




The Federation’s annual campaign plan outlines the organisation’s strategy to achieve its advocacy 
goals. Working from the fundamental belief that post-secondary education should be accessible to all 
and of high quality, members annually select a series of campaigns that best speak to how the post-
secondary system in BC can move closer to this vision in the coming year. Whether a campaign to make 
university and college education more universally affordable, or a campaign aimed at improving access 
for a traditionally marginalised group, the campaigns in this plan work to achieve the goals outlined in 
the Federation’s Constitution and Issues Policy. 
Campaigns are not one-dimensional. They involve educating members and the public on the issues, 
organising members and supporters to get involved, coordinating mass mobilisation and public actions 
to pressure decision-makers into making changes, and speaking with those decision-makers at crucial 
points in the annual decision-making cycle. 
This Plan is first drafted by the Federation’s Executive Committee, and then it is enhanced by the 
discussions of the Campaigns Committee at each annual and semi-annual general meeting. Once 
adopted by members, the Plan guides the work of the Executive Committee, and in turn, each member 
local, in executing effective and member-driven campaigns on our campuses and in our communities. 
Because of this iterative process, please be advised that campaign names and tactics are subject to 
change by the Executive Committee and general meeting delegates. 
The 2021-22 campaign plan will focus on furthering the progress that has been made with this current 
BC NDP government. Much of the work of the Federation will be focused on building more public 
support for our campaign initiatives to put pressure on the government to take action. The government’s 
focus over the next year will be economic recovery in a post-pandemic world and we are well positioned 
to be able to make post-secondary education a pillar of economic recovery.

ORGANISATION
This plan is organised into four sections. The first section presents the Federation’s central campaigns, 
which are on issues related to post-secondary education and access to education. Supporting 
campaigns are the second section of the strategy, and consist of campaigns that support issues 
related to areas of the Federation’s membership or particular academic advocacy initiatives and 
democratic participation. Coalition campaigns, the third section of the strategy, are campaigns of other 
organisations that the Federation has endorsed and agreed to promote. Finally, section four outlines 
awareness campaigns that seek to promote awareness of issues or social change initiatives supported 
by the membership. 
This plan also sorts each campaign into provincial and local duties. This distinction is essential in 
showing to students’ unions and members the separation of responsibilities between the Federation’s 
office and individual member locals. In most cases, member locals will be required to carry out different 
tasks than the Federation’s office, and it is important to remember that not every campaign will have an 
equal breakdown of responsibilities. 

RESEARCH
Thorough, accurate, and in-depth research is the basis for any proposal presented to the government. 
The Federation studies and prepares analyses of government policies and trends in post-secondary 
education, conducts public opinion polling, and develops alternatives that reflect and address students’ 
concerns. This research is used to influence both government and public opinion. The most recent 
public opinion polling was conducted in March 2021 in partnership with CUPE BC. 

INTRODUCTION
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2021-22 CAMPAIGNS & GOVERNMENT RELATIONS PLAN

CAMPAIGN GOALS
To increase funding for institutions and secure a progressive funding model that provides stability and 
accounts for inflation; and 
to immediately freeze, and progressively reduce tuition and other user fees.

BACKGROUND
Polling shows that the general public is less aware of the damage to post-secondary education done 
by funding shortfalls and tuition fee increases than they are of the impacts of skyrocketing student 
debt. Further, there appears to be a generally poor understanding of the cause and effect relationship 
between funding cuts and fee increases, and the student debt crisis. This campaign focuses on 
generating more public awareness of the funding crisis in BC. Through the use of updated research, 
full-spectrum campaigning, and strategic localised messaging, the Federation seeks to use a variety of 
tactics to engage the general public on the key issues of funding and tuition fees. 
The campaign was launched in Fall 2019 as a wide-spread public awareness initiative. It showcases 
children playing dress-up as various professionals such as a doctor and a pilot, and depicts the 
education costs related to that field. The goal of the imagery, along with the question “who’s going to tell 
them they can’t afford to dream?”, is intended to cause an emotional response from those who may not 
be directly impacted by the immediate costs of post-secondary education. The advertising campaign 
ran for the majority of the academic year. 
The COVID–19 pandemic has resulted in a significant slowdown of BC’s economy, and as the provincial 
government works to build an economic recovery plan, post-secondary education should play a central 
role. This campaign’s importance is only increased by the need for retraining of workers who have 
been laid off, and those who have and will continue to lose jobs as businesses close permanently. 
Government investment in post-secondary education is critical for helping people get the skills they 
need to participate in the workforce in current and emerging sectors and supporting the economy.

