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Making Room To Go Beyond Kyoto 

Congratulations are due to everyone who has worked to bring the Climate Convention's Kyoto Protocol into force. Undoubtedly it will act as something of a driver to further action but I'd argue campaigners need to look at it differently. 

It's probably impossible for NGOs to completely avoid more effort to secure ratifications and promote the negotiation of new 'instruments' that require bigger emission reductions but NGOs need to resist the temptation to get too involved, and to allow themselves to be placed in the driving seat as well as pushing from behind the bus and trying to sell tickets.

Treaties like the Kyoto Protocol are really a measure of campaign work to create the social demand for action on climate, not a driver of it. At any event, that’s what is sorely needed now. 

Today’s governments are sucked and pushed into action by social pulls and pushes rather than forging a way ahead themselves.  Only NGOs are likely to clear the ground and make the space for further action, and that means going out and organising campaigns well away from convention centres, the climate policy community, or think tanks.  This is where 80-90% of the time, money, thinking and effort of NGOs trying to ‘work on climate’ should be going.  Progress on KP2 and its successors will reflect that more than drive it.

So what should they do ?

Campaigners face one problem in countries such as the USA, where those in power deny the need for such climate action, and another in countries (such as the UK) where the rhetoric of those in power is aligned to the objective but the action is weak. 

The American Administration (and perhaps others ?) use a values-strategy to oppose action. They have sustained themselves in power by stoking the fears of the security-driven part of their population.  The climate-campaigning NGOs mainly appeal to the hopes of the inner-directed part of the population.  The two audiences hardly overlap politically and the two motivational propositions do not connect.  Result for most US campaigns – close to impotence.

Some among the US NGOs have responded to this by calling to ‘change people’s values’ but this is largely beyond the scope of campaigns (see other material at this website).  Instead they could work to test those in power on non-rhetorical grounds, by encouraging a questioning atmosphere.  Where are the promised results ?  This is all the more plausible in a second term.

Don’t talk about the doctrine or the values or the competing visions of society. Find ways to get supporters of the government to ask for the results. 

Results for example in terms of security, fuel prices, jobs. Over time, questioning will erode confidence that the Administration is right.

At the same time, work with forces inside and outside the country to marginalise the impact of the Administration’s strategy. Achieve more State-based policies and practices that deliver climate benefits, and sell the social and economic benefits that these deliver.  The more this is fronted by businesses, the more convincing it will be to the esteem driven segment of society, and the more it will make the Administration’s doctrinaire objection to measures such as Kyoto look simply irrelevant.

Here, businesses and industries with an international perspective can make a big contribution.

Outside countries such as the USA, campaigners need to make the political space for governments to move into. Using Maslowian values to segment society into the three main groups, here are some hypotheses as to what might be useful strategies (they’d need testing with research).  

	Population segment
	Security driven
	Esteem driven
	Inner directed

	Push factors (problem driven)
	Loss of belonging, real seasons, local identity; perceived associated threats eg terrorism
	Falling real estate /house prices in areas vulnerable to climate change; uninsurables/ rising insurance cost 
	Equity issues; environmental refugees; appeals for help with global connections; critical ecological damages; new things to try

	Pull factors (solution driven)
	Saving money; safer homes; resilience of communities eg energy independent; community and family organised activities
	Fashionable branded products eg Prius; lifestyle makeovers; prizes and awards; top rated goods and services;  
	Connecting with others, meeting new people; creating new networks; developing your own lifestyle


Each of the above cells contains the essential elements of a strategy – they are not campaign propositions in themselves (eg a campaign might be ‘about’ renewable energy).  Few of them would be simply pursued by admonishment or advocacy and none by urging a policy result.

The above audiences need addressing separately, and with channels and contexts which work for them, not the others.  Politics will move into the territory prepared by behaviour change, and that will be driven by working with motivational (needs based) values.

The media usefully picks up on two things.  One is conflict, for example between aspirations and social acceptability. If SUVs become questionable social assets for example. Activists confronting four by four drivers in London streets are doing the right thing.  Another is rising trends. The news media exaggerates the significance of the new (“everyone is doing it/saying it”)  and downplays the established.  When new things move from the territory of the inner directeds to the esteem driven, the media typically says something has “arrived”.  Until then it’s not credible, or ‘serious’, or it’s ‘fringe’ or ‘unrealistic’.   

All along, the campaigns themselves have to be kept real, based on achieving human-human interaction not ‘getting things into the media’.

***

With this newsletter I have also published the ‘ambition box’ section from the forthcoming book ‘How To Win Campaigns’. This can be used to assess and chose targets for campaigns. One way to select which, or which combination of campaigns to run using the matrix above, is to examine the strategic effect, which is the ‘significance’ dimension of the box.
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