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History of ASG:

The University of North Carolina Association of Student Governments was founded in 1972 under the leadership of University of North Carolina President William Friday. The Association was a spin off from the Council of Student Body Presidents. The organization is composed of representatives from all 16 University of North Carolina Student Government Associations. Four delegates represent each institution, which includes the Student Body President, who also serves as a member of the Board of Directors for the Association. 

Delegates from across the state elect the Association’s President who serves as Chief Executive Officer and as an ex officio, non-voting member of the UNC Board of Governors. Additionally, the President represents the Association in dealing with the North Carolina General Assembly, Governor, UNC Board of Governors and the UNC President.

The General Assembly of the Association is the primary policy making body of the Association and is broken up into several standing committees which include: Academic Affairs, Legislative Affairs and Student Affairs. Other officers within the Association include Senior Vice President, Treasurer, Secretary and a number of Vice Presidents.

Constituent Institutions:

Appalachian State University


Elizabeth City State University
East Carolina University
Fayetteville State University

N.C. Agricultural & Technical State University
N.C. School of the Arts
N.C. Central University
N.C. State University

UNC – Asheville


UNC – Chapel Hill
UNC – Charlotte
UNC – Greensboro

UNC – Pembroke
Western Carolina University
UNC – Wilmington
Winston-Salem State University

The Mission Statement:

· Preserve each student’s right to a quality education. 

· Actively promote affordable, quality higher education within the State of North Carolina. 

· Address and act on the collective interests of students enrolled in UNC institutions. 

· Involve students in the political process by educating students on the issues affecting them. 

· Actively involve students in the area of governmental relations so as to promote the passage or defeat of legislation relevant to the students, their institutions, and higher education in North Carolina. 

· Promote unity and cooperative efforts between the sixteen public institutions of The University of North Carolina.

The Problem:

The General Assembly shall provide that the benefits of The University of North Carolina and other public institutions of higher education, as far as practicable, be extended to the people of the State free of expense. –North Carolina Constitution, Article IX, Section 9

This portion of the Constitution of the State of North Carolina should be the guiding principle behind tuition and fee policy in North Carolina public higher education. Also as the provision notes, the General Assembly has the primary responsibility for supporting the University of North Carolina, especially as that support relates to North Carolina citizens. However, over the past decades both of these statements have began to erode. State appropriations to public higher education have steadily declined from 17.4% of the state budget in the mid 1980s to 12% today. Over the past decade tuition and required fees have increased by over 100 percent and UNC system campuses.

The Solution: 

“Keep N.C. Educated”

On February 20, 2001, the University of North Carolina Association of Student Governments began its advocacy campaign to benefit the 170,000+ students of the state’s public universities. The ASG followed that in May with the historic “March on the Capitol,” which brought 5,000 students, faculty, staff and community partners to the steps of the legislature to protest proposed budget cuts. This year, ASG is taking their message even further.

Designed to increase public awareness of the current state of public higher education, the UNC Association of Student Governments has launched “Keep N.C. Educated.” The Association’s goals are twofold—educating citizens about the state’s 16 public universities and ensuring that the doors of the state’s public universities remain open for education for all.

Specifically student leaders from across the state plan to “hit the road” to inform the public about the failure of the North Carolina General Assembly to fulfill its constitutional responsibility by providing the benefits of The University of North Carolina to ALL people. Also students will embark on a “tuition revival”, to reach out to the communities of the State, especially the poorest and inform them of the rising costs of public higher education.

The “Keep N.C. Educated” campaign will kickoff on February 13, 2002 on the campus of the University of North Carolina at Chapel Hill. The “tuition revival” hopes to capture the minds of North Carolina voters and reiterate the resounding support they gave to the Higher Education Bond in 2000. 

Facts & Talking Points:

Constitutional Obligations- 

“The General Assembly shall provide that the benefits of The University of North Carolina and other public institutions of higher education, as far as practicable, be extended to the people of the State free of expense.” 

- Article IX, Section 9 of the North Carolina Constitution

· State appropriations to public higher education have steadily declined from 17.4 percent of the state budget in mid 1980s to 12 percent today. 

· Required tuition and fees have increased dramatically. For example, over the past decade, tuition and fees have increased 165 percent at UNC-Chapel Hill, 106 percent at N.C. State, and 101 percent at N.C. Central.

· According to the report of the Task Force on Tuition Policy, tuition and fees compromise only 23 percent of the total cost of education.
“The General Assembly may enact laws necessary and expedient for the maintenance and management of The University of North Carolina and the other public institutions of higher education.” 

· Article IX, Section 8 of the North Carolina Constitution

· Budget cuts by the General Assembly on the University of North Carolina have made it difficult for the maintenance and management of the state's public universities.
Application of Current Tuition Policy:

· The chairman of the Board of Governors, Benjamin Ruffin, asked the chair of the Committee on Budget and Finance to reexamine the policy on campus-initiated tuition increases on March 7, 2001.

Since then, there has been no substantial review of the policy governing campus-initiated tuition increases. Additionally, the Board of Governors has failed to follow the report’s policy of setting tuition rates in October, which does not give families time to adequately prepare for an increase.

Financial Aid:

· The General Assembly has not fulfilled a request from the Board of Governors to create a statewide financial aid program.

