About Us and Our Contribution
Genera Ideas y Acciones Colectivas is a private, non-profit organization which works to make a concrete contribution to Chilean society through initiatives that are designed (1) to improve social harmony, (2) to strengthen civic participation, and (3) to reinforce social responsibility.

Genera recognizes that the country's economic growth must be accompanied by the strengthening of civil society and the development of individuals and their communities. Moreover, the organization acknowledges that the diverse actors of society should maintain reciprocal ties of respect.

Genera´s main strategy is to run public campaigns that (1) strengthen society´s responsibility to human rights, (2) emphasize values such as solidarity, mutual respect, diversity, non-violent coexistence and, (3) reinforce practices that are consistent with a vibrant, modern democratic culture.

Genera´s board members come from a variety of diverse backgrounds, including artistic, cultural and academic areas of expertise. The organization is composed of two divisions: an advisory council and an executive body. The Chilean actress, Antonia Zegers, leads the advisory council while María Eugenia Díaz Mujica, with her Masters in Social Policy and Administration, chairs Genera´s executive group. 

Genera´s campaigns have proven to be highly successful, achieving extensive media coverage and creating a significant impact within various sectors of society. The following list divides the methodology of these campaigns into seven phases:

1. Conducting Research Studies: These studies utilize both opinion surveys as well as focus groups. Genera then identifies areas of concern and opportunities for improved based on these results.  
2. Developing a Campaign Strategy: After reviewing the multiple areas of concern, Genera ultimately focuses on one issue. Accordingly, the executive group defines and develops the issue, specifically (1) analyzing the intended discourse of the campaign, (2) establishing the creative strategy, and (3) determining the various target audiences.
3. Creating a Marketing Campaign: The next step addresses the production of and installation of the marketing campaign. The process of developing the social marketing campaign includes (1) further developing the overarching messages of the campaign, (2) visibly establishing the issue in the general public, and (3) managing to attractively reflect the campaign´s purposes.
4. Diffusing the Campaign using Media: Genera maintains a sustained presence in Chilean mass media throughout the campaign. This allows the organization to achieve both a more ample outreach to the public as well as to install the issue, within the sphere of public opinion. This approach is primarily formed by public media figures and the community at large.
5. Utilizing Public Advocacy and Education: Genera increases awareness by introducing the campaign into the public arena through the following strategic approaches: (1) presenting the discourse in a well-regarded public space; (2) speaking face-to-face with the Chilean citizens, specifically with the target audience; and, (3) creating and giving various seminars and workshops. These methods press the participants to observe their own behavior, encouraging them to assume greater civic responsibility.
6. Employing Social Networks: Genera assumes an active role within a variety of social media networks, including Twitter, Facebook, and Blog spaces. Utilizing these media outlets, the organization transmits its information and its proposals to an assortment of groups and individuals, creating a space for dialogue and debate.
7. Working to Impact Public Policies: Through forming partnerships and aggressively networking with a wide range of Civil Society Organizations (CSO), Genera holds several forums, seminars, and workshops dealing with proposals to better public policy. Specifically, the organization strives to improve Chilean civil rights by (1) raising the general public´s awareness to their guaranteed rights, and by (2) bettering an exchange of direct communication with political and social actors.
Our Purpose and Actions

Genera´s main objective is to improve social coexistence and harmony in Chile by encouraging the exercise of and defense of the rights and duties of its citizens. The organization strives to further the consolidation of a truly democratic and modern culture, providing greater opportunities for equality and diversity.

To achieve this goal, both communication as well as respect are paramount in formative social spaces (including the family, school, neighborhood, and work environment) because in them people develop specific values and habits which ultimately shape coexistence.

Utilizing resources received from national funds, international cooperation, and private contributions, Genera has successfully accomplished the following objectives and actions:

· Genera launched three comprehensive public campaigns

a. ¡Ya! contra el abuso de poder Challenging abuses of power (2005-2006) 
b. ¡Ya! contra la discriminación Challenging discrimination (2007) 
c. ¡Mas Respeto! Promoting the respect of Economic, Social, and Culture Rights (2009-2010) 
· The NGO strove to educate the Chilean citizen through workshops on civic rights and duties, specifically targeting local leaders and schools to develop young leaders

· It created and executed forums and seminars on national public policy

· In alliance with numerous Civil Society Organizations, Genera significantly impacted Chilean civil society by creating bills promoting (1) the position of Ombudsman, (2) the Law Against Discrimination, and (3) the Law of Citizen Participation.f

· The organization obtained widespread installation of campaign issues in the mass media, employing media strategy and engaging with social media.

