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Executive summary
Labour needs a ‘red rose’ moment. Our traditional values must remain rock solid. But we need a
new story – and a new brand – to communicate just how our values will help Britain’s families win
the fast and furious change reshaping the world around us.
Under Neil Kinnock, the ‘red rose’ was a powerful new symbol of the optimism we wanted to project
in the 1980s. Under Tony Blair and Gordon Brown, ‘New Labour’ conveyed the dynamism of a new
political project for the fast globalising world of the Nineties and the new century.
Today, Britain is changing faster than ever. The retirement of the baby boomers is triggering a huge
demographic shift that means, at the next election, the majority of voters may be over 55. A seismic
shift in technology is helping trigger a revolution in enterprise – which may mean the self-employed
out-number public service workers at the next election. Young people and families alike are
struggling to figure out their personal strategies for getting on and getting by. And in a world that is
ever more globalised, with new powers – and new dangers - on the rise, people want a confident,
optimistic, patriotic story about their country’s place in the world.
That’s why Labour’s story – and Labour’s brand – needs to change.
At their best, great brands change minds. They live in the hearts and minds of people. They’re
authentic. They have a purpose which acts as a magnet. They have energy; they feel like they’re on
the move, and crucially, they have tons of relevance. A brand is not a substitute for values or a story
– but in a complex world, a brand helps us tell our story quickly. And our challenge is that today,
Labour’s brand is rooted in the past.
At the election, Labour lost the people, whether fortunate or less fortunate, who ask – “what is in it
for me?” Nor are we seen as relevant to real life today. Parties lose relevance, when they seem to
have little to say about how people prosper in the world they see outside their front door. Nor are
we yet seen as the party of the future – able to handle its risks and open up new opportunity to the
many. In 2001 we used to position the Tories as the Party of the past; Wilson did the same in the
1960s. Now we are seen as of the past.
The good news is that there are lots of brands who have revived themselves. Brands are
redeemable. Brands can change with brave, decisive leadership, unity and purpose, agility and
ruthlessness. Great brand re-positionings take a central insight from their heritage and make it
relevant for that age. That’s what we need to do today, with five major shifts;
1. Labour needs, not just a strong brand, but a strong project - helping Britain survive and
thrive in the fast and furious change going on around us, providing both rock-solid security
to retired voters – and opening up the opportunities of this new age to those at work. This
must be a new project, not the ‘unfinished revolution’.
2. We need to renew our moral mission, our purpose in the modern world. The foundation of a
political project cannot be simply an appetite to get elected. It cannot be power for its own
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sake. It must be a mission to achieve power to deliver change, a new equality for a new age;
not ending capitalism – but mending capitalism.
3. Crucially, we need to renew our sense of how ‘we’ helps ‘me’; reinventing the way we help
people getting on by doing things better, together. We have to be far more strategic in the
future around a sense of purpose. We need a strong ethical, idealistic core story about how
Britain reinvents the way we do things together. The basic question is this: “How can doing
things together benefit me?” Bringing this alive will require that we focus hard on a
renewing and reinventing government, fit for the opportunities and challenges of 2020. In
an age where there’s little appetite for loads more tax and spend, we’ll need to deliver more
with less.
4. We need to offer relevant - which means plausible - collective help to assist people in their
personal strategies to thrive. In today’s economy, many are struggling, trying to figure out
their personal strategy for how to get by and get on, tapping into, for example, new systems
like eBay, or ETSY, or Uber or AirBNB.
5. Labour must combine ‘security’ for older voters, with ‘empowerment’ for the young. All
truly successful political projects need the momentum brought by younger voters, but we
have to face the reality of turnout levels amongst the under 35s. We need to marry a
security offer for older voters with an empowerment message for the young.
It was John Prescott who once said that the key to successful modernisation, is to offer ‘traditional
values in a modern setting.’ Our values are timeless – but the future looks very different now,
compared to back in 1997. So it’s time for a new brand, a new story and a renewed appeal.
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Why is ‘brand’ important?
By and large, voters are not political obsessives.
They don't follow every twist and turn at Westminster. They are not constantly tuned in. But unless
voters understand our values, and understand how those values are relevant to their lives, their
country and community, their family and their future, they will not vote for us. That’s why ‘brand’ is
important. It’s how we quickly, effectively, communicate our values.
This is our first major Red Shift report since we published our launch manifesto at Party conference.
We have focused on values and brand because it is the foundation of any successful political party.
And Labour’s brand is in trouble.
Brands can be incredibly powerful in helping navigate change and win in the future.


