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Decisions for Life Campaign 

The ‘Decisions for Life’ (DfL) Trade Union Campaign is part of the Decent Work, Decent Life for Women Campaign and targets women in the service sector in Brazil, India, Indonesia, Azerbaijan, Belarus, Kazachstan, Ukraine, Angola, Mozambique, South Africa, Zambia, and Zimbabwe.  

The campaign is part of the ‘Decisions for Life’ project which is coordinated by the International Trade Union Confederation (ITUC) in cooperation with UNI Global Union (UNI), the University of Amsterdam and the NGO Wage Indicator. 
This guide provides you with practical ideas and suggestions to set up your own national campaign in cooperation with the project partners in your country. Make sure, however, to carefully budget in advance and to stay within your approved budget.
Thank you for your commitment! 
Before you start
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  : verb 
to organise a series of activities to try to achieve something:
campaigner [image: image11.png]
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: noun 
a person who takes part in organised activities which are intended to change something in society

ITUC has invited several partners to cooperate in Decision for Life. UNI is the global union addressing the service industries worldwide. ITUC and UNI headquarters’ staff is experienced in supporting Trade Union campaigns and in web-based activities. ITUC Moscow has good contacts with trade unions in the CIS countries. The Amsterdam based WageIndicator Foundation has long-term experience in the development of websites, web surveys on work and wages, and other labour related checks and applications, currently operational in 45 countries. ITUC cooperates with the University of Amsterdam/Amsterdam Institute for Advanced Labour Studies (AIAS), whose labour lawyers and labour sociologists are specialised in worldwide inventories underlying the decent work agenda, wages, and companies’ industrial relations systems. These partners will compose a supervisory management board that will convene on a regular basis for the duration of the campaign.

Previous ITUC gender campaigns have increased: women membership rates with up to 150 per cent; union capacity in advocacy and collective bargaining relating to gender equality at work and the number of women in elected trade union positions.

	Decent Work is providing access to productive work in conditions of freedom, equality, security, and dignity, based on four pillars: Standards and rights at work + Employment creation + Social protection + Social dialogue 


The current ITUC - Decent Work, Decent Life for Women – Campaign is a two year campaign which aims to increase the number of decent jobs for women
 and to build trade union capacity
 to achieve gender equality in trade union structures, policies and activities.
Early 2009, 90 National Centres in 61 Countries joined the ever growing Campaign!
Main practical elements:
1. Appoint campaign coordinator to monitor the project and campaign, evaluate results, 
prepare 
and plan campaign activities and events.

2. Develop and adopt a campaign plan and form a campaign team  

3. Develop an outreach plan to reach young women in the service sector gather labour market 
statistics, map where young women work, select companies, cities, regions, squares, theatres, 
restaurants, office buildings etc. to target.
4. Develop an activity planning 
5. Develop a budget
6. Develop a registration system: register people you have reached, their jobs, age, problems 
they face, where and when you have met them. 
7. Plan training for campaigners.

8. Use the DfL partner network: newsletters, websites and materials liaise with the web 
coordinators of the national web teams organised by WageIndicator to secure relevant data on 
your target group and incorporate the existing websites into you campaign.
It’s important to involve your communications/campaigning/press people if available and use their expertise, experience, networks and materials to maximise the impact of your campaign. Also consult staff responsible for collective bargaining and organising.
Timeframe and Timing
Plan an official launch date for your national Campaign and organise an event.
Focus on the key dates for activities: 

· 8 March 2009 – worldwide launch of the Gender Pay Gap report II
· 7 October ITUC World Day for Decent Work 

· 25 November UN Day for Elimination of Violence against Women 

· 8 March 2010
Theme 
Identify key issues that are important to your target group and which can be improved or solved within a reasonable amount of time or find a specific theme to feed into public debate.
Possible key issues: maternity protection, child care, work-life balance, pay equity, sexual harassment, career planning.
· Call for a review of national labour legislation and urge governments to ratify and implement ILO Conventions e.g. : C. 183, Maternity protection, C. 156, Workers with Family responsibilities, C. 100, Equal Remuneration, C. 111, Discrimination

· And to apply:  CEDAW (United Nations Convention on the Elimination of all forms of Discrimination Against Women), international statement of women’s rights signed by 185 countries, The Beijing Global Platform for Action which commits governments to “ensuring that gender perspective is reflected in all our policies and programmes” and the Beijing Declaration which includes ‘Section F’ on Women and the Economy, the UN Millennium Development Goals (MDG 3)
Needs assessment: 

