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he BIG Push campaign was conceived in April 2013 and was embedded shortly thereafter 
within Basic Income Canada Network (BICN) as the organizational host.  To our knowledge, 

The BIG Push is the first national campaign for basic income (BI) in Canada.  We are under no 
illusion: securing a Basic Income Guarantee (BIG) – a public policy by which BI is available to 
all – is an enormous challenge, given social, ideological, political and institutional barriers to 
the concept.  While BI has supporters from within 
many segments of society and across the political 
spectrum, it also has its agnostics, skeptics and 
detractors.  To refute their concern about or 
opposition to BI will require tremendous patience, 
perseverance and persuasion.   
 
As well, we must be extremely nimble in 
responding to changing social, economic and political dynamics that could affect the uptake (or 
rejection) of BI.  While we wish a BIG could dawn tomorrow, we anticipate it could take 10, 20 
or more years to yet obtain majority Canadian support.  “The arc of the moral universe is long 
but it bends towards justice,” said Martin Luther King Jr.1  Unfortunately it tends to do so at a 
glacial pace in human timeframes. 
  
Goals 

 

The following are the three external campaign goals (each of them measurable): 
 

1. Raise public awareness of basic income – what it is and why it is needed;  
2. Build public and policy support for an expanded system of basic income in Canada; and 
3. Secure public commitments to expand the system of basic income in Canada. 

 
We are using the phrase “to expand the system of basic income in Canada” to relay that Canada 
has certain income security programs that approximate BI and are working fairly well (e.g., 
Canada Child Tax Benefit, supporting families with children under 18, and Old Age Security and 
Guaranteed Income Supplement, supporting seniors).  What’s needed is to improve upon such 

                                                           
1
 http://quoteinvestigator.com/2012/11/15/arc-of-universe/ 

T

A national survey in 2013 for The Pierre 
Elliott Trudeau Foundation found that 46% 
of Canadians are in favour of a "guaranteed 
annual income" while 42% are opposed.  
Responses from the remainder of those 
surveyed suggest the possibility of 50%+ 
support for basic income. 
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programs, jettison other programs that are stigmatizing, ineffective and/or inefficient (notably 
welfare), and introduce meaningful BI support especially for working-age adults (18-66).   
 
“Scoring” each of the external campaign goals will require, in turn, accomplishing at least three 

internal campaign goals: 
 

1. Build a large, well-connected and high performing national campaign team; 
2. Build the architecture (human and electronic) necessary to better ensure efficient and 

effective internal and external communications; and 
3. Secure sufficient funding to properly resource the campaign. 

 
In this context then, the following tactics comprise the current agenda associated with The BIG 
Push.  Each of them relate to one or more of the campaign goals (internal or external).  They 
are presented in relatively logical order beginning with building our team, building our 
communications architecture, securing funding, raising awareness of BI, building public 
support for it and, last but of course not least, securing public commitments (i.e., government 
commitments) for an expanded system of BI in Canada. 
 
Tactics and Milestones 

 

Goal: Team Building 

 

1. Build and coordinate a campaign Executive Team to make key strategic or operational 
decisions as required (January 2014): the Executive Team will be coordinated by the 
Campaign Director 
 

2. Build a campaign staff2 to include, at a desired minimum and in addition to the Campaign 
Director, at least one person responsible for the following critical functions (1) BI program 
and policy research (2) national network development and support, i.e., Federal Riding 
Teams (3) campaign communications (4) campaign fundraising and (5) campaign 
administration.  A full-time equivalent of 3.8 staff in 2014 is anticipated necessary to 
properly support the work of the campaign (ongoing until a sufficient staff complement is 
in place).3   
 

3. Recruit and slot campaign supporters into Federal Riding Teams, responsible for BI 
education and advocacy in one or more federal ridings (ongoing)4 
a) Identify a team coordinator for where teams emerge5 
b) Recruit a minimum of five persons, including the coordinator, to be part of each team 
c) Electronically network the teams, i.e., regular e-communications to provide 

information and inspiration 

                                                           
2
 Can include or be comprised entirely of independent contractors 

3
 See the budget table for detail 

4
 Where teams can emerge which will depend upon interest and leadership emerging from individual ridings. 

5
 Team coordinators to serve as principal liaison for their teams with the national campaign: coordinators should be 

prepared to make annual one-year commitments for this role. 
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d) Support (to the extent possible given campaign resources), the teams in their 
initiatives and efforts to build public awareness and support for BI e.g., home 
gatherings, public information sessions, public workshops, petition drives, MP/MLA 
calls and meetings 
 

