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Preparedness Conference

W | and Community Resilience SR

Resilience in partnership with the U.S. Environmental Protection Agency

April 4-6, 2016 « Balumore, Maryland

ANTI@H ‘ SEPA
NEW ENGLAND Thursday, November 19, 2015 Agency

12:00 ~ 1:00 PM EST

IF8] Navigating the U.S. Climate Resilience Toolkit:,
How the Toolkit can support local planning and
; decisions for enhanced community resilience (= -
¥ Learn how the U.S. Climate Resilience Toolkit {toolkit climate. gov) can be _
used to support local planning and decisions for enhanced community

resibence. We will walk through the Toolkit's 5-Step Planning Process and
David Merring, examples of s use. The 5-Step Planning Process includes.

Eduramon. NOA Cimane > *  Identifying the problem

v e + Determining vulnerabilities
*  Investigating options
*  Evaluating the risks and costs
* Taking action
S = o ™ L \!\\ I! }I{(\ol Ill\ n United States
_.f:-“- s T " ) ew e - " \"EPA ::::mﬂmm
Stakeholder
Capacit i i
pacity Applied Research Education &

. . _ Trainin )
Mission: Strengthen communities to prepare, respond and retover in

the face of climate impacts and other disruptions through
collaborative, innovative solutions.
www.communityresilience-center.org



The Climate Advocacy Lab

Helping climate and clean energy advocates run smarter public engagement campaigns.

CLIMATE M CLIMATE Welcome, Nathanw About Contact + MyLs
Co TRUTH .org é ADVOCACY 5iring now t beterengage the pusic on climate change.

May 31, 2016

Field Test Comparing Pro-Solar

Messengers on Several Channels
iy

This lest sought to determine i @ homeowner messenger o & solar worker messenger

was more offective in convincing other NV residents or US residents 1o sign a petition in
Support of solar Nel-metering polces. Test results were INConciusive, but our roport
points to signficant shorcomings of Facebock Ads for validating message tests, and
points o sultable alternatives

Campaign Background

Last faf, Nevada's Public Utlity Commission was considering a propesal from the M W E “m
State’s cominant Utiity 1o Nike electricity rates for owners of 'ooflop solar systems if
passed, the proposed rales would severely imit the growth of roofiop solar installations
n the state

HOME INTERACTIVE TO0LS RESOURCE LIBRARY LAB COMMUNITY ASK AN EXPERT

Nﬂl!olhlm FMMNQ!M

© 10 view videos from last fa

Bu!d the Public and Political
YALE CLIMATE OPINION MAPS FOR ;“,m,;',‘m 5

Our project objective was 10 recruit Nevada residonts, and those aiready engaged with
US cimate acvocacy groups. 10 S9N & petiion 1o the Nevada Pubic Utity Commission
0pposing the new rates. In addition. we wanted 10 Increase partcipation by our
Supponters in @ patch-through system that facilitated direct phone calls 10 the NVPUC

STRATEGISTS

Initial Test Design

Our beginning Mypothes's was that engagement rates wih mossages delivered by e
omecanere and scar sy worare wouki esi b MO reos O engeoererd NEW CLIMATE RESOURCES
typical appeats issued by our stafl, We based the hypothesis o evidence drawn from

response 1o recent emad and SOC! MESa CAMPaIGNS WHore we saw higher

engagement rates on content featuring pecple directly impacted by climate change such m
ergagemert raies o 1 How do we get off fo:
el O e when we've always fi
help us set up # rgorous test We set up a call with Dr. Gabriole Wong-Parodi of | \ l:llallle"NEW'

- NATRANAEL JORNSON, SRIST

2,000+ members

Workshops & Webinars Grant-making Online platform

é ADVOCACY climateadvocacylab.or 4
LAB y .0rg



Consider
the
evidence...
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What we’re going to cover today

* Knowing they audience in 2018

* Numbers numb, stories sell

 Targeting methods for climate engagement
» Scientific consensus messaging
 Communicating through values

* [Bonus awesome guidance, if time...]




Your turn for introductions!

+what you are most looking forward to in this session



Where are we in 20187

Good, Bad, or Ugly?




EREY POSTYR

Aﬁng a World
‘ithout Ice




'‘ADAPTATION DEFICIT

Is the American Public Engaged on the issue?

~

Knowledge/Cognition | ° v

Concern/Affect

Action/Behavior

The US Third National Climate Assessment (NCA) lists
implementation as the number one significant gap in the
state of adaptation in the U.S.



WHAT IS THE MOST IMPORTANT
AND FIRST STEP IN
COMMUNICATION &

ENGAGEMENT?



* C f Cl ima ”eparedness

dC mmu tyR ilie

Know Thy Audience...

Where are American’s at with
knowing and feeling?



AxticwH UNIVERSITY NEW ENGLAND
Center for Climate Preparedness
and Community Resilience

US POLLING: ISSUE UNDERSTANDH#

- of Americans believe global warming is happening with 54%
I ving it is human caused. October 2017.