To identify key problems and challenges young women in the service sector encounter, their career expectations and what they would like to change/ improve at the workplace, you could plan small meetings with 5 to 10 women workers in the service sector. Try a casual approach at a time and place which suits them: a lunch time meeting, a clothes sale, etc. Discuss how they manage to combine work with family life. Invite the women who attended the initial meetings to the official launch of the campaign or another follow up event and keep them involved. Remember that it is important to discuss what unions can do for women workers, not only with the potential women recruits but also with women and men in the union, with spouses and the local community. 
WageIndicator websites:
It would be great to incorporate the WageIndicator websites as much as possible in your campaign activities. You may easily refer your target groups to them for their benefit. Since these country websites through their permanent online survey gather socio-economic data of individual visitors, you can rely on these for the collection of data you need as input for your campaign.

Data are gathered and inventories are presented on the following, using the WageIndicator survey. 
You are requested to refer your target groups as much as possible to thee surveys and encourage them to complete these in order to incorporate the existing survey in your campaign. You don’t have to design your own survey any more! For any additional information on this and the other web tools available, please contact PaulienOsse@gmail.com.

The following issues are covered by the WageIndicator survey: 

• national legislation issues: maternity, childbirth, decent work

• inventory company policies: company regulations & collective agreements, on work & family balance, in service sector, via survey (on-line & paper-based via unions), results posted on WageIndicator websites

• inventory wages, working conditions and employment for women in target occupations: pay & benefits, working hours, skill requirements, employment opportunities, career & training opportunities

See:

http://www.wageindicator.org/main/projects/decisions-for-life 
Mail the research team:

m.vanklaveren@uva.nl 
k.g.tijdens@uva.nl 
n.e.ramosmartin@uva.nl 
In each of the DFL-countries a national web team is operational. Their work is coordinated by the WageIndicator Foundation. They are currently working on their marketing plans for the DFL-websites. DFL Trade Union campaign teams do not need to appoint their own web co-ordinator. Web co-ordinators and web teams are already recruited through the WageIndicator Foundation.

Objectives of the trade union campaign
· Enable women to make informed decisions about (future) paid employment, family 
building and balancing work and family

· strengthen trade union capacity to negotiate better pay and working conditions of women 
workers and increase trade union women membership rates

· Create decent work for a decent life for women

Target group
Present and future women in the service sector: call centre operators, secretaries, bookkeepers, IT programmers, sales persons and cashiers in retail, front office workers/receptionists in hotels, travel agency intermediaries in tourism, and housekeepers in hotels.
Pilot Survey – ‘Ask a Working Woman’ carried out by ICFTU in 2000

The most frequently ticked reasons why women do NOT join a union were:

1. Do not understand how a union can help me (71.7%)

2. Have no time because of family responsibilities (58.4%) 

3. No one has approached me (57.6%)

4. Negative image of union (50.8%)

5. Union not sensitive to my needs (42.4%)

6. Male dominated (38.0%)

7. Fear reprisal by employer (34.2%)

8. Objections from spouse or family (27.3%)

9. Membership dues (25.2%)

Message
Think of appealing slogans and test them. WageIndicator runs dedicated websites in the 14 DfL-countries with all sorts of useful research, figures and tools to help you find interesting themes and messages for your campaign. Send an email to PaulienOsse@gmail.com to get access to your country’s website. You cans also refer people who want more information to the website.
Coalition 

coalition [image: image31.png]
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  noun 
the union of different political parties or groups for a particular purpose, usually for a limited time

· Build a coalition and a network with women of different national centres and unions, like-minded Women’s NGOs (who are involved in e.g. CEDAW, Global Call to Action against Poverty or World Social Forum).

· Prepare a list of contact persons to lobby and involve, notably MPs who can take action

· Set up a mailing list to send out a campaign newsletter to key contacts.
Start campaigning
Differentiate between a political lobbying campaign aiming at political/legal change and an awareness raising campaign aiming at social, behavioural or cultural change or a combination of both. Think about who will be delivering your message. Who is the person that the audience would listen most to? Try to find a “champion”.
Political lobbying

Use your connections; be persistent; know your facts and figures; prepare a good argument; seek international attention; involve media, give interviews on radio, TV and in newspapers; write articles and opinions; organise press conferences
· Develop a political petition for a special institution; invite politicians or other influential people and the wider public to sign; make it public in campaigns and on your web sites who has signed or not. 
· Send a trade union delegation or a delegation of unions and like minded NGOs to the decision makers you want to persuade representing several institutions and a lot of people. Think clearly about who is going to say what and what the delegation is allowed to negotiate and what not. Report on this event.
Media campaigning
· Try to get TV coverage of your rally in front of a politically important building 

· Organise a debate with well known people and have it broadcasted on tv/radio
· Make the news local, representative and easy to explain. 