Great brands change minds. They live in the hearts and minds of people. They offer complex
and meaningful associations and deep and enduring values.



Great brands are authentic. People can smell a phoney. This is where the Labour Party has a
position of strength, an inherent authenticity. We have a history.



Great brands manage to show how their ambition for the future matches the ambition of
those they seek to attract. A great brand, in short, has a purpose which acts as a magnet.
They do what they say they’re going to do. Performance matters. A great brand cannot mask
poor performance.



Great brands have energy; the brand feels like it is on the move; it communicates a sense
that other people believe and are involved, as part of a movement. In 1997 people were
excited to go to the polls to do something, it felt good.



Finally, great brands have tons of relevance. Today, we live in a very scary world. We are
living through the least amount of change we will ever experience – and even now that’s a
lot of change.

The good news is that there are lots of brands who have revived themselves. Brands are
redeemable. Look at the “I Love New York campaign” in the 1970’s; no one would have predicted
that Harlem and Brooklyn would become cool, up and coming places to live and work.
These brands changed thanks to brave, decisive leadership, unity and purpose, agility and
ruthlessness.
Great brand re-positionings take a central insight from their heritage and made it relevant for that
age.
But: if we’re to ensure that the Labour brand is relevant to the future - then we need to be clear
about how the future is going to change. Our values might be timeless – but we need a renewed
story for how putting our values into action will change peoples’ lives for the better in the world
taking shape around us.
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Where is the Labour ‘brand’ today?
At their best, political parties tap into the energies in British society. But that’s not where the
Labour brand is today.
Our challenge is that the Labour ‘brand’ has been rejected not just once, but twice. It is clear that
our brand not only needs burnishing but fundamentally repositioning.
This doesn’t mean walking away from the central insight on the back of the membership card, but
making it relevant for a new age.
“The Labour brand is not broken - but it needs re-positioning to be relevant to the future.”
Arguably, there are only two genuine brands in British politics, Conservative and Labour. They are
the Pepsi and Coke of politics. Both hold incredibly rich meaning for people forged over generations
and close to the surface in most people’s minds.
There are no other brands, simply parties. Moreover, both the Conservative and Labour brands have
real purpose.
In simplistic terms the Conservative purpose is to advance the cause of the individual and guarantee
their freedom while the Labour purpose is to champion the health of society and to build the trust
between people that fosters collective growth.
The challenges Labour faces are those that any brand faces; remaining relevant and winning in an
environment of almost constant change. Its challenge common to many, many organisations today.
A brand of many strengths
Today, the Labour brand has many strengths.
Our foundations are strong - and if anything more relevant to the modern world than ever before.
We’re historic, and known. There is a strong core of people in Britain, whether fortunate or less
fortunate, who believe in the common good. Indeed, it seems almost indestructible; the 30% or so
who are with us come what may.
But Labour’s brand needs to change – what it needs today, desperately, is an injection of additional
values and associations to ensure that it becomes more relevant and fit for the future.
Red Shift’s post-election research found that the public felt that a party that was once clear, bold,
and proud of its roots had lost its way. It’s not a surprise. Between 2010 and 2015 the Conservatives
had six simple messages such as ‘long term economic plan’ across the same time Labour had eleven
including; ‘One Nation’ and ‘a better plan, a better future’.1
Lots of voters we met flagged this weakness.
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James Morris – Feeling Blue; page 6
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Who does Labour stand for?
“I don't know anymore. They don't know anymore. I don't know if they know what they
are about anymore," Female voter, 45-54, Watford – Red Shift Research
“Labour used to stand up for working class people - but it has lost its way.” Male voter,
25-34, Derby – Red Shift Research
“Be confident. If you can’t be confident in your own policies than how can we be
confident in you?” Student, Rugby College – Red Shift Research

Survey data confirmed the picture:




“31 per cent of voters simply don’t know what Labour stands for.”2 Jon Cruddas Inquiry
“36 per cent were unclear”... on what Labour stands for.3 Policy Network
“More than half of people do not think it is clear ‘what Labour stands for.’”4 Dan Jarvis Review

Today, we’re too easily characterised as losers, damaged by left wing attacks on the last Labour
Government, or as out of touch, anti-business, anti-British, with only an interest in talking to itself.
So the Labour brand needs renewing, with a new story for how our timeless values can help families
prosper in the new world taking shape around us.
Specifically, our challenges are three-fold:

i. We need to show how the party of ‘we’ helps ‘me’
Labour’s ‘safe place’ is an appeal to the noble instincts, the selflessness, of both the less and the
more fortunate in our society. Labour is a ‘we’ brand.
The Conservatives on the other hand are a ‘me’ brand. They do well when they win the support of
the fortunate plus convince the less fortunate that there is something in a Conservative Government
for them. That is why they made such an error proposing to slash tax credits.
When Labour does well it appeals both to people’s belief in ‘we’ but also, whether fortunate or not,
to their desire for a better life for them, for their family and their community.
This is the realism that’s required if we are to understand and embrace those who have left Labour
because it helped others and not them.
It’s also one of the reasons that economic competence and the economic record are so important.
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Jon Cruddas Inquiry 1st finding
Policy Network – Can Labour win; page 23
4
Dan Jarvis – Reconnecting Labour; Page 22
3
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Labour has lost the people; who ask – “what is in it for me?”
Political brands are successful when they reach out beyond their core constituencies. This is a
problem – there are less and less purely community minded brands, because people are less and
less community minded.
So: our basic challenge is this: “How do you convince people who are less community minded that
there is something in this for them?”

ii. We are not relevant to real life today
Parties lose relevance, when they seem to have little to say about how people prosper in the world
they see outside their front door. Many people we’ve spoken to, underline this challenge:
“We are not relevant. We have not said anything meaningful on globalisation. Something
that has completely transformed the world and yet we have nothing to say.”
“This is my bug-bear; we have not said anything that is relevant to peoples’ lived realities.
Their real lives. “Our policies are not in tune with the world as it is.”

iii. We are not seen as the party of the future
Third, successful political parties have plenty to say about the future - its risks and its opportunities.
It’s known as ‘vision’.
In 2001 we used to position the Tories as the Party of the past; Wilson did the same in the 1960s.
Now we are seen as of the past. Part of that is because we have not been bold for a very long time.
“We have not said anything about the future for a long time, we have used the language, but
we’ve not said anything convincing.”
“We need to start raising big questions.” “We should be talking about how we prioritise our
spending”
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How is Britain changing?
If we want the Labour brand – and the Labour story it represents – to resonate in 2020, then we
need to understand how Britain is changing.
Arguably, three key changes are transforming Britain - and redefining what Britain needs from
political parties.

1. The emergence of a new coalition in which the over 50’s are key to a majority
2. The rise in self-employment, enabled by a new wave of technological revolution,
creating new opportunities but also more insecurity.
3. A more individualistic, ‘me’ centered culture; with the loss of a ‘collective’
mindset, accelerating a new world of plural, complex identity; of country,
continent, town, city, and faith.