FEDERATION

Materials
Although the campaign is primarily public-oriented, the Federation will provide awareness materials to 
be used on campus and surrounding campus community. The Federation will also create a campaign 
toolkit which includes a template presentation that can be given to Board of Governors to inform them of 
the campaign.

FUND IT, FIX IT
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Media
As the initial phases of the campaign are intended to engage with those in the off-campus community, 
the materials developed for the campaign to-date include advertisements on billboards, bus shelters, 
podcasts, radio, and on various websites and apps targeted at student-adjacent demographics (e.g. 
parents of high school students). Additionally, a campaign video has been produced, and is housed 
on the campaign website. The Federation will continue to do large scale advertisements campaigns at 
strategic times throughout the year.

Public Outreach
The Federation will engage in an information campaign to debunk the myth surrounding student debt 
and the cost of education as a way to build more support and understanding about the issues impacting 
the younger generation.  

Coalition Work
The Federation will work with traditional coalition partners such as the Federation of Post-Secondary 
Educators of BC to seek support for and further promotion of the campaign to their membership. The 
Federation will also seek support from non-traditional coalition partners, like Parent Advisory Councils, 
faith groups, Institutional groups, and chambers of commerce, where we may find support for the goals 
of this campaign.

Government Relations
The Federation will engage in government relations work by organising a lobby week in Fall 2021 
for local representatives to meet with MLAs to discuss, amongst other issues, the results of chronic 
underfunding of institutions and how that has affected the quality of education and the financial 
barriers in accessing post-secondary education in BC. Further, the campaign goals will be included as 
recommendations in the Federation’s submission to the BC Budget consultation process.

MEMBER LOCALS

Materials
Member locals are encouraged to use the campaign materials and campaign video to raise awareness 
of the campaign on campus and in their communities. 

Media
Member locals are encouraged to engage with local media to promote the campaign issues and goals. 
Because the target audience is not only members, using traditional tactics like press releases and letters 
to the editor are an effective way of reaching the audience in your community. 
Member locals are also encouraged to promote the campaign using social media, including boosting 
posts to help non-members see them.   

Institutional Relations
Member locals are encouraged to engage with on-campus groups such as faculty, Board of Governor 
representatives, and staff unions to garner support. Additionally, member locals should strive to keep 
senior administrators informed of the campaign and identify ways to coordinate lobby efforts for 
increased funding to the institution. Locals are also encouraged to collect institution specific funding 
information to help inform our participation in the government’s funding review. 

Government Relations
Member locals are encouraged to participate in the Federation’s annual lobby week, taking place in 
Fall 2021, in which increased government funding to post-secondary institutions has historically and will 
continue to be a lobby ask. In addition to the lobby week, locals should reach out to their local MLAs 
to discuss this campaign. It is important for members of government and the opposition to hear about 
these issues multiple times throughout the year in order to emphasize the importance of the message.
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CAMPAIGN GOALS
To increase funding to the BC Access Grant to provide $100 million annually in non-repayable student 
financial aid.  

BACKGROUND
In 2004 the BC Government eliminated the BC Student Grant Program, BC’s only comprehensive non-
repayable student financial aid program. This marked the beginning of skyrocketing student debt in the 
province, and of the Federation’s lobby efforts to reinstate a system of up-front, needs-based grants for 
BC students. 
The Federation’s advocacy work has gone through several iterations, including Education Shouldn’t 
be a Debt Sentence, Squash the Squeeze, and most recently Grants Not Loans. Over this time tens of 
thousands of British Columbians have expressed support for financial aid for students. 
In Budget 2020, the provincial government introduced the BC Access Grant, the first needs-based up-
front grants program in the province in almost two decades. With a commitment of $41 million annually, 
the BC Access Grant is projected to assist 40,000 students each year. In line with the Federation’s 
recommendations, it is funded through a combination of reinvestments of existing back-end assistance 
measures and a new investment of $24 million over three years. The Grant is designed to complement 
the Canada Student Grant Program in order to provide eligible students as much as $4,000 in non-
repayable financial aid in each year of their studies. 
However, the $41 million program falls significantly short of the Federation’s campaign goal, and is only 
half of the program that was cut in 2004. 

Research
The Federation will survey program uptake to determine the number of students receiving aid through 
the program and the average amount received, the effectiveness of the program in terms of access, and 
monitor changes in completion rates. 

