






VALUES, NOT JUST ISSUES
Don’t just present a shopping list of positi ons on 
individual issues.

Think strategically across issue areas- what are the 
guiding values which run through all of your issue 
positi ons and ti e it all together?

THE TRUTH WON’T SET YOU 
FREE
People are not cold, rati onal automatons- their 
behaviour and opinions are shaped, even if only 
subconsciously, by habit, prejudice, their sense of 
identi ty and emoti on. As those who marched against the 
war in Iraq found out, facts can fall fl at in the face of an 
eff ecti ve enough narrati ve, repeated oft en enough.

To be eff ecti ve, facts have to be part of a compelling 
narrati ve that engages people’s hearts as well as their 
heads.

BEWARE OF BUSH SYNDROME
For 8 years, millions of America’s poorest loyally 
supported a president who off ered tax-cuts to 
billionaires and cut basic social programmes.

Remember that decisions are based on identi ty and 
values, not always self-interest.  If people decide that 
they can’t relate to you, or that you don’t share their 
values, it doesn’t matt er how much money an energy-
saving boiler can save them, they’ll be resistant to your 
messages.

TALK ABOUT YOURSELF
Too oft en, progressives are far too reti cent about who 
they are, where they come from and what moti vates 
them. 

Learn how to tell your personal story and to 
communicate the values and experiences in your life 
which moti vate you to do whatever it is that you’re 
doing. 

If you’re not up-front about your moti vati ons, others 
will second-guess them. Expect to be called a cynical 
careerist, a class warrior, a privileged hypocrite, a spoilt 
student etc. etc. 

APPEAL TO UNIVERSAL INSTINCTS

Think about the most primiti ve insti ncts which all of us 
as humans share- e.g. a desire to protect our homes and 
families, pride in our identi ty, an aversion to suff ering, a 
sense of fair-play- and ti e these into your messages. 

While the plight of the polar bears may be enough for 
some, our brains aren’t wired to take immediate acti on 
on danger which is perceived to be distant, far off , and 
indirect. Make people see the immediate consequences 
to their homes, families and quality of life.

be THE WINNING TEAM
Nobody wants to join a movement which seems to 
be losing the batt le. Keep your messages positi ve and 
celebrate success- moti vate people and give them 
agency.

We have a choice: are we angry, desperate underdogs 
in a noble, but ulti mately futi le batt le? Or, are we 
confi dent, self-assured, good-humoured heros who, as 
part of an ever-growing movement, are fi ghti ng and 
winning the batt le for a cleaner, brighter future? I know 
which I’d rather be a part of.

DEAL IN SOLUTIONS
Over the past 25 years, we’ve largely succeeded in 
building a consensus around the threat of climate 
change. What we’ve been woefully quiet about, 
however, is what we propose to do about it. We’ve 
become a movement of ‘no’.

People know we’re against climate change, but what 
are we for? We can answer by campaigning for more 
aff ordable transport, more adapti on aid to developing 
countries, secure jobs and stable energy prices.

RE-FRAME THE DEBATE
Choose your words carefully, because few words are 
value-free. Phrases such as ‘cheap fl ights’, ‘free trade’, 
‘clean coal’ and ‘alternati ve energy’ are all loaded their 
own sets of meanings, which can either reinforce, or 
undermine your message.

Reframe the debate around what you actually want to 
say. If the phrase isn’t already out there, then create a 
new one, and reinforce it through conti nued use.
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