
Welcome!

We’ll get started shortly.
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Try out the chat box, or add your comment

• Tell us where you are tuning in from

audubon.org/findyourflock



audubon.org/findyourflock
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Erin Meade
National Campaigns Senior Manager
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Audubon Campaigns

Use the Q&A feature to 

submit questions directly 

to our panelists

Use the Chat feature to 

connect with fellow 

attendees, share where 

you're from, or make 

comments



In the chat box, ensure 

your comment will reach 

the right people!

From the menu, 

select "All panelists 

and attendees" to 

share thoughts and 

ideas 

with everybody.



• Ask The Experts

Thursday, February 18, at 4:00

p.m. ET

• Next Campaigns Webinar

Tuesday, March 9, at 8:00 p.m. ET

audubon.org/findyourflock

Save The Dates:



Agenda

• What is power?

• How do we define it?

• Analyzing your power with local elected officials

• Analyzing your power with federal elected officials



• How do you define power? What does power look 

like to you?

Chat box exercise



What is Power?

• Power: the ability to get 

someone to do what you 

want even if they may not 

want to do it



Power is the ability to achieve a purpose. 
Whether or not it is good or bad depends 

upon the purpose.

DR. MARTIN LUTHER KING, JR. 



What power do we have? What power do we need?

• Corporate campaigns are 

ultimately about money

• Political campaigns are ultimately 

about votes 

• Decision makers also have 

their own self-interest



Influence

• Influence is being able to 

ask for something

• Influence may just have one 

or two people; doesn’t need 

a movement

• Influence does not 

build power 



• Education is valuable; we’re 

seeking to inform and 

persuade

• Education is valuable, but 

it’s not power

• Education is a tactic

• People can know all the 

facts and agree, and still 

vote against your policy

Education



Power

• Power is setting the agenda, 

convincing people to listen to us, 

making sure they realize that 

responding to our asks is in their 

self-interest

• Can we get them to do something 

they’re not inclined to do?

• Can we make them think of doing 

something that wasn’t done before?



Audubon's power is you!

• We have members around the 

country, in every state

• We are in rural, suburban, and 

urban locations

• We can use power for big change 

to have decision makers 

consistently support and 

champion conservation action 



“[J]ust because your elected official will 
meet with you and likes you doesn’t 
mean anything if they don’t follow 

through and they don’t know that you’re 
going to make them follow through.” 

PASADENA AUDUBON



Skill-share: Understanding Power 

in Local + Federal Campaigns



First Step: 

• Identify the ultimate decision maker –

who does your campaign target, and 

what power they respond to



What power do we have, what 
power do we need

Manual pages 8-12



Power Mapping Decision Makers

• Who does your decision maker 

listen to?

• What does your decision 

maker need?

Manual pages 94-95



Local Power Mapping Exercise

• Start your research online for 

basic biographical information 

and contact information. Go 

past the first page of results

• Follow the decision maker on 

social media, as well as any 

related accounts (ie, the city’s 

official account) and sign up for 

the newsletter

• Ask your flock! The more local 

your decision maker, the better 

the odds that someone in your 

flock knows them (or knows 

someone who knows them)

• Host an event – get together 

with your flock (on Zoom or in 

person) to consolidate 

information



• Your city or town’s 

website will have all the 

basic information you 

need on your decision 

maker.

• We’re going to look at 

Dennis McBride, Mayor 

of Wauwatosa, 

Wisconsin





Local Power Mapping Exercise

• Who does your decision maker 

listen to?

• What does your decision 

maker need?

Manual pages 94-95

-first term
-elected April 2020 with 60% 
of vote
-def. Ald. Nancy Welch
- campaigned on preserving 
the city's neighborhoods & 
parks, maintaining the city’s 
financial strength, investing 
in roads, sewers and other 
infrastructure, 

2020 endorsements:
-Milwaukee Area Labor Council
-Citizen Action
-United Auto Workers
-campaign website includes 
individual names/neighbor 
endorsements

-2020 election 
-targeted by a PAC from VA 
($73,000)

-Lawyer, MU Law grad and PT 
professor
-Community ties (Historical 
society, coach, Tosa Together) 
-Tosa East HS Grad
St. Matthew’s Evangelical 
Lutheran Church (Choir)
-three kids, one grandchild



Federal Power Mapping Exercise

• Despite the larger purview, 

power mapping federal 

decision makers entails all the 

same tactics

• Sources of information may be 

more readily available online, 

but personal connections may 

be limited

• To demonstrate, we're going to 

look at Senator Jon Tester from 

Montana





Resources for your investigation

• Google

• Ballotpedia.org

• Congress.gov

• FEC.gov

• OpenSecrets.org

• FollowtheMoney.org

• VoteSmart.org

• LegiStorm.com



Federal Power Mapping Exercise

• Who does your decision maker 

listen to?

• What does your decision 

maker need?

Manual pages 94-95

Jon Tester

-League of Conservation Voters
-Goldman Sachs
-Blackstone Group
-Council for a Livable Wage
- JP Morgan Chase & CO.
- Citi Group
- University of California
- University of Montana

-From Big Sandy, MT
-Current dirt farmer in rural 
Montana
-Son: Shon
-Wife: Sharla
-Former music teacher and 
butcher
-University of Providence and 
University of Great Falls 
alumnus

-2018 Election: 50.3% of the vote and 
a 3.5% margin
-Appropriations Committee (Ag and 
Interior subcommittees)
-Media: 6 MT media markets (Big 
Sandy in Great Falls market)
- Congressional sportsmen caucus, 
International Conservation Caucus
- Third-generation Montana dirt 
farmer – publicly explains climate 
change impacts in terms of the 
effects on agriculture

- Close with moderate members of 
Congress
-Agriculture industry (beef and 
wheat are big industries in 
Montana)
-Conservation and sportsmen 
industries

Goal: Senator Tester sponsors climate bill



Now it's your turn

• Power mapping: pages 94-95 

of our manual

• Remember, analyzing 

power with decision makers 

spans power + influence

• Give yourself patience and 

time to practice



Questions/

Thoughts?

Audubon North Carolina

Advocacy Day June 2020



Opportunities to take action 

• Download the manual

• Next webinar March 9, “Spearheading Local Climate 

Resolutions”

• Talk to your chapter, advocacy committee, and identify 

two things you want to change. Send them to us at 

campaigns@audubon.org

• Attend our Ask the Experts on February 18

• Send us your #FindYourFlock photos…

mailto:campaigns@audubon.org


Will you find your flock?

Take a photo and share 

it with us at 

campaigns@audubon.org.

Share on social with the 

hashtag #FindYourFlock. 

mailto:campaigns@audubon.org
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Thank you!