Government Relations
The Federation will continue to meet with staff of the Ministry of Advanced Education and Skills Training 
to lobby for additional funding to the BC Access Grant. Further, the Federation will include this campaign 
goal as a recommendation in its submission to the BC Budget consultation process.  

GRANTS NOT LOANS
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CAMPAIGN GOALS 
To eliminate interest on federal student loans.

BACKGROUND
Interest on student loans are a tax on the poor, and they add a significant financial barrier to post-
secondary education for low- and middle-income families. The Federation’s past campaign to eliminate 
interest on BC student loans successfully resulted in the elimination of interest in the 2019 BC Budget, 
but this represents only a portion of students’ total loans. To-date, five provinces have eliminated interest 
on the provincial portion of student loans; however, the federal portion of loans is typically 60% of the 
loan, and continues to bear interest over the repayment lifetime. Penalizing those who are unable to pay 
for their education upfront will lead to debt accrual for Canadians that are trying to better their lives.  
There is a threat of an early Federal election which would result in this campaign being paused and 
possibly rebranded depending on the outcome. All the plans below will have to be adjusted accordingly. 

FEDERATION

Mobilisation
To engage members in the campaign, the Federation will continue to develop mobilisation tools such 
as postcards and a digital action page on its website. The campaign uses a variety of online tactics to 
engage supporters and progressively scale up engagement. The campaign website allows members 
and non-members to: 
• email the Prime Minister and their Local Member of Parliament; 
• tweet at their Local Member of Parliament; 
• send a fax to the Prime Minister’s office;
• call their Local Member of Parliament; and
• send a letter to their local newspaper editor.
The online tools include template messages, scripts, tweets, and also encourage supporters to include 
personal stories in their engagement. The Federation will also endeavour to create opportunities for 
member locals to do joint campaign action with non-member local endorsers across the country.

KNOCK OUT INTEREST
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Materials
To assist with outreach to members, the Federation has developed a number of materials including, but 
not limited to, pledge cards, posters, stress balls, buttons, and a campaign website.

Coalition Work
Since its launch, the Federation has garnered support for the campaign both in and outside the 
province. The Federation has received endorsements from over twenty non-member students’ unions 
such as the UBC Alma Mater Society and the University of Regina Students’ Union, as well as from 
seven labour unions and organisations such as the Confederation of University Faculty Associations–
BC, New Westminster District Labour Council, and the Federation of Post- Secondary Educators. 
Outreach work will continue to non-member students’ unions for campaign endorsements and training 
opportunities.

Government Relations
The Federation will include the elimination of interest on student loans as a part of its submission 
to the federal government’s budget consultation process. The Federation will assist member local 
representatives in meetings with local Members of Parliament to discuss the elimination of interest on 
federal student loans.

MEMBER LOCALS

Mobilisation
Member locals are encouraged to share the various mobilisation tools via social media and in 
e-newsletters to members. Electronic engagement is ideal for this campaign because it provides 
immediate data entry, allowing for points of access to encourage supports to move up the ladder of 
engagement with the campaign.

Coalition Work
Member locals are encouraged to do outreach work to local community groups to seek endorsements 
from organisations like district labour councils, faculty associations, alumni groups, and unions. 

Materials
On-campus materials such as posters continue to be valuable to engage with those members who 
are on campus. Member locals are encouraged to find new and creative ways to use the campaign 
materials in your membership outreach strategy. 

Media
Member locals are encouraged to utilize traditional community media to help the campaign message 
reach members of the community and those members who are not on campus. 
Social media is also a crucial space to share the campaign’s website, and promoting this campaign 
should be a part of every students’ unions social media strategy.

Government Relations
Member locals are encouraged to arrange meetings with their local MPs in order to discuss this 
campaign. Using the Federation’s one-pager information sheet as a template, craft your messaging so 
that it reflects local needs. It is important for members of government and the opposition to hear about 
these issues in a face to face setting rather than solely via the campaign emails they receive.



SUPPORTING 
CAMPAIGNS



2021-22 CAMPAIGNS & GOVERNMENT RELATIONS PLAN

CAMPAIGN GOALS
To establish a provincial regulation of tuition fees for international students, including a cap on increases; 
to establish an institution-level regulation or standardization of tuition fees for international students; 
to increase awareness among members of the unique challenges facing international students, including 
predatory tuition fee models, substandard student services, and racism on- and off-campus; and 
to ensure the development of a new provincial International Education Strategy that provides sufficient 
support for international students to assist in their cultural, social, and academic integration. 