· The National Center for Public Policy and Higher Education reports that in North Carolina only twenty-six percent (26%) of state grant aid is targeted to low income families (Measuring Up 2000). 

· The current framework for funding of need-based financial aid does not represent the "broad base of revenues" suggested by the report of the Task Force on Tuition Policy.

· Over 56% of resident UNC undergraduates apply for need-based financial aid. 

· In 1997-98, there were over 33,000 full-time students enrolled with unmet need after grant aid averaging $4,264.

· North Carolina ranks 28th in the nation in providing need-based aid for full-time undergraduates.

· North Carolina ranks 36th in the percentage of full-time undergraduates receiving need-based grants.

· UNC students who borrow are borrowing close to 43% more than their counterparts.

· There is almost no need-based aid for master’s level graduate students.

· Graduate student debt levels are growing at a disturbing rate.

· A national report by the Lumina Foundation stated that all but three UNC system campuses were unaffordable to low-income students without loans. 

Private Colleges and Universities:
· The State of North Carolina maintains two programs (the State Contract Program and Legislative Tuition Grant Program) of general financial aid to private institutions of higher education at a current annual cost of $78,901,002. The University of North Carolina only receives $15.3 million. 

· Legislative Tuition Grants are given to students irrespective of their financial need.

The General Assembly:

· State appropriations to public higher education have steadily declined from 17.4 percent of the state budget in 1986 to 12.1 percent today. 

· The General Assembly did not fully fund enrollment growth at the state’s public universities (7,000 students).

State Statistics:

· Only 1 in 4 North Carolinians currently have a college degree (Measuring Up 2000)
· Voters in all of North Carolina’s 100 counties approved the Higher Education Bond. 
·  Only 34 percent of the state’s high school freshmen enroll in college within four years, compared to 54 percent in top states.
· Only 32 percent of the state’s 18 to 24-year-olds are enrolling in college, compared to 42 percent in top states.
· Less than one-fourth of the state’s population, aged 25 to 65, has bachelor’s degree or higher. 
· North Carolina continues to trail in the nation in bachelor’s degree attainment. 
National Statistics:

· For young people whose family income is less than $25,000 a year, only 34.7% attend college.

· 79.9% of young people whose families make over $75,000 a year attend college.

· In every income category, African American and Latino young people are less likely to attend college than their peers.

· Since 1973, there has been a growing difference in real wages (adjusted for inflation) depending on workers’ level education. Real wages:

· Are down 24.4% for those with a high school diploma.

· Have increased slightly (4.5%) for those with a bachelor’s degree.

· Have increased 22% for those with advanced degrees.

· While the total number of bachelor’s degrees has grown dramatically since the early 1970’s, the gains were concentrated in the top income quartile.

· For those in the top income quartile, bachelor’s degree attainment rates for 24-year-olds have grown 23.9% in the last thirty years.

· Those in the bottom income quartile have seen only a 0.7% increase in bachelor’s degree attainment.

Economic Benefits:

· The state is in the midst of a recession with a budget shortfall of more than $900 million. Unemployment in the state has eclipsed 6.2 percent.
· Four-year college degree holders now earn roughly twice as much over a lifetime as workers with a high school diploma.
· Advanced degree holders earn three to four times as much as workers with a high school diploma. 
· Twenty percent of the total population of North Carolina receives an earned income tax credit.
· North Carolina has a reported poverty level of 13.2 percent. 
Student Profile:

· Almost 25% of students work 1-19 hours per week.
· Fifty-one percent of students work more than 20 hours a week.
· In 1991, 34.4 percent of freshmen indicated they planned to work, and in 2000, 44.4 percent of freshmen planned to work during college.
· The percent of 1992 graduates indicating they had worked approximately 20 or more hours per week during their undergraduate years was 29.9 percent. The percent of 1998 graduates indicating they had worked approximately 20 or more hours per week during their undergraduate years was 51.6 percent.
· As tuition increases, so to does the average indebtedness of college graduates. At N.C. State University, for example, students had $13,920 in loan debt in 1998. Three years later in 2001, indebtedness had increased to $15,999, an increase of 13 percent.
Scripts:

Hello, my name is ___________________________ and I am a student at __________________. I’m a part of an ongoing public awareness campaign called “Keep N.C. Educated,” that seeks to educate the citizens of the state about the escalating costs of public Higher Education. 

Low tuition has kept access to a University of North Carolina campus reasonably affordable for many North Carolinians. Nonetheless, the majority of students still face financial barriers in attending college, because tuition and fees comprise only 23% of the total costs that students face in going to college. Over 56% of resident UNC undergraduates apply for need-based aid, and only 5% of them have their need fully met with grant aid. In 1997-98, there were over 33,000 full-time students enrolled with unmet need after grant aid averaging $4,264 per student. To fully cover unmet need for these students would have cost approximately $143.5 million annually. 

The University of North Carolina lags other major four-year institutions across the country in funding for need-based financial aid: while North Carolina ranks 10th in the nation in the 18-to-24- year-old population, it ranks 28th in need-based aid for full-time undergraduates, and 36th in the percentage of full-time undergraduates receiving need-based grants. When compared to students enrolled in other low-tuition state institutions, UNC students on average have 48% more in unmet need after grant aid, and those who borrow are borrowing close to 43% more than their counterparts. The aid available to UNC students is generally not based on need, and comes from a number of small programs that are funded at very modest levels. As a result, the majority of UNC students are working close to half time while they are in school, in addition to borrowing. Financial aid will be an essential component of future strategies to ensure that UNC is able to meet the needs of North Carolina in the future. Enrollment is expected to grow system-wide by over 30% in the next ten years alone. Much of that growth is expected to occur from low-income students who will be the first in their families to go to college. If North Carolina is to increase its college-going rate, attention must be paid to strategies to increase successful college access, retention and graduation, for low-income students. 

