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Introduction

This two-part handbook is designed to help you integrate and navigate
anger in your campaigns and teams. It is created with changemakers in
mind, combining insights from the science of anger (see Part I:
Scientific Insights) with practical and implementable campaigning
recommendations in Part Il.

As we saw in Part |, anger has been identified as a powerful social
energy and motivating force for collective action in social movements.
In this document, we put forward five ways you, as changemakers or
organisations, can engage with anger: Identify, embrace, modulate,
direct, unleash, and resolve it. We follow this with a short guide on
understanding and engaging with anger within your organization or
team.
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Identify Anger S

Anger is around us. We do not need to create it. Qur research found anger is widespread across
every country and a variety of issues and differing levels. If we want to engage with anger, we need
to know more about how angry our audience is, what they are angry about, who they blame and
what actions result from their anger. It is also essential to know what type of anger people have and
how much agency they feel to be able to act upon their anger.

When a new crisis impacts our audiences it can cause anger to shift significantly. Public players can
also influence anger, whether political parties before or during elections, troll armies (domestic or
foreign), or media campaigns. Therefore, having updated information about your audience during
impactful events or campaigns is useful.

The Anger and Agency Monitor combines audience research with detailed analysis and
interpretation of the data within the political context, resulting in concrete, implementable

recommendations on how to engage with the anger of your chosen audience.

A lean and agile version of the Anger and Agency Monitor, such as during a heatwave lets
you quickly capture your audience's anger landscape though it works best if a full Anger and
Agency Monitor has been done before to create a baseline.

Mindworks can run the Monitor for you, from fieldwork to audience-specific engagement
plans but the questionnaire is also publicly available on our website, and you can use it yourself.
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Embrace Anger

Before people can act upon their anger, they need to accept it. We found in many countries there
were high levels of anger-restrained Anger Type. They do not perceive anger as a positive emotion
and if they do feel anger, they try to repress or dissolve it. In many countries, anger is also culturally
repressed through norms that stigmatise its expression and celebrate the calm and constrained
mind. To mobilise people's anger, you need to create opportunities for people to embrace it.

Legitimise and normalise it: Communicate that people have the right to be angry about an
issue. Invite those happy to express their anger to share positive stories of their experiences.

Tell stories about the constructive power of anger.

Create conversations between people with constructive anger and those who are anger-
restrained to normalise anger for the restrained.

Shift perceptions: Create positive social experiences and echo chambers that allow for
expressing anger and its constructive use. Peer reinforcement is essential for people to shift
their norms and perceptions of anger. Being angry has to feel normal.
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Modulate Anger

When you engage angry people, you need to start where their anger is, not where you want it to be.
In other words, you can not go to a farmer's protest and tell them they should not be angry about
environmental regulation but angry about oil companies instead.

The first rule of engagement with angry people is to listen to them. For that, you need to go where
the angry people are, to protests, into forums or neighbourhoods where your research has shown
high rates of anger. Identify common ground, for example, today many people are angry about
increasing uncertainty in their lives. Also, watch out for toxic elements (see toxic anger types) and
levels of efficacy or lack thereof.

From there, you can build a strategy to progressively modulate the anger to become a constructive
force. Modulating can mean empowering people to use their anger in an impactful way, to shift
people from toxic anger types to constructive ones. However, it can also mean changing things on
the ground or going through norms and narratives shifting to reshape anger. Modulation is the
active engagement with anger to transform it into a constructive social power. It is the opposite of
ignoring or suppressing anger.

Make Anger Constructive: Shift people's attention from dangerous motives like revenge or
othering to the real cause of their anger. If anger causes are abstract, for example, many people
are angry about increasing uncertainty in their lives, help them find concrete ways of changing
their situation.

Instill self-efficacy. Anger is the loud cousin of disempowerment. If you fail to give people
agency, anger will soon be suppressed and become frustration.

Make anger social, not personal. “We are angry, not | am angry”. Provide spaces where
people can share their anger.

Feed Anger: After establishing constructive anger in your audience, feed the anger. Confirm
the cause of anger through information and stories that allow people to legitimise and post-
rationalise their anger.


https://mindworkslab.org/angermonitor/datahub/anger-types/

Spread the anger. Anger is contagious and the most viral emotion on social media.
Nevertheless, it will not spread beyond identity barriers. Anti-vaxxers will not be enraged by the
deaths of unvaccinated people. Right-wing groups frequently forge new identities around anger
that emerges in a crisis to be as inclusive as possible and then radicalise this identity over time.