BACKGROUND
In BC public post-secondary institutions, international student enrolment has nearly tripled in the last 
decade, from 22,000 in 2007 to 60,000, and now make up 13.7 percent of enrolment. The largest 
growth has been at colleges, where the international enrolment has more than tripled in the last decade. 
Currently, British Columbia hosts approximately one-quarter of all international students in the country. 
In 2012 the BC Liberal government committed to doubling the number of international students in BC 
schools as a part of its BC Jobs Plan. Arguably, the rationale for this was to infuse British Columbia with 
a larger pool of educated people from which to fill shortages in the workforce and grow the economy. 
However, the government has left the key to attracting potential students completely in the hands of 
institutions, resulting in the recruitment of international students by any means necessary, including 
omitting key information about services, tuition, and the high costs of living in BC. By having no 
regulation on the increase in tuition fees for international students, institutions are free to set prices at 
whatever number they see fit—there is no consistency across the province nor is there predictability in 
the increase each year. 
The COVID–19 pandemic highlighted the vulnerability of BC’s post-secondary institutions in their 
dependence on international tuition fees to make up for funding shortfalls. Institutions saw upwards 
of 20 percent decreases in enrollment because of the pandemic. Even though campuses are being 
reopened, global uncertainty may still restrict international enrollment. This is concerning when we look 
at international student fees contribution to institutional budgets.
There is valid concern that short-sighted decisions may be made by Boards of Governors to further 
increase international tuition fees to offset such shortfalls, regardless of the impact this may have on 
current or potential international students who are already facing significant financial impacts as a result 
of the pandemic. 

FAIRNESS FOR 
INTERNATIONAL 
STUDENTS
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FEDERATION

Materials
To assist with campaign outreach, the Federation has developed several materials including, but not 
limited to, posters, postcards, leaflets, stickers, a factsheet, and comprehensive research document. 
The materials contain messaging about the primary and most relatable issues: the unregulated nature of 
international student tuition fees and the fact that international students are used to subsidize the post-
secondary education system. A story collect tool will be added to the campaign website to anonymously 
collect stories from international students to hear from members about the impacts of being an 
international students and where there are shortfalls. These stories can help strengthen and personalize 
advocacy work of the Federation. 
The Federation will develop shareable images to assist member locals in online campaign outreach.  

Government Relations
The regulation of international student tuition fees will be included as a recommendation in the 
Federation’s submission to the BC Budget consultation process. The Federation will liaise regularly 
with staff of the Ministry of Advanced Education and Skills Training as the Ministry works towards 
the development of an international education strategy. The issues facing international students will 
continue to be a part of the Federation’s annual lobby document. The Federation will also increase 
communication with the Federal government in regards to its international education strategy and other 
such matters pertaining to international students. .

Research
The Federation will endeavour to continually update its research document on international students, 
published Summer 2018 and updated November 2019, to ensure member locals are provided up-to-
date statistics and figures. The Federation will also start collecting tuition-specific data on international 
student tuition levels.   

MEMBER LOCAL

Mobilisation
The campaign focuses on mobilising domestic and international students to come together in the call 
for fairness and predictability for international students. The impacts of the COVID–19 pandemic have 
hit international students particularly hard; member locals are encouraged to relate aspects of the 
campaign to the current situation in order to engage and advocate for international student members.  

Materials
Locals should find new and creative ways to use the campaign materials, in particular how to engage 
members digitally with the campaign. Signed postcards should be incorporated into a local advocacy 
strategy when meeting with senior administrators or the board of governors about the campaign goals.  

Institutional Relations
There may be options on campus to work together with faculty, student services, or international 
education departments to advocate for improvements in the on-campus environment for international 
students. Be sure to identify allies and explore how to work with them to achieve the campaign goals. 
Member locals are encouraged to arrange meetings with institutional administrators to discuss the 
campaign goals and advocate for a voluntary cap on tuition fee increases in the absence of provincial 
regulation.

Government Relations
Locals are encouraged to participate in the Federation’s annual lobby week, taking place in Fall 2021, 
in which this has historically been a lobby ask. In addition to the lobby week, students’ unions should 
engage in discussions with their institution’s boards of governors and senior institution administration to 
discuss the setting of tuition fees for international students.
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CAMPAIGN GOAL
To create an apprenticeship completion strategy which includes provisions for returning apprenticeship 
counsellors back to campuses. 
To bring back compulsory trades to BC and align compulsory trades in BC with all the other provinces. 
To show the value of non-academic skills training to BC economy.