1. The demographic challenge
UK demography is challenging Labour. The greatest change in the UK is the ageing population, which
Labour has failed to address.
There are differences and similarities to the United States. In the US the rise of a confident, Hispanic
population is transforming the electoral chances of the Democratic Party as it appears set to tighten
its grip on the White House.
In contrast the Labour Party appears to be set to be kept out of power by the rise of the over 50s.
Nevertheless, some of the same patterns are transforming American politics. This is not exclusively
a UK phenomenon. In the US, we’ve heard ‘‘seniors’ feel endangered. The Democrats and
Republicans are fighting each other in a ‘me’ battle for seniors. The Democrats have accepted this
fight. They’re holding down the retirement age for instance. And they are holding their own in the
fight.”
“We must not and cannot make ourselves seem hostile to the interests of over 50 year olds
as the current Trump-‐Carson-‐Cruz-‐Republican Party is doing with the US Hispanic
community.”
An older society is a society that will primarily be driven by security concerns. Fear of not having
enough for the future; fear of those who threaten their small share of the cake, and a fear of those
within and without our community who are different and potentially threatening to our nation’s
harmony.
In 2015, Labour scared the over 50s. We were viewed as a party that wanted to tax them more and
spend it on others – like Scotland and immigrants. We came across as callow, inexperienced, and
dismissive of their concerns. Result? The Tory majority amongst the over 65s at the last election was
an incredible 2 million votes - and Tory support amongst over 65s has been rising since 1997. At the
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next election, the majority of voters may be over 55 for the first time. Unless we appeal to this
constituency we will not win a majority.
2. The self-employment, technology challenge
For all sorts of reasons, changing patterns of work and living are contributing to a more
individualistic society.
“In a more individualistic society, people are keener than ever before to reach their true
potential, and we must remain the party that gives them the means to do so.”
Between 1985 and today, the proportion of self‐employed workers has grown from 11.6% of the
workforce to 15% of the workforce, a significant change to the structure of employment in the UK.
Our 2015 campaign said nothing to this emerging group of strivers. Indeed, we came across as
anti-enterprise.
As the book The Flat White Economy points out, in the last two years 32,000 businesses were
registered in just one postcode (EC1V); that’s as many new businesses as started in Birmingham, or
in Manchester and Newcastle combined.
Most of these businesses are tech companies focused on consumers of financial tech propositions.
Moreover, some of these businesses are enabling small-scale enterprise across the UK. Take Etsy or
Notonthehighstreet.com, which enable small merchants to sell in the UK or globally, and in turn are
driving greater self‐employment. These platform-based businesses are likely to have big
consequences for the UK.
Equally, companies like AirBnB and JustParking allow the squeezed middle to make the most of the
assets that they have. In light of that should we not seek to grow this sector by providing tax credits
that top up this revenue or allowances that protect it from tax? We must have an account of how a
Labour Government could help people and communities thrive in these changing times.
Today, cultural change is a risk to Labour - unless we change. For instance, the British Social
Attitudes (BSA) study shows Britain is a country that values individual freedom; hence the sea
change in support for gay rights together with the hardening of attitudes towards welfare. In 1985, a
third of respondents to the BSA study said there should be increased government spending on
unemployment benefits – today just 13% agree with that statement.
Britain by 2020 will if anything be a more individualistic society as a result of the technological
revolution. Britain is at the forefront of the technological revolution and the scale of entrepreneurial
activity in this sector is second only to the US, but again Labour appeared embarrassed to discuss
this. And as technology changes our daily lives people become increasingly frustrated by
unresponsive public services. Labour today lacks any account of how technology will transform the
provision of public services in the future. What is our account of how massive open online courses
(MOOC) can transform educational provision? Why wouldn’t we use technology platforms like
sharedesk.net, to allow entrepreneurs to gain access to underutilised government office space? How
will tools and technologies like Facetime, Skype or wearable tech like FitBits – let alone virtual reality
- transform the provision of GP services?
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If we seek to lead modern Britain, we must be able to answer the questions of modern Britain.
Moreover, technologies that allow people to collaborate and share should be something that Labour
should champion as it fulfills the brand’s central purpose of allowing people to achieve more
through common endeavour.
In a more technological enabled age we are better able to realise the strength of our common
endeavour. We must make the Labour Party a platform for common endeavour and community
engagement – a party that is internally focused; factional; Westminster based, and at odds with the
modern world is incapable of becoming that platform for change.
3. New identities
“Only by showing how we can secure people’s interests can we be heard about the positive,
optimistic account of Britain’s future."
The Tories lack a positive, optimistic account of England – and Britain’s - future.
