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Power Analysis 
 

“If people don't think they have the power to solve their problems, they won't even think about how 
to solve them.” 

– Saul D. Alinsky (1909-1972) 

Rules for Radicals: A Pragmatic Primer for Realistic Radicals (1971) 
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What is Power? 

Suggested audience size: 5 to 15 people Suggested run time: 60 minutes to 90 minutes 

Suggested module pairings: 

★ 1. Strategic Campaigns (Comprehensive)  

★ 2. Strategic Campaigns (Basic) 

★ 3. Strategic Organizing 

★ 4. Strategic Research 

★ 5. Corporate Campaigns 

★ 6. Corporate Research 

★ 7. Organizational Development 

★ 8. Communication 

Introduction 

Power manifests itself in all aspects of our lives. Whether we realize it or not, different types and levels of 
power inform the decisions we make and, ultimately, the lives we lead. This activity aims to introduce 
participants to the core concepts of power analysis by challenging them to examine the types of power they 
experience every day. Once participants are able to identify and deconstruct the power dynamics around 
them, they will be able to apply their skills to their organization and/or campaign, which will, in turn, increase 
their effectiveness at building their own power and confronting the power of opponents. 

Objectives 

1. Introduce participants to the three types of active power and the three levels at which they operate. 

2. Underscore how power analysis helps organizers build their own power and confront the power of 
opponents. 

Materials 

1. Flipchart – three pieces. 

2. Markers. 

3. One sheet of paper per participant (two if the group is small). 

4. One pen or pencil per participant. 

Preparation 

1. None. 

Activity Steps 

1. Distribute two small pieces of paper and one pen or pencil to each participant 

2. Hang a piece of paper from the flipchart at the front of the room. 

3. Open the activity by informing participants that they will be exploring issues of power and how it relates 
to each of us on an individual level. 

a. Ask the group to explain what they understand by the term “power”—what does it mean to 
them? What types of concepts does the word evoke? What manifestations of power do they 
see in their daily lives? Record all answers on the piece of paper from the flipchart. 
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b. Allow participants to be as broad or specific as they want. They can and should list everything, 
from definitions, to abstract ideas, to real-life examples.  

i. Example: “Power is being able to get your way”; “Mr. Money Bags, the owner of 
Money Bank, represents financial power”; “Power comes from working with others.” 
(See Annex 1, Flipchart 1 for illustration) 

4. Once the group has fleshed out power as a broad concept, change the point of focus toward self-
reflection. Ask participants to think individually about a time in the past few months when they felt 
powerful.  

a. Have them describe the scenario in bullet points on a piece of paper. 

b. Inform them that they are free to write about any example they want, but give them 
advanced notice that the anecdotes will be shared with the group. 

5. Next, ask participants to describe a scenario from the past few months in which they felt (or feel) 
powerless. Have them bullet point the scenario on their sheet of paper (or on the next sheet of paper if 
the group is small). 

6. Once participants are finished, put them into pairs and have them discuss what they have written.  

a. Go around the group and ask each participant to briefly share (in one or two sentences) the 
anecdotes from her partner.  

b. Jot down important concepts and themes from the stories onto a piece of paper from the 
flipchart (see Annex 1, Flipchart 2 for illustration). 

i. The notes should aim to capture the three types of active power so as to be useful for 
the next step 

c. If the group is too small to divide into multiple sets of pairs, pass around one bag and have 
each participant drop her “powerful” anecdote into it. Then pass around another bag and have 
each participant drop her “powerless” anecdote into it.  

i. Begin by reading the anecdotes from the “powerless” bag. After each anecdote, have 
the group guess who wrote it. Do the same with the “powerful” anecdotes. 

7. Use the notes that you have taken from the participants’ personal stories to transition to the three types 
of active power.  

a. Tell them that with their stories, they have been describing three specific notions at work: 
power over, power for, and power with. 

b. Ask them to take a guess as to what each might mean. If they get stuck on any concept, use 
the personal anecdotes to guide them. 

i. Example: Jacob said he felt powerful at the last immigrant rights march he attended. 
What type of power did he have in that situation? 

ii. Example: Leah talked about feeling powerless when her last boss fired her. What type 
of power did the boss have in that situation?  

iii. If the examples provide less obvious information to draw from, analyze the scenario 
more deeply to guide participants. 