· The NGO produced and distributed campaign materials, ultimately educating the public and disseminating the campaign issues.

· Genera increased public awareness of the campaigns through numerous installations in public spaces throughout Chile, providing the citizens with informative material.

· It executed several artistic competitions related to civic rights and responsibilities.

· The NGO created the Power Abuse Barometer (Barómetro Abuso de Poder), dealing specifically within industries that provide basic public services. This innovative Barometer is a periodical study designed to measure the public´s perception of violations of human and civil rights. The repetition of this survey allows for a statistical comparison over time and to establish a pattern in its evolution.

Our Alliances and Partnerships

In order to fulfill its objectives, Genera collaborates with an assorted network of international agencies, public agencies, private companies and social organizations, with the understanding that it takes a broad and diverse support to create social change. Genera´s policy consists of allying itself with other corporations, organizations and private entities in order to facilitate a greater exchange of information, including specific proposals, resources, and skills.

In the past, Genera has obtained resources and capital in order to further its work. The organization began its operations and activities with backing from Oxfam-Novib, an international aid agency based in the Netherlands. Throughout the years, Oxfam-Novib has pledged its continued support to the Corporation, providing over fifty percent of financial aid to Genera. In addition, the Ford Foundation, the European Union, and the Inter-American Development Bank are among those who have contributed to the organization´s growth. 

Additionally, private companies have taken part in financing various initiatives and campaigns. Specifically, Genera has sought to establish networks with (1) socially responsible corporations, (2) corporations that give back to the community, and (3) socially and culturally active corporations. In this joint effort, Genera has established ties with numerous businesses, including Metro Santiago, VTR, Panasonic, Sony Ericsson, Subus, Iberoamericana Radios, Canal Trece Bicentenario (Channel 13 Bicentenial), and CBS Outdoor.

Our Achievements with the Campaign “Más Respeto”(2009-2010)

Impact on the Chilean citizen:

· Positioning the campaign in the Metro: The campaign was able to reach the Santiago Metro´s 2.2 million daily users through the installation of billboards in fifteen metro stations. Also, there were advertisements placed on the outside of a subway car as well as seventeen daily TV spots on the Santiago Metro News.
· Positioning the campaign on the street: Genera reached a large percentage of the general public in Santiago. Over the course of the campaign, the non-profit organization (1) stationed posters in sixty bus shelters in the Metropolitan Region for one month, (2) placed 100 advertisements on the outside of Transantiago buses for two months, (3) installed eleven billboards throughout Santiago, and (4) positioned 31 banners in areas, such as  in parks and over bridges. Additionally, Genera set up over seventy “Mas Respeto” campaign stands in two months, strategically placing them in various public spaces including in squares, streets, college campuses, and fairs. In these spaces, the employees and activists interacted with approximately 50,000 citizens, distributing thousands of educational leaflets, posters, and other campaign related materials.
· Positioning the campaign on Radio Stations: Reaching an average of 121,500 people, Genera´s radio spots consisted of a sentence advertised three times daily during a month in four FM radios. Three radio capsules on labor rights of young people issued for five months in 100 community radio stations with a coverage of approximately auditors 5,000 per month, was conducted 28 radio interviews on the campaign.
· Positioning the campaign on TV: Genera was able to publicize the campaign in two of the national TV channels, including (1) six interviews, (2) nine spots in the news, (3) a detailed report on news station TVN, and (4) a spot on a well-renowned current affairs program. Overall, the campaign Mas Respeto achieved major coverage, with a total of seventeen televised press releases.
· Positioning the campaign in Newspapers: The Mas Respeto campaign was published in eighteen informative articles, twelve opinion pieces, and four interviews. The campaign attained significant media coverage, including publications in three of the national newspapers (La Segunda, La Tercera, El Mercurio) and two of the free newspapers (LaHora and Publimetro). According to print media estimates, Genera ultimately achieved a readership of approximately 5,859,842. 
· Positioning the campaign through Virtual Media and Social Networks: The Chilean NGO created the Facebook group "Mas Respeto" which boasts 6,097 members. It posted various photos campaign videos on YouTube and Flickr. Additionally, 1,084 people joined the campaign through the Genera website. Starting in December of 2009, the Twitter account has 586 followers.
Citizen involvement in the Mas Respeto campaign:

