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The 'New Save The Whale' ?
Regular readers will know that this Newsletter has irregularly reported on the air travel and climate 'issue', and noted the nascent 'no-fly' tendency.  In the UK this subject continues to generate press debate, for example The Guardian 20 February 2006, front-paging on a proposed EU-US rule which would prevent countries taking unilateral action to restrict air travel for environmental reasons [1].
 

In January, its sister paper The Observer, carried a news feature [2] 'What is the real price of cheap air travel?' featuring several tales of how 'a small but growing band of conscientious objectors are making a stand by refusing to fly'.  "Is this the beginning of the budget travel backlash?" asked writer Tom Robbins.
 

Perhaps the stories of Michael Gibson from Manchester, Melissa Henry the marketing director, and Sarah Ellingham the oncologist were not unusual - they had all decided to give up or curtail flying on climate grounds.  Except for one thing.  No significant public campaign is yet calling for anything like it.  The large NGOs are really all equivocating - against more air travel but exerting no real effort to do anything much about it.  As reported in No 18 of this Newsletter, the people featured in The Observer are the 'Pioneer' self-starters of trends and issues.  Interestingly, The Observer also reported that Mark Ellingham founder of the iconic and very airborne 'Rough Guides' to travel, has taken a similar decision, even going so far as to commission A Rough Guide To Climate Change, out this year.
 
A prediction then.  It will become fashionable, if it isn't already, not to fly.  Real-travel, meeting real places and real people will become 'the' way to take your holiday.  Like Slow Food only less Italian. If this takes off, so to speak, the repercussions for the politics of air travel and climate could be considerable.  One of the great unspoken political certainties will become unglued - we can't act against air travel because "we" all do it so much.  We may still be doing it but once it's an undesirable habit, then negotiating alternatives - in fuels or systems or taxation, will become a whole lot easier.  
 

Holiday industry and travel groups such as ABTA (British Travel Agents) still use the 1970s as their political-aspirational reference point: people-demand-to-fly.  Of course many, indeed most, still will but there will be a subtle and important change if those with the time and/or money to do so, chose other ways to get about.  Air miles in reverse as it were.
 

Back in the 1970s, the Save The Whale campaigns acted as a powerful social definer.  To be against whaling meant you signed up to a vague idea that the world needed saving, when most people thought it was perfectly ok. Save The Whale was for people who were, to most others, slightly nuts.  People who put 'the planet' before 'people'.  Nowadays environmental concern is normed and unremarkable.  No-flying has the potential to emerge as just such a distinction.  It's a whole lot more difficult to embrace than sustainable development.
 

Worth a look
How to pitch an idea  http://www.scottberkun.com/essays/essay38.htm
 

Campaign of the Month (suggested by James Whelan):
OK not really a campaign, more a feast of ideas: http://www.movementasnetwork.org/ .  
Some good stuff mostly about structures, if tending sometimes to navel gazing as in "I originally wrote that I disagreed a bit with point #8, but realized that was a typo, and that my main disagreement is with point #9".
Challenge
Can anyone out there think of a way to use Dee Hock's 'Chaordic' organisation model (see VISA http://www.chaord.com/learn/res_visa.html) to create a global campaign?
Factoid
Between 1968 and 1996, American Presidential candidates’ news ‘sound bites’ shrank from an average 43.1 seconds to 8.2 seconds [3].  Does anyone know what has happened since?
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