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7] Identify and investigate the
| primary target |
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Deflmtlon The pnmary target s the
- person | with the power to glve us what we
cwant. - v
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Identifying the primary target can be challeng-
ing. Primary targets often set up decoys to deflect,
confuse and manage opponents. Employers, for
example, use managers and Human Resources
departments to contain us. Governments set up
“arm’s length” bodies which use consultation to
demobilize us.

Sometimes, as we apply pressure, we discover that
we have identified the wrong person as the pri-
mary target — and we must redirect our pressure.
The key question is this: “Who has the authority,
the power, to say ‘Yes’ to our demands?”

Investigate the primary target. Research its
finances, history and key relationships. What are
the strengths and vulnerabilities of the primary
target?

You may be able to find vulnerabilities by research-
ing the “official policy” of the primary target (its
mission statement, for example). Contrast the
target’s “official policy” to its “operating policy”
(how it actually conducts itself).

Iz Identify actions (tactics) that
apply direct pressure on the
“primary target”

Whenever possible, we direct tactics directly at the
primary target. We must motivate our primary

target to give us what we want. Or, in other words,

provide a compelling reason, to our primary
target, to give us what we want.

Whenever possible choose tactics which: _
6 apply maximum pressure on our targets
- © apply as little pressure as possible on our
members

© engage our allies without overextending
them, and |

o are familiar to our members and unfamiliar
to our targets.

Often, primary targets are hard to reach, so we
must identify secondary targets who are within
our reach (see next section).
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(v) Idéntify and investigaté'
/| secondary targets

" and is someone we can pressure to exert .. .

| that influence in a way that is advantageous

tous oo ST

e S A

Identifying secondary targets is a great way to

- broaden a campaign and to increase the pressure
‘on a primary target. When mounting a campaign

against an employer, for example, secondary
targets usually play a key role. An employer’s
customers, suppliers, bankers, regulators, middle
management, etc. are all potential secondary

“targets.

If your campaign has international reach, identify

* secoridary targets in other countries.

Brainstorm and then prioritize a list of secondary
targets. ‘

@ See SecohdaryTargets, Appendix5,
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' 'are people with whom we have built a
" relationship of trust. Making a distinction -

- between allies and secondary targets can -

- -open the door to working to influence - -
. people whom we do not trust, people whom
: ,actlwsts mlght othen/wse stay away fmm .
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B Allles are people with whom we have a L v
bond of common interest and values. Allies

7Y Identify actions (tactics) that
=/l apply pressure on “secondary
targets”

What tactics might the campaign, or its allies, use
to apply pressure on the secondary targets you
have identified? Where is the leverage?

1\| ldentify allies and opponents

Allies

As noted above, allies are people with whom we
have a bond of common interest and values. Allies
are people with whom we have built a relationship
of trust. The exercise titled Spectrum of Allies and
Opponents is used to identify and rank the cam-
paign’s allies and opponents. The exercise is also
used to identify ways to activate allies and neutral-
ize opponents. . '

@ See Spectrum of Allies and Opponents, Appendix 6.

Winning allies to take action to pressure our
primary and secondary targets is usually a require-
ment for success. Creating, developing and pro-
tecting respectful relationships with allies is a top
priority. We must not only know their strengths,
we must understand and respect their limitations

- and constraints.

Opponents

It is important to understand the sources of
our opponents’ power, their strengths and their
vulnerabilities.
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