BACKGROUND
Whether it be building infrastructure, getting goods from point a to point b, manufacturing essential 
products, or providing important services, the trades and trades workers are an essential part of BC’s 
economic and social tapestry. In order to successfully meet the challenges posed by a post-pandemic 
world, trades education and trades workers should not only be supported, but also encouraged. These 
important jobs require skilled trades people who go through training, many at public post-secondary 
institutions. 
An essential part of trades training are apprenticeships, a mix of paid on-the-job training with learning 
in a classroom, which teaches students all the theoretical parts of their trade with invaluable on-the-
ground instruction in their chosen field. Apprenticeships are the historic foundations of trades and a 
proven method of high-quality skills training that works. When the Industry Training and Apprenticeship 
Commission (ITAC) was dissolved in 2003 and replaced with the ITA (Industry Training Authority), it took 
only 4 years to see apprenticeship completion rates drop by over 30%. Part of the drop in completion 
rates was tied to the gutting of supports for apprentices, including removing trades counsellors from 
post-secondary institutions – navigators who ensured that apprentices could successfully manage 
technical class offerings across institutions and the province. 
In addition to removing supports for apprentices, the BC government established a ‘BC model’ for 
trades training which was driven by the deregulation of skilled trades and the modularization of training 
and certification. Included in this change, was the removal of compulsory trades, or trades that require 
certification to perform. This has allowed employers to hire under-skilled workers without certification to 
do jobs like welding, plumbing, and automotive services while also taking advantage of their labour.
Evidence shows the move away from compulsory trades has negatively impacted apprenticeship 
completion rates. Also with the modularization of trades, we have had a ‘narrowing and shallowing’ of the 
trades. We have created a far less mobile workforce who are not able to take their fulsome set of skills 
and apply it to new industries as the needs of the economy changes.

BUILD BACK BC
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FEDERATION

Materials
To assist with the campaign outreach, the Federation will develop a series of public facing materials 
including, but not limited to, posters, leaflets, stickers, a fact sheet, and a research document. The 
materials will focus on the importance of trades in ‘building back BC.’ The Federation will also create 
a campaign for on campus awareness which aims to bridge the gaps between trades and non-trades 
students. 

Government Relations
The creation of an apprenticeship completion strategy and the return to compulsory trades will be 
included as a recommendation in the Federation’s submission to the BC Budget consultation process 
and 2021/22 lobby document. The Federation will continue to work with the BC Building Trades 
organisation to jointly lobby the government. 

Research
The Federation will endeavour to create a research document which includes, but is not limited to, the 
history of trades training in BC, a review of funding for trades education, and completion rates.

Coalition Work
The Federation will work collaboratively with BC  Building Trades, BC Federation of Labour, and other 
organisations to advocate for skills training across the province. 

Research
The Federation will update its published research on youth voter turnout with data from the 2019 federal 
election and 2020 provincial election. 

MEMBER LOCAL

Mobilisation
Trades students have been historically hard for students’ unions to engage with due to their cohorted 
programs, often housed in their own buildings or regional campuses. Locals will be encouraged to reach 
out to trades students and engage with them to determine what the challenges are within their education 
in order to advocate for trades student members.

Materials
The campaign materials discussed above can be displayed on campus, used in creative ways on locals’ 
social media channels, and included in other creative public awareness strategies.

Institutional Relations
Member locals are encouraged to reach out to institutional administrators and discuss the challenges 
in providing trades education. Be sure to identify allies and explore how to work with them to achieve 
the campaign goals. Member locals are encouraged to arrange meetings with deans and instructors to 
discuss the campaign goals and identify local specific issues.

Government Relations
Member locals are encouraged to participate in the Federation’s annual lobby week, taking place in Fall 
2021
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CAMPAIGN GOAL
To increase youth voter turnout in the next provincial and federal elections by encouraging Federation 
members and other young people to vote.

BACKGROUND
The Federation organised a successful campaign to encourage youth voter participation in the 2017 
provincial election, which resulted in a significant increase in youth voter participation across BC. The 
Federation also organised a successful campaign for the 2019 federal election. To achieve this success, 
the Federation used several key online engagement tools to reach young people and provide necessary 
information about voting at critical times during the election as well as, in the 2019 campaign, releasing 
a comprehensive youth voter research document prior to the election. 
The federal government currently sits in a minority government position, thus the likelihood of an early 
election is much higher. 
As such, campaign materials and tools must be ready to be rolled out at short notice in the event of a 
snap election. 
This campaign will build on past successes, and refine tactics to further demonstrate to all parties that 
youth issues matter, and should be a central part of any election platform. Building off the previous 
get-out-the-vote campaigns, this campaign will showcase that young people are voting to demonstrate 
social voting, while encouraging volunteers to sign up to be campaign influencers. 
This also encourages political parties to make issues relevant to young people. 