Mr Cameron and Mr Osborne have doubled down on security, and spread fear about the threats to
the security of the over-50s. But in doing so they have presented a negative, pessimistic account of
England’s future. Moreover, they are now engaged in a backward looking campaign about our place
in Europe – a personal tragedy for Cameron who claimed that he would stop the party ‘banging on
about Europe’. Cameron’s failure to articulate a vision for the country has played a role in fraying the
ties that bind us together.
But if we are stay together, we need a reason to do so.
At the core of a modern patriotism, must be confidence in England’s future. There’s plenty to be
optimistic about:
• Europe’s capital is London, our global capital as well as great cities like Manchester and
Leeds will continue to further empower their economic development.
• We have a younger population than Germany, France and Italy and therefore are better able
to pay our way in the world, and if current trends continue we could become the most
populous country in Europe giving us more clout at the global table.
• Finally, we have been given the gift of the god’s that we speak English - the world’s de facto
language which gives us the opportunity to be the hub of global trade – finance and
technology. As China and India continue to rise, we should make ourselves the springboard
for those who want to be educated in English. Educating the world appears a noble mission
for a country searching for a role.
A strong renewed English confidence is good for Britain; it helps us stand as proud to be inhabitants
of these British Isles.
“Rebranding the union and it’s proud constituent parts, what is it to live on these islands
together, proud in our difference and diversity.”
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The five shifts needed to take our traditional values into a new story – and a
new brand – for 2020.
“Where does the Labour brand need to be in 2020? Modern, aspirational, fair, electable,
economically credible, using modern language, business friendly, properly one member one
vote, more democratic, genuine believers in representative democracy, bottom up, accessible
to non-politicians.”
If we’re to change, we have two big challenges to navigate:
First, we have to communicate a sense of change to the public; as one of our contributors said to
us;
“We have to marry this resilient group of Labour voters with a wider group by saying
something surprising. Labour has not said anything surprising for 8 years. We need to do
something surprising. Genuinely surprising. I have not seen a Labour politician stand up and
say something counter-intuitive, surprising or brave for at least 8 years. We have some kind
of repetitive strain injury about calling the Tories rich toffs – I don’t think it makes a
difference at all.”
Second, we need to be convinced as a party that we want to win power; to build a party that is
determined not simply to speak to the 30% of people who already vote for us - but the 40% we need
to win a good, working majority in Parliament.
Many are not convinced we’re up for the change:
“We need to reclaim what is “original Labour” why was the Labour Party created – to
represent, in Government, the workers of this country. We were created to win elections that
is what Clause 1 is all about. We need to reclaim that tradition.”
“Right now, we have a very strong, if niche, brand. We need to position the party as a mass
market brand – there is a tension there.”
“The problem is there is now little consensus internally on what Labour’s brand is. Internally
we need to clearly identify and/or define what Labour’s brand is. Otherwise that will be
defined by someone else.”
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Here are the five key shifts Labour needs to renew its brand:
1) Labour needs, not just a strong brand, but a strong project - helping
Britain survive and thrive the fast and furious change going on around us.
This must be a new project, not the ‘unfinished revolution’.
The lesson from both early Clinton and Blair is to recognise change as a constant – both leaders
always talked about change, reform and renewal. About how their country was changing and about
how the party had to change and renew to stay relevant. But, Labour’s project today cannot be
finishing the ‘unfinished revolution’ of New Labour. Because the world has changed.
“Obviously we hark back to Blair. But our project cannot be that we are trying to ‘finish the
revolution’. “Times are dramatically different, people are facing dramatically different
problems and challenges.”
The Tories dealt with their toxicity - often using symbols like the torch, the flag, and the tree. Now
some Tories want to use a ladder; “the ability to rise – it is saying, we are a different set of people to
what you think we are.”
Labour’s communications challenge is to show how we’ve moved on from a history that is still
relatively recent; we have to both define ourselves now and show that we are the party of the
future.
Here we can learn a lesson from today’s US presidential race. President Obama has frustrated many
Democrats. His narrative, understandably, has been all about the recovery; getting us back to where
we were before the crash. That was the main reason for voting Democrat in 2012; keep the recovery
on track.
But for a new generation of Democratic candidates, the political project is future-focused, and
centred on addressing the challenges of the middle class. Its watch-words are “responsible”, “the
future”, “new technology.”
In its early days, both Clinton and Blair achieved this by knowing what elements of the past to ‘run
against’. For instance, Clinton was bold on welfare reform. Everything he did shouted he was “a
different kind of democrat.” Blair did the same with Clause 4; he had a project of identity, of selfdefined identity.”