1. Example: John said he felt powerless when Proposition 72 passed. Who were 
the main actors supporting the measure? What type of power did they have in 
their pro-Prop 72 campaign? 

8. Once they have generated their own ideas, present participants with the following definitions, recording 
concise descriptions on a piece of paper from the flipchart as you go: 
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a. Power over: People exert power over others, to expand rights and resources or to limit them. 
This is the power to control. This type of power includes everything from a company deciding 
how much to pay employees to a state using organized violence to control dissent 

b. Power for: People use power at times for others, to act on their behalf. This type of power 
includes actions that benefit others, such as a social service organization providing free food 
or an advocacy organization securing housing for a homeless family. 

c. Power with: People also build power with others. This is the kind of power that originates in 
the collective. In community organizing, “power with” exists in the form of a group of 
members who make decisions together and run their own organizations and campaigns. 

i. Source: Adapted from Tools for Radical Democracy: How to Organize for Power in 
Your Community. Joan Minieri and Paul Getsos (Jossey-Bass, 2007).  

9. Tell participants that active power can be enacted on the following levels. Define the three levels and 
explain how each one works. Write concise versions on the same piece of paper from the flipchart as you 
go (see Annex 1, Flipchart 3 for illustration). 

a. Personal power: Power that each person has on an individual level, such as the power to 
make daily decisions like what to wear, what to say etc. 

b. Collective power: Power that exists as a result of multiple people or groups working together. 

c. Institutional power: Power that stems from formal or informal agreements and/or institutions. 
It is typically elaborated in sets of rules or practices. Practices can be formal, such as bank 
regulations, or informal, such as conventions on race. Both possess their own sets of rules 
with the power to affect the way society is run.   

10. Have participants go through the types of active power one by one, linking each type to the levels 
through scenarios.  

a. Example: “Can you think of a scenario in which “power over” operates at an institutional level? 
Can you think of a scenario in which it operates at a personal level? A collective level?” 

i. Race as an institution can have “power over” our behaviors, authoritarian figures or 
leaders of any movement can have “power over” the followers, effective striking 
workers can have “power over” the company at the negotiation table. 

11. Ask participants to draw off earlier examples and to evoke new examples of how collective power can 
challenge personal and institutional power.  

a. How can “power with” confront coercion, violence and repression? What examples of this can 
they point to? 

b. Ask participants to discuss why it is important to identify the types and levels of power, and 
how these concepts will help them build collective power. 

Wrap-Up 

1. End with a short activity. Tell participants they will be sharing how powerful they feel on a scale from zero 
to five, with zero being very powerless and five being very powerful. Have participants form a circle and 
extend one hand into the center. Have them shake that hand until you say “now,” at which point each 
participant will display the number that represents how they feel. 

c. Ask for a few volunteers to share why they chose the number they did. 

d. What type of active power did she focus on and on what level? Why did she choose to focus 
on this type of power? 

2. Use this activity to draw out differences in thinking and to clarify concepts. 

a. Why do some people display twos and others display fours? 
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b. Are people in the group focusing on different types of active power and different levels of 
power? What informs this decision? 

Take-Aways 

1. Power exists in all of our lives. Deconstructing the power we experience every day moves us closer to 
understanding how we can use the power we have to confront the power of our opponents. 

Facilitator Notes 

1. Save the flipcharts, you may want to refer to them later. 
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Annexes 
Annex 1: Defining Power Flipcharts 

Flipchart 1: Defining Power  Flipchart 2: Our Experiences  Flipchart 3: Types of Power 

Power is… 
“Power is Freedom” 

Identity                 Money 

Schools                  Religion 

Authority 

Prisons   Mr. Money Bags  
InterAmerican Manufacturing and 
Transport 

Coercion 

Money Bank               Unions 

“Working together” 

Violence          War 

 

Military                       Control 

 

Believing             Faith       Morals 

 

“Power is corrupting” 

 Our Experiences With Power 
I felt powerless when… 

• My boss fired me 
unexpectedly 

• Proposition 72 passed and I 
had spent months campaigning 
against it 

• I had to do my taxes 

I felt powerful when… 

• My kids began listening to me 
and started doing the dishes 

• I got promoted 

• We were marching together 
at the last protest 

 Types of Power 
Active power: Power through which 
something is carried out or achieved. 