There is almost no need-based aid for master’s-level graduate students, in UNC or in other institutions across the country, and graduate student debt levels are growing at a disturbing rate.

Board of Governors

The University of North Carolina
Chair

Benjamin S. Ruffin

Suite 575


8 West Third Street

Winston-Salem, NC 27101

ruffinb16@prodigy.net

           Bus: (336) 725-1311  

           Res: (336) 945-6768  

           Fax: (336) 725-1313  

Vice Chair

John F.A.V. Cecil

Suite 330

P.O. Box 5355

Asheville, NC 28813

jcecil@biltmorefarms.com

           Bus: (828) 209-2000  

           Res: (828) 274-5278  

           Fax: (828) 209-1897  

Secretary

G. Irvin Aldridge

341 Mother Vineyard Road

Manteo, NC 27954

           Res: (252) 473-2207  

           Fax: (252) 473-9394  

Bradley T. Adcock

Blue Cross & Blue Shield of NC

Post Office Box 2291

Durham, NC 27702

           Bus: (919) 765-4119  

James G. Babb

901 S. Edgehill Road

Charlotte, NC 28207

           Bus: (704) 632-6725  

           Res: (704) 375-9710  

           Fax: (704) 375-4441  

J. Addison Bell

P.O. Box 1395

Mathews, NC 28106

addisonbell@carotek.com

           Bus: (704) 847-4406  

           Res: (704) 343-9712  

           Fax: (704) 844-2755  

F. Edward Broadwell, Jr.

P.O. Box 10

Asheville, NC 28802-10

Bus: (828) 259-3939 Ext. 1360  

Fax: (828) 259-3956  

William T. Brown

1840 Broadell Drive

Fayetteville, NC 28301

           Res: (910) 488-5423  

           Fax: (910) 480-0292  

Angela R. Bryant

717 West End Street

Rocky Mount, NC 27803

bryantahsd@earthlink.net

           Res: (252) 442-4022  

           Fax: (703) 783-8553  

William L. Burns, Jr.

P.O. Box 931

Durham, NC 27702

           Bus: (919) 683-7600  

           Res: (919) 477-1812  

           Fax: (919) 683-7680  

C. Clifford Cameron

1970 Two First Union Center

Charlotte, NC 28288-16

           Bus: (704) 374-6470  

           Res: (704) 364-4434  

           Fax: (704) 338-9539  

Anne W. Cates

329 Tenney Circle

Chapel Hill, NC 27514

           Res: (919) 942-2161  

           Fax: (919) 932-1716  

Bert Collins

411 W. Chapel Hill Street

Mutual Plaza

Durham, NC 27701

Bus: (919) 682-9201 Ext. 201  

Fax: (919) 688-0842  

John W. Davis III

Suite 500

200 W. Second Street

Winston-Salem, NC 27101

           Bus: (336) 727-4288  

           Res: (336) 761-8124  

           Fax: (336) 761-1726  

Ray S. Farris

Johnston, Allison & Hord

P.O. Box 36469

Charlotte, NC 28236

rfarris@jahlaw.com

           Bus: (704) 998-2223  

           Res: (704) 377-1113  

           Fax: (704) 376-1628  

Dudley E. Flood

1408 Griffin Circle

Raleigh, NC 27610

           Bus: (919) 832-7095  

           Res: (919) 832-7095  

           Fax: (919) 832-6987  

Hannah D. Gage

6046 Leeward Lane

Wilmington, NC 28409

hgage@wilmington.net

           Res: (910) 790-9375  

           Fax: (910) 256-6929  

Willie J. Gilchrist

P.O. Box 468

Halifax, NC 27839-468

           Bus: (252) 583-5111  

           Res: (252) 826-3999  

           Fax: (252) 583-1474  

H. Frank Grainger

Fair Products, Inc.

P.O. Box 386

Cary, NC 27512-386

           Bus: (919) 467-1599  

           Res: (919) 467-1599  

           Fax: (919) 467-9142  

James E. Holshouser, Jr.

Emeritus Member

130 Longleaf Drive

Southern Pines, NC 28387

           Bus: (910) 295-4250  

           Fax: (910) 295-2630  

Peter Keber

2301 Cloister Drive

Charlotte, NC 28211

pkeber@carolina.rr.com

           Res: (704) 364-6898  

           Fax: (704) 364-8319  

Teena S. Little

650 Fort Bragg Road

Southern Pines, NC 28387

           Bus: (910) 692-6881  

           Res: (910) 692-6750  

           Fax: (910) 692-1863  

Charles H. Mercer, Jr.