· More than 15,000 people joined the campaign

· Over 400 people competed in the Concurso de Micro Cuentos: Cuenta la pega (Short Story Contest: Stories dealing with respect in the workplace)

· 100 young men and women participated as activists in over seventy campaign related actions, including denouncing and diffusing instances of abuse of civil rights, and demanding and proposing solutions for greater degree of respect.

· Approximately 100 young men and women participated in the Concurso de Cortos: Convivencia escolar (Short Film Competition: Videos dealing with respect in schools).

· More than 6,000 people voted for the their favorite short film

· Twenty-two Civic Society Organizations (CSO) participated in and supported the campaign

Political Advocacy and Lobbying

· With the involvement of other CSOs, Genera headed the initiative to create two bills; the first bill intends to create the Ombudsman position in Chile (Defender of the People), and the second seeks to sanction discriminatory conduct in the country. The Ombudsman bill successfully made it through the House of Representatives (Cámara de Diputados). Today, both of the bills are currently waiting to be heard before the Senate.

· With the participation of various CSOs involved in improving labor rights, Genera developed a political advocacy strategy which centers on campaigning for improvement in (1) the educational system, (2) gender wage equality, (3) social conditions to improve job opportunities for young women in trades, (4) technical training for youth, and (5) Chilean Labor Code.

· Under the coordination of Genera, several young men and women from over nine metropolitan regions presented their proposals and demands to political authorities and local businesses to improve their own working conditions.

OUTLOOK FOR 2011 CAMPAIGN 

Currently, Genera is preparing the second phase of the Más Respeto campaign. Taking place in 2011, this next step will focus not only on the elimination of discrimination but more importantly the appreciation and strengthening of diversity.

In the Chile of today, the process of individuation has created a culture with a weakened sense of community and collective responsibility. This process ultimately leads to a fracturing of social interactions and practices which sustain a modern democracy. Therefore, Genera promotes mutual respect as a necessity and inherent part of a vibrant society, specifically related to exercising civil rights and duties.

The combination of prevalent discriminatory practices and values with the rejection of diversity is the principal cause of the disrespect within Chilean society. In fact, in our last study [1] 96% of respondents agreed with the statement: “I am a Chilean individual who discriminates against others”. The same study revealed that discrimination in Chile is very strongly associated with poverty and race; 29% of persons interviewed identified the main victim of discrimination as “poor” while an equal portion of survey respondents (29%) identified “people of color" to be the principal victims. Needless to say, this has various negative effects on people living in poverty and people of a racial minority. Most notably, this directly correlates with the inferior treatment of and lack of respect for the rights of the individual within industries that provide basic public services, particularly in the health and education sectors.

Its main objectives are:

1. To install in the Chilean public opinion, understanding, respect and value and practice of modern democratic life, understood as a right to respect and reciprocity as their main incentive. 

2. To urge the public to express in concrete actions, commitments and practices of respect for the community.

3. To relate to the citizen to bear its responsibility for building relationships of respect, encouraging concrete actions of greater respect for diversity. 

4. To enhance the joint action of civil society organizations, broadening the impact of their work and seeking a contribution to the local environment of mutual respect and relationships with authorities, public bodies and private companies in the territory. 

The Más Respeto campaign aims to better the coexistence in our country through encouraging and strengthening diversity, and opposing racial and socioeconomic discrimination as a fundamental condition to increase the degree of respect of human rights and civil responsibilities and to promote respect at an individual, community, and institutional level. 

[1] Second Barometer of the Abuse of Power in the Basic Services and Labor (Barometro sobre Abuso del Poder en los Servicios Basicos y Trabajo). Genera 2010