1. Power over: People exert power or control 
over others.  

2. Power for: People use power at times for 
others, to act on their behalf.  

Power with: People also build and share power 
with others.  

Levels of power: Power where and as it 
exists in our lives and lived experiences. 

1. Personal power: Power that every person 
has on an individual level, basically power 
to run your day-to-day life.  

2. Collective power: Power that exists as a 
result of multiple people or groups working 
together. 

3. Institutional power: Power that stems 
from formal or informal agreements 
and/or institutions; it is typically 
elaborated in a set of rules or practices. 
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Power and Powerlessness 

Suggested audience size: 5 to 15 people Suggested run time: 30 minutes to 60 minutes 

Suggested module pairings: 

★ 1. Strategic Campaigns (Comprehensive)  

★ 2. Strategic Campaigns (Basic) 

★ 3. Strategic Organizing 

★ 4. Strategic Research 

★ 5. Corporate Campaigns 

★ 6. Corporate Research 

★ 7. Organizational Development 

★ 8. Communication 

Introduction 

Now that participants have seen how power operates in their own lives, they will turn their focus outward to 
deconstruct the power of prominent figures. By analyzing the power of important actors, participants, on the 
one hand, gain a clearer vision of each type of power in action and, on the other, begin to see how the 
various types of power can exist concurrently. The activity aims to push participants to explore the relativity 
of power, underscoring how types and levels of power can transmute depending on the context. Participants 
will then be asked to consider how this dynamic impacts organizing, and will speculate about why it is 
important to understand the various forms of an opponent’s power. Through this activity, participants 
deepen their understanding of these concepts, refine their power analysis skills, and engage with these ideas 
through important debate and discussion. 

Objectives 

1. Solidify participant knowledge of the three levels of power (personal, collective and institutional) and the 
three types of power (over, for and with). 

2. Underscore power as conditional and contextual. 

3. Spark debate around the nuances of power. 

4. Begin to apply knowledge about power to a campaign scenario. 

Materials 

1. Active Power Signs (3) – Over, With and For – see Annex 1 for illustration. 

2. Power Images (15) of persons, institutions, and/or events – see Annex 2 for examples. 

3. One pen or pencil per participant. 

4. Tape. 

Preparation 

1. Print out the three Active Power Signs (“Over”, “With” and “For”) and hang them up around the room. 
Each sign should have its own wall if possible. 
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2. Print out the collection of fifteen Power Images, all of which should be identifiable to your audience. If 
possible, the collection should contain a mix of powerful persons, institutions, and events, historical and 
current, national and international. 

Activity Steps 

1. Explain that participants will be conducting an activity to test and strengthen their understanding of the 
different types of power and how they relate to a campaign. Have participants review the three 
levels of power (personal, collective and institutional) and three types of active power (over, for 
and with) to make sure participants have a firm understanding of the concepts before 
beginning. 

2. Review all of the Power Images with participants to make sure that everybody is 
familiar with the person, institution, or event depicted in the image. 

a. Example: If you are using an image of Mr. Money Bags, make sure everyone has a basic 
understanding of who he is. 

3. Break participants into small groups and hand each group an equal number of Power Images. Have the 
groups review the different images and determine what type of power each image represents and on 
what level. Have them write the level of power on the back of the image and hang it under the 
corresponding active power sign. 

a. Example: What type of power does Mr. Money Bags represent? Does he maintain institutional 
power over the community? Something else? 

b. See Annex 1: Power and Powerlessness for illustration 

4. If participants are having trouble determining what kind of power an image is supposed to represent, 
encourage them to make a decision and place the image where they think it fits best. Stress that there 
are no right or wrong answers in this activity. 

5. Once participants have finished hanging their Power Images under the Active Power Signs, have them 
give a brief explanation of where they placed their actors and why. 

a. Make sure participants use the appropriate vocabulary to describe their assignments. 

i. Example: If an image is under “power with,” make sure the participant explains “with” 
whom or what the actor has power; e.g. “The striking female workers have power 
with one another when they withdraw their labor”. 

ii. See Annex 1: Power and Powerlessness for illustration. 

b. Participants will inevitably disagree with some of the assignments, but do not stop for them to 
debate or question placements. This will take place later in the activity. 

