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INTRODUCTION 

 How policy actors can influence government policy for the better 

protection of companion animal interests 

 Overview: 

 Three main influencers on government policy 

 Policy and legislative process for opportunities of influence 

 Strategies for influence 

 Policy goal - legislative change 

 Effective at changing behaviour where ‘social, cultural and religious influences are 

deeply entrenched’ 

 Educational/ normative role of legislation 

 Legislation not appropriate for all issues 
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POLICY AND LEGISLATIVE PROCESS 

Issue 
Identification 

• Problem 
Definition 

• Agenda 
Setting 
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Solutions 
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Development 

Passage of 
Bill through 
Parliament 

• 1st Reading 

• 2nd Reading + Debate 

• Consideration 

• Third Reading 

• Royal Assent 



ISSUE IDENTIFICATION &  

RECOGNITION AS A PROBLEM 

 Issue must be identified: 

 As a ‘problem’ 

 Capable of being solved through government intervention (i.e. legislation) 

 Requires the issue to have ‘material reality’ 

 Opportunity for policy actors to: 

 Lobby – generally State/Territory MPs for companion animal issues 

 Gain media exposure 



ANALYSIS & POTENTIAL SOLUTIONS 

 Range of solutions developed to tackle the issue 

 Influenced by resources and the political landscape 

 Evaluative criteria often utilised: 

 Cost/ benefit 

 Effectiveness and efficiency 

 Environmental impacts and job losses 

 Equity and competitiveness 

 Look interstate or overseas for proven, workable solutions 



CONSULTATION & DEVELOPMENT 

 Consultation with interested or effected parties 

 Represents the greatest opportunity for influence  

 Written submissions: 

 Check the requirements 

 Cite your sources – gain credibility and trust 

 Other ways to participate: 

 Endorse another’s submission  

 Complete survey/ questionnaire (where applicable) 



CONSULTATION & DEVELOPMENT 

 Select Committee on Dogs and Cats as Companion Animals 

 Est. 28 November 2012 

 Goals: ‘the elimination of cruelty and the reduction of the numbers of unwanted 
animals being euthanased’ 

 Key recommendations: 

 Enforceable breeding standards 

 Breeder licensing scheme – inc. licence number in advertising and on microchip 

 Mandatory microchipping 

 Mandatory desexing of cats 

 168 written submissions received 

 Final report available from the CAWS Inc. website (cawsinc.org.au) 



SELECT COMMITTEE ON DOGS AND CATS 

AS COMPANION ANIMALS (SA) 



SELECT COMMITTEE ON DOGS AND CATS 

AS COMPANION ANIMALS (SA) 



PASSAGE OF A BILL THROUGH 

PARLIAMENT 

 Introduced by either: 

 Minister 

 MP not a member of the Executive = private member’s Bill 

 Opportunity to influence the content of a Bill - after the 2nd reading 

speech 

 Bicameral parliaments (exc. Qld, NT & ACT) repeat this process in both 

houses 



STRATEGIES FOR INFLUENCE 

 3 categories 

 Approaching MPs 

 Media exposure 

 Mobilising supporters 

 Strategy adopted will depend on: 

 The issue 

 External factors – e.g. political climate 

 Internal factors – group’s strengths and weaknesses 



APPROACHING POLITICIANS 

 Includes: 

 Meeting with Ministers, MPs etc. 

 Providing information and expertise 

 Addressing parliamentary committees 

 Approach the correct level of government – generally State/Territory 

 Engage with the opposition 

 Avoid aligning too closely with one political party 

 

 



MEDIA ATTENTION 

 Media is not just accessible to business or well-resourced groups 

 However, engaging with the media is not without risk 

 Issue may be trivialised and fragmented 

 Most extreme position broadcast 

 Media is a business that needs to sell advertising 

 So ‘package’ stories or frame issues in a way that resonates with their 

audiences 



DIGITAL ACTIVISM 



DIGITAL ACTIVISM 

 Effectiveness? 

 ‘Like’ button activism 

 Requires real world action 

 Need to adapt, adjust expectations and use these tools strategically 

 What do you want to achieve? 

 http://slidesha.re/15g15JZ 

http://slidesha.re/15g15JZ
http://slidesha.re/15g15JZ
http://slidesha.re/15g15JZ


MOBILISING PUBLIC SUPPORT 

 Public support is a ‘powerful catalyst’ for legislative change: PILI 

 Demonstrate the strength of public opinion through: 

 Protests, rallies, marches 

 Most effective at getting an issue on the government’s policy agenda 

 Less effective later in the policy development process 

 Petitions and letter writing 

 Most effective early in the policy development process AND when a Bill is before 

parliament. 

 Host organisations (e.g. GetUp, MoveOn) are ‘experts’ at campaigning for legislative change 

 Digital petitions and one-click emails are likely to carry less weight 

 



CONCLUSION 

 Benefits of pursuing legislation as a policy goal 

 Three influencers on government policy 

 Policy and legislative process 

 3 categories of strategies: 

 Approaching politicians 

 Media exposure 

 Mobilising public support 

 The key to influencing government policy is public support 

 



FURTHER READING 

 Digiactive, An Introduction to Facebook Activism 

 YMCA Canada, Be HIPP: Have Influence on Public Policy 

 Rekosh, Edwin, et al (eds), Pursing the Public Interest: A Handbook for Legal 

Professionals and Activists 

 

Available for download at http://bit.ly/1dOlCpO 
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