FEDERATION

Mobilisation
The Federation will work with Elections Canada to encourage polling locations on campus and assist 
member locals with the general implementation of this campaign. The primary form of promotion to 
members by the Federation will be social media content delivered in the form of online advertising and 
shared and boosted posts. Additional promotion may be purchased to promote the campaign in select 
swing ridings. 

INFLUENCE THE VOTE
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Materials
The Federation will create a series of mobilisation tools on their campaign website but will also create 
some physical materials for on-campus and community work utilising QR codes to drive traffic to the 
website. These materials may include posters, buttons, and stickers. 

Media
The Federation will endeavour to create a variety of shareable and online media including, but not 
limited to a campaign website, images for member local and individual sharing and posting across 
social media platforms, and online advertising. Wherever possible, the Federation will direct community 
media to relevant member locals in order to keep the campaign locally focused. The Federation will 
also be reaching out to internet influencers to produce videos encouraging their audiences to visit the 
campaign website.

Coalition Work
The Federation will work collaboratively with other organisations seeking to mobilise the youth vote in 
and outside British Columbia. 

Research
TThe Federation will update its published research on youth voter turnout with data from the 2019 federal 
election and 2020 provincial election. 

MEMBER LOCAL

Mobilisation
The primary responsibility for mobilising members to participate in the campaign and to vote lies with 
member local unions. Locals are encouraged to be creative with on-campus and online mobilisation 
activities.

Materials
The campaign materials discussed above can be displayed on campus, used in creative ways on locals’ 
social media channels, and included in other creative public awareness strategies.

Media
Media looking for comment from specific ridings will be directed to member locals where appropriate. 
Locals are encouraged to promote the campaign and the Federation’s research document to campus 
and community media outlets. 

Institutional Relations
Member locals may be able to work with their institution’s administration to advocate for advanced 
polling stations to be provided on campuses. It is crucial to start these conversations before elections 
are even announced as liaising with Elections BC and Elections Canada can take some time.
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CAMPAIGN GOALS
To encourage faculty across BC to adopt open education resources as their course material options; 
and
to advocate for increased funding from the provincial and federal governments towards open education 
resources.

BACKGROUND
Open Education Resources (OERs) are teaching, learning, and research resources that reside in the 
public domain, which permits their free use and re-purposing by others. These resources commonly 
include textbooks and open access journals, but can also include other materials used for learning 
and research like course materials, modules, videos, tests, software, and more. The cost of textbooks 
and course materials has long been a financial challenge for students. Constantly changing versions of 
textbooks and skyrocketing prices have put many textbooks beyond the reach of students. 
The #TextbookBroke campaign emerged from the United States in 2012 with materials for students 
across the continent to use and share. However, 2014-2015 saw a decrease in usage as the campaign 
lacked revitalisation and a revamp was ready to take place. Members of the Federation indicated that 
this was a campaign to take on and the Federation took the steps to develop a robust campaign with a 
suite of new print and digital materials that build on the original design. 
Demonstrating leadership in investing in saving students money, a $30,000 donation to BCcampus 
to support the creation and adoption of open textbooks for introductory classes was passed at the 
Federation’s 74th semi-annual general meeting. This donation has created leverage in advocating 
for increased funding. Along with continuous lobbying and mobilising by the Federation and member 
locals, the campaign saw a win for one of the campaign asks: the BC government invested $3.26 million 
to BCcampus to go towards the development and implementation of OERs in BC post-secondary 
institutions during the 2018-19 year. The campaign aims to continue this momentum to advocate for the 
implementation of these resources across all campuses and in all faculties

FEDERATION

Materials
To assist with outreach to members, the Federation has developed a number of materials including, but 
not limited to, posters, pledge cards, and a campaign guide.

OPEN TEXTBOOKS 
NOW!
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Research
The Federation will begin researching where there are missing gaps in terms of available OERs and 
creating resources and strategies to combat those gaps

Coalition Work
The Federation will continue to work with BCcampus to inform the local advocacy work and ensure the 
campaign goals are congruent with the needs of the agency responsible for OERs in BC. The Federation 
will also work with the Federation of Post-Secondary Educators and the Confederation of University 
Faculty Associations-BC to identify and implement strategies to educate faculty about OERs and to 
encourage faculty to adopt them in their courses.  

