN SCHOOL OF SOCIAL WORK/ CONTACT: TERRY MIZRAHI, tmizrahi@hunter.cuny.edu  989 
 990 
Introduction to Module (5 minutes) 991 
Introduce self and WDI Module.  992 
Ice Breaker Question: “Why do you think community organizing is important?” (or) “What kinds of organizing have you done”? 993 
 994 
What is Community? (10 minutes) – Resource: Social Identity Handout 995 
Question: “What is community?” Types: (Geographical / Identificational (gender, race, religion) / Interest (political, health status)  996 
Have participants fill out Social Identity Handout.  997 
Discussion Questions: 998 

1. What communities do you belong to? What are your feelings towards the communities you identified? 999 
2. What are assets (or strengths) and challenges within a community that you identified? 1000 
3. How does the handout relate to social justice for you as a community organizer or social worker? 1001 

Notes: Highlight identity, power, and privilege in community in connection to being better social change agents. 1002 
 1003 
“Taking Action, Making Change” Video (25 minutes with discussion) 1004 

mailto:tmizrahi@hunter.cuny.edu
mailto:tmizrahi@hunter.cuny.edu
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Ask participants to take note of: 1005 

 Communities represented in video and key terms that were raised. 1006 
 Issues that were being organized around.  1007 
 Assets and challenges in community.  1008 

Discussion Questions: 1009 
1. What were your reactions to the video? 1010 
2. What did organizers have in common/ what were some of their differences? 1011 
3. What techniques and strategies did you see organizers use in the video? 1012 
4. What did this video bring up for you as either a social worker or future community organizer? 1013 

 1014 
Organize! Fish Visual (10 minutes) – Resource: Fish Image 1015 
Discussion Questions: 1016 

1. What do we think this image means?  1017 
2. How does this relate to community organizing? 1018 

Notes: Themes are collective action and power. 1019 
 1020 
Fish Proverb (5 minutes) 1021 

“Give a person a fish they will eat for a day, teach a person to fish they will eat for the rest of their lives.” 1022 
Question: “Do we agree with this proverb? What is missing? How can we see it from social justice perspective?” 1023 

 Mezzo  Level – Does the person have a fishing pole or the ability to make one? Do they need bait? 1024 
 Macro Level –Is there access to water? Do they need to travel long distance? Is the water polluted? Can they afford water?  1025 

 1026 
Community Change – Direct Service vs. Community Organizing (20 minutes) 1027 
Venn Diagram – Example: Hunger (Micro- Food Pantry, Mezzo – Food Stamps, Macro – Employment Policy) 1028 
Problem vs. Issue (individual has no job vs. recession)  1029 

 Charity – one time immediate response when needed, individual volunteer, cannot be sustained, some people left out.  1030 
 Direct Service – organizing a system to provide resources, skills, or programs. Keeps person dependent on program.  1031 
 Community Organizing – bringing people together to collectively help themselves/others with goal to end problem  1032 

Question: “What are the pros and cons of each?” 1033 
 DS- people receive services immediately, however does not address root issue and not enough resources for all, people may 1034 

feel powerless. 1035 
 CO – Addresses long–term issue and keeps people from needing charity, people learn about community – however, often takes 1036 

a long time. 1037 
 All levels are important – you cannot organize someone who is hungry.  1038 

 1039 
What is Power? (5-10 minutes) 1040 
Discussion Questions:   1041 

1. What is power? Is it good or bad? (neither- depends on how it is used – power over vs power with) 1042 
2. What are examples of power? Who holds power? On what basis? (“legitimate” vs influence – privilege, access to someone) 1043 
3. How can we identify power? (Who makes decision, has resources to support effort, or has access to people in authority?) 1044 

 1045 
Campaign Activity? (25 minutes)  - Resource: Campaign Worksheet and Glossary of Terms  1046 
Participants break into groups. Choose a topic or facilitator identifies one.  1047 
Overview Key Terms: Issue, Goal, Target, Base/Allies, Strategy, Tactics, Anticipated Obstacles / Opponents, Measures of Success 1048 
 1049 
Closing /Evaluation; Resource: Brief Questionnaire (5 minutes) 1050 

 1051 