920 Cowper Drive

Raleigh, NC 27608

           Bus: (919) 821-6247  

           Res: (919) 821-5756  

           Fax: (919) 835-6547  

R. Andrew Payne

President, UNC Association of Student Governments

307 Witherspoon Student Center

Campus Box 7318

Raleigh, NC 27695-7318

rapayne2@unity.ncsu.edu

           Bus: (919) 515-2797  

           Fax: (919) 515-5898  

           Alt: (919) 649-7570  

Barbara S. Perry

1207 Country Club Drive

Kinston, NC 28504

bsperry@icomnet.com

           Bus: (252) 523-5107  

           Res: (252) 523-9310  

           Fax: (252) 523-8858  

Patsy B. Perry

2204 Chase Street

Durham, NC 27707

           Bus: (919) 493-8471  

Jim W. Phillips, Jr.

P.O. Box 26000

Greensboro, NC 27420

jphillips@brookspierce.com

           Bus: (336) 271-3131  

           Res: (336) 272-3821  

           Fax: (336) 378-1001  

H. D. Reaves, Jr.

104 Cameron Glen Drive

Chapel Hill, NC 27516-2333

hdreavesjr@hotmail.com

           Res: (919) 932-1953  

           Fax: (919) 933-4857  

Gladys Ashe Robinson

P.O. Box 20964

Greensboro, NC 27420

Grobinson@scdap.org

           Bus: (336) 274-1507  

           Res: (336) 674-8086  

           Fax: (336) 274-4251  

J. Craig Souza

5109 Bur Oak Circle

Raleigh, NC 27612

craigs@nchcfa.org

           Bus: (919) 782-3827  

           Res: (919) 876-6947  

           Fax: (919) 787-8418  

Priscilla P. Taylor

700 Gimghoul Road

Chapel Hill, NC 27514

ptaylor@cemala.org

           Bus: (336) 274-3541  

           Res: (919) 932-1360  

           Fax: (336) 272-8153  

Robert F. Warwick

P.O. Box 1730

Wilmington, NC 28402

bob_warwick@rsmi.com

           Bus: (910) 762-9671  

           Res: (910) 350-0426  

           Fax: (910) 762-9206  

J. Bradley Wilson

P.O. Box 2291

Durham, NC 27702-2291

           Bus: (919) 765-3558  

Ruth Dial Woods

220 Carter Morgan Road

Pembroke, NC 28372

ruthwoods@aol.com

           Res: (910) 521-9006  

           Fax: (910) 521-9305

OUR ROLE AS STUDENTS:

There are many things we can do on our campuses to support the struggle for public higher education in North Carolina.

Joining the Association of Student Governments in its campaign across the state.

Building Campus Coalitions
It is important for students to build solidarity coalitions on campus. This will allow you to offer the power you have in numbers, as students, to carry out the tactics that the coalition chooses to use.

Mobilizing Legislatively

In a statewide effort, the greatest impact you can have is by mobilizing students to impact the legislative process. State based change almost always has the state legislature as its target. Students can show their power in numbers in several ways that will benefit the statewide campaign:

· Postcard campaigns

· Lobby visits

· Call/ fax/ email in days

Skills

Door Knocking

Preparation:

· Maps
· Materials
· Script
Before the first day of door knocking there are a few materials that you will have to put together.

1. You will need to find maps for each of the areas that will be knocked. Break each map into a few blocks--enough for one or two volunteers to complete in a few hours. If more than one volunteer will be knocking an area, make sure to have a map for each volunteer.
2. You will need to gather all of the materials needed for knocking- postcards for folks to sign, fliers that explain your issue, a sign-up sheet to volunteer and get more information, clipboards and pens.
3. The last material you will have to have ready for canvassing is a script that volunteers can practice from before going out to canvass. (See example script on the next page).
'Day of' Plan:

Each day that you knock, all the volunteers should meet at a central location for pre-knock training. When doing volunteer recruitment, you should have times already set up for knocking and fit the volunteers to these times. The training should take only 15 or 20 minutes and should look something like this:

1. Introductions

2. Why are we here – someone goes over the issue and explains the importance of students mobilizing around it.

3. Break volunteers up into groups by precinct

4. Hand out materials

5. Explain materials

6. Practice door-to-door script

7. Set Goals

8. Answer questions and set a time for everyone to meet back to debrief

Sample Script:

Hi, my name is ____________ and I’m a student at (your school). How are you doing today?

I just wanted to stop by and let you know about a campaign that is starting on campus to make sure that all students get their voices heard in state government.

Can you sign a postcard in support of maintaining access to higher education in North Carolina?

If the answer is yes, then say:

Great!  (Explain how to fill out the postcard)

Would you be interested in coming out to a meeting to learn more about the campaign?

If yes:

Awesome!  (Make sure you have all of their contact information).

This is the most effective tactic for direct contact with students!  Door knocking is often a tactic that students are skeptical of trying and often shy away from. Remember:  nothing beats one-on-one contact to talk about an issue, get questions answered, and pull someone into action.
Debrief:

When everyone gets back, have people share their experiences and hand in their materials. Go over the goals that were set and evaluate how well everyone did. The last thing you should do before everyone leaves is have everyone sign-up the next time they will volunteer.

Postcard Collection

Postcard campaigns are very effective at showing your target that you have large numbers of students who support your issue. There are several things to keep in mind when you are preparing to do a postcard campaign on campus.

