
Was the proposed budget (£5,000) for advertising, social media and head hunters spent on the said items? 

 
Claire Waterworth, Advertising design   £900 
Words the Change Copywriting £370 
Dr Logic website build and design £4,000 
 
Also, as more than £5,000 (£7,700) was raised on the night you mentioned in the initial application any extra 

raised would be used to cover the salary. As there was no chosen candidate for this role it would be great to 

know where the extra funds raised went?  

 

King Lion Media, Green Magazine advert £500 
Team wages, office overheads, enewsletter £2,000  
 
Despite the campaign failing, were there any positives? 

 

Yes, I learned that it does not work for me to reduce my work down to a project. 
 
Such as in your project application you mentioned Lloyd’s TSB magazine had offering you free advertising. 

Did that go ahead and if so was it successful in building a relationship with them?  

 
Whilst the advert went out in their in-house magazine, it elicited no response whatsoever. 
  
And finally, what were the learnings from this campaign?  
  

That our success (myself and my team) has been rooted in our ability to seed the law of Ecocide 

into key players (and through social media) throughout the world. This has been done in a number 

of ways, but primarily through closed-door conversations and by open-sourcing all that is written 

and online. In the last year I was invited by 54 member states to legally advise to Ministers and/or 

Ambassadors. A Concept Paper was submitted to every member state, University of London 

undertook pivotal research on my behalf which uncovered the paper trail of documents that give 

weight to my proposal and I was invited into the UN for a week of meetings. This and so much 

more occurred in part because I took up virtually every offer to advise at a top level.  

 

In essence, our approach has been unorthodox. It has not followed a proper strategy, but has 

instead applied Theory U process, to be open to the moment and be responsive not reactive. In 

addition we flipped the focus; instead of making it a ‘project,’ we value the people. We discovered 

that every time we tried to shoe-horn what is in essence a huge idea into a small ‘project’ it failed to 

ignite. Moreover, we discovered, conventional funding does not support big ideas or people-led 

initiatives. Thus we ended up in a quandary - whilst the idea of Ecocide was being very successfully 

seeded at the very top level, and we have had great success in the public domain, conventional 

funding simply does not exist for myself and others no matter how hard we tried.  

 

In conclusion we can see that our approach has been (and continues to be) hugely successful, 

unlike our ability to source funding. We now have no funds. Thus how we fund needs to change 

also. Even when we did shoe-horn the big idea of a law of Ecocide into a small ‘project’ we 

discovered that the project inevitably collapsed. Our Who is Charles Grant? campaign did not 

work. The reasons it did not work was a) it was project-led and b) it failed to value the people who 

are the ones seeding the law of Ecocide. However, our Love Letter to the Earth - a people-led and 

heart-felt response - has proven to be a huge success inspiring people across the world including 

Thich Nhat Hahn (whose recent book carries the same name) and school children writing their 

own. 

 
How would you advise future activists to engage with and recruit high level business leaders? 

 



I’m not sure there is a right or wrong way per se - for me, this as a campaign was not a success, but 
the narrative about Charles Grant has been hugely successful as a story I use when I am speaking 
with ministers, ambassadors, business leaders and students - it’s a story, nothing more. I have met 
with a remarkable number of business leaders throughout the last year, and many are inspired by 
what I have to say. However, I cannot say that any meetings arose as a direct result of the 
campaign. I have to be honest and say that it did not merit a campaign. I was advised (rightly or 
wrongly) that to qualify to TFN my ask would need to be a small project - so, despite my best 
instincts, that is why the story was made into a campaign. In truth, it never needed to be a 
campaign. Many have been inspired by the story as part of a wider narrative arc about the law of 
Ecocide and have taken action, but it is impossible to say whether it is solely because of that 
particular story.   
 
My approach and my work does not lend itself to being project-led in this manner. What I am 
doing is seeding an idea that will create far-reaching waves in areas that I have not even thought of. 
Such is the nature of my work, and I put trust in that. Whilst I realise this may be on one hand 
viewed as a failure, to me it has been a very powerful learning process and has helped me in my 
work as I move forward. I sincerely hope that TFN goes onto help others like me and that others 
like me can step forward and speak freely about their big idea. 
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