6. Now that participants have completed their explanations, open the floor for discussion. Ask participants if 
they disagree with any of the placements and try to stimulate debate within the group about where 
different images belong. 

a. Example: Suggested prompts 

i. Group A says that the politician has “personal power for” delivering change to our 
community, but doesn’t he also have “collective power” with other elected officials 
that gives him this “power over” us? 

ii. Group B says that the striking women have “power with” each other but aren’t they 
exercising “power over” boss by striking? Isn’t this where their power really comes 
from? 

Teach-back 
moment 
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iii. Group C says Mr. Money Bags has “institutional power for” delivering loans to 
communities and borrowers, but doesn’t he also have “collective power” with other 
banks? 

b. Fuel the debate until participants begin to realize that all power is relative, and that each actor 
possesses a different type of power depending on the context or the perspective. 

Wrap-Up 

1. Stress that, depending on the context, the power of an actor will take on different forms.  

a. Example: At a meeting with prominent businessmen and politicians, Carlos Slim may exhibit 
“power with” these individuals in creating economic policy, whereas in his daily business 
operations he may be demonstrating “power over” workers.  

2. It is important for organizers to consider all types of power at work in their campaign scenarios. 

a. Example: What would happen if a campaign focused on attacking Slim’s “power over” the 
workers but completely ignored all of his powerful alliances (institutional “power with”) that 
help him maintain authority? 

3. Once the various forms of power are examined, organizers can then begin to focus in on one angle—
usually the most pervasive type of power present in the scenario.  

a. Example: Is the root of the problem you are confronting an abuse of personal power or is it 
an institutional problem; e.g. Is InterAmerican Manufacturing and Transport a corrupt 
company breaking the law or is their a systematic failure to protect the environmental by 
government? Or are both processes mutually supportive (InterAmerican having “power with” 
the government)? 

b. How would your reading on which type of power is the most pervasive affect a campaign? 

i. Example: If InterAmerican is a bad company but the system is fine, then 
InterAmerican has to be the target of a campaign. If the whole system is corrupted, 
then the system has to be changed. This affects who and how we target and what 
sort of strategy we will employ. Will regulators be pressured to prosecute 
InterAmerican for abuses or will new laws need to be based so there are better, 
stronger regulations? 

4. Discuss with participants why it is important for them to think through and debate these issues as a group. 

a. Why is this process important to them as campaigners, organizers and/or researchers? 

b. How will this process help them develop better and more effective strategies and tactics for 
their campaign? 

c. How will being able to debate these issues help them make a stronger, more effective case?  

Take-Aways 

1. As campaigners, organizers and/or researchers, they should be mindful of the types of power they are 
confronting, with all of its nuances. Once all power scenarios are considered, organizers can then focus in 
on a specific angle for the campaign. 

2. Debating, discussing and reexamining their assumptions, conclusions and analyses are essential for a 
healthy campaign. In the real world, this will come through effective research and campaign efforts 
(seeing what works and what doesn’t); it will also help strengthen and clarify their approach, strategy, 
and tactics.  

Facilitator Notes 
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1. Review the different types of power from What is Power? before beginning this workshop. You will need 
to be able to define the levels of power (personal, collective and institutional) and the three types of 
active power (over, for and with) for this activity.  

2. If possible, make multiple copies of certain images so that different groups get the same actor. When 
different groups inevitably assign the same actor to a different type of power, you can use this to 
stimulate debate. 

a. Example: Group A assigns Mr. Money Bags to “power over” and Group B assigns Mr. Money 
Bags to “power for”. 

3. Make sure to give each group an even mix of Power Images that represent powerful persons, 
institutions, and events. 

4. This activity is a good build up to the Nexus of Power. If you are doing this activity next, make sure to 
preview some of the lessons you will be covering it in. 
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Annexes 
Annex 1: Power and Powerlessness 

Power over  Power with  Power for 
     

 
“Mr. Money Bags 
represents institutional 
power over communities 
because he and his banks 
influence our lives through 
their domination of the 
financial industry.” 