Government Relations
The Federation will include a recommendation to the Federal government for funding for open education 
resources as a part of its submission to the federal government’s budget consultation process; a similar 
recommendation will be made to the provincial government as part of the BC Budget consultation 
process. 
The Federation will maintain a seat on the BCcampus Advisory Group and the OER Advisory Group in 
order to provide the student perspective in discussions related to OER development, education, and 
implementation. 

MEMBER LOCAL

Mobilisation
The success of this campaign relies on on-campus engagement by members locals. Member locals 
are encouraged to promote the campaign in a variety of ways and use materials to demonstrate student 
and faculty support for OER adoption. While on-campus engagement may be limited due to COVID–19 
safety measures, member locals are encouraged to use social media to engage members, share stories 
of textbooks or digital materials, and more. 

Materials
Locals should find new and creative ways to use the campaign materials and display them on campus 
and at events. In using the student and professor postcards, students’ unions should ensure their 
meaningful usage in an on-campus advocacy strategy to further the aims of the campaign.

Media
During specific time-periods such as Open Access Week and Open Education Week locals should 
look to their campus media outlets to run stories talking about OERs, highlighting professors who have 
adopted OERs, and other such related content.
Building campus allies is integral for the success of this campaign. On-campus allies may include 
faculty, open education working groups, administration, and librarians. Identify who the open education 
allies on campus are and be sure to work with them when promoting this campaign.
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CAMPAIGN GOALS
To end violence towards women and girls.

BACKGROUND
The Moose Hide Campaign is a grassroots movement of Indigenous and non-Indigenous men and 
boys who are standing up against violence against women and children. Wearing a moose hide patch 
signifies your commitment to honour, respect, and protect the women and children in your life and to 
work together to end violence against women and children.
At the 38th Annual General Meeting, delegates voted unanimously to endorse the Moose Hide 
campaign. This endorsement builds on years of work that has been, and continues to be done on 
campuses by students to end violence against women and girls.

FEDERATION

Coalition Work
The Federation will maintain a relationship with the campaign organisers and provide support where 
necessary and appropriate. The Federation will pass along relevant campaign information to member 
locals and is able to connect member locals interested in doing more work with the campaign to the 
Moose Hide organisers.

MEMBER LOCAL

Mobilisation
Member locals are encouraged to participate in Moose Hide campaign initiatives such as the annual 
campaign day in February. Locals are encouraged to plan campaign education events and to 
incorporate the campaign materials into other local events where appropriate.  

Materials
Member locals are encouraged to order the Moose Hide Campaign pins from the campaign’s website in 
order to help them achieve their goal of 10 million moose hide squares distributed.

MOOSE HIDE CAMPAIGN



COALITION CAMPAIGNS

CAMPAIGN GOALS
The cost-free provision of menstrual products in all washrooms on campuses.

BACKGROUND
Period Promise is an initiative of the United Way of the Lower Mainland that aims to raise awareness of 
the concept of period poverty and to break the cycle by providing free access to menstrual products 
to people who can’t afford them. Starting out as a donation drive initiative called Tampon Tuesday, 
the initiative has grown to become an advocacy-based campaign promoting free access to menstrual 
products amongst businesses, organisations, and governments. In April 2019, the campaign’s efforts 
resulted in the Ministry of Education announcing that all public K-12 schools would have free menstrual 
products available to students in washrooms by the end of 2019. 

FEDERATION

Materials
The Federation has produced a number of materials for the campaign, including a leaflet, a petition, a 
factsheet for administrators, and a campaign guide.

Coalition Work
The Federation will continue to maintain a relationship with the Period Promise campaign team and 
the United Way of the Lower Mainland, including maintaining a seat on the Community Action Group.  
The Federation will also continue to work with the United Way and the Federation of Post-Secondary 
Educators to lobby institutions and the provincial government for free menstrual products on campuses.

MEMBER LOCAL

Mobilisation
Membership engagement for this campaign typically begins with educating people (particularly those 
who don’t menstruate) about the challenges faced by students who menstruate, such as availability 
of products, the associated costs, and emergency situations. Discussing menstruation is not normally 
something that is done in public, so campaigners should be sensitive to the fact that unlike other 
campaigns, talking about the subject itself might make members uncomfortable. Locals should conduct 
research to understand the specfic situation at your institution and utilize the campaign materials as 
necessary to engage with members of the campus community.  

