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More Signs Of Winning On Climate

Don't get me wrong: the reality is that we're crashing through the thresholds of dangerous climate change even faster than before but at least the alarms and responses are escalating rapidly.  In February 2005 (Newsletter 14) this newsletter suggested 'we are winning on climate' and cited things like US isolation over Kyoto; growing action by US States; car companies rushing to produce hybrids; wide acceptance of wind power and the slide in Bush's ratings.  At that time some environmentalists were still debating whether 'environmentalism' was 'dead'.  Now we have bill AB32 to cap and reduce Californian greenhouse gases led by Arnie Schwarzenegger, the 'green conversions' of Rupert Murdoch's Sky and of Walmart, and the Gore Ripple rocking the boats of celebrity CEOs, most recently Richard Branson who has pledged his Virgin travel business profits to fight climate change.  

Normative [1] pro-climate behaviour seems to be gripping the billionaires.  Maybe Steve Jobs will be next ?  Last week a friend approached me with the news that a major UK company wanted to steal a march on its competitors not just by out-pacing them on climate performance but by doing something so radical that it would annoy all its competitors.  These are changed times. And Pat Dade of Cultural Dynamics tells me that the latest data he has for the 'value modes' of the UK shows a significant rise in the number of 'pioneers' or post-esteem-driven people. More on that another time.

Have You Given Up Flying?

On 22 September 2006 the BBC UK flagship news programme 'Newsnight' began an online survey of its viewers asking 'Have You Given Up Flying ?' [2] - prompted by the journey of environmental discovery undertaken by its reporter Justin Rowlatt. Dubbed 'ethical man' he's spent a year trying to live 'ethically' but, say the Producers [3]:  

"We've heard quite a bit of anecdotal evidence that other people are ditching the wings in favour of other kinds of holidays and travel. Are you one of them? Have you quit flying for good ?"

On 24 September activists associated with Plane Stupid [4] blocked a taxiway at the UK's East Midlands Airport, which is particularly used for a lot of short-haul and night flights, some of the worst for climate impact. (See new post 'Plane Stupid Action' at http://www.campaignstrategy.org/resources.html#ex). Malcolm Carroll, a Baptist Minister whose former parish is in nearby Nottingham led a remembrance service on the taxiway, in memory of the victims of climate change, reminding his congregation of the Bishop of London’s comments that "Flying is a symptom of sin".

It's the small new NGOs that are leading on this issue, which I am still foolhardy enough to maintain [5] will become the new 'Save The Whale' as a socially testing issue.

Strategy of the Month: Camp Bling

Not innovative in itself but a well-executed and communicated direct action and lobbying campaign in an unfashionable part of Essex, England: Southend on Sea. A camp established in the path of a proposed new road, the campaign takes its name from the press handle for a local 7th Century King (possibly Sigeberht or Sabert) buried with a lot of gold ...  Indymedia wrote [6]: 

"Possibly against all the odds, and the expectations of some, including the local council, Southend on Sea’s very own road protest site marks its first anniversary this coming Saturday 23rd September" 

The road would destroy trees, public open space and the burial site of the 'King of Bling'. At £25m for widening 870m of highway the road is alleged to be the most expensive ever proposed, and would of course create more road space thereby increasing traffic and climate change.  As a 'how to do it', the Camp Bling website (run by Parklife) is a valuable model to many local campaigns [7].

Also well worth a look: Will Perrin's "ultra local environmental campaign using new media". Will says: 

"I am not an 'environmentalist' I campaign to clean up the gritty urban environment in Kings Cross where I live.  I have been doing this on my own as part of a loose network of other residents and concerned council officials for about four years.  I have used email, digital cameras and cameraphones extensively throughout. I recently branched out into a website, using blog software but not calling it a blog.  We have had a lot of success and the area is really on the mend".  
Visit: http://northkingscross.typepad.co.uk/my_weblog/
He says:
"I have been astonished by the v rapid and favourable reaction I have had locally from just 'showing and telling' that something is going on".  

Have a look, it is worth it. For Will's analysis see 'Ultra Local New Media Campaign' new post at http://www.campaignstrategy.org/resources.html#ex .

The Adrenalin of Secrecy

There are many funny (not ha-ha but odd) aspects of 9/11 and a host of American websites, movies, books and so forth about them.  For a review and why these can all be discounted as conspiracy theories see the piece 'Enough of the 9/11 Conspiracy Theories, Already' by Matthew Rothschild [8] who ends with: "The 9/11 conspiracy theories are a cul-de-sac. They lead nowhere. And they aren't necessary to prove the venality of the Bush Administration. There's plenty of that proof lying around. We don't need to make it up".

On the other hand there are very odd things to explain like the numerous explosions reported by first hand witnesses such as firemen, and the refusal of the authorities to release video footage of the plane hitting the Pentagon.  See the film 'Loose Change' by Dylan Avery at www.loosechange911.com .

What this certainly illustrates is the campaign fuel which those in authority provide when they refuse to disclose what they know.   To paraphrase Mrs Thatcher and her 'oxygen of publicity', it's the 'adrenalin of secrecy'. Have a look at my 'scandal equation' at this website [9] for the components of a news story led by scandal. But on top of that you can also multiply the result by secrecy - what's being withheld.  So long as the authorities refuse to reveal what's in those missing tapes from the Sheraton opposite the Pentagon for instance, the idea that it was a missile and not a plane, can persist.  As newspaper man Lord Northcliffe said: "News is what somebody, somewhere, wants to suppress.  The rest is advertising".

(For more on how to use in scandal in campaigns see my book, How To Win Campaigns pp 136-7.)

Upcoming

I'm taking part in the Green Alliances' 'Greening the public: how do we secure a step change in public environmental action?'  in the Council Room, The Royal College of Surgeons of England, 35-43 Lincoln's Inn Fields, London, WC2A 3PE at 18:30pm. Enquiries to Kathryn Cook at kcook@green-alliance.org or ring on 0207 233 7433, by Monday 2 October.

And I'm at 'Communicate 06' in Bristol on a 'dream campaign' Thursday 12th October 2006 at  HP Labs, Filton Road, Stoke Gifford, Bristol, BS34 8QZ, UK.  May not be of any interest or use to you but what is perhaps helpful is the summary the organisers have made of the 12 steps at this website, now attached as a posting '12 basic guidelines'.  See piece at http://www.wildfilmnews.org/displayNewsArticle.php?block_id=418 and booking at http://www.festivalofnature.org/conference.php
Lastly

Recently Al Gore gave a speech in New York and called for an immediate 'immediate carbon freeze' on emissions.  One US networker wrote to people in Europe: "Disappointingly this did not get much attention over here or at least nothing close to the attention it deserves (surprise surprise) and I am wondering if it was talked about at all in the UK?".
Well it got some but one reason for getting not much may be that the proposal lacked credibility. That is many might share the objective but the resources and activities needed to introduce it were patently lacking - to Al Gore or to those who heard the call. See a discussion of the 'credibility triangle' pp 27 - 30 in How To Win Campaigns.  Gore's idea falls into the 'usual NGO failure' bracket with the objective being simply too big. Objectives, activities and resources need, like a three-legged stool, to match: otherwise the credibility or feasibility of the proposition collapses and it's not attractive to follow it. See more in the book.
[1] When in Rome ... do as the Romans do. Lots of people try to follow norms.  Not all, all the time but in many cases it works. 
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