2) Renew our moral mission, our purpose in the modern world.
The foundation of a political project cannot be simply an appetite to get elected. It cannot be power
for its own sake. It must be a mission to achieve power to deliver change.
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Attacking opponents on the left with words like ‘unelectable’, does not get us very far. We have to
paint a vision of the future. We need to be the idealists.
“Any Labour renewal or success in the past has come “from a fundamental reassessment of
who we are and what we are about. It was all anchored in the philosophy of who we were.
You apply your values to the changing world. That is what we need to do again.”
Equally, we need to stop sounding as if we’re treating our neighbours as simply instrumental to
achieving power. When we say “talking to voters” we need to talk to people, the British people, not
voters.
“When we say voters we have to stress that we mean our neighbours.”
We need to be able to marshal arguments, logical, coherent arguments without relying on polling or
‘this is what we should do because that is what public opinion says’. We should all be able to stand
up and put forward an argument in favour of Trident, without a single mention of public opinion.
We shouldn’t ‘start with what the voters tell us’ we should start with the interests, the hopes, the
aspirations of the British people. They’re not voters, they are the British people.

3) Renew our sense of how ‘we’ helps ‘me’; how we can reinvent the way we
help people get on by doing things better, together.
“In many ways the central purpose of the Labour Party not only remains noble, but relevant.
The Labour Party’s mission is deeply empowering at an individual and community level as the
party strives to give “each of us the means to realise our true potential. Moreover, the
central insight that “by the strength of common endeavour we achieve more than we
achieve alone” speaks to the world that is now unfolding due to the technological
revolution”.
“Our collective failure has been to allow a patina of statism to obscure the power of the
Labour Party’s mission.”
At the last election we had so many small scale ‘retail promises’ that candidates struggled to
remember them all;
“Child care, energy price freeze, minimum wage. Small retail offers. And yet it all came to
nothing”.
A good example, was the tuition fees pledge. A hugely expensive offer which failed to appeal either
to grand-parents worried about their grand-children’s debts, or students who thought it was all
funny money.
This tells us we will have to be far more strategic in the future around a sense of purpose; small
tactical offers to ‘me’ won’t make an impact; there needs to be a golden thread holding it all
together.
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In Tony Blair’s early speeches you can see a very strong ethical theme, idealistic about how Britain
needed to reinvent the way we did things together. The basic question is this: “How can doing things
together benefit me.”
This tells us that to win, Labour will need a strong, radical view on how we change, modernise and
reinvent Government. What is it for?
Our sense is that the core of this idea is: how do we unlock opportunity in a new age of insecurity?
“We have to be there for people to seize the future and the opportunities that it brings.”
“We will look after the adverse effects, the inevitable and helpful change but recognising
there are downsides to that and we must step in for them there.

Bringing this alive will require that we focus hard on a renewing and reinventing government, fit
for the modern opportunities and challenges of 2020.

4) Be relevant - which means providing plausible, collective help to assist
people in their personal strategies to thrive.
“Our belief needs to be about work; for the Tories it is about any job will do, for us it’s not
about any job will do”.
“We need to become the enablers of opportunity, not just the gatekeepers or guardians of
opportunity. In the past we’ve talked as if we were the ones holding on to opportunities and
then we dish them out accordingly.”
“We must recognise some, honest, perhaps depressing characteristics about the UK and the
electorate. We are becoming less of a collective, more selfish. We need an offer that speaks
to that electorate. We want to have policies, offers a brand that appeals to those who DO
vote.”
In today’s economy, many are struggling trying to figure out their personal strategy for how to get
by, and get on - for example, those tapping into new systems like eBay, or ETSY, or Uber or AirBNB.
This is very clear too in the United States. One story illustrates the point; in a focus group - with
some participants who were Uber drivers - there was lots of sympathy to the view of Uber drivers as
self-employed people who were victims and needed the states protection. BUT there was even more
interest in how to become an Uber driver. It was seen as part of a personal, entrepreneurial
strategy.
Labour’s language needs to be as much about the personal economy as the national
economy.
This will mean offering some big ideas for the way our social security system and our public services
need to change.
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“That is why it comes back to what is Government for?” Sometimes it is about stepping in,
sometimes it is about getting out of the way.”
This must be coupled with an approach that is credible. Performance matters. Not least because….

