
Guiding	
  Principles	
  and	
  Critical	
  Insights	
  for	
  
Effective	
  Climate	
  Communication	
  	
  

	
  
Local	
  Government	
  Commission	
  -­‐-­‐	
  	
  	
  

Statewide	
  Energy	
  Efficiency	
  Collaborative	
  
•	
  December	
  03,	
  	
  2014	
  

Dan	
  Barry	
  –	
  Communities	
  Director	
  
Caroline	
  Hodge	
  –	
  Research	
  Manager	
  



TODAY’S	
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•  Research	
  Presentation:	
  American	
  Climate	
  Values	
  2014	
  
•  Putting	
  Research	
  Into	
  Practice:	
  13	
  Steps	
  for	
  

Communicating	
  on	
  Climate	
  
•  Practical	
  Application	
  –	
  A	
  Sample	
  Speech	
  
•  Q	
  &	
  A	
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MOMENTUS	
  
Empowering	
  Individual	
  and	
  Institutional	
  Leadership	
  on	
  Climate	
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ecoAmerica	
  is	
  a	
  non-­‐profit	
  that	
  uses	
  consumer	
  
research	
  and	
  strategic	
  partnerships	
  to	
  create	
  large-­‐
scale	
  engagement	
  programs	
  that	
  build	
  awareness,	
  
understanding	
  and	
  action	
  for	
  climate	
  &	
  sustainability	
  
solutions	
  among	
  mainstream	
  Americans.	
  
	
  
	
  
MomentUs	
  is	
  a	
  strategic	
  organizing	
  initiative	
  
designed	
  to	
  build	
  a	
  critical	
  mass	
  of	
  institutional	
  
leadership,	
  public	
  support,	
  political	
  will	
  and	
  collective	
  
action	
  for	
  climate	
  solutions	
  in	
  the	
  United	
  States.	
  	
  	
  	
  
	
  
MomentUs	
  will	
  develop	
  and	
  support	
  a	
  network	
  of	
  
trusted	
  leaders	
  and	
  institutions	
  who	
  will	
  lead	
  by	
  
example	
  and	
  engage	
  their	
  stakeholders	
  to	
  do	
  the	
  
same,	
  leading	
  to	
  a	
  shift	
  in	
  society	
  that	
  will	
  put	
  
America	
  on	
  an	
  irrefutable	
  path	
  to	
  a	
  clean	
  energy,	
  
ultimately	
  leading	
  toward	
  a	
  more	
  sustainable	
  and	
  just	
  
future.	
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MomentUs	
  Leadership	
  (more	
  than	
  150	
  and	
  counting)	
  



Faith	
  

Higher	
  
Education	
  

Health	
  

Business	
  

Communities	
  

Disciples	
  of	
  Christ	
   	
   	
   	
   	
  3,646	
  congregations	
  	
  
African	
  Methodist	
  Episcopal	
   	
   	
   	
  7,000	
  congregations	
  	
  
United	
  Church	
  of	
  Christ	
  	
   	
   	
   	
  5,154	
  congregations	
  	
  
Islamic	
  Society	
  of	
  NA	
  

American	
  Association	
  of	
  Community	
  Colleges	
   	
  1,655	
  campuses	
  	
  
Ass’n	
  for	
  Advancement	
  of	
  Sustainability	
  in	
  HE	
   	
  1,300	
  leaders	
  	
  	
  
American	
  Ass’n.	
  of	
  State	
  Colleges	
  &	
  Univ.	
   	