· Tell a real story about a real person. 

· Get high profile people or local leaders to speak 
· Prepare a Questions & Answers sheet: Who, When, What, Where and Why? When interviewed, stick to the answers in your Q&A, never answer questions on informal basis or “off the record”. 
· Make short press statements on interesting events. Include contact details. 

· The better pictures or photo opportunities the better. 

· Use a variety of communication tools: women’s magazines, street theatre, cartoons, etc.
Demonstrations 
• Organise a “walk” and finish it outside a politically strategic building, invite members

of your trade union section to participate in a rally.
• Use and display banners, flags etc. with slogans, signatures, handprints or drawings in symbolic, strategic or unexpected places e.g. schools, universities, on a bridge, monument …
• Organise an information stand in the main shopping street, train/metro/bus station. 

Sports and Cultural events

Use sports and cultural events to raise awareness amongst various groups of people. Some examples: concerts, music festivals, marathons, sports challenges or cups, theatre performances, cinema, rollerblade parades and lots more. 

Petitions

Think about: 
· Your target institutions and politicians or your own membership or people in other settings and adjust content and language accordingly. 
· How many signatures you need and what you want to do with them. 
· If you collect many signatures it will be powerful, if not, don’t.  
· Will you print the signatures from the Internet? 
· Will you have them collected on paper from the start? 
· How to transport the signatures to the place where they will be handed over. 
· Who will receive the signatures? Tell this to the people who are signing. 
· Set a deadline for the collection. 
Workplace focused activities

· Identify what is the best time and place to reach women in the service sector. Think about when during the day and where in the work place people are most inclined to stop and listen to you: before going or after leaving work, during lunch time or maybe outside during weekends, at child care facilities, in shopping malls. Listen and ask what they would like from you. This is a golden opportunity to get to know what you can do for your (potential) members. 
· Provide training to women in the service sector on: women’s rights, career planning, child care, maternity leave, pay rise, partners, work-life balance, negotiations, labour legislation, networking with others (women NGOs, women parliamentarians, etc)

Improving the working conditions of women
· Identify an issue that has a good chance of getting solved and consider how to start a union campaign to address the issue. 

· Develop a model clause for collective bargaining/ social dialogue and present it to employers in the service sector 

· Prepare a guide for trade unions on including gender equality issues in collective agreements. 

· Refer to existing national laws on gender equality which can be used by trade union negotiators to put pressure on management to adopt and implement gender equality policies and practices.

· Develop clear guidelines on what employees should do if they experience direct or indirect sex discrimination.
· Look at employers’ recruitment procedures to ensure they are non-discriminatory Ensure that the definition of "employee" within the collective agreement covers all types of workers. 
· Organise a roundtable discussion with women leaders and social partners. 
· Negotiate better pay, working conditions and equal access to jobs for women;; protection against discrimination and harassment of workers.
· Inform all workers about the negotiated results e.g. at the workplace, in newsletters, at trade union or lunchtime meetings. Monitor the implementation and effectiveness of the negotiated results.

· Provide educational and training opportunities for members.
· Take up cases of unfair treatment from employers.
· Negotiate with employers for improved maternity protection and child care facilities.
· Promote improvements in health and safety conditions at work.
· Take up cases of sexual harassment at work.
· Inform women on workers’ rights and women’s rights so they can better defend themselves and their colleagues.
· Work with other organisations to promote women’s rights.
Seminars and debates

Include the DfL theme in seminars and/or debates. Try to invite a relevant minister and representatives from employers and political parties to create a tripartite social debate/seminar/ workshop. Hold debates schools or universities to reach students and future workers.

Achieving gender equality in trade unions 
I: increase women membership rates and women in elected positions, 

· 1+1 approach: each women will bring another women to the meeting, organise another women member
· Make a list of trade union benefits for women workers e.g.: earning more money than non-unionised workers in the same job; more job protection than workers without unions; better benefits (e.g. health benefits); paid maternity leave; etc. 

