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Shame-faced VW Moves Towards Electric Cars But Are the Germans Ready ?
When the VW scandal broke in October, I suggested in this post Emissions Chea;ng : What
VW Should Do Next, that the company should make amends by doing three things, which in
summary were:
1. Clean Up The Air
VW should then change its cars so that ‘pollu:on debt’ is paid oﬀ in the same :me period
that it arose in, or sooner ….
2. Health Repara:ons
Sit down with health groups and the councils of towns and ci:es and work with them to
ﬁnance health programmes. How much should it invest ? At least as much as the proﬁt it
made from selling the oﬀending vehicles ...
3. Go Electric: Abandon the Internal Combus:on Engine
VW already sells electric cars. Not many yet but it apparently has plans to oﬀer 20 electric
models in China in the “near future”, according to VW Board Member Jochem Heizmann …
VW should stop making diesel and petrol cars (and vans) and go all electric, not only in China
but everywhere. By 2020 would be a reasonable commitment …
I don’t expect VW no;ced or cared what I said but since then Greenpeace has called on VW
to go electric with Halloween ad’s demanding that the company market an aﬀordable
electric car. In November the motoring press was making similar noises about the electric
op;on to ‘stop the bleeding’ of VW’s reputa;on. The company has subsequently signalled
that it will indeed bring more electric models to market.
But are consumers ready in its home market ? Of course Germany is no longer VW’s biggest
market but is of huge symbolic importance, and it looks from a November survey by CDSM
(more below) that VW execs have work to do persuading fellow Germans to buy electric.
Representa;ve samples in the UK, Germany, France, Italy and Spain found that only 4.5% of
Germans ‘strongly agreed’ they wanted their next car to be an electric one, against 22.6% in
Spain, 22.5% in Italy, 11.1% in France and 8.1% in the UK. By contrast, Germans led the
‘strongly disagree’ op;on at 24.2%, almost ten ;mes the propor;on of Italians who took this
view (2.7%). I will resist the tempta;on to resort to Bri;sh stereotyping of German na;onal
characteris;cs but no doubt someone from Germany will be able to explain this to me.
(In previous surveys we found 64.4% of Indians, 61.8% of Brazilians and 31.5% of Americans
agreed “I’d like my next car to be an electric one”.
Is Spain The New Green Leader in Europe ?
Spain and Italy emerge from that recent CDSM survey men;oned above, as having publics
well ahead of the other countries surveyed (UK, Germany, France) on a number of ‘green’
measures. These include actudes to climate change and whether it is caused by fossil fuels
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(could that have something to do with the Pope ?), and acceptance of stricter environmental
rules and regula;ons, as well as enthusiasm for electric cars. Read more here.
(By the way, for students of values, all the countries look quite similar in overall values make
up, for example when compared with the more Prospector dominated developing world and
the skews on issues like climate belief are similar to those in Australia and the US).
How To Deal With Terrorism ?
Another ques;on from the same values survey series inves;gated actudes to dealing with
terrorism. It asked ‘which of these op;ons come closest to your opinion ?’ (a ques;on also
asked in a previous Pew survey):
A. Using overhelming military force is the best way to defeat terrorism around the world
B. Relying too much on military power and inﬂuence creates hatred that leads to more
terrorism.
People could chose on a six point scale. The responses are interes;ng (read Pat Dade’s
analysis). Although there are na;onal diﬀerences (between the UK, Germany, France, Spain
and Italy), they are very values driven, and the values maps for each country are almost
interchangeable. In other words it is not ‘na;onal cultures’ or even recent experiences that
explain people’s choices but their values.
The Power of Doing and Why Campaigning Ma2ers
I spoke at a conference hosted by Directory of Social Change last week on ‘Why Campaigning
Maeers’. You can read my musings here. Of more interest to me was a talk by Craig
Bennee, the recently appointed head of Friends of the Earth in England, who gave some
interes;ng examples of their new strategy based on ‘the power of doing’.
Bennee’s thinking steps away from the conven;onal wisdom that the answer lies ever more
‘online’, in that he plans to leverage real change where it can be achieved (in his case,
anywhere socially or geographically which does not involve having to persuade the an;green Westminster government of George Osborne), for example in ci;es with devolved
powers or working with partners in Scotland or Wales. For example, the English
Government set itself against a tax on plas;c bags but had to give in once the devolved
Governments in Wales and Scotland managed to introduce one. Read more about it at my
blog.
This doesn’t mean Bennee has stopped talking to the Westminster (English/UK) government
but it I hear he has made himself such a nuisance that Environment Minister Amber Rudd is
refusing to meet any group of NGOs of which he is a part. The result maybe unsurprisingly is