4. Build a 30-person roster of eminent Canadians to serve in an advisory and emissary 
capacity on The BIG Push Campaign Council, their names to be publicly associated with the 
campaign (by September 2014): hold occasional conference calls and electronically 
network Council members  to inform them of campaign progress, and invite their ideas and 
contributions for campaign advancement 
 

5. Beyond the Campaign Council, recruit campaign support of potentially hundreds of 
“notable allies”, i.e., additional persons with significant public name recognition and/or 
networks of other persons of influence.  “Notable allies” will receive regular updates on 
campaign progress.   For those giving their permission, their support of the campaign will 
be identified on the campaign web site, in printed materials etc. (ongoing) 

 
Goal: Communications Architecture 

 
6. Develop and adopt a campaign code of conduct that identifies the values underlying the 

campaign and the expectations upon the campaign team regarding how team members 
relate to each other and the public: the code of conduct will help to ensure respectful 
discourse and action internally and externally (March 2014) 
 

7. Update the campaign plan and budget (this document) with periodic review and, if 
necessary, revision of the campaign goals, tactics and budget (review/revise as required)  

 
8. Report on campaign progress via brief yet sufficient written reports (in appropriate 

versions) to the BICN Board (monthly), the Campaign Council, “notable allies” and 
campaign financial supporters (quarterly) and the general public (via the campaign web 
site) 

 
9. Strengthen the campaign web site for compelling, inspiring campaign-specific 

developments and as a “go to” source for BI information (ongoing) 
 

10. Establish a campaign e-news service enabling campaign messages and information to be 
broadcast to thousands of subscribers at a time (January 2014) 
 

11. Establish campaign Facebook group (December 2013 - DONE) and coordinate discussion 
on BI (ongoing): aim for 1000+ Facebook group members by end of 2014 
 

12. Establish campaign Twitter account (December 2013 - DONE) and issue regular campaign 
tweets (ongoing): aim for 1000+ Twitter followers by end of 2014 
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Goal: Fundraising 
 
13. Develop, implement and, as necessary, update the campaign fundraising plan in relation to 

the annual campaign budget (January 2014) 
 

14. Capture online donations by making full and effective use of online tools including the 
campaign web site, campaign e-news and social media tools such as the campaign 
Facebook group, Twitter account and a crowdfunding service to be selected (ongoing) 
 

15. Recruit and maintain an ever-growing roster of monthly donors to generate a steady, 
reliable base level of revenue (ongoing) 

 
16. Develop and pursue a strategy for securing major gifts ($1,000+) from individuals and 

families (ongoing) 
 

17. Develop and pursue a strategy for securing organization and institution funding from 
professional associations, unions, faith groups and foundations (ongoing) 

 
18. Develop and implement strategy for ensuring timely donor stewardship including thank-

you email messages, letters and phone calls  
 

Goals: Building Public Awareness of Basic Income and Building Public Support for Basic Income 
 
19. Develop and finalize a Charter for a Basic Income Guarantee6  that individuals and groups 

can endorse (by June 2014) 
 

20. Write detailed Case for Support for a Basic Income Guarantee, generally, and for BI pilot 
programs, specifically (by June 2014)7 

 
21. Nurture and support emergence of regional teams that educate and advocate for multi-

year BI pilot programs in their region (ongoing): aim for five viable pilot programs, across 
Canada, that have regional support from citizens and elected representatives8 

 

22. Improve upon, develop new and pursue widespread distribution of core BI and campaign 
marketing materials: complete an initial marketing package (by May 2014) 
 

23. Strengthen the campaign web site with ample and compelling resources on BI including 
academic and technical papers, essays, videos, blogs and testimonials (ongoing) 
 

24. Create a campaign Wikipedia entry (February 2014) and keep it updated (ongoing) 

                                                           
6
 Suggested working title: the actual title could be different.  The idea is to have a single document of not more than 

500 words that lays out the context and rationale for BI, using plain language that many can agree with. 
7
 The Case for Support to be presented to governments, politicians and others in position to influence decision-making 

8
 An example is the team formed under the PEI Working Group for a Livable Income, working to advance BI awareness 

and support in PEI. And, a given regional team pursuing a pilot program could also be one of the Federal Riding Teams 

identified in Task 3. 
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25. Organize and execute an effective campaign launch event in the fall of 2014, drawing 
extensive media coverage and serving to (a) raise public and political awareness of BI and 
the campaign; and (b) attract and engage potential campaign funders: location to be 
determined but possibly either Ottawa or Calgary 
 

26. Write and send campaign e-blasts to the campaign’s national e-list to keep people 
informed on BI developments and campaign progress, and to invite citizen/group 
engagement and support (ongoing) 
 