PERIOD PROMISE
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Materials
The campaign materials discussed above can be utilized for membership outreach and local advocacy.  
The primary use of the petition is to demonstrate support from members of the campus community to be 
used in lobbying your administration. The fact sheet is intended for use while meeting with administrators 
or facilities managers. Member locals are encouraged to be creative in their outreach regarding the 
campaign, and to create materials or tactics that are interactive and educational, with the goal of easing 
the discomfort some members may feel about talking about the subject.

Institutional Relations Work
On campus allies for this campaign may include faculty associations, student services departments, 
administration, and librarians. Member locals should identify and work with allies when lobbying 
administrators to enhance the message and increase the likelihood of success.



AWARENESS 
CAMPAIGNS
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Sexual violence is a problem across our society, and actions that occur on campuses are reflective of 
that larger societal issue. In May 2016, the BC government adopted the Sexual Violence and Misconduct 
Act, obligating all post-secondary institutions in the province to create and adopt policy to respond to 
allegations of sexual violence and misconduct. The passage of the Act was critical in acknowledging 
the prevalence of sexual violence at post-secondary institutions. This awareness campaign can 
continue that conversation by working against the prevalence of rape culture and sexualised violence on 
campuses by promoting the understanding of, and support for, consent culture. 
The Federation can work to coordinate resourcing with a number of different campaigns and 
organisations who aid in discussing consent on campuses; for example, the Let’s Get Consensual 
campaign or the Students for Consent Culture (SFCC) organisation are just two of the options available 
to member locals.

The Federation’s role in this campaign will be:
• Maintaining an inventory of general campaign materials including buttons, stickers, and posters.
• Assisting member local unions to access the necessary training to host consent culture workshops 

on their respective campuses;
• Assisting member locals in communicating with organisations such as Students For Consent Culture 

and the Anti-Violence Project to gather resources; and
• Maintaining communications with the provincial government about the plans to regulate the 

implementation of on-campus sexual violence and misconduct policies.

CONSENT CULTURE
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The Truth and Reconciliation Commission (TRC) was created to investigate and respond to the serious 
effects residential schools had, and continue to have, on survivors and their families. The 94 calls to 
action in the TRC’s report address issues around health, child welfare, education, language and cultural 
preservation. These recommendations focus on lessening the disparities between Indigenous and non-
Indigenous peoples. There are three calls to action that speak specifically to the post-secondary sector: 

7. We call upon the federal government to develop with Aboriginal groups a joint strategy to eliminate 
educational and employment gaps between Aboriginal and non-Aboriginal Canadians.

11. We call upon the federal government to provide adequate funding to end the backlog of First 
Nations students seeking a post-secondary education.

62. ii. Provide the necessary funding to post-secondary institutions to educate teachers on how to 
integrate Indigenous knowledge and teaching methods into classrooms.

Reconciliation can look different to each community and across different campuses. This campaign aims 
to raise awareness of the inequities that Indigenous peoples face in access to post-secondary education 
and to start conversations on campus about ways to engage in reconciliation. Campaign posters and 
buttons have been developed as tools to help raise awareness, and to be used to engage members on 
campus for local-specific events or initiatives, depending on the needs of each campus.This campaign 
is ongoing and requires consultation with the Indigenous communities on campus to better understand 
what is required from the institution. 

The Federation’s role in this campaign will be:
• Maintenance of research regarding the educational attainment of Indigenous Peoples in Canada 

and its importance in achieving the goals of the TRC; and
• Including the importance of implementing the TRC recommendations related to post-secondary 

education in BC in submissions to the provincial and federal government budget consultations.

Member locals’ role in this campaign will be:
• Supporting Indigenous members in advocating for changes to systems and cirruculum on campus. 

RECONCILIATION 
THROUGH EDUCATION
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The notion of accessible education includes a safe campus and community that empowers all people 
to succeed. This campaign focuses on raising awareness and continuing to educate members on 
barriers that hinder the education of some students. We are committed to unlearning stereotypes and 
educating ourselves and our members in-order to make education accessible for all. Materials for an 
equity campaign will help member locals with general outreach and education, enhance local initiatives, 
or assist member locals if they are responding to an incident or issue in their community. 
The primary issues addressed by this campaign are ableism, homophobia, racism, sexism, and 
transphobia.

The Federation’s role in this campaign will be:
• Maintaining an inventory of campaign materials for member locals, such as Unlearn buttons and 

stickers; 
• Create a resource kit to assist Local collective, clubs, or members looking to promote equity work;
• Developing materials on a case-by-case basis, such as fans for regional Pride events; and 
• Supporting initiatives of member locals on their respective campuses. 

UNLEARN