  420	
  campuses	
  
Ass’n.	
  of	
  Land-­‐grant	
  Universities	
   	
   	
  629	
  Presidents	
  	
  
Hispanic	
  Ass’n.	
  of	
  Colleges	
  &	
  Universities	
   	
  400	
  campuses	
  
Ass’n.	
  of	
  American	
  Colleges	
  &	
  Universities	
   	
  2,774	
  campuses	
  

ICLEI	
   	
   	
   	
   	
   	
   	
  1,000	
  cities	
  	
  
Institute	
  for	
  Sustainable	
  Communities	
   	
   	
  100s	
  organizations	
  	
  
National	
  League	
  of	
  Cities	
   	
   	
   	
  2,000	
  senior	
  staff	
  
National	
  Association	
  of	
  Counties 	
   	
  3,144	
  counties	
  	
  
US	
  Conference	
  of	
  Mayors	
   	
   	
   	
  1,200	
  mayors	
  	
  

American	
  Psychological	
  Association	
   	
   	
  137,000	
  members	
  	
  
Physicians	
  for	
  Social	
  Responsibility 	
   	
  50,000	
  members	
  
Catholic	
  Health	
  Association 	
   	
   	
  2,000	
  facilities	
  
Kaiser	
  Permanente	
   	
   	
   	
   	
  8.9M	
  members;	
  167K	
  employees	
  
Health	
  Care	
  Without	
  Harm 	
   	
   	
  1,300	
  organizations	
  
National	
  Medical	
  Association 	
   	
   	
  30,000	
  physicians	
  	
  
American	
  Academy	
  of	
  Pediatrics 	
   	
  60,000	
  members	
  	
  

Business	
  for	
  Social	
  Responsibility	
  (BSR)	
  
CDP	
  (formerly	
  Carbon	
  Disclosure	
  Project)	
   	
  4,100	
  companies;	
  24	
  cities	
  	
  
Ceres/Bicep	
   	
   	
   	
   	
   	
  500	
  signatories	
  	
  
American	
  Sustainable	
  Business	
  Council	
  	
   	
  200,000+	
  businesses	
  	
  
B	
  Corps	
   	
   	
   	
   	
   	
  922	
  corporations	
  	
  

Partners	
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§  lead	
  by	
  example	
  
§  engage	
  others	
  
§  institutional	
  
leadership	
  

§  collective	
  impact	
  

Brands,	
  Research,	
  Resources,	
  Outreach	
  	
  





Making	
  Climate	
  
Relevant	
  

	
  	
  	
  	
  

	
  	
  	
  	
  
	
  	
  
	
  	
  



We are not connecting with Americans.	
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RESEARCH	
  PRESENTATION	
  
13	
  Steps	
  and	
  Guiding	
  Principles	
  

11	
  



What Resonates With 75% of 
Americans?	



Exceptionalism,	
  compassion	
  
•  We	
  can	
  all	
  make	
  small	
  steps	
  to	
  make	
  the	
  world	
  better	
  (94%)	
  
•  People	
  can	
  be	
  the	
  solution	
  (90%)	
  
•  Compassion	
  for	
  those	
  who	
  are	
  suffering	
  (86%)	
  

Personal	
  rights	
  to	
  clean	
  environment	
  for	
  all	
  
•  Clean	
  drinking	
  water	
  (84%)	
  
•  Clean	
  air	
  (83%)	
  
•  Safe	
  neighborhood,	
  free	
  of	
  toxics	
  (79%)	
  
•  Access	
  to	
  natural	
  spaces,	
  parks	
  (75%)	
  

Responsibility	
  to	
  do	
  something	
  about	
  climate	
  
•  Companies	
  that	
  pollute	
  (81%)	
  
•  EPA	
  (78%)	
  
•  Me	
  (75%)	
  

12	
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Psychographic Research	





VALS	
  FRAMEWORK	
  OVERVIEW	
  

Using	
  a	
  proprietary	
  algorithm,	
  VALS	
  
places	
  individuals	
  into	
  eight	
  primary	
  
segments	
  based	
  on	
  two	
  dimensions:	
  
	
  
1.	
  PRIMARY	
  MOTIVATION:	
  strongly	
  
contrasts	
  consumers	
  

•  Ideals	
  
•  Achievement	
  
•  Self	
  Expression	
  

	
  

2.	
  	
