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. The Road to Beijing: / t ‘ ﬂ'

United States Women and the Fourth World Conference

Executive Summary --
Maximizing the domestic potential of Beijing

The United States faces an opportunity to show world-class leadership on women's
cquality issucs us it prepares for the Fourth World Conference on Women in Beijing, China in
September, 1995 and the predecessor regional world conference in Vienna, Austria in October,
1994,

What I have to offer is on the domestic political impact -- not the State Department or
inicroational ramifications. In rccent months preparations have moved ahead rapidly in the
Department of State and Department of Labor. In the circles where I travel, women are pleased
with the statements that preparations for Beijing will parallel those for Cairo -- which have been
very impressive.

However, the Clinton Administiation and women leadcrs in this country will miss a

‘ terrific opportunity -- and potentially be very embarrassed -- if we fail to use these events as a
catalyst to move the domestic agenda for women.

Based on my personal experiences in the White House, a two week stint as one of two
U.S. public delegates to the United Nations Commission on the Status of Women in March,
1994, and some major speaking engagements on the topic around the country, here are some
thoughts on maximizing the positive domestic impact of the road to Beijing. This is a terrific
opportunity for thc Whitc House to seize to capture the attention of American women and move
a domestic agenda for women. The spotlight and media attention will be there --

\/ 1. Preparing for Beijing is not a bureaucratic exercise but a political opportunity
and/or liability with critical timing for the Clinton Administration. A publicly
visible Cabinct-lcvel working group is essential with key Whitc Hous¢ presence. The
Adminiswration should draw on key women leaders to work regularly with this group

(similar to the Cairo effort), Incidentally, I get a strong response when identifying Bill
Clinton as our first "pro-women President."

2. Start now to appoint fully balanced U.S. delegations and accompanying experts to
Vienna and Beijing — before all the political jockeying begins and to assure a full
deliberative and policy process to lead up to the conferences. America needs high
level governmental women, women of color, elected women, hopefully with a mix that

. includes a significant portion of NGO leaders. It is particularly useful politically to
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OUTCOMES OF THE CAMPAIGN FOR THE WOMEN'S ECONOMIC
AGENDA:
I'his multi-faceted campaign would bepin in the fall of 1994 and—
ontinue unti) the fall o It would stretch over four years of
ive sessions (January 1995, 1996, 1997 and 1998). 'I'he major
outcomcs based on a $1.6 million budget over four years would be:
15 A Movement

A visible, supported and positive women's economic agenda
moveinent built from the bottom-up and connected to the full range of
women leaders.

2. Policies that Work

"*State of the States" survey/report card for the Women's Economic
Agenda will be developed and published in alternate years.

"The Women's Economic Policy Agenda" of effective model bills on

women's needs related to work, family, and health will be published
in alternate years.

3, A Women's Economic Infrastructure

Center for Policy Altematives

A National Women's Economic Agenda Commission (advisory
group) and an "inside-outside" network of 2000 women leaders from
every sector and state. s
A juint state and national clected women's committce to sharc strategy
for simultaneous solutions at both levels. .

A mapping, resource directory and database of all of the lacal, state
and national constituents of the women's economic agenda.

The national network of women's grassroots agenda projects would:
be connected through a newsletter, telecommunications network and
convenings (dependent upon resources -- could be regional, national
or through video teleconferencing), have shared legislative options
and agreements to move bills simultaneously.

Campaign for Women's Bconomic Agends
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4. Media

PAGE

and Political Visibility

Two "Womer's Economic Leaders Roundtables” per year to bring the
parts uf lliis movement together with elected women around a
perticular topic.

Women's Econamic Summit every two years; 1996 should be large
and covered extensively by the media.

Use of media strategy for all products and events to gain support for
women's economic agenda among women and elected ofticials
(especially women) to ensure its prominence in the political debate.

5. Sustainability

Develop funding strategies for sustaining the women's economic
agenda movement at the state and national level.

Promotion of the women's economic agenda within all stages of
TInited States preparation for Beijing and Beyond: development of
the platform, preparation of the delegation, and attention by the White
House fur US policy change.

Bulletin board for women's economic agenda policy making all
reports, policy models and draft bills available to elected women and

activists as well as CPA's Policy Alternative Leaders through the
Internet.

6. Collaborations (not in current budget and not discussed with the parties
which are named) *

o]

Center for Policy Altematives

Repetition of the "Women's Voices" poll with the Ms. Foundation --
particularly if timed before Beijing.

Collaboration with the Institute for Women's Pclicy Research on a
research agenda to support this campaign.

Development of a full-scale media campaign with the
Communications Consortium (our stafl now includes Micheline
Kennedy, who just completed her fellowship there).