27. Write media releases and submit them to mainstream and alternative media in response to 
or in advance of opportunities for raising awareness of BI and/or The BIG Push (ongoing) 

 

28. Write and submit to major mainstream newspapers a series of op-ed articles on BI and the 
call for a Basic Income Guarantee (ongoing) 

 
29. Produce a professional-quality, short (up to 10 minute) and compelling video on the 

meaning of BI and the need for BI in Canada (March 2015): following production, make the 
video prominent on the campaign web site and ensure the video’s widespread distribution 
(ongoing) 
 

30. Develop TED-quality presentation on BI (June 2014) suitable for delivery by campaign 
representatives (ongoing) 

 
31. Invite and obtain dozens to hundreds of BI testimonials from across Canada, short 

narratives (100-400 words) or videos or (1-3 minute) of the difference BI could make for 
the tellers: post the testimonials on the campaign web site and use them strategically at 
opportune moments to help make the case for BI (ongoing) 

 

32. Commission and execute a public opinion poll on Canadian awareness of, attitude toward 
and support for basic income: widely broadcast poll results and ensure MPs and MLAs are 
aware of the findings (fall 2014)9 
 

33. Encourage and support home gatherings of e.g., 5-15 people for informal “friend-to-friend” 
introductions of BI and The BIG Push (ongoing)  

 

34. Organize, encourage and support community presentations and other community events 
that serve to introduce BI and The BIG Push to larger audiences e.g., 25+ people (ongoing) 

 
35. Promote strong Canadian attendance at the 2014 Basic Income Congress to be held in 

Montreal June 27-29, 2014, preceded by a day of BICN and BIG Push discussions on June 
26th (ongoing through June 2014) 
 

                                                           
9
 A 2013 poll by Environics Institute for Survey Research for The Trudeau Foundation found that 46% of Canadians were 

in favour of BI (called guaranteed annual income by Environics) and 42% opposed with the remainder unsure or having 

no opinion. These results suggest a baseline from which to measure future Canadian support for BI.  
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36. Undertake and complete a research report presenting summaries of BI pilots and 
programs worldwide: broadcast report findings and ensure MPs and MLAs are aware of 
them (February 2014 – IN PROGRESS) 

 

37. Undertake and complete a research report that presents the worldwide evidence on the 
impact of BI on labour market outcomes: broadcast key report findings and ensure MPs 
and MLAs are aware of them (fall 2014) 

 
38. Undertake and complete a research report that presents the many options for funding a BI 

Guarantee in Canada: broadcast key report findings and ensure MPs and MLAs are aware 
of them (fall 2014) 

 

Goal: Securing Public Commitments for an Expanded System of Basic Income 
 
39. Send periodic BI e-bulletins to MPs informing them of BI and related developments, and 

seeking support for a Basic Income Guarantee and a series of BI pilot programs (ongoing) 
 

40. Through the Federal Riding Teams, have as many MPs as possible, at different times during 
legislative sessions, table a standardized petition in the House of Commons calling for a 
Basic Income Guarantee and a series of BI pilot programs (ongoing) 
 

41. Encourage and support (e.g., with information) Federal Riding Teams to make ongoing and 
frequent individual constituent contact with their MPs (via letters, phone calls, meetings), 
encouraging and asking for MP support of a Basic Income Guarantee and a series of BI pilot 
programs (ongoing): use such opportunities to present the Case for Support to MPs 

 
42. Inform the All-Party Anti-Poverty Caucus on campaign specifics and progress and on BI 

developments generally; secure opportunities for presenting to the Caucus (ongoing) 
 

43. Organize and hold Hill Phone Days on which supporters in Federal Riding Teams call their 
MPs at their Ottawa offices and request MP support for a BI Guarantee and a series of BI 
pilot projects (one day during fall 2014 parliamentary session) 

 
44. Organize and hold Hill Meeting Days on which 20+ campaign advocates meet as many MPs 

as possible on Parliament Hill to request MP support for a Basic Income Guarantee and a 
series of BI pilot programs (one day during fall 2014 parliamentary session, following the 
Hill Phone Day): use such opportunities to present the Case for Support to MPs 

 
45. Organize Leader Letter Blitzes in which the leaders of each of Conservative, Liberal, NDP 

and Green parties receive hundreds to thousands of letters from campaign supporters 
across Canada, calling for support of the party leaders for a Basic Income Guarantee and a 
series of BI pilot programs (one letter blitz during fall 2014 parliamentary session): use 
such opportunities to present the Case for Support to the party leaders 

 