  RESOURCES:	
  amplify	
  or	
  constrain	
  
expression	
  motivations	
  

•  Self	
  Confidence	
  
•  Innovation	
  &	
  Curiosity	
  
•  Health	
  &	
  Energy	
  
•  Age,	
  Income	
  &	
  Education	
  

	
  

14	
  



Benefits Are Essential for Action	
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FINDINGS	



•  Mainstream Americans currently not seeing benefits of solutions.	



•  Many think they will be personally negatively affected by solutions.	



•  They don’t see relevant penalties for not acting.	



IMPLICATIONS	



•  Emphasize real solutions and personally relevant benefits. 	



•  Connect climate solutions with benefits for pocketbooks, families and 
communities that will occur soon.	



•  Show how doing something now will protect their quality of life, what they have 
worked so hard to achieve.	





FINDINGS	



•  We rely on views from their trusted tribes – family, pastor, political party 
leaders, favorite TV channels.	



•  If their “tribes” don’t support climate solutions, they won’t.  	



•  Americans trust leaders in their daily lives, and look to them for guidance. 	
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IMPLICATIONS	



•  Form deep and lasting collaborations with groups of leaders who connect with 
Americans in their daily lives.	



•  Empower them to speak and lead by example in ways that support the needs 
of their constituencies – personalize climate, connect w/ solutions.	



Americans Follow Their Tribes	





Not Ready to Abandon the ���
American Dream	
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FINDINGS	



•  Upwardly mobile, status-seeking Americans strongly sacrifice, doing with “less”.	



•  “Keep up with the Jones” types are the core of American consumers – 
advertiser targets.	



•  They have “earned” the right not to be denied what others have.	



IMPLICATIONS	



•  Don’t emphasize changes and new.  They are afraid of change and don’t want 
rules changed/goal posts moved.	



•  Need extrinsic motivation: emphasize rewards for good and avoiding bad.	



•  They are followers.  Need to show success and being part of the group.	





I Shop, 
therefore I am 



My Family First	



19	
  

FINDINGS	



•  Achievement-oriented Americans have a strong “me-and-my-family-first” 
orientation.	



•  Climate action currently conflicts with their values.	



IMPLICATIONS	



•  These Americans are a key solutions audience – they vote and influence the 
rest of middle America.	



•  Promote benefits: “smart”, responsible, and protect children/family.	



•  Provide extrinsic motivation – rewards, success stories, leadership, workplace 
programs.	





Climate Action Is Elite and Alienating	
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FINDING	



–  Climate	
  beliefs	
  are	
  associated	
  with	
  
educational,	
  financial,	
  and	
  social	
  
networks	
  of	
  privilege	
  and	
  power.	
  	
  

–  Climate	
  change	
  is	
  not	
  a	
  practical,	
  
real	
  issue	
  for	
  ordinary	
  Americans.	
  	
  

IMPLICATIONS	
  

•  If	
  we	
  want	
  Americans	
  to	
  care	
  about	
  
climate	
  change,	
  we	
  need	
  messengers	
  
that	
  they	
  relate	
  to,	
  not	
  intellectual,	
  
environmental	
  elitists.	
  

•  Solutions	
  must	
  benefit	
  everyday	
  
American:	
  pocketbooks	
  and	
  values.	
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Preparedness Can Motivate Action	
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FINDINGS	



•  Local preparedness resonates with white-collar information workers and others 
who have not yet engaged on climate.  	



•  Preparing is politically neutral and evokes personal responsibility.	



IMPLICATIONS	



•  Preparedness taps into sensible and practical action, now.	



•  Preparedness can include actions and policies that help prevent climate change 
(mitigation).	



•  This audience enjoys information – will support efforts to educate citizens. 	



•  Will support and engage in preparing healthcare providers and the public to 
deal with climate change effects.	