 

 

 
“The striking women 
represent collective 
power with one another 
because they are 
working together to get 
their demands met.” 

 

 
“The elected politician 
represents personal power 
to act on behalf of others 
for delivering change.” 
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Annex 2: Power Images (examples) 

   

Carlos Slim Helú 

(The richest person in the world) 
U.S. President Barack Obama Mr. Money Bags 

 
  

Subcomandante Marcos 

(Mexican social justice activist) 
Politician Prodemocracy Iranian Green 

Movement (2009) 

   

Striking women Chinese prodemocracy Tiananmen 
Square protests (1989) Miners 

   

Carmen Aristegui 

(Mexican journalist) 
Teacher Emiliano Zapata 

   

Police Pope Benedict XVI 
Joaquín “El Chapo” Guzmán Loera 

(Mexico’s top drug lord) 
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The Nexus of Power 

Suggested audience size: 5 to 15 people Suggested run time: 30 minutes to 60 minutes 

Suggested module pairings: 

★ 1. Strategic Campaigns (Comprehensive)  

★ 2. Strategic Campaigns (Basic) 

★ 3. Strategic Organizing 

★ 4. Strategic Research 

★ 5. Corporate Campaigns 

★ 6. Corporate Research 

★ 7. Organizational Development 

★ 8. Communication 

Introduction 

The previous activities introduced participants to various conceptualizations of power and challenged them to 
consider how and why these notions are relevant to the work they do. Participants were asked to consider the 
relative and contextual nature of power, using both themselves and prominent figures as analytical subjects. 
The Nexus of Power takes power analysis one step further, as participants are asked to spell out the forms of 
power each actor possesses vis-à-vis other actors and institutions. This exercise allows participants to map 
out all of the actors and power dynamics present in a campaign scenario, and permits the identification of 
strategic leverage points over key actors—information that is crucial for designing and executing any strategic 
campaign.  

Objectives 

1. Improve understanding of how power is exercised as well as the various limits to power. 

2. Learn how to conduct a thorough power analysis on a variety of actors. 

Materials 

1. Nexus of Power Flipchart – see Annex 2 for illustration. 

2. One Nexus of Power Handout per participant – see Annex 2 for illustration. 

3. Power Images (15) of persons, institutions, and/or events – see Annex 2 from Power and Powerlessness 
for examples. 

4. One pen or pencil per participant. 

5. Note cards. 

6. Tape. 

Preparation 

1. Six note cards per participant. 

2. One pen or pencil per participant. 

Preparation 

1. Prepare the Nexus of Power using a piece of paper from the flipchart – see Annex 2 for illustration. 
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2. Print out one Nexus of Power Handout per participant. Use the image found in Annex 2 for layout. 

3. Print out the fifteen power Images – see Annex 2 from Power and Powerlessness for examples. 

a. Your participants should be able to relate to the Power Images. If possible, the collection of 
images should contain an even mix of powerful persons, institutions, and events, historical and 
current, national and international.  

Warm-Up 

1. Begin the activity by handing each participant six blank note cards and ask them to list three people or 
institutions that have absolute power and three people or institutions that have little to no power. This will 
serve as a warm-up. 

a. If a participant is having trouble coming up with ideas encourage her to think about: 1) 
people or institutions that she would consider impossible targets to challenge and 2) groups 
she thinks would be impossible to organize into an effective force for confronting power. If 
she still is still having trouble, ask her to come up with examples that come as close to 
representing absolute power or powerlessness as possible. 

2. As participants are filling out their note cards, display the Nexus of Power Flipchart. 

3. Collect the note cards from participants and save until later in the activity. 

Activity Steps 

1. Begin the activity by posing two simple questions to the audience, 1) “Is power finite or infinite?” and 2) 
“How do we have power, by holding it or by exercising it?” 

a. To stimulate debate, try using the following examples as discussion topics: 

b. Example: Carlos Slim is the richest man in the world with an estimated net worth of $53.5 
billion (USD) / $620 billion (MXP) – a seemingly limitless amount of money. Is his power finite 
or infinite? Why? 

c. Example: What is the power of one trillion dollars in a bank account if it is never used? Is 
power held or exercised in this case? Why? What about the power of a nuclear bomb? If a 
country has a nuclear bomb but never uses it, is it power held or power exercised? What is 
the difference between the two, especially in the case of the latter? 