· Make sure that the union information material demonstrates ways in which women workers can benefit from trade unions. 
· Inform women of the rights they will have as a trade union member such as the right to be invited to union meetings (at times convenient to women); express their own views and be consulted about their pay and working conditions before their union holds negotiations with the employer; elect union representatives; be represented by the union if they have problems with the employer;  take part in union education and training programmes.
· Provide clear information to women members about leaders’ elections, including: 


a) how to nominate union members for leadership posts; 


b) when and where the elections will take place; 


c) what were the results of the elections. 

· Encourage and support women to stand for elections and to take part in trade union delegations which bargain with representatives of governments, municipalities or employers.

· Organise workshops or integrate a module in existing education programs for women in leadership positions. 

II: Inclusion of gender equality issues more women represented in trade union delegations responsible for collective bargaining and social dialogue sessions 
· be creative, prepare a list of questions, listen to the focus group during ‘test’ meetings to know what their main concerns are
· invite them to special lunch meetings or meetings at places/ times which suit them best
· existing trade union members can help to reach them
· talk about it at work/ after work, community groups, magazines, religious organizations, 
· Best workplace, best women worker – provide ideas how to do this (website as an aid)
· Collect interesting quotes/ stories for publication on the website and for ITUC materials
Reports

You can base your campaign on figures from project partners. Launch the report and link it to a related seminar, conference or meeting e.g. within the government? Present a survey on women workers with statistics, facts and figures showing the continuous discrimination of women at work. A factual report based on facts and numbers made public is very hard to disregard.
Brochures and leaflets

Think about what you want to achieve, who you think will read them, try and answer the questions these people may have. Simplify, mention where to find more information.

A catchy headline, a logo and a couple of sentences is enough, indicate additional sources of information. Don’t forget to tell people what you expect from the reader: to sign, to take part in something, or just to be informed?
Other campaign material

Use your campaign logo and slogan for T-shirts, jackets, hats, giveaway gadget, and posters.  If you have a big meeting, rally, demonstration or just trying to talk to people in the street; offer candy with DfL prints on the wrapping, cakes with your campaign message, etc… 
Internet

Dedicate a page on your website to the DfL campaign and use it to inform and update people and use and/or link to the national WageIndicator website as a source of mobilisation information and updates. Make sure to update it contiuously. 

· Make sure to consult the most important websites: www.ituc-csi.org , www.uniglobalunion.org,www.wageindicator.com , www.wddw.org ,www.ilo.org.
· Start a blog, use: www.wordpress.com
· Ask the youth network / committee within your organisation to contribute.
· Use the online news service to assist unions in campaigning www.labourstart.org . 
E-campaigning

· Put some effort into new media applications and web sites, rather than only printed media. 

· Send out frequent press releases and information sheets on activities of the union. 

· Use social networking to reach new people, use facebook, takingitglobal.org, etc. 

· Record videos of your actions or make a documentary to put on Youtube, Dailymotion or Myspace, and let us know.
· Create e-banners as signatures in your emails, print them on your business cards. 

· Use message boards and instant messaging to inform and promote debate. 

· Paid ads on the Internet can draw a lot of attention to your web site or campaign, allocate an adequate budget. Which are the web sites frequently visited by young working women? This is an especially powerful tool if you have a request in the message of your campaign, for example: Sign the petition for Decisions for Life! Or Join us in the mobilisation for Decent Work for Women! Or Sign our letter to the prime minister where we ask for (…). 

Mobile phones

How can you make your campaign suitable for mobile phones? Ask people to send on a message with sms organise an mms photo contest? You can also ask people to submit videos or to send in sound clips. You can use the things people are sending in to put together a longer video or save them on the campaign space on your Internet site. 

Report back and other information
If you don’t let us know what you are planning we can not tell the rest of the world about it. Send an e-mail to: decisionsforlife@ituc-csi.org  
Report on your activities and expenditure. You can download guidelines on the website.
More information will be available on the ‘Decisions for Life” webpage and newsletter. If you and/or other people interested want to be added to the address list for receiving newsletters send an e-mail to: decisionsforlife@ituc-csi.org
For any questions related to:

Trade union campaigns: 

Marieke Koning and Jeroen Beirnaert, International Trade Union Confederation

Marieke.koning@ituc-csi.org 

Jeroen.beirnaert@ituc-csi.org 

Veronica Mendez, UNI Global Union

veronica.fernandezmendez@uniglobalunion.org 

Budgets and financial issues:

Tendayi Matimba, International Trade Union Confederation

tendayi.matimba@gmail.com 

Websites, research data, IT:

Paulien Osse, WageIndicator

paulienosse@gmail.com 
� See Box p.5


� See Box p.6
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