=+=Think global warming is happening
=&=Think global warming is NOT happening

100%

75% |

25%

m ! - - ~ & - - » - - - b ; & - » -
11/08 110 &10 S0 YW/ 312 912 43 113 414 10/14 35 0/15 16 1116 ST

VAL} PROGRAM ON GEORGE MASON UNIVERSITY
% Climate Change > CENTER for CLIMATE CHANGE
Communication (‘ COMMUNICATION



H M ™~ : AnTicwH UNIVERSITY NEW ENGLAND
S C I e n IIlllfl C C o n s e n s U s 8 | Center for Climate Preparedness

' and Community Resilience

Climate Change
is Happening and
Human Caused

What percent of the
American Public
understand above?




AxTti@wH UNIVERSITY NEW ENGLAND
Center for Climate Preparedness
and Community Resilience

US POLLING: DISTANT THREAT %

Most Americans believe global warming will primarily harm future
generations and plant/animal species.
Only 23% are Very Worried

* _a great deal of harm * .a moderate amount of harm
100%
Not me, not here, not now...
700 % 7%
75%
58% 62%
48% 50% e
NEEE
25% i
m 16% 23%
o You Progle » Famdy Your chiMiven People i the Your Peopie » The Carth
e sonaly your merbes us grandchidimn Ceveopang
cowmrenly  owlsede Ne [ETRLEY

YALE PROGRAM ON GEORGE MASON UNIVERSITY

Climate Change 'a CENTER for CLIMATE CHANGE
C Communication (& COMMUNICATION
Lack of personal worry



A Majority of Americans Think Humans
Can Reduce Global Warming

- But few are optimistic that we will -
Which of the following statements comes closest to your view?

[-‘-uwdu w0t willing - Can t reduce =mNot happewng sl || go umh.ﬂﬂ
51%

¢ S T

Humans could reduce global warmung, butifs
unclear ot thes poent whether we will do what's

necessary

LTA" AdN

$0N

Humans could reduce global warmung, but people
aen't milang 1o change thewr behawor, 30 we're
notgoeng to

Hemans can @ reduce global warming, even if it
happening
Global warming isnt happening

Humans can reduce global warming and we are
goeng o do 50 successiully

v.\Lf. PROGRAM ON GEORGE MASON UNIVERSITY
Climate Change 7= CENTER for CLIMATE CHANGE
Communication (( COMMUNICATION

Hope Missing: no awareness of solutions



So...Does concern mean people
want change, and does it even
matter what they think?



...and how does where we are
today compare to the past?



Up and down with climate: The issue-attention cycle

20

(Downs, 1972)



Putic Opmon abtout Cimate Change

Climate opinion since before 2000

(a) Are you WORRIED about chimate change? (D) Is chmate change causing an IMPACT?

4 L4 v v  J Y L Al Y

2000 2004 2008 2012 2016 2000 2004 2008 2012 2016

(Bergquist & Warshaw, 2018) http://chriswarshaw.com/papers/ClimateOpinion_180322_public.pdf

80 4 50 «
70+
‘O'

ik * 1000
0 ® 2000
(c) is here sobd EVIDENCE for cimate change? (d) Does chmate change pose @ THREAT o the US.7 ® 3000

100 +
80 4 * ® 4000
® 5000

21



Composite index of multiple survey measures

b |
31
g
e
gg d
S o
Qo
s -1
E
O . .

2000 2005 2010

(Bergquist & Warshaw, 2018) http://chriswarshaw.com/papers/ClimateOpinion_180322 public.pdf

'
2015
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Only Half of Americans Have
Thought About Global Warming More Than “A Little”

How much had you thought about global warming before today?

Not at all (16%) Alot (20%)

A little (34%)

Some (30%)

How much had you thought about global warming before today? . R
March 2018 Base Amencans 18+ (n+1.278) ‘ 'l ':’.“'J"J‘ ’;) ENTER far CLIMATE CmANGSE

ML AT ON

https://www.climatechangecommunication.org/wp-content/uploads/2018/04/Climate-Change-American-Mind-March-2018.pdf 23



About One in Three Americans Say They Discuss Global
Warming With Family and Friends “Often” or “Occasionally”

-+-...often/occasionally -&-...rarely/never

100%

73% 73% 74N

7 son O8% 70% 7% 9
e o 4% 6% 57% 8% 65% 7% STX e

40%

38N
0% 0% 20% 29% 25 s
26% 2% 26%
25%

0%
1708 17110 &0 S 1/ N2 92 4N3 1113 44 04 315 1015 3Ne 106 ST wanT e

How often do you discuss global warming with your family and fnends? ate ChONgs »‘ ENTES fw CLIMAPE CHANGH
March 2018 Base Amencans 18+ Commms n 7§

AL AT ON

https://www.climatechangecommunication.org/wp-content/uploads/2018/04/Climate-Change-American-Mind-March-2018.pdf

24



cLIMATE TRIVIA

Are people with higher levels of science
iteracy more concerned about climate
changee

NO: High scientific literacy makes us better at
justifying our own worldviews. |t does not
necessarily align with expert consensus
MOTIVATED REASONING



VIATE TRIVVIAS

According to recent polling AFTER the Election, what
percent of American voters support more government
action to speed up the shift fo clean energy?

a) 32%
b) 61%
c) 74%
d) 86%




If someone feels they can’t have a positive impact on
Impending global warming, are they more likely to:

a) See non existent patterns in unrelated pictures
b) Tend to believe in conspiracy theories

c) Do nothing

d) Less likely 1o uncover information on the issue
e) All of the Above



Communicating Climate Change:
Do we really know our audience?