2. After participants have had an opportunity to debate these questions, ask them to recall the various levels 
of power and types of active power. Remind them that a challenge in answering analytical questions 
regarding power lies in the notion that power is relative and contextual—any given person or thing usually 

represents a mix of the different types/levels of power. 

a. Review the different levels of power (personal, collective and institutional) and 
active power (over, for and with). 

3. Draw the participants’ attention to the Nexus of Power Flipchart and give an 
explanation of the tool. Place a power image at the center and conduct a quick power analysis 

to illustrate how the process works. 

a. Nexus of Power: The Nexus of Power is a tool designed to help participants conduct a 
thorough power analysis and identify potential leverage points over an actor. Using a power 
image, participants place an actor at the center of the nexus and use each quadrant to 
brainstorm and analyze the type of power the actor has (power for others, power over others, 
power with and power over the actor). This activity helps to illustrate the fluid and relative 
nature of power and identify limits of an actor’s power.  

Teach-back 
moment 
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b. Example: Mr. Money Bags has power for lending money, power over those he 
makes loans to, and power with other bankers. By the same token, other banks and the 
government can exercise power over him through competition and regulation. 

c. See Annex 3 for completed example of the Nexus of Power. 

4. Now ask the participants to select the most and least powerful actor from the Power Images or their 
warm-up activity note cards. Place the most powerful actor at the center of the Nexus of Power and have 
the group conduct a thorough power analysis. Review the rules of brainstorming and begin. 

a. When participants are conducting a power analysis on their most powerful actor, start with 
who the actor has power over. Starting with this quadrant should be an easy way to begin the 
analysis. You want to work through the other types of power and end with who has power 
over the actor, presumably the most difficult thing for the participants to identify. 

b. If participants are stumped as to who has power over this actor, ask them to identify the 
power structure the actor is a part of and who or what might be able to influence him or her. 
If all else fails, pose hypothetical questions. 

c. Example: “If Carlos Slim’s customers were organized, how could they exercise power over 
him?” “What would happen if they organized a boycott of all of his companies?” 

5. Repeat for the process for the least powerful actor they’ve selected.  

a. For the least powerful actor, you want to start with who has power over him or her 
(presumably the easiest to identify) and end with whom he or she has power over 
(presumably the most difficult to identify). Completing the power analysis in this order should 
help build participants’ confidence as power analysts. 

b. If participants are stumped as to who the actor has power over, ask them to discuss what 
power structure the actor is part of: In what context does he or she have personal power? In 
what context does he or she have collective power, if ever? In what context does he or she 
have institutional power, if ever? Once participants place the actor in a specific context, ask 
who or what the actor might be able to influence (positively or negatively).  

c. If all else fails, pose hypothetical questions. 

d. Example: “What would happen if …” 

6. Repeat the process several times until participants have mastered the concept. Use a diversity of actors in 
the process and ask for volunteers from the audience to lead the exercise. This will help ensure they have 
a strong grasp of the concepts while simultaneously opening the floor for a mini teach-back. 

a. Stress throughout the activity that it’s always possible to find leverage over a powerful actor 
(even if they can’t take advantage of it yet) and build power for a “powerless” actor (even if 
they can’t realize it yet). 

Wrap-Up 

1. Ask participants how they feel after having conducted a power analysis. 

a. Do they feel more powerful or less powerful after the activity? Why? 

b. Did they feel confident that they were including most of the key actors and institutions 
surrounding the person in question? If not, what could they do to develop a more 
comprehensive nexus? 

2. Discuss with participants how this analytical tool will help them in their campaign efforts and aid in the 
recruitment/training of new members and/or affiliated organizations. 

a. Being able to identify what types of power an actor possesses is the first step towards 
unearthing possible leverage points. 

Teach-back 
moment 
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c. With the Nexus of Power, participants will be able to make a stronger case as to why they feel 
their campaign is winnable This will help the campaign recruit new people and/or 
organizations to their cause. 

i. Example: “We have leverage over Mr. Money Bags because …” 

d. Empowering participants to understand their own power on a variety of levels (in what 
contexts they have personal power, collective power, etc.) will allow them to take advantage 
of important opportunities.  