	
  



Summary Recommendations	



•  Focus	
  on	
  people	
  vs.	
  technology,	
  policy,	
  planet,	
  bring	
  
them	
  into	
  the	
  fold	
  (don’t	
  belittle,	
  leave	
  preaching	
  to	
  preachers)	
  

•  Engage	
  groups,	
  and	
  empower	
  local	
  leaders	
  to	
  lead	
  
•  Understand	
  and	
  incorporate	
  everyday	
  concerns	
  
•  Emphasize	
  solutions,	
  benefits	
  and	
  success	
  
•  Deliver	
  and	
  position	
  solutions	
  as	
  bold	
  and	
  effective	
  
•  Emphasize	
  relevant	
  reality,	
  use	
  “science”	
  sparingly	
  
•  Make	
  pragmatic	
  appeals,	
  such	
  as	
  being	
  prepared,	
  

regaining	
  control,	
  independence,	
  and	
  security	
  
•  Reinforce	
  climate-­‐health	
  and	
  climate	
  weather	
  	
  
•  Avoid	
  connecting	
  solutions	
  with	
  “new”	
  or	
  “change”	
  –	
  

instead	
  focus	
  on	
  personal	
  benefit,	
  family	
  values	
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COMMUNICATING 

ON CLIMATE

13 Steps and Guiding Principles

DECEMBER 2013

start with people
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THE	
  13	
  STEPS	
  
1.   Start	
  with	
  people,	
  stay	
  with	
  people	
  

2.   Connect	
  on	
  common	
  values	
  
3.   Acknowledge	
  ambivalence	
  

4.   Scale	
  from	
  personal	
  to	
  planet	
  
5.   Sequence	
  matters	
  
6.   Use	
  “facts,”	
  not	
  science	
  

7.   Inspire	
  and	
  empower	
  
8.   Be	
  solutions-­‐focused	
  
9.   Describe,	
  don’t	
  label	
  

10.   Have	
  at	
  least	
  1	
  powerful	
  fact	
  from	
  a	
  trusted	
  messenger	
  
11.   Prepare	
  don’t	
  adapt	
  
12.   Speak	
  from	
  the	
  mountaintops,	
  don’t	
  fight	
  in	
  the	
  trenches	
  
13.   Message	
  discipline	
  is	
  critical	
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Before	
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After	
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  APPLICATION	
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  Speech	
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Putting Method into Practice���
A Hypothetical Example Using the 13 Steps 	





1. Start with people, stay with people	



Begins by showing 
understanding of and 
appreciation for the 
audience, and connects 
with their values 
throughout the speech	



Hello, and good afternoon. 
Thank you so much for the 

opportunity to speak today. I 

am a big fan of your 
mentorship program here in the 

local high schools – it’s a 

perfect example of the business 
community playing a leadership 

role to improve our civic life. 	





2. Connect on Common Values	



Builds rapport by 
connecting with the 
audience's values 
through a community 
treasure. 	



Today I am here to talk about 
one of our city’s treasures, the 
Big Sioux River. Most of us 
have grown up fishing or 
rafting there, or just walking 
along its banks. I bet if I asked, 
each of you could recall 
several wonderful memories 
with family and friends along 
its shores, or wading in its 
waters. My husband and I 
have spent weeks fishing there 
with the kids.	


	
  



3. Acknowledge Ambivalence	



Carefully introduces 
climate change, respects 
the potential spectrum 
of audience attitudes, 
and allows people in the 
room to hold differing 
beliefs.	


	
  

Who has been to the Big 
Sioux River lately? For those 
of you who have, I think you’ll 
agree it’s not hard to see that 
the river isn’t what it used to 
be.	


Now I can bet we have many 
differing opinions in the room 
on what or who’s to blame 
for these changes in our 
climate, and I would also 
wager that we can all agree 
we need The Big Sioux River! 
And, it needs us.	