Cempaign for Women's Economic Agends
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o Development of a joint project with the League of Women Voters to
have presidential candidates, women governors, members of

Congress, legislators and mayors discuss the women's economic
agenda.

CPA Organizational Capability:

The Center for Policy Alternatives is a nonproiit voice for progressive policy.
The mission of CPA is connecting people and ideas to build a new economy that
supports families and communities. The Center works through progressive
federalism spreading ideas from state to statc and testing ideas for national change.

Since 1976, we have participated in scores of new policy initiatives on a
broad range of issues including environmental protection, energy conservation,
alternative agriculture, economic apportunity for poor communities, reproductive
choice and sustainable development.

CPA has developed three signuture capacitics: dcvcloping concrete policy
alternatives based on ideas that work; building nonpartisan constituency across the
S0 states; and generating visibility for those people and ideas.

Key Personnel:

Linda Tarr-Whelan, President and CEQ, has 23 years of experience in public
policy, including service as deputy assistant to President Carter in the White House,
administrative director of the New York Department of Labor, public policy director
for the American Federation of State, County and Municipal Employees, and
government relations director for the National Education Association. Ms. Tarr-
Whelan has held her present position with the Center since 1985. She recently.
served as a member of the US Delegation (o the 1994 meeting of the UN
Coumumnission on the Stwatus of Women. MS, Univcersity cf Maryland; BSN, Johns
Hopkins University.

Jamie Cooper, prior to being named Associate Director of the Center, managedCPA's
Governance program. In this capacity she focused on increasing democratic
participation by those traditionally disenfranchised. Slic lias served as a consultant on
issues of corporate and community cooperation for the Atlanta Project, a program of the
Carter Center. Her other experiences include serving as a state election coordinator for
CBS News' Election Unit, covering a variety of issues on Capitol Hill, inchiding health,
trade and immigration, and organizing for several other state and local campaigns. MPA,
Harvard University's John F. Kennedy School of Government; AB, Smith College.

Center for Policy Alternatives
Campsign for Women's Economic Agenda
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Micheline Kennedy, Communications Specialist. Micheline joined the CPA staff after
complcting a fellowship at the Communications Consortium Media Center. Prior to her
fellowship she was Coordinating Producer at a Miami-based cable station and a
Publicist at Penguin Publishing. She holds a4 B.S. degrec in Communications from The
Florida State University.

Tonys Butler-Truesdale, J.D., Coordinator of Women's Feonomic Justice at CPA, is
primarily responsible for the implementation of CPA initiatives related to women and
the economy. She is a recent graduate of Howard University Schuul of Law, where her
academic interests were centered in Labor and Employment law with specific interest
in the progression of rights recognized by women and minorities in the labor market.

Amy Chamberlain, Program Associate, concentrates on women's health policy and
family support policies that enable workers to combine their work and furnily
responsibilities. To the Center, she brings her experience as a rescarcher with the
Amalgamated Clothing and Textile Workers' Union and the consulting firm Managing
Work & Family, Inc. BSJ Northwestern University; MA in public policy and women's
studies, George Washington University.

Concluaion

The political and medija potential of the Fourth World Conference for Women
in Beijing in 1995 and the Presidential election process in 1996 provides a special
opportunity to move the women's economic agenda.

A four year campaign will visualize and share an agenda for action; link the
existing centers of women's organizing together for women; create policy and funding

madels for real change: deliver ouzmessage through the media; build support among
women and strive for long-term sustainability.

We hope that you will support this ambitious campaign to seize the moment. In
five years we want to celebrate together the women's economic agenda movement.

Center for Palicy Alternatives
Campaign for Women's Economic Agenda
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Penoune):

1994 - 1998 Budget
The Campaign for the Women's Economic Agenda
Beijing & Beyond

Linda Tarr-Whelan (25%)
Jamie Cooper (50%)
Program Saff (2)

Field Coordination (50%6)
Network Coordinstion (50%)
Interme/Lawfcllows
Administrative Staff

fringe @ 22%

Dlrect Costs:

Coasultants
Cammunications/Media
Computers (incl. software/petwork)
Travel: domestic
international
Agvisnry Commiftee
Publications (acwsieniar, direcrory, annual survey/report)
Conferences (ragional/nstional core support
& 2 leader's roundtables)

Rent

Office Supplics

Telecommunications (conference calls, faxing, telephone)
Accounting & Auditing

Copying

Indiroct Costs

POLICY ALTERNATIVES

Year 1

$25,000.00
$30,000.00
$65,000.00
$20,000.00
$12,500.00
$15,000.00

izs:ooo.oo_
52:350'.2_

$15,000.00
$50,000.00
$12,000.00
$15,000.00

$5.000.00

$8,000.00
$20,000.00

$60,000.00
$13,000.00
$3,500.00
$5,600.00
$2,500.00
$1.500.00
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