Numbers Numb

Stories Sell




Barriers to Engagement

Issue Polarization
(obvious)

Efficacy Gap
(Can | do anything meaningful?)

Lack of Urgency/Concern
(not me, not here, not now)

“\
Psychological Processing |
(huh?)

1 UNiveRsiTY NEw Ex
C nt rforCllm te Prp arednes

and Community Resilience




Oﬁf Axtic@H UNIVERSITY NEW ENGLAND
Center for Climate Preparedness

and Community Resilience

Barriers

Psychological Processes

Risk Processing
Discounting the Future
Optimism Bias

Cultural Cognition
Cognitive Dissonance
Heuristics

Psychological Distancing

(not me not here not now)




AxTticeH UNIVERSITY NEW ENGLAND

& Center for Climate Preparedness

Let,s teSt it out. - W | and Community Resilience

I’m going to tell you 3 pairs of words.
Remember them without writing them down

Drew Weston, Emory University






Targeting Methods

For Climate Change Engagement

A CLIMATE
é ADVOCACY

LAB




Types of targeting

‘Demographics

‘Multivariate
segmentation

‘Microtargeting

37



Traditional demographic
targeting



Mostly because of...

Earthis Human Natural (VOL.) Not Mixed
warming activity eatterns OK/Ref warming DRK/Ref N
% % % % % %

TOTAL 59 34 18 6 32 10 2251
SEX

Men 55 31 17 7 36 9 1017

Women 62 37 19 6 27 11 1234
AGE

18-49 61 38 17 6 29 10 939

S50+ 56 30 19 7 34 10 1284
DETAILED AGE

18-29 66 43 17 6 25 10 325

30-49 58 36 17 6 33 9 614

50-64 57 33 18 6 35 8 737

65+ 55 25 20 9 33 12 547
SEX BY AGE

Men 18-49 58 35 17 6 34 8 471

Men 50+ 51 27 17 8 39 10 534

Women 18-49 64 42 17 5 25 11 468

Women 50+ 60 32 21 7 30 9 750
RACE

White, non-Hispanic S5 33 17 6 35 10 1679

Black, non-Hispanic 73 39 26

o

17 10 235



Audience Segmentation



The Six Americas of Climate Change

« »
Hghest befief in global warming Lowest belie! in global warming
Most concerned Least concerned
Most motivated Least motivated

Proportion represented by area

http://climatecommunication.yale.edu/about/projects/global-warmings-six-americas/



http://climatecommunication.yale.edu/about/projects/global-warmings-six-americas/

Microtargeting



What is micro-targeting”?

Micro-target | mikro- targat| n.

To identify specific individuals for
outreach based on their characteristics
(as opposed to targeting broad
demographic groups like women or
millennials).



What is a model?

Models are statistical tools that let us
identify individuals most likely to act or
think a certain way. Models find needles
in haystacks.



How micro-targeting models are created

° ®
° e
0@ °,
Data on millions®
e of people

Creation

Final
product



What is a model?

Go from THIS list

Name Address Action-taker?
José Dias [123 Main St. 77?7
Jane Doe |567 Gale Ct. 7?77
Li Quan 789 Lee Dr. 2777

to THIS list
Name Address Action-taker?
José Dias |123 Main St.
Jane Doe |567 Gale Ct. 23%
Li Quan 789 Lee Dr. 67%

46



Micro-targeting to recruit activists along a pipeline’s proposed route

WISCONSIN

Enbridge Energy pulling plug on
Sandpiper pipeline

The controversial project would cross wetlands, rivers and
tribal lands.

By Mike Hughlett Star Tribune SEPTEMBER 2, 2016 — 6:27AM

M CLIMATE
é ADVOCACY 47
LAB



Models Commonly Used by Climate Advocates

Model Name Targets those who... Creator Revised Best used to identify...
Alarmed Are r.nost concerned & engaged YPCCC* 12/14 lI'nfluent.1al fhmate
on climate champions
Environmental Activist Take environmental action Catalist 4/15 New. a.tctlc.m—takers for
mobilization
General Activist Take progressive action Catalist 3/15 Ac.tlc?n—takers among
existing supporters
Ideology Progressives (or conservatives) Catalist 3/15 Moderate conservatives
o . ) . _ " Beginners on ladder of
Michigan Green Voter  Believe in climate change Clarity&kMLCV* 2015
engagement
. ; . . New action-takers for
Partisanship Democrats (or Republicans) Catalist 3/15 o
mobilization
True Green Trust