Preparation:

· Reserve tables in high-traffic areas on campus during the month of February.
· Contact professors at least once a week in advance and request permission to give a five-minute class rap about the campaign during your classes.
· Contact presidents of student organizations at least one week in advance, and request permission to give a five-minute presentation or "rap," about the campaign at their next meeting. 
· Reproduce postcards on card stock. If you have more than one target per campaign, then you will want students to sign postcards that are addressed to each target. Try to fit all the postcards on one sheet of paper, so that it is easy for students to see what they should fill out.
· Break down tabling into two-hour shifts. Recruit enough volunteers to fill the first two weeks worth of shifts, and fill the rest of the shifts as the campaign moves along.
· Set weekly goals for the number of postcards you need to collect to reach your overall goal for the campaign
Collecting the Postcards:

· Hand out and collect postcards and volunteer sign-up sheets at the same time. All postcards must be collected in person!  Do not hand them out and expect them to be brought in later (they won't come back and you will waste valuable resources).
· Each table, class rap, and student organization presentation should have the following materials:
· Postcards and Fact sheets
· Volunteer sign-up sheets
· Information on the campaign
· Tables should have a sign or a banner to draw students to the table.

· Tabling is an interactive activity. Tabling staff should be standing up (not sitting) and interacting with students as they walk into the vicinity of the table. It is the tabling staffs' job to draw students to the table!

· If your campus housing allows it, you can take postcards door-to-door in the dorms. The best time for going door-to-door is when you know a lot of people will be in their rooms, like during Thursday night television shows. Always go in pairs and take the same information as when you table.

· Make sure to have volunteers report back into the office after each shift. This is done for two reasons. First, so you can keep a total running count of cards collected. This will allow you to adjust either your goal, your volunteer hours, or the locations you send volunteers to. Second, this will give you an idea of how each of your volunteers is doing. Which ones do you need to work with to improve their petitioning skills?  Which ones are really good at interacting with students? 

Following-Up:

Every volunteer who signs up should be contacted the same evening or the next day at the very latest. One of your core volunteers should be in charge of coordinating new volunteers.
Count the number of postcards you collect each day and record it in a log. Are you meeting your goals?  Or, do you need to step up your efforts in certain areas?
· Continue to update the list of student organization endorsements you receive each day.
· Determine how you are going to deliver the petitions to the target. Do you want to release them to the press?  Do you want to present them to the target in private, or do you want to do it publicly?  It is your job to determine what is going to make the postcards the most effective pressure tactic.
· Make a copy of each completed card sheet. You must give the original postcards to your target, so make sure you make a copy of each sheet so you have the information for later volunteer recruitment and turnout.
Sample Postcard


Teach-Ins

What is a Teach-in?

· A teach-in is a presentation that informs participants about an issue in a creative way.
· A teach-in can consist of lectures, skits, workshops, question and answer sessions or role-plays--whatever is most effective for communicating with a particular group.
Planning and Preparation:

· Reserve a time and space for 35-50 people. Invite and confirm speakers. Make enough copies of any fact sheets or materials. Have butcher paper and markers to write comments or notes.
· Don't plan anything for less than an hour and a half--it takes that much time to get going on a subject. Don't schedule anything longer than three hours without a break--people-s attention starts to wonder.
· Recruit twice as many people as you want to show up. Work recruitment for the teach-in into your class raps and tabling. Call the night before and confirm the time and place with everyone who has signed up.
Set Your Agenda:

There is not set format for a teach-in, but you should have an agenda and stick to it. It is only fair that participants know what they are in for and how long, and the presenters know in advance how much time they have. Some elements you may want to include in your teach-in are:

· Lecture:  About 15 minutes per presenter. If possible, mix student presenters with support faculty or allies from the community. Try and break up lectures with more interactive activity.

· Poetry, personal testimonial or skits: They personalize the issue and can draw people in on a different level.

· Role-plays:  These are a must if the folks who attend your teach-in are going to go out and talk to other people. Be sure they have enough information first. Have one person ask tough questions while another tries to answer. Role-play asking someone to sign a postcard or fill out testimonials.

Presenters:

· Decide exactly which perspective or topic you want speakers to discuss. State this clearly in your written or verbal invitation. Otherwise, you could have more than one presenter saying the same thing, or important aspects of the topic won't get addressed.
· Possible presenters include:
· Faculty members studying electoral reform, political science, etc.
· Strong leaders of your school's student body
· Representatives of the Association of Student Governments
· Representatives from your public school board
· Representatives from local parties (all parties should be represented and asked to speak to your topic, not to partisan issues)
The Event Itself: 

· Roles

· Logistics:  Arrives early to make sure the room is set up properly. Deals with the sound system, lights, VCRs, overhead projectors, etc.
· Agenda maintenance: Keeps everyone on schedule and to their time. Should not be the same person as the facilitator.
· Greeters:  Assign one per speaker. Greeters make sure the presenters have the materials they need and know what is going on.
· Facilitator:  Acts as the emcee for the teach-in, introduces presenters, makes connections between each piece on the agenda.
After the Event:

· Send thank you notes to all the presenters and anyone else who helped with the event.
· Get your organizers together to evaluate how everything went. What speakers were great and should be invited to something in the future. Is there any damage control that needs to be done?  Who at the event showed lots of promise and should be plugged into a larger role of the campaign?
· Revise your volunteer list to include new folks and move on to the next step of the campaign.
Class Raps

A "class rap" involves making a short presentation to a classroom of students. Whether you are announcing an action that your group is organizing or talking more in-depth about your campaign in order to recruit new volunteers, class raps enable you to reach a large audience of students at once.

Get Permission!

You should ask professors and the teaching assistants if they are willing to allot a few minutes out of the class period for you to make your "rap" to the students. Instructors are usually pretty agreeable as long as you let them know ahead of time what it is you are addressing the class about.

Be Strategic!

You want to make sure that the audience you are addressing has students in it who are likely to be interested in taking action on your message (i.e. attend the action, sign-up as a volunteer, sign a petition). For an electoral reform campaign, you may want to make class raps to ethnic/cultural studies, political science, sociology, urban studies, or public policy courses since many of the students in those classes have been studying or living the issues that the USSA campaign will address.

Think about ways in which instructors can make your campaign more enticing. Political science instructors will sometimes give students extra course credit for participating in activities that allow students to engage themselves in the nation's political process, such as letter-writing or call-in days. 

Get Your Point across--Quickly!

You only have a few minutes to get your point across, unless the instructor agrees to give you time to make a more in-depth presentation. Stick to the basic who, what, when, why, and how when making your rap and remember to always appeal to the self-interests of the group of students you are addressing.

Get Contacts and Commitments!

Make sure that you end your rap by calling students to action. This may be getting students to sign a postcard or to commit to volunteering for an action. You should also send around a general interest form for students to sign if they would like to be updated on what is going on with the campaign. These contact lists will come in handy at a later date to recruit more volunteers to work on the campaign.

Sample Class Rap Outline

The following outline should help you develop a brief, yet informative class rap that will spur students to action on your campaign. Remember to tailor your message to appeal to the interests of your particular audience and to charge people with enthusiasm!  Remember to have something concrete for folks to do immediately. Postcards are great for this!

I.
State who you are, whom you're working with, and the campaign you are organizing.


a. ASG


b. On-Campus Organization and/or Coalition


c. Campaign

II.
State the goals of the campaign.


a. Voices for the disenfranchised


b. Win Campus victories: explain each

III.
Agitate!  Why should they care about what you're doing?


a. Local and state statistics on disenfranchisement

IV.
What can they do to help?


a. Attend a teach-in


b. Fill out a postcard


c. Sign-up to receive more information about the campaign

Lobby Visits

A lobby visit is a face-to-face meeting with one of your elected representatives. Lobby visits allow you to share your concerns with members of the General Assembly and to assess their level of support for your position. In March, provide an opportunity to have a lobby visit in Raleigh. Call the local office and ask to speak to the scheduler. Be prepared to be somewhat flexible about times. You can expect to get 15 minutes. Be clear about the topics you want to discuss and the number of people you intend to bring.

Before the lobby visit, make time for all the students who will be attending to meet together. Everyone should agree on the agenda for the meeting. Either drive together or plan to meet up well before your scheduled visit. Follow the 7 Steps to a Successful Lobby Visit.

Seven Steps to a Successful Lobby Visit:

1. IDENTIFY YOURSELF AND THE GROUP YOU REPRESENT

Say "Hello, my name is ________, and I am a student senator with the FSU Student Government- in your district. FSU is a member of the Association of Student Governments, which represents 170,000 students." This tactic allows you to show your voting power, a base of support, and your relationship to the member of the legislature. Also mention you are working with the ASG and students across the state.

2. BE PREPARED TO CONTROL THE MEETING

Before your appointment, select a student in your delegation to chair the meeting. Remember that it is your meeting. Don't let the member/staffer get off track or control the agenda. Have the chair decide who will speak, when, and who should cover what points. Remember that you may only have 10-15 minutes to present your issues, so you will need to be efficient and prepared.

3. STATE YOUR POSITION CLEARLY

Once you have introduced your delegation/organization, explain your position on the issues. Be sure to use clear arguments and statistics to back up your position. Also, personalize the issue and draw on your own experiences and those of students that you know to illustrate your points. Use campus specific figures and anecdotes wherever possible. Do not be intimidated by not knowing intricate facts and figures. You are the expert because you are a student and are directly affected by the issues.

4. ASK SPECIFIC QUESTIONS

It is important that you are prepared enough to ask the correct questions of the member/staff person. It is not enough for s/he to assure you that s/he is_________ you want her/him to vote a certain way, to sponsor legislation, or to sign on and cosponsor. Again, be polite but firm. It is your right to ask your elected officials their position on the issues. If you disagree with her/his position, say so. Politicize the issue-make it clear that voters will be unhappy if s/he does not take the correct position on the issue.

5.  PROVIDE INFORMATION

Always try to leave a "one pager" on your/ ASG’s position on the issues that you have discussed. This ensures that the member and staff will know your position when you leave. During the meeting, be as informative as possible, but never speculate about facts you are not sure of. If you don't know the answer to a question, say so. If it is something you can find out, promise to do so as soon as possible. Don't assume that your members already know your position, or have taken a position themselves. 

6. FOLLOW UP

After a lobby visit, ALWAYS be sure to follow up with a letter restating your position and thanking the member/staffer for their time. Also, include any information that you promised to follow up on in the meeting. Make plans to invite the member to your campus. Organize a campaign and continue to pressure your member if s/he is shaky on your issue. Remember that a lobby visit is only one step in building a relationship with your elected officials.

7. DEBRIEF WITH ASG

Once you have completed the meeting, be sure to call ASG to debrief the meeting. Report back on the substance of the meeting, the member's positions, and determine what the appropriate next steps should be. Complete the follow-up plan at the campus level.


Coalition Building

What is a Coalition?

A coalition is an organization that is actively working on an issue campaign. Building coalitions is an organizational goal of ours in this campaign and is separate from our campaign goals.

Advantages of building a coalition: 

· Win victories that couldn't be won by one organization alone.

· Pool together people and resources to help you achieve your goals.

· Build a stronger power base.

· Develop new leaders.

Tips for Building a Coalition

Building a coalition is one of the hardest parts of organizing. Getting groups to sign-on is usually the easiest task. The difficult part is getting the coalition to work and keeping the groups in it.

· Build your coalition around one issue that all organizations signing on agree with.

· Develop your campaign goals and strategy together, involving all groups.

· Don't ask groups to join as "token" gestures, have all needed organizations signed on and at the table from the beginning.

· Diversity will only happen by working on issues that cut across many student groups.

· Identify the self-interest or the reason each group will want to join the coalition and understand that groups will have different reasons for joining.

· In a coalition, organizations that sign onto the campaign must be comfortable with the tactics!

Recruiting Volunteers

Recruiting volunteers can be one of the most time consuming, difficult, and frustrating parts of organizing. Often many of us fall into the trap of doing everything ourselves, causing mental fatigue and burnout, and hurting our academics in the process. This is so frustrating that many activists are quick to label other students apathetic or lazy.

We must remember that nearly ALL students have incredibly hectic lives. Most students are attempting to graduate, pay for school, have a healthy social life, stay in touch with their family, and have some time to volunteer. The key is to understand where the average student is coming from, and figure out what is going to get them to spend their small amount of volunteer time with your organization or campaign.

Here are some general rules to follow, and some keys to successfully recruiting students.

Six Steps to Recruiting an Individual

1. Be Prepared - know the answers to questions they might have.

2. Legitimize Yourself - say who you are and what organization you are from.

3. Listen - listen to the student's response and/or concerns.

4. Agitate - use information to lead the student to act.

5. Get a Commitment - ask them to do a specific task, at a specific time.

6. Follow-up - get their name and phone # and call back to remind them.

Tips for Recruiting Volunteers

Recruit to an event, not a meeting.

We can't recruit students for recruitment’s sake. Students are going to spend their valuable time with an organization that they believe is effective. In other words, students want a strong return on their investment of volunteer time. Recruiting students to meetings is one of the best ways to make your organization seem boring. Recruiting a student to an event, however, will immediately show them the good work of the organization. Of course, this means that in order to recruit more students you must first be successfully organizing campaigns and events.

Constant recruitment requires a constant program.

Recruitment is an ongoing process, and should not be done separate of your campaign. Students are not going to get involved for involvement's sake. They will volunteer when they feel a connection to the issues you are working on. Therefore, the first step to a successful recruitment drive is organizing a campaign. The second step is developing a message that will motivate students to join your effort. Every table, class rap, student group presentation, etc. is a recruitment opportunity. Every student should be asked if they want to volunteer. At every presentation a volunteer sign-up sheet should be passed around. You want your organization to develop a reputation of taking action and winning victories. This is what will bring in large numbers of volunteers.

Students won't volunteer unless you ask them.

Only on rare occasions do students simply walk into the office and say "put me to work."  Everyone in your organization or campaign must develop the habit of asking people to volunteer.

Keep your volunteers busy.

Always have work for new volunteers to do. One of the worst things to do is to send a volunteer home with nothing to do. Eventually, that volunteer is going to take their time elsewhere. Entry level activities include stuffing letters, making phone calls, tabling, and clipboarding.

Maintaining Volunteers

Most volunteers work short shifts and need constant attention and guidance. You must monitor and evaluate their performance, maintain records of their hours and experiences, and provide training, recognition and support.

Assignment

Volunteer placement is a matter of matching the needs of a particular department or program with the interests, skills, experiences and availability of the volunteer. It is important to match the volunteer with a position that matches their skills and interests. Often volunteers quit because they were given a position that did not reflect their needs.

Training

Training will continually develop the skills, knowledge and attitudes of volunteers, reinforce appropriate expectations and heighten connections to and identification with the organization.

There are two basic types of training that should be offered.

· Job training occurs or begins prior to the volunteer beginning work and provides practical information about how to do the specific job or task which has been assigned.

· In-service training begins after the job inception and provides opportunities for the volunteer to grow, enhance development and take on more responsibility or complicated tasks.

Recognition

You should never forget that volunteers are motivated both by giving of their time and skills as well as getting something in return. Job satisfaction is, in effect, a volunteer's paycheck and is often times at least part of the reason why an individual continues to volunteer. Volunteers should receive recognition in both formal and informal ways. Frequent expressions of appreciation and gratitude are important to keeping it clear that the volunteers are of tremendous value to the organization. Providing opportunities for personal and professional growth is a form of recognition also.

Performance Evaluation

The evaluation component is the area most frequently omitted from volunteer management systems. The ability to adequately evaluate performance is based on the assumption that volunteers are continually and closely supervised. Evaluations shouldn't be seen as intimidating or frightening to volunteers. Evaluations should be seen as the time to evaluate how well the volunteer fits with the position they were given. Often if problems occur, a simple change of position or task often fixes the problem and prevents the volunteer from quitting.

Using Media Strategically

Know the Media

Find out who the political reporters from your local newspaper, radio, and TV stations are, as well as those who cover the campus beat. Give them a call and introduce yourself. Ask them if they would like to go have coffee, and talk about your upcoming campaign. This type of personal approach to the press is typically overlooked. Keep a database in the office of the reporters from local and statewide press that allows you easy access to their information.

Know your message

What is your message?

Before making any type of media plan, make sure you work out a clear and concise message. Your message is very important. It is that exact point you want people to know or understand about your organization or campaign. Your message should have no more than three main points that you will want to get across to reporters that in turn will relay your message (cross your fingers) to your target audience. You should have strong command of the message you want to get across. Everything that goes to the media concerning your message should reflect that.

Tips on your message

· Avoid negative language

· It makes you sound defensive

· Associates you or your group with negative images

· Can lead to negative stories in the media

· Make sure your main points never change

· Everyone involved in your campaign should be well versed on your message (it might be helpful to print them on half sheets of paper for everyone to have)

· It is important to create messages that will reach and mobilize students

· The most effective messages will connect the issues that most concern student to your message (a.k.a. cutting the issue)

Know the Basics

Press Releases and Advisories

The press release is one of the most commonly used mechanisms for getting press attention. Consider the news release as your version of the story that you want picked up by the press. Releases can announce an activity, clarify a point, or rebut or respond to a controversial issue of concern t your organization or constituents. News releases should do more than promote your organization. The news release should give context and a spin to your story. Be sure to make your story substantive but simple.

The attention-grabbing headline and the lead paragraph are the most important elements of the release. Often, they are the entire reporters or editor has time to read. The lead should contain the five W's: who, what, when, where, and why.

Guidelines for Writing a News Release

· Neatly type the release on official organizational letterhead.

· Include name and number of main contact person at the top of the release.

· Write the release as if you want the story to appear in the next day's paper.

· Indicate date the information can be released in the top left-hand corner.

· If the release is two pages, write "more" at the bottom of the first page.

· Use an attention-grabbing headline that summarizes the story in as few words as possible.

· The first paragraph should include all of the most essential information.

· Try to keep your release objective. If you want to include value statements, do so through direct quotes.

· Use full names and titles when they are mentioned for the first time; if the person is cited again, use their last name only.

· Use quotes for emphasis and always attribute the source.

· Indicate end of release with - 30-, ##, or "end" (this is press etiquette and signifies the end of the release).

Know Your Strategy

Why do you want to get media coverage?

How do you want people to react to your media coverage?  Do you want them to write letters or call their representatives?  Do you want them to sign a postcard or register to vote?  The answer to this question is usually the same as the goals of your larger campaigns. The most common goal is moving your target audience to action.

Who are you trying to reach?

Ask yourself: 'What is the point of your message?'  Who do you want to hear that you are doing something?  These are all important things t think about when crafting your talking points and organizing your media events. You should have a specific audience in mind and a specific goal of how you want your target audience to react after your media event is over with.

Media Strategy

Incorporate your media strategy into the timeline of your campaign. Include deadlines for press advisories, press releases, and media phone calls.

Press advisories and media calls.

Press advisories should be released a week before your event and should typically include, your main message and who, what, when, where, time. Generally a press advisory is an invitation to the press to your event.

Follow-up calls for press advisories should be right after it is sent out. Basically these calls are to make sure the advisory was received and that the right person got it. This is also your chance to "pitch" your event to the media.

More press advisories and media calls.

Press advisories should be sent out at least twice more before the actual event. First, they should go out the day before your event, and follow-up press calls should be made right after that. Second, they should go out the morning of your event, and more follow-up calls should be made.

At your event.

Make sure you have a press kit prepared for any media folks at your event. Your press kit should include the following; your press release, any educational materials you have with your campaign, any materials you generally use to publicize your organization, and a copy of any remarks from speakers, if possible. Don't forget to put all of these materials into a pretty folder.

Tip:  Your role as media point person at an event does not only include passing out press kits. You should also make sure that reporters are talking to the right people (people who have been briefed on your message and have strong command of it). It is important that you constantly know what is going on with all of the reporters.

Tip:  At the event, have a press sign in sheet. This is important for two reasons. One, it helps you figure out who you need to particularly follow up with after the event (to make sure they have all the information they need and don't have any loose questions). And two, to add their contact information to your database for future events.

After the event:

Once your event is over. Run to the nearest fax machine and fax out your press release and do follow-up calls once more. Even if reporters didn't show up at your event, they still may want to write up a short blurb for the paper.

Dear Representative Adams:





Students at the University of North Carolina at Greensboro want:


Access to public higher education.


Low tuition and fees.


That the General Assembly carry out its constitutional responsibility and support fully public higher education.





Name_______________________ Date_________________





Address__________________________________________





Phone____________________________________________





My Lobby Visit Appointment





When_________________ With__________________ Where_______________





Issue__________________ the Members Position: ________________________





Next Steps: ________________________________________________________





Names of People who attended: ________________________________________





_________________________________________________________________








Keep North Carolina Educated

The Association of Student Governments