Make your anger an identity. Create identities or attach the anger about your issue to an
existing identity. Give your community a name (examples of such identities are ‘black lives
matter’, and ‘anti-vaxxer’)

Empower people to control their anger. Frame anger as an emotional tool to control, not as
an emotion that holds us. Like all negative emotions, anger is a good feeling to visit but not live
in. This is important for your audience's mental health and your campaign's sustainability so
anger does not turn into frustration.

Combine your anger with positive emotions. Anger can be linked to positive emotions.
These can be agency, purpose, pride and social connection.

Anger breaks: Anger can be exhausting; give people deliberate breaks in which they can still
rationalise the anger but do not have to feel it. | can think that | am angry about fossil fuel
companies but blissfully enjoy my day on the beach. It is good enough to feel the anger again
next week when it motivates me to take action. Help people who struggle to take a break.



Release & Direct

Anger needs to be translated into meaningful action to create the desired change. We understand
meaningful as creating sufficient turbulence to make a change, which means that the movement
needs to be targeted (see below), impacting the opponent's weak spot and having the critical mass
of engagement to drive the change. Critical mass can be loud anger (lots of people with tangible
expressions of anger) over a long time or a lesser intensity but sustained effort. Both offer distinct
challenges. While it is tough to predict critical mass, you should try not to unleash anger far below
critical mass so as not to frustrate your audience (unless that is the objective). The strategy is to
move anger from just daily complaining to a force that creates change.

Think of your objective as forcing the decision maker to resolve the public anger, feeling they can
neither ignore it nor suppress it. Even if the latter is an option, you must convince the decision-
maker that not resolving it today will haunt them later.

Create a simple causality. People need a simple reason why they should be angry. For
example, you should have one good reason to be angry about the annual budget plan and not a
shopping list of reasons and it should be clear which ministry is responsible for rectifying the
mistake. If you think multiple factors are responsible, prioritise and focus on one. There is time
to address the next one after the first has changed or to add it as a reason when you have
established the target of your anger.

Understand critical mass and your messengers: you must understand which audience’s
anger is most impactful for creating change. For politicians, this can be their electorate, for
companies, their customers or their employees. Sometimes, it is worth utilising the anger of one
group to create empathy, discomfort or embarrassment in another that then influences the
decision-maker.

Find creative and diverse ways to express anger. This can be in groups like protests and
individual actions like phone calls, letters, and comments on social media. It can also be polling
results, street interviews, or small video reports.

Create stories of growing anger or growing support for the angry. You can do this through
polling.



Make it contagious: Anger is naturally contagious if it is transmitted within a peer group.
Make your messengers appealing (shared values) to audiences who are not angry. The contrast
between farmers blocking roads and climate activists is that the former are fighting for a decent
income, and everybody can relate to the latter protest because of anxiety and personal guilt
that people deny. While the form of action is the same, one receives sympathetic reactions
while the other becomes hated.

Create sympathy: you might not be able to instil anger in everybody, but it needs to be your
aim that many people sympathise with the anger of the other. The government and media in
France made substantive efforts to discredit the Yellow Vest movement to destroy wider
sympathy with the movement.

Emphaise resolution: Always emphasise that your objective is the resolution of anger, and
name the social co-benefits of resolving this public anger rather than crushing it. There is ample
evidence that ignoring or suppressing public anger substantially contributed to destabilising our
democracies.

To translate it into action anger is also an emotion that needs to have an object it targets, not only in
campaigns. This part of an anger campaign seems straightforward, and endless right-wing
movements targeting a particular minority as an object of anger, be it immigrants, sexual identities
or religions, seem to prove how easy it is. However, it becomes more tricky when your objective is
to unify societies (high social trust) but change the political or economic system (low system trust).

Naturally, people tend to channel their anger towards people and not systems and feel more inclined
to be angry about people they deem accountable to them. This makes it much easier to direct anger
against an elected official than, for example, a company or industry (unless it is a brand and you can
establish that your story proves their brand story is a lie). Adding complexity to the cause of anger
(in a corporate crime, who is to blame, the CEO, the shareholders, or the employees?) drives anger
into frustration. Given this, you need to find a clear target for the anger and a story that connects
peoples’ emotions to this object. The object does not need to be a person. It can be a piece of
legislation, a social norm, an institution or a brand. However, your story always needs to provide the
solution: the agency that can rectify the problem that caused the anger in the first place.

Personify the cause of anger. If a problem is abstract, for example, increasing uncertainty in
a precarious audience, use storytelling to personify it. Helping people build emotional
relationships with abstract things is the art of mythology and storytelling. (imagine a good ghost
story). An excellent example is the cabal in many conspiracy theories created as the cause for
many anger-causing experiences in people's lives.



Personify without being personal. In contrast to toxic anger, which seeks to penalise or
even eliminate the object of anger, constructive anger changes this person's actions, putting a
negative value on the action, not the object. This prevents vengeful or hateful thinking and
allows for a different type of agency in resolving the issue.

Create an emotional connection. If people are angry about uncertainty in their lives, create a
narrative that, for example, the budget problem you want to attack is creating more uncertainty
and that the government can provide more certainty and security by changing the budget.



Resolve

In contrast to players that use toxic anger to polarise and fragment societies and, therefore, sustain
it indefinitely to maintain their power, constructive anger should aim to resolve the cause of anger
and the anger itself. People must learn to have, act upon and resolve their anger, even if this
sometimes means accepting a partial win as a win. Like most emotions, anger is an excellent
emotion to visit but not one to get stuck in. You should always avoid making anger part of people’s
identity: you need to distinguish anger-creating identities from temporarily connecting anger to a
specific identity. Part of your work should be to help your audience resolve their anger, not by
meditation but by action. Tomorrow is another day, and people can get angry again for other
reasons.

Anger resolution as an objective: build resolution of the anger into your objectives and
communicate it. ‘We are angry and do not want to be angry, but something needs to change for
this.’

Celebrate the end of anger: celebrate a win as a conscious change in your movement’s
emotions.

Create spaces: create spaces for people to think and express their emotions. Help people
who struggle to move out of anger.

Appreciate emotional work: appreciate not only the physical work that people have invested
into your movement or campaign but also the emotional work and energy.



Anger & Your Team

When working on emotions like anger, before engaging with your audience's feelings, it is essential
to reflect on your own feelings and those of your team.

Anger can be a very energising feeling that can motivate, and multiple studies have shown that it
even increases creativity and problem-solving skills, at least for a short time. On the other hand, it
reduces our ability to listen and accept new information. We tend to revert to heuristic decision-
making (using mental shortcuts to solve problems and make judgments quickly and efficiently).

We all handle anger differently. Some of us are emotional introverts, others extroverts; some are
very connected to their emotions, while others are in denial. Your organisational and national culture
influences how people deal with anger. Is expressing anger in your culture acceptable, or is it
considered inappropriate behaviour? Negative anger cultures will force their people to suppress
anger, leading to frustration and reduced empathy, which can lead to severe mental and physical
health issues in the long run. In society, if combined with agency, a positive approach to anger can
lead to political or social action. However, organisations with a positive anger culture often have the
problem of internally directed anger toxifying the team's mood, especially if people lack external
opportunities to vent.

There are as many reasons to be angry about the world as to be anxious. Today, changemakers can
feel overwhelmed by the feeling that we will not be able to “fix things in time”. As part of this, not
only anxiety but also anger are on the rise. While emotions are dangerous when you or your team
members deny them, turning these powerful feelings into positive energy for your team requires a
conscious effort. Anger management should not solely be a duty of care issue delegated to HR
departments but a central strategy to manage the energy of our team.

As with every intense feeling, anger is an excellent emotion to visit but not stay in. Anger has to
move. It's a powerful energy that requires expression and sometimes action to correct a wrong.

Learning how to modulate and direct it is a skill you can work on for yourself and with your team.
Strategies that turn anger into a constructive force to energise change processes are far superior to
strategies to simply dissipate the anger.
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Safe spaces: As a first step, it is essential to create safe spaces (team dialogues) where your
team learns to connect and talk about their emotions like anger and those of their team
members. To navigate the anger in your team, you can follow many of the recommendations in
our handbook on modulating and directing outrage in society. Our ‘feel-think-act workshop
formats’ can also help you to design such a process.

Emotional culture shaping: Though many organisations make considerable efforts to shape
their organisation's culture by creating value frames, very few engage with the emotional
culture they strive for. Organisations should strive for shared norms and narratives about anger,
agency, worry, fear and other emotions, thereby creating the framework to build emotional
intelligence within their staff.
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