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Communications sequence
• Awareness

• Alignment

• Engagement

• Action 

Speed varies a great deal depending on issue



Live Issues in 2004
Reminder: Live Issues in 2004

• Britain as ‘Poodle’
War Against 
Terror Issues

• Honesty, accountability

• How to minimise 
exposure to threat• The power 

of the 
public

• The cost 
(£) of 
war

• ‘Collateral damage’

• Access to 
information

• International 
institutions and 
treaties

Cross-over 
Issues

• WMD : threat from

• Commitments not to use 
against non - nuclear 
states

• Nuclear 
weapons info / 
locations

• Non - First -
Strike

• Battlefield 
weapons 
development

• North Korea

• ‘Dirty Bombs’

• Corruption / 
sales of 
Nuclear 
information

• India vs
Pakistan

• Star Wars

• Nuclear Power

• Rogue States

• Trident 
Upgrades

• Commitments 
to de-escalate

• Accidents

Nuclear 
Issues



Change from 2004 - 2006

• The Live issues were much more 
stark and simple compared to 2004

• The problem had been simplified in 
people’s minds

• Both July 7th and Iran had come 
to define people’s views in this 
field



Live Issues in 2006
Live Issues in 2006

War Against 
Terror Issues

• July 7th

Cross-over 
Issues

• Iraq today

• ‘Dirty Bombs’
(lost nuclear weapons 

)

• Iran today

Nuclear 
Issues

• Israel -
Palestine



Public and nuclear weapons 

• Confused and 
inconsistent

• Linked with racism –
‘them’ and ‘us’

• Liked the concept of 
abiding by treaties



Focus on positive

• Be seen as a responsible, 
pivotal power

• Maintain our position at 
centre of world events

• Really be a force for good



Barriers to engagement

• Too distant – not tangible as in 
climate change

• No emotional connection

• Disempowered – nothing they can 
do





Starting a new conversation

Reframing the issue

Targeting change agents, 18 – 34 
year olds

Finding resonance



II. Nuclear Weapons: finding the emotionally motivating arguments

2.2  The key ‘emotional’ arguments
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This involves emotionally linking Nukes to (mainly) domestic hot-issues and 
pointing out the outrageous effect they have on their lives and the lives of their 
loved ones…

‘It’s a shame your loved one cannot have a 
life-saving  operation but at least we have a 
nuke we’ll never use!’

Public services

‘How can they constantly be so short of money 
when they spend all this money on Nuclear 
weapons? Isn’t that a waste of your taxes?’

The economy / 
taxes

‘Why do we spend so much money on nukes 
when there are not even enough places in 
schools for our own children!’

Immigration

How they emotionally connect it with NukesIssue



Key Points
• Positive, best you can 

be
• Intrigue and 

inquisitive
• Bold, exciting, ahead 

of the game
• Will make them 

popular
• Moral = fairness and 

connectivity

• Not nasty pictures
• Don’t give all the 

answers
• Not security as in 

national security
• Not from the past
• Not nationalistic 
• No morality, duty, 

religion
• Not political process
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3.5 From ‘shock and intrigue’ to ‘guilt and action’ - in theory

Is it cool? Fashionable? OK 
To be interested in?

‘I want some insider info to 
impress my friends with!’

Is it intriguing? Modern? 
Something I want to explore?

‘Here’s all this fascinating 
info on how terrible this is…’

GUILT
& ACTION

‘How can I be a part of the solution 
rather than the problem!”

JUIC
Y N

UGGETS O
F IN

FORMATIO
N

GIVE ME INFO! 

(N.B. Look to other sources as well)

OUTRAGE
& TALKING POINTS
‘Have you heard about this…! Isn’t 

it despicable, cool, spectacular!’

Now People Transcenders
SHOCK / 

INTRIGUE

II. Cutting through to TX and NP



Connecting with 18 – 34 yr olds

Talking about an interconnected world –
unexpected connections

Linking to spend – students are always broke!

Intrigue – Social networking and web adverts  -
‘Brian’

Using their own product brands



Conclusion

• Do your homework

• Target

• Know your audience

• Budweiser!!