 Take-Aways 

1. No actor, no matter how powerless they may appear to be, is actually powerless – it is just a question of 
locating their power and building it.  

2. No actor, no matter how powerful they may appear to be, is immune to leverage – it is simply a question 
of locating their weak points and applying pressure.  

3. Taking the time to map out the key actors and institutions surrounding the actor in question is key to 
designing and executing a strategic campaign, as it reveals potential leverage points. 

Facilitator Notes 

1. Review the different types of power from What is Power? before beginning this activity. You will need to 
be able to define the levels of power (personal, collective and institutional) and the three types of active 
power (over, for and with). 

2. When participants are conducting their power analysis with the Nexus of Power, you should encourage 
them to make explicit the different levels of power they are identifying. 

a. Example: Mr. Money Bags has “institutional power for” making loans, “institutional power over” 
those he makes loans to, “collective power with” other bankers. Other banks and the 
government exercise “collective and institutional power over” him via competition and 
regulation. 
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Annexes 
Annex 1 – Nexus of Power (template) 

 
Power over 

 

 

 

 

 

 

 

   Power with                                    Power for 
 

 

 

 

Power over 
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Annex 2: Nexus of Power Flipchart 

 Power over  

Power with 

 

 

 

 

 

 

 

 
 

Power for 

 Power over  

Annex 3: Nexus of Power (Mr. Money Bags and Money Bank completed example) 

 Power over: 

• If responsible, government has power over the 
banks. 

• If organized, investors have power over the 
bank. 

 

Power with: 

• Banks have power 
with politicians 
when the latter 
pass laws that favor 
the financial sector. 

• Banks have power 
with other banks to 
pressure 
governments. 

 

Power for: 

• Banks have power 
for loaning money to 
those that need it. 

• Banks have power 
for pressuring their 
customers/clients. 

 Power over: 

• Banks have power over us if we take out loans 
from them. 

• Banks have power over the politicians they make 
contributions to. 
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Power Mapping 

Suggested audience size: 5 to 15 people Suggested run time: 30 minutes to 60 minutes 

Suggested module pairings: 

★ 1. Strategic Campaigns (Comprehensive)  

★ 2. Strategic Campaigns (Basic) 

★ 3. Strategic Organizing 

★ 4. Strategic Research 

★ 5. Corporate Campaigns 

★ 6. Corporate Research 

★ 7. Organizational Development 

★ 8. Communication 

Introduction 

The Power Map is a crucial exercise for the development and execution of any strategic campaign. It is the 
most effective way to identify the stakeholders connected to a target and to explore the nature of 
stakeholder-target and stakeholder-stakeholder relationships. Even the most seasoned organizers and 
researchers will complete a Power Map before embarking on a campaign so as to increase awareness of 
potential leverage points and allies and minimize run-in with obstacles and opponents. This exercise builds off 
the preceding exercises to give participants the necessary tools to complete a viable power analysis for their 
campaign. 

Objectives 

1. Learn how to identify and map out all of the stakeholders connected to a target. 

2. Learn how to identify and evaluate the importance of each stakeholder connected to a target. 

3. Understand how to employ the knowledge in a campaign. 

Materials 

1. Power Map Flipchart – See Annex 1: Power Map (blank) for illustration. 

2. One Power Map template Handout per participant. 

3. One pen or pencil per participant. 

4. Markers. 

Preparation 

1. Prepare the Power Map using a piece of paper from the flipchart – see Annex 1 for illustration. 

2. Print out one Power Map Handout per participant. Use the image found in Annex 1 for layout. 

Activity Steps 

1. Begin by discussing the importance of identifying all of the stakeholders connected to a target.  

a. If participants try to conduct a power analysis on a target in a vacuum, they will 
learn very little useful information. Knowing to whom a target is connected helps us understand 
what type of power it has, the conditionality of that power, and strategic leverage points to 

Teach-back 
moment 
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counter that power. With this information, participants can produce better research and campaign 
strategies to use against their target and for their campaign.  

2. Place the Power Map Flipchart in front of the participants and choose a target to place in the center. If 
participants already have a target, use it. If not, use a target from one of the campaign scenarios in the 
manual. 