46. Draft (through 2014) a specific 2015 federal election strategy for making BI support an 
issue on the minds of citizens and politicians when the election is held 
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2014 Campaign Budget 

 

 
AMOUNT NOTES 

REVENUE 

  Corporate contributions $10,000 target small business to start 

  Faith group contributions $35,000   

  Foundation contributions $0   

  Monthly contributions (individual: major) $10,000 $1k monthly and/or cumulative in year 

  Monthly contributions (individual: non-major) $10,000 monthly and/or cumulative in year 

  Occasional contributions (individual: major) $100,000 $1k or greater 

  Occasional contributions (individual: non-major) $60,000 less than $1k 

  Other revenue $5,000 e.g., honoraria, merchandising (net) 

  Professional association contributions $35,000   

  Union contributions $35,000   

TOTAL REVENUE $300,000   

EXPENSES 

Labour 

  1. Direction $58,700 4 days/week starting February 2014 

  2. Fundraising $27,500 2 days/week starting February 2014 

  3. Communications $45,000 4 days/week starting April 2014 

  4. Program and policy research/writing $20,000 4 days/week starting September 2014 

  5. National network development/support $20,000 4 days/week starting September 2014 

  6. Administrative support $3,700 1 day/week starting September 2014 

  Benefits $26,200 15% of labour costs 

Total Personnel Expenses $201,100   

Direct Expenses 

  Basic income video $10,000 Professional production 

  Campaign launch event $10,000 Venue, travel, honoraria 

  E-news service $2,000 Hosting 

  Hill Meeting Days (travel cost support) $5,000 One event in fall 2014 

  Hill Phone Days (telephone cost support) $3,000 One event in fall 2014 

  Marketing materials $5,000 Printing costs 

  Other expenses $8,000 Contingency (10% of direct expenses) 

  Public opinion poll on Canadian support $15,000 7 questions to 2,000 people inc tax 

  Telephone $3,000 Primarily for conference calling 

  Travel $20,000   

  Web site $5,000 Hosting and design/content support 

Total Direct Expenses $86,000   

TOTAL EXPENSES $287,100   

SURPLUS/DEFICIT $12,900   
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The following Table of Contributions suggests how $295,000 may be raised towards the 2014 

campaign budget, based on securing 660 gifts valued at $1 to $50,000.  In this scenario, the 10 

largest gifts would account for 47% of the revenue while the smallest 525 gifts would account 

for 12% of the revenue.  Smaller contributions are expected primarily from online fundraising 

including through crowdfunding; the larger contributions from targeted asks of individuals, 

faith groups, unions and professional associations. 

Table of Contributions 

Range Number Average Value Revenue 

$75,001+ 0 $100,000 $0 

$25,001-$75,000 1 $50,000 $50,000 

$10,001-$25,000 3 $15,000 $45,000 

$5,001-$10,000 6 $7,500 $45,000 

$2,501-$5,000 10 $3,750 $37,500 

$1,001-$2,500 20 $1,750 $35,000 

$501-$1,000 30 $750 $22,500 

$251-$500 65 $375 $24,375 

$101-$250 100 $175 $17,500 

$51-$100 150 $75 $11,250 

$1-$50 275 $25 $6,875 

Total 660 - $295,000 

 

For more information 
 
Rob Rainer 
Campaign Director 
The BIG Push 
613-314-7755 
rob.causeworth@gmail.com
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Appendix A: Tactics and Milestones (tabulated) 

Goal Tactic Description Milestone Status @ Jan 9 2014 Notes 

Team Building 1 Build campaign Executive Team Jan 2014 5 members in place Add 2 more members 

"     " 2 Build campaign staff Ongoing No staff at present   

"     " 3 Build Federal Riding Teams w Team Leads Ongoing No teams at present   

"     " 4 Build/deploy Campaign Council Sep 2014 Awaiting action   

"     " 5 Recruit/leverage "notable allies" Ongoing Awaiting action   

Communications 

Architecture 
6 Develop/adopt campaign code of conduct Mar 2014 Awaiting action   

"     " 7 Update campaign plan and budget Ongoing   Refers to this document 

"     " 8 Report on campaign progress Ongoing Last report Nov 30 2014   

"     " 9 Strengthen campaign website Ongoing Basic site is live thebigpush.net 

"     " 10 Establish campaign e-news service Jan 2014 
Service provider options 

being identified 
  

"     " 11 Establish campaign Facebook group Dec 2013 DONE 

Recruit volunteer to 

manage Facebook 

posts/discussion 

"     " 12 Establish campaign Twitter account Dec 2013 DONE: @Push_for_BIG   

Fundraising 13 Develop/implement campaign fundraising plan Jan 2014 Awaiting action   

