
The Campaign to Legalise 
Cannabis

A Campaign to Change the Law and 
Attitudes





Background to this campaign

• Various organisations are engaged in a long running campaign to change the 
laws and attitudes surrounding the use of cannabis. 
• For example CLEAR; VoltFace and NOML UK are all campaign organisations 

which seek to decriminalise/legalise cannabis use in the UK. 



What Were The Aims of The Campaign?

• Campaingers were working to change to things :
1) The Law
2) Public Opinion and Attitudes

• Campaigners sort campaigned for the legalisation of cannabis in the UK, which 
will mean it can be bought and sold from licensed vendors in a similar way to 
drugs such as tobacco and alcohol. 
• Campaigners also seek to change the perception of cannabis as a dangerous 

drug, to something far more positive by emphasising its safety and potential 
medical uses. 



What Did They Achieve (1)?

The Law
• So far organisations that campaign for the legalisation of cannabis 

have been largely unsuccessful. Cannabis has been downgraded from a 
class B narcotic in class C drug in 2004 and back again to class B in 
2008. From November, 2018 cannabis was licensed for medical use, 
doctors can prescribe it but there are still tight restrictions placed 
on its medical use. 
• Products containing cannabis oil (CBD) can be legally bought and sold 

in the UK but they must contain no more than 0.2% THC, which is the 
psychoactive compound in cannabis. 



What Did They Achieve (2)?

Public Opinion
• Where the campaign has been more successful is in influencing public 

opinion. A YouGov opinion poll in 2018, showed that 51% of those survey 
supported liberalising laws, with 40% opposed to any relaxation. This 
was the first time a YouGov poll has shown a majority the British public 
supportive of a change in the law. 
• Support for medicinal cannabis was even stronger, with 75 per cent of 

respondents saying it should be permitted, 9% were opposed to this. A 
similar proportion said they would consider using cannabis-based 
treatments if there was strong evidence it would benefit them. 



How Did They Publicise Their Cause?
• The campaigns have got the support of various experts to change public 

opinion. These might include police officers, politicians, doctors and public 
health experts, who all argue a positive case for legalisation. 
• One important technique is to highlight the plight of sick children and 

adults who are being criminalised by laws which prevent them from getting a 
drug that could help treat them. 
• A petition to have parliamentary debate on the issue attracted 236,995 

signatories. The campaign has attracted the support of high profile 
celebrities including Russell Brand, Sir Richard Branson and Sting and 
Paloma Faith.



The Campaign For 
Assisted Dying

Sarah Payne Campaign to Change the Rules Surrounding 
Disclosure of Information on Convicted Paedophiles





Background to this campaign

• Helping someone to die is an offence under section 2 of the Suicide Act, 1961. 
This means that people cannot actively assist in the suicide of another 
person, for example by administering a lethal dose of medication - they 
cannot actively help them to die. 

• The law allows for jail terms of up to 14 years for offences committed under 
this act. Many people disagree with this law and there have been many 
attempts to change it.



Background (2)

• The campaign produce a number of high profile figures. Diane Pretty, Tony 
Nickolson and Debbie Purdy, all suffered from terminal illness and applied to the 
High Court to die at, a time of their choosing and, using, a method decided by 
themselves. Importantly, as their condition deteriorated it was possible that 
they may have needed help in executing their plan. 
• They they were concerned that anybody who helped them would be liable to be 

charged with assisting a suicide under the 1961 act. 
• As a consequence they were seeking changes to the this law and clarification of 

when somebody would be charged with assisting a suicide.



The Aims

• They they were concerned that anybody who helped them would be 
liable to be charged with assisting a suicide under the 1961 act. 
• They wanted this law repealed and replaced with clear guidance for 

relatives, and others (the police, medical professionals) over the 
limits of assistance that could be offered to a dying relative



Was it a success

• The campaingn to replace the 1961 act (The Assisted Dying Bill, 
2015) failed to pass and did not become law. 
• However, the campaign was a success in other ways. Debbie Purdy 

got clarification surrounding her case from the Director of Public 
Prosecutions that people who assisted her would not be liable to 
prosecution. 
• The campaign remains a partial success but in the longer-term only 

a change in the law will be acceptable to supporters of assisted 
dying.



How Did They Publicise Their Cause?

• The main tool used by this campaign was the cases taken to the high court. These 
created a lot of press interest and provoked much sympathy in the public, 
surveys of public opinion show that attitudes became more supportive of the 
principle of assisted dying; it now stands out over 90% up from 82% in 2015. 
• A campaign group was formed (Dignity in Dying) and had the support of many high 

profile celebrities, notable among them was Terry Pratchett who was diagnosed 
as suffering with Alzheimer's disease, an incurable degenerative illness. Other 
supporters included Chris Broad (England cricket captain) and Patrick Stewart 
(Actor). 
• The use of celebrities who had personal experience of the issue surrounding 

terminal illness was a powerful tool in helping to shape public opinion. .


