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PANELISTS

Michael Vachon
Soros Fund Management, Advisor to the Chairman
Michael Vachon is advisor to the chairman at Soros Fund 
Management (SFM). Mr. Vachon serves as spokesperson for the 
Fund and for Mr. Soros personally. He advises Mr. Soros and other 
executive on media relations and external affairs and acts as Mr. 
Soros’s chief-of-staff for special projects, including overseeing Mr. 
Soros’s political contributions.

Laura Flanders
 “GRIT TV,” Host
Laura Flanders is the host of “GRIT TV”: the new news and culture 
discussion program online, on satellite, and on cable TV.  Flanders 
is also the author of Blue Grit: True Democrats Take Back Politics 
Back from the Politicians (The Penguin Press, 2007) and the New 
York Times bestseller BUSHWOMEN: Tales of a Cynical Species 
(Verso, 2004), an exposé of women in George W. Bush’s cabinet.  
She is a regular contributor to the Nation, Ms. Magazine, the 
Huffington Post, Alternet, and CNN. 

Miles Rapoport
Demos, President
As President, Rapoport sets Demos’ agenda and oversees the 
management of the organization and fundraising efforts. Prior 
to assuming the helm at Demos, he served for ten years in the 
Connecticut legislature. His articles have appeared in national 
magazines and newspapers, and he is the founder of Northeast 
Action, a leading political reform organization in New England. 

Lisa Witter
Fenton Communications, Chief Operating Officer
Lisa Witter is the chief operating officer of Fenton 
Communications, the largest public interest communications 
firm in the country. She heads the firm’s practice in women’s 
issues and global affairs for clients including Women for Women 
International, MoveOn.org, the William and Flora Hewlett 
Foundation, the David and Lucille Packard Foundation, the 
American Medical Association, the American Lung Association and 
many others. Witter is co-author of The She Spot: Why Women Are 
the Market for Changing the World and How to Reach Them.
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1. It’s all about the economy.
There’s no getting around the fact that Obama’s 
administration will be immersed in economic planning 
for the foreseeable future – and the media will follow 
his every move. So how do you tie your issue to their 
economic planning?

Miles Rapoport, President of Demos, suggests that we 
reframe Obama’s economic planning by broadening 
the language we use to talk about it. For example, 
he suggested we dispense with the term “stimulus 
package” – it’s shortsighted and doesn’t offer most 
progressives a chance to enter the narrative. Instead, 
Rapoport said we need to, “Make it clear that things 
cannot go back to the way they were before. We 
need a long-term economic recovery plan.” And all of 
our domestic issues can be part of that plan – from 
environmental issues to healthcare to early childhood 
education.

2. Connect the issues.
If your issue is not a high priority for the new 
administration, you’re going to have to connect it to 
an issue that is a priority in order to get any political 
or media attention. If you cannot frame your issue as 
a potential part of the economic recovery plan, Laura 
Flanders, Host of “GRITtv,” suggests you should consider 
national security and the role of the U.S. military in Iraq 
and Afghanistan. 

Flanders said, “If you want to talk about the failure of the 
healthcare system, for example, talk about how it affects 
veterans from Iraq and Afghanistan who are coming 
home with health problems.” 

3. Go local.
Let’s face it – not all of the issues we work on are easily 
tied to the economy or the military. Fortunately, while 
those issues will dominate the national political agenda 
and media discourse, other domestic issues will likely be 
dealt with on a state level – and there’s plenty of space 

in local papers across the country for domestic issues 
framed through a local lens. 

Local issues can also become national ones. As 
Michael Vachon, Advisor to the Chairman at Soros Fund 
Management, pointed out, what started this year as a 
California ballot initiative to ban equal marriage rights 
for same-sex couples has mobilized people nationwide 
and in turn garnered the attention of both press and 
politicians. 

4. Make the international domestic.
The state of the economy is causing our country to turn 
inward—and bumping international humanitarian and 
development issues further down the priority list. 

According to Flanders, groups that do international 
humanitarian work will need to show how their issues 
relate to key domestic issues. In other words, it’s not 
going to be enough to talk about women’s rights in Iraq 
for the sake of women’s rights in Iraq. We need to frame 
women’s rights as a step toward Iraq’s stability and, 
therefore, American security, to make this issue relevant 
to our domestic agenda and press.

5. Think beyond the first 100 days.
The First 100 Days of a new administration is thought to 
be a period of tremendous productivity that sets the tone 
for the president’s first term. But our panelists urge us to 
dispense with this notion. 

“We shouldn’t think in terms of the first 100 days or we 
are hurting ourselves,” says Vachon. “A given issue might 
not get looked at even within the first year because the 
economy is going to dominate the agenda.”

That doesn’t mean we should be complacent, however. 
“We just have to patient,” added Rapoport. “Over-expect, 
but do not over-expect quickly.”

10 TIPS
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6. Harness Obama’s movement.
Obama’s candidacy unleashed an enormous amount of 
enthusiasm and energy that progressive organizations 
can harness for the long haul. As Flanders pointed out, 
many local Obama groups have continued to meet after 
Election Day and are hungry for causes to mobilize 
around. Progressives now have the opportunity to build 
the kind of local infrastructure that the Right has utilized 
for years to advance our issues – locality by locality. 

Of course, as Vachon noted, we’re still waiting to see 
how fungible the energy of Obama’s 10 million-person 
email list is going to be. But, he said, “It’s going to be up 
to the Progressive movement to take that energy and 
use it.” 

7. Be a constructive critic.
The panelists argued that Obama’s victory represents a 
sea change in US politics towards progressive policies 
and values. For this reason, Rapoport reminds us that, 
“Obama’s victory is a triumph for all progressives. We 
need to help him succeed.” If we want Obama to make 
change happen, not only do we have to “make him do it,” 
but we have to support him as he does it. 

Of course, this does not mean we can’t take issue with 
Obama’s decisions. As Vachon put it, “We have to walk 
the line between being Obama’s unconditional yes-men 
and hypercritical agitators.” 

8. Push the boundaries of the 
debate.
This election represents a fundamental shift in our 
politics; we now have a rare opportunity to broaden our 
traditional debates and change the way we talk about key 
issues. For example, Rapoport noted that during the past 
40 years no politician could even mention raising taxes 
without committing political suicide. With the economy 
in the gutter, that is changing now: people are more 
amenable to higher taxes and expanding government 
programs.

Rather than continuing to let taxes be framed as a 
burden, we should take the opportunity frame the 
economic recovery package as a ‘down payment’ 

towards buying us healthcare for all, green jobs, 
extended unemployment benefits, and more. 

And while we’re changing how we talk and think about 
taxes, we should ask the other critical big picture 
questions that have been off the table for so long: Should 
more of the GDP be spent publicly? Should we have 
more government regulation? What should be the role of 
the U.S. military around the world? The list goes on…

9. Educate.
This election was personality, not policy, driven. And as 
we’ve already seen, much of the coverage about the new 
administration has already fallen into the “Camelot” trap. 
We’re seeing too much celebrity- style coverage, and 
not enough substance. Our job, according to Flanders, 
is to pull the focus of the media back to “the substance 
of real people’s lives.” It’s our job to educate the media 
- especially the progressive media - on the difficult and 
complex issues we face.  

10. Celebrate!
“As progressives, we don’t celebrate enough,” exclaimed 
Flanders. “We’re in a moment where we deserve to 
claim a little victory!” 

So let’s get out there - all 65 million of us who voted for 
change. Yes, we did. And yes, we will…
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