5) Labour must combine ‘security’ for older voters, with ‘empowerment’ for
the young
Building block number one for any repositioning of the Labour Party is to ensure the over 50s feel
secure that their share of the cake is not going to be diminished by a Labour Government. Crucial to
that is showing – not telling – what role we see for public services. Most departments in 2020 will be
nearly 30% smaller, and it would be ludicrous to suggest that we return to the past.
We fundamentally misunderstood this at the last election - and addressed the wrong people:
“The Labour Party had a strategy of focusing on Lib Dem – Labour switchers. The problem
was, Lib-Dem/Labour switchers had a much smaller propensity to vote, compared to older
voters who had a far higher propensity to vote.”
“This propensity to vote was because the Tories had a far more attractive political project,
focused on security and the economy- and also in part buying off older voters.”
“Labour on the other hand did not have a project which engaged voters. This allowed the
Tories to define the election as a question of a weak Miliband Government kow-towing to
the SNP and Nicola Sturgeon.”
All truly successful political projects need the momentum brought by younger voters, but we have to
face the reality of turnout levels amongst the under 35s. We need to marry a security offer for older
voters with an empowerment message for the young.
We must seek to broaden our offer with a vision for a Britain of the future. A vision of what we want
to do with the state not just the retail offers we want to dish out to different demographics. A
strategy not just a set of tactics.
“We talk, perhaps fairly, about the primacy of the economy amongst our many problems.
[But] it can’t be the beginning, middle and end. Primary amongst our problems is
‘plausibility’; for example, we’ve just had the SDSR [Strategic Defence and Security Review]
no one (Labour nor Tory) talks about what we are going to do with the army. “It is about
being an adult.” What are you going to do with; the state; a welfare state; the assets of our
country?”
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CONCLUSION:
Labour faces a huge challenge winning back a majority in England. The last time we won a majority
of English constituencies was 2005. To win back a majority in England, to win the power we need to
deliver a fairer, kinder country, we need to win 106 more English seats. That means a swing of
11.5%, winning back seats like Milton Keynes North where today the Tory majority stands at 9,753.
Nationally our vote share needs to move from 30.4% to 42%.
It’s a mountain to climb.
People have lots of reasons for their political choice on polling day. Those who vote tribally – the
same party at every election – are an ever decreasing group. For most, the choice is a mixture of
what or who the parties or candidates stand for and a combination of what’s best for both the
individual voter and the country as a whole.
Voters only occasionally tune in to the world of politics, perhaps only half a dozen times a year.
Labour needs a simple and clear message which we stick to and repeat time and time again. We
didn’t get it right in the last Parliament. And that’s not a mistake we can afford to repeat again.
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About Red Shift
England is changing – and to win back power, Labour must change too.
At the last election, England decisively shifted blue. Now Labour needs a plan for a red shift.
We believe progressive parties win when we own the future. But too many people think we
belonged to the past. The electorate is changing rapidly. The world of work is dramatically altered.
Communities are changing shape. Generational shifts in values are under way. Many feel left behind.
Yet vast new forces of trade and technology are speeding up.
So we need to go back to basics. To draw on the real experience and insights of English people
today, inside and outside the workplace. To show how we can re-energise the ways Labour values
can transform real lives.
Red Shift brings together a group of English Labour MP’s and activists determined to shine a
spotlight on how England is changing, how peoples’ ambitions are changing – and how Labour needs
to change to win.
The group published its first report; Looking for a New England - The Ten Shifts Labour Needs to
Make To Win a Majority in England; at Labour Party Conference in September 2015.
You can read more about the work of Red Shift on our website: www.redshiftlabour.co.uk
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Stan Greenberg – Leading pollster, and CEO of Greenberg Quinlan Rosner; Peter Kellner – President
of YouGov; Richard Huntington – Chief Strategy Officer, Saatchi & Saatchi London Group; David
Muir – Director of Political Strategy for Gordon Brown, author and marketing and political
communications professional; Mark Glover – Chief Executive, Bellenden; Kirsty McNeill – Campaigns
Director at Save the Children; Paul Richards – Labour activist, columnist and author; Will Neal –
Head of Communications at the Tony Blair Faith Foundation; Will Sherlock – Associate Director at
Lexington Communications; Ryan Wain –Director of Business Development at TBWA\London.
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