Campaign Strategy Newsle2er 94

December 2015

that he then gets one-to-ones with oﬃcials, which from FoE’s point of view is probably
beeer. “A sure good sign” as one of Rudd’s former colleagues said to me.
SMEs Start To Campaign On TTIP
It’s not ojen you see businesses campaigning for something and against it but nearly 2000
German small and medium sized businesses (SMEs) have joined a campaign to change TTIP,
the controversial ‘Transatlan;c Trade and Investment Partnership’. The campaign is led by a
Bavarian engineering CEO, Mar;na Römmelt-Fella. More than 2000 small companies have
also signed up to a similar campaign in Austria, and another has started in the Netherlands.
This contrasts with the so far unremicngly pro-TTIP posi;on taken by many of the large
business bodies dominated by Trans Na;onal Corpora;ons, such as Business Europe and the
American Chamber of Commerce.
Even though this is s;ll a case of ‘David versus Goliath’ it poses poli;cal issues for the
European Commission and Member States who have taken to claiming that TTIP, far from
mostly beneﬁcng large corpora;ons, is actually mainly in the interests of SMEs. Of course
in Europe there are a lot more votes from SMEs and their customers than from
mul;na;onals. As Brussels blogger Miguel Galdiz says, Commissioner Malstrom has ‘rallied’
SMEs on TTIP but ‘not as she hoped’.
It’s an issue I’ve been doing some work on myself, and one of the best overviews of why
SMEs may be adversely aﬀected by TTIP is in the Paris-based Veblen Ins;tute report A
transatlan;c agreement but at what cost to SMEs? Read more at my blog here including
links to an interes;ng Eurak;v ar;cle in English.
Divestment Rolls Forward
The last Campaign Strategy Newsle\er proposed that divestment campaigns run by 350 and
the like were a great strategy ahead of the Paris ‘Climate Conference’, now well underway.
One of its main beneﬁts has been to maintain a sense of momentum. That’s con;nued. For
instance ten Universi;es in the UK have divested from fossil fuels and on 2 December 350
reported that more than 500 ins;tu;ons represen;ng over $3.4 trillion in assets have made
divestment commitments, up from $2.6trillion and 400 commitments just 10 weeks before.
It seems though that the Catholic Church is s;ll at the deba;ng stage of what to actually do
about Pope Francis’s call for ac;on … or am I wrong ? Perhaps they should consult Google,
which recently announced a doubling of its investment in renewables.
And Finally
If you’ve got an hour to spend and are interested in drones and or how virtual reality tech
can be used (not as expensive as you might think) in campaigns, then it’s well worthwhile
watching Emily Hunter from Greenpeace’s ‘Mobilisa;on Lab’ interview a couple of experts
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(see Bearing Witness 2.0). I found ‘VR’ explained by ﬁlm maker Molly Swenson of Ryot
par;cularly interes;ng.
Hunter says it is about ‘Integra;ng Immersive Storytelling into Campaigns’ which is true, and
it’s a technology that can make a huge diﬀerence to the impact of video, if you can ﬁnd an
audience show it to. At the moment that’s diﬃcult to organise and the most obvious
applica;ons are at events where people have the ;me, commitment and interest to try it.
Innova;ons may well help overcome that but they may not. This ‘ﬁnding audiences’ and
‘making audiences’ issue is a major challenge for those who advocate ‘storytelling’ as a
central plank of campaign strategies, not just with VR but with storytelling in general,
including ‘digital’. Crea;ng compelling experiences for those who you engage may not be
too diﬃcult with your followers or even poten;al donors you can get along to an event but
how about audiences that are hos;le or disinterested ? I’ve not forgoeen my pledge to
write something about ‘storytelling’ and will do so soon. I promise (and thanks to everyone
who sent me sugges;ons earlier this year).
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