"     " 14 
Capture online donations via web site, Facebook group, 

campaign e-news and crowdfunding 
Ongoing 

Crowdfunding service 

options being identified 

Donate' function on web 

site requires attention for 

'best practices' 

"     " 15 Recruit/maintain growing roster of monthly donors Ongoing Awaiting action 
Set up bank/online 

mechanisms 

"     " 16 Develop/pursue strategy for major gifts Ongoing Awaiting action   

"     " 17 
Develop/pursue strategy for organizational and 

institutional funding 
Ongoing Awaiting action   
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Goal Tactic Description Milestone Status @ Dec 17 2013 Notes 

Fundraising 18 Develop/implement donor stewardship strategy Ongoing 
Thank you letters being 

sent to donors 

Identify other means for 

thanking and recognizing 

donors 

Build Public 

Awareness of 

and Support for 

Basic Income 

19 Develop Charter for a Basic Income Guarantee Jun 2014 Awaiting action   

"     " 20 
Write detailed Case for Support for BI and BI pilot 

programs 
Jun 2014 Awaiting action   

"     " 21 
Develop/nurture regional teams for regional BI pilot 

programs 
Ongoing PEI team formed 

PEI team independent of 

campaign 

"     " 22 Complete initial campaign marketing package May 2014 
Several documents 

produced 

Improve existing 

documents and develop 

others to complete 

package 

"     " 23 
Strengthen campaign website with ample resource 

information 
Ongoing Basic site is live thebigpush.net 

"     " 24 Create/update campaign Wikipedia entry Ongoing Awaiting action   

"     " 25 Organize/execute campaign launch event Fall 2014 Awaiting action   

"     " 26 Write/send campaign e-blasts to campaign's national list Ongoing Last blast July 27 2013 
Next blast Dec 10 (Human 

Rights Day) 

"     " 27 Write/send media releases Ongoing No release sent yet   

"     " 28 Write/submit op-ed articles Ongoing No op-ed written yet   

"     " 29 Produce/distribute campaign video Mar 2015 Awaiting action   

"     " 30 Develop TED-quality presentation Jun 2014 Awaiting action   

"     " 31 Invite/obtain BI testimonials (narratives, videos) Ongoing Awaiting action   



 

11. 

 

Goal Tactic Description Milestone Status @ Dec 17 2013 Notes 

Build Public 

Awareness of 

and Support for 

Basic Income 

32 
Public opinion poll on Canadian awareness of, attitude 

towards and support for BI 
Fall 2014 Awaiting action   

"     " 33 
Encourage/support home gatherings to introduce BI and 

the campaign 
Ongoing 1 gathering held to date 

Nov 13 2013 in Kingston (7 

people) 

"     " 34 
Organize/support community presentations and other 

events to introduce BI and the campaign 
Ongoing Awaiting action   

  35 
Promote strong Canadian attendance at BIEN Congress 

2014 in Montreal late June 2014 
Ongoing Awaiting action   

"     " 36 Complete report on BI pilots and programs worldwide Feb 2014 In progress   

"     " 37 Complete report on BI and labour market outcomes Fall 2014 Awaiting action   

"     " 38 Complete report on basic income funding options  Fall 2014 Awaiting action   

Secure Public 

Commitments 

for Basic Income 

39 
Send e-bulletins on BI to MPs and seek their support for a 

BIG and pilot programs 
Ongoing Awaiting action   

"     " 40 
Through Federal Riding Teams get MPs to table petitions 

in the House calling for a BIG and pilot programs 
Ongoing 

Action underway in one 

riding 
  

"     " 41 

Encourage/support Federal Riding Teams to make 

ongoing/frequent contact with their MPs asking for a BIG 

and for pilot programs 

Ongoing 
Action underway in one 

riding 
  

  42 
Inform All Party Anti-Poverty Caucus on campaign 

specifics and BI developments 
Ongoing Awaiting action   
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Goal Tactic Description Milestone Status @ Dec 17 2013 Notes 

Secure Public 

Commitments 

for Basic Income 

43 Organize/execute Hill Phone Days Fall 2014 Awaiting action 
One day in fall 2014 

parliamentary session 

"     " 44 Organize/hold Hill Meeting Days Fall 2014 Awaiting action 
One day in fall 2014 

parliamentary session 

"     " 45 Organize Leader Letter Blitzes Fall 2014 Awaiting action 
Once during fall 2014 

parliamentary session 

"     " 46 Draft specific 2015 federal election campaign strategy Dec 2014 Awaiting action   

 