	
  



6. Use “Facts” Not Science	



Talks about the drought; 
the water level is down, 
fish are impacted, and 
water supplies are 
diminished -- irrefutable 
facts that the audience 
can see with their own 
eyes.	


	
  

There is change 
happening right in our 
backyards, in the 
backyards of all of Iowa, 
and throughout the 
country. The water level 
is down, and higher 
water temperatures are 
impacting fish counts 
and fish health.  Our 
main source of clean 
drinking water is 
diminishing.	


	
  



8. Be Solutions-Focused	



Janine is showing that 
solutions are 
accessible and 
meaningful. Notice 
that she avoids asking 
her audience to 
sacrifice.	


	
  

The good news is that there 
are already leaders in this 
community who have started 
to do something to help.  
Some of the high schools in 
your mentorship program are 
helping to plant trees near 
the river, the Mayor has 
implemented smart water 
use, several of our churches 
and church goers have taken 
The St. Francis Pledge to lead 
by example in reducing their 
impact, and solar power is a 
rapidly growing industry in 
the state. 	
  



10. Have at least 1 powerful fact from a 
trusted messenger	


Don’t weigh the speech 
down with numbers 
(which cause people to 
tune out). Instead, 
inspires them with 
ONE powerful fact on 
the statewide increase 
in solar power. 	



According to the Argus 
Leader, the solar power 
industry in Iowa grew 
33 percent in just one 
year. These are just a 
few examples of the 
many meaningful and 
powerful things we can 
do to prepare for and 
help prevent further 
climate change. 	





11. Prepare, Don’t Adapt	



Use the term 
“preparation” instead of 
“adaptation” to inspire 
action.  The audience 
understands the term, 
which conjures up 
proactive and 
preventative steps that 
scale.	



	
  

According to the Argus 
Leader, the solar power 
industry in Iowa grew 
33 percent in just one 
year. These are just a 
few examples of the 
many meaningful and 
powerful things we can 
do to prepare for and 
help prevent further 
climate change.	


	





13. Message Discipline is Critical	



Message consistency 
makes it easy for 
audiences to 
understand, remember, 
and share. Stay on point, 
and be clear and 
consistent.	


	
  

Finally, you have the power to 
set a new example, to help 
prepare and protect our 
community from the impacts of 
climate change, and to work to 
preserve our treasured natural 
heritage, the Big Sioux River. 
Join me in being part of the 
solution. 	


Individually we can make a 
difference; collectively we can 
do so much more.	


Thank you. I look forward to 
collaborating with you.	


	
  



•  Comprehensive	
  climate	
  communica2on	
  guide	
  
based	
  on	
  social	
  science	
  research	
  

•  Joint	
  project	
  between	
  ecoAmerica	
  and	
  the	
  
Center	
  for	
  Research	
  on	
  Environmental	
  
Decisions	
  at	
  Columbia	
  U.	
  

•  Webinar	
  on	
  Thurs.	
  Dec.	
  11,	
  3:30	
  –	
  4:45	
  pm	
  ET	
  
(look	
  for	
  email	
  from	
  LGC	
  w/	
  registra2on	
  link)	
  

•  Visit	
  connec%ngonclimate.org	
  to	
  sign	
  up	
  to	
  
be	
  no2fied	
  when	
  guide	
  is	
  released	
  (Dec.	
  11)	
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COMING NEXT THURSDAY… 

Connec&ng	
  on	
  Climate:	
  A	
  Guide	
  to	
  Effec&ve	
  Climate	
  
Change	
  Communica&on	
  



THANK	
  YOU!	
  
Dan	
  Barry,	
  ecoAmerica 	
   	
   	
  dan@ecoAmerica.org	
  
Caroline	
  Hodge,	
  ecoAmerica 	
   	
  caroline@ecoAmerica.org	
  
	
  	
  
Download	
  reports:	
  http://www.ecoAmerica.org/research	
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