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In a nutshell 

•  From 2015-2017 community legal centres in 
Australia faced funding cuts of 30 per cent 
nationwide. 
•  As the deadline loomed, centres began cutting 

staff and planning to cut services.
•  Then, less than 8 weeks before the cuts were 

due to take effect, the federal government 
reversed the cuts. 
•  How and why did this happen? 



•  1	sector	
•  Almost	200	
community	
organisa4ons		

Campaign 
Structure 



Evaluating the Campaign 
•  Not trying to answer the question: why did 

the Attorney General change his mind?
•  How did #FundEqualJustice campaign 

mirror other successful campaigns, and 
how can we future proof the sector against 
future cuts?

•  #FundEqualJustice vs NetChange 
campaign model.

•  Interviews with 10 core participants in the 
campaign and feedback from a sector-wide 
forum in NSW.



Networked Campaign 
Model  
•  2016	Report	by	Jason	Mogus	&	Tom	
Liacus	–	Networked	Change:	How	
progressive	campaigns	are	won	in	the	
21st	Century	
•  Analysed	46	mul4-sector	campaigns,	
inc.	Occupy	Wall	Street,	Na4onal	Rifle	
Associa4on	&	Black	Lives	MaLer.	
•  Most	NGO	campaigns	are	low	impact	/	
have	low	force-amplifica4on	–	“they’re	
not	effec4ve	either	at	affec4ng	change	
or	mobilising	support.”		



Directed Network Campaigning 

Four	strategic	principles	for	success:		
	
1.   Opening	to	grassroots	power	
2.   Framing	a	compelling	cause	
3.   Building	cross-movement	network	hubs	
4.   Running	with	focus	and	discipline	



1. Opening to Grassroots Power 
•  “Non-negotiable success factor.”
•  Active roles for participants in campaigns 

from beginning to end.
•  Materials and messaging customisable to 

local circumstances.
•  Display ‘people people’ to the target/s. 
•  Difficult for large and established 

organisations + control freaks.



Did we run a grassroots campaign? 
•  Campaign idea and framing were developed 

exclusively by steering group.  
•  Lack of central resourcing allowed state 

peaks and CLCs significant autonomy.
•  Primary activities were lobbying local MPs 

and getting media attention – requiring local 
customisation.
•  Generated social media attention and hitting 

influencers / decision-makers from 
numerous angles.



How to do this better: 
•  Engage in continuous consultation and 

feedback loops with participants to increase 
buy in and engagement. 
•  Support and affirm the engagement of 

participants.
•  Provide high level materials / framing as 

soon as possible – don’t wait for everything 
to be perfect.
•  Coordinate and track campaign activities via 

a decentralised online organising tool; i.e. a 
CRM (customer relationship management) 
database.



2. Building cross-movement network hubs 
•  Create	a	honeycomb	structure	rather	than	a	
hierarchical	one.	
•  People	engage	with	issues,	not	ins4tu4ons.		
•  Mogus	&	Liacus:	“the	pressure	coming	
simultaneously	from	a	diverse	patchwork	of	
cons4tuencies,	rather	than	a	single	interest	
group,	can	be	formidable	enough	to	drive	rapid	
concessions.”	
•  Central	role	is	to	convene,	connect	and	serve	the	
network.	Requires	big	organisa4ons	to	‘de-
brand.’	



Did we run a networked campaign? 
•  Support from broad legal sector and the family / 

domestic violence sectors.
•  Large scale online campaigns Rosie Batty and 

Fair Agenda.
•  #FundEqualJustice was broad enough to draw in 

network partners; also specific enough to rally 
behind

•  Strategy was to reverse the cuts, not build a 
movement.

•  Law Council’s #LegalAidMatters campaign was 
counterproductive.



How to do this better: 
•  Create a plan to convene and engage with 

the network.
•  Enter into data sharing arrangements with 

partners.
•  Take funding out of the slogan
•  Have specific materials for supporters / 

networks, not just high level analysis or 
broad stroke asks
•  Invest in a campaign manager



3. Framing a compelling cause 
•  The problem must be action-worthy. The 

solution must be clear.
•  Tap into values and cultural mythology
•  Use data, research and listen to your 

audience to direct your framing.
•  Create oppositional framing
•  Multi-channel content flow is a must.



Did we frame a 
compelling cause? 
•  On the surface, there was a clear problem 

(cuts) and solution (reverse them).
•  The central campaign was late to deliver 

messaging, and it was primarily theoretical.
•  Plugged more into political self-interest than 

broad sense of fairness and justice.
•  Made the Attorney General the villain for too 

long.
•  Poor cross channel reach and cut through.



How to do this better: 
•  Don’t make the decision-maker the villain.
•  Articulate a ‘theory of change’ via campaign 

messaging.
•  Develop communications infrastructure.
•  Pivot to a person-centred rather than area-

of-law centred communications approach.
•  Understand the shift from old to new media.



4. Running with focus and discipline 
•  Play the long game and be resourced for the 

challenge.
•  In the NGO sector, your opposition will 

almost certainly be better resourced.
•  Seasoned campaigners offer benefits with 

timing, relationships and resource 
management.
•  Data driven campaigns are agile: testing 

often, failing (and pivoting) fast.
•  Focus on key moments. Organise, then 

mobilise.



Did we run with focus an discipline? 
•  Shifted our relationship with Opposition and 

decision-maker. Shifted language from funding 
‘cuts’ to funding ‘cliff’.

•  “sometimes there wasn’t much listening, 
reflecting or restrategizing, just speaking.”

•   No dedicated campaign staff – late to the game 
in NSW and Victoria.

•  For CLCs it was “fatiguing and unwanted extra 
work with already so much to do” 

•  Budgets and elections were clear ralllying points
•  No sophisticated listening capabilities



How to do it better: 
•  Develop and use online collaboration, 

organising, fundraising, listening and testing 
tools.
•  Conceive moments of truth outside external 

factors (budgets and elections).
•  Invest in non-lawyers – advocacy 

campaigners, communicators, etc.
•  Don’t wait for the crisis to strike / be 

proactive.



What did 
we learn? 



What we did well: 
1.  Had an action-worthy problem and solution, and 

framed it in such a way that our allies could engage 
with it.

2.  Focused on political decision-makers and the factors 
that influenced them, shifting the strategy as 
demanded.

3.  Allowed for the cause to be taken up in a variety of 
ways (by effect rather than design).

4.  Ran a ‘successful’ campaign with no dedicated human 
or other resources.

5.  Kept the sector together at a time of great pressure.



What we can do better: 
1.  Convene meetings of campaign partners as 

collaborative forums.
2.  Create network, grassroots and supporter convening 

plans, getting information out quickly and regularly.
3.  Work on building the profile and public value of the 

sector now.
4.  Develop a suite of online resources to support 

advocacy and campaigning.
5.  Invest in the social action wing of our organisation (as 

distinct from community development and service 
delivery) - the bit that’s out there trying to change the 
world and our place in it.



 
 
 
 
 
 

Thanks! 
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