3. Ask participants to brainstorm all of the stakeholders connected to the target. Review the rules of 
brainstorming and begin.  

4. Every time a participant comes up with a stakeholder, ask her to add the stakeholder to the flipchart and 
explain his or her relationship to the target.  

a. Challenge participants to use the three levels of power and the three types of active power when 
describing the nature of each stakeholder-target relationship. 

5. Draw a line from the stakeholder to the target so it begins to build a web. Do this until the participants 
have exhausted their ideas. 

a. Stakeholders can range from the most generic (e.g. workers) to the most specific (e.g. Mr. Money 
Bags the owner of Money Bank). 

b. While this is a brainstorm and all ideas should ultimately be put down on paper, you want to make 
the participants justify their ideas. This will strengthen the quality of their Power Map. 

i. Example: “Sure, Mr. Money Bags is the owner of Money Bank, the target’s primary lender, 
but why does that make him a stakeholder? Explain it!” 

c. Have the participants follow along on their handout. 

6. As you populate the map, ask participants to also consider stakeholder-stakeholder relationships 
surrounding the target, as these relationships can also be informative for strategic planning. 

a. Example: The media has “power for” the community because it has published pieces written by 
community members about InterAmerican’s poor environmental practices 

b. Draw lines linking stakeholders to one another as relationships are discussed. 

c. See Annex 2:  Power Map for an example of a filled-in Power Map 

7. Review the completed Power Map and transition to the wrap-up. 

Wrap-Up 

1. Explain to participants why it is important to be able to identify all of the stakeholders connected to a 
target and why doing so can increase the effectiveness of a campaign.  

a. Ask them to discuss what might happen if they were not aware of a certain stakeholder or didn’t 
know how or why he or she was connected to the target. What sort of liabilities could this create 
for the campaign? 

b. Example: What if participants did not know InterAmerican had powerful political allies? How could 
that impact campaign efforts? 

2. Stress that, in order for the Power Map to maintain its effectiveness in a campaign, organizers and 
researchers must constantly update the map based on new information acquired.  

a. Example: If we learn the names of InterAmerican’s top shareholders, this category should be filled 
in on the map with those details. 

b. Example: If we learn that the local press is being taken over by a businessman who supports free 
market politics, we can likely erase the link between the media and the community and replace it 
with a line connecting the media to top business actors. 
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3. Conclude by having participants discuss how they can use what they learn from a Power Map to design a 
more effective campaign strategy. 

a. Has creating the map of stakeholders caused them to question their standard approach to 
organizing? Does the map reveal other potential organizing routes? Does it reveal the need for 
further research? 

b. Example: If “shareholders” are listed as a stakeholder group, could they potentially be organized 
to apply top-down pressure on the company through financial activism? 

Take-Aways 

1. Power never exists in a vacuum. Being able to identify the stakeholders connected to a target helps 
identify potential allies as well as opponents of a campaign. 

2. A Power Map helps highlight potential leverage points and/or campaign strategies, and is therefore a 
good point of departure for any campaign. 

3. Just like any campaign scenario, the Power Map is dynamic. It must be constantly modified and updated 
based on new information acquired by the campaign.  

Facilitator Notes 

1. Review the different types of power from What is Power? before beginning this activity. You will need to 
be able to define the levels of power (personal, collective and institutional) and the three types of active 
power (over, for and with).  

2. Whenever possible, use real life examples when designing the map. It will make the activity easier and 
more relatable.  

3. When Power Mapping a target, be sure to build off of the ideas covered in the previous activities. You 
can ask participants to describe what type of relationship a stakeholder has with the target (personal, 
collective or institutional), what type of power characterizes that relationship (for, over or with) and 
what direction power flows (power over the target vs. power over the stakeholder). 
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Annexes 
Annex 1: Power Map (blank) 
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Annex 2: Power Map (completed example) 

   

 

Mr. Money Bags 

(Primary lender) 
 Shareholders  

 

Suppliers 

 

 
    

 

  

 

Media 

 

 InterAmerican 
Manufacturing and 

Transport 

 

Competitors 
  

 
    

 

  

 

Union 

 

 Workers  Community 

 

 

   

Note: There should be as many boxes connected to the target as there are stakeholders. 


