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Index To Previous Issues

All editions of the Campaign Strategy Newsletter are posted at the website www.campaignstrategy.org.  Here’s a rough guide to their content.

2004

1 Dec – introduction

2005

2 Jan – Climate of Values – psychological mapping in relation to the Shellenberger and Noordhaus debates – US, Canada, UK, and the role of ‘norming’ of environment

3 Jan – the ten reasons why climate campaigning is difficult – RASPB propositions (also posted under ‘resources’)

4 Feb – making room to go beyond ‘Kyoto’ – push and pull factors for security driven, esteem driven and inner directed people (Value Modes); link to the Ambition Box for campaign strategies  

5 March – Campaign Intelligence – power analysis along the gm food supply chain; conflicting commercial interests over aviation taxes

6 March – spin, problems and solutions – the case of organic food is bad for the planet

7 April – case study of Jamie Oliver and the Soil association school dinners campaign – success factors

8 April – why Britain votes as it does - new survey results from psychological values (needs, motivations) and affinity to British political parties (and to none at all).  Reveals some reasons why people don’t need politics. Links to posted study.

9 April – wind wars and how the renewables lobby could raise its game; more on air politics; spin on f-gases

10 May – Election issue – the four reasons why ‘environment’ didn’t feature in the 2005 UK General election

11 Blair’s razor – how Tony Blair drew a line in the sand between himself and those concerned for the poor and the planet – (UK readers, read this and look at David Cameron in 2006 …)

12 May – results posted and analysed from Value Modes study of people and action on climate change

13 June – icons not celebrities – the political roles of Bono and Geldof

14 July – evidence that news of the Death of Environmentalism was premature, and signs of winning on climate.  How not to confuse conflict with losing.

15 July – the Mother of all Campaigns – three key levels of campaign design and efforts against terrorism

16 Sept - the meaning of Katrina – wind waves, social currents and its role as a social storm-wave

17 Sept - why won’t they do what we want ? A study of psychological values and organic food shows the need for brands

18 Oct – air travel and climate change – study results (posted) on motivation and curbs; and EU political analysis by the Varda Group

19 Nov – Converting an ‘issue’ into  tangible campaign: case study of the WWF ‘toxics’ campaign on Chemicals and Health, run as a ‘campaign of discovery’ through blood testing.  Use of the Campaign Planning Star from ‘How to Win Campaigns’

20 Dec – metaspin and the UK government efforts to use climate as a context for more nuclear power: example of how context can be used to make frames salient.  Use of the CAMPCAT tool.  Competing frame analysis.  What sort of electricity would terrorists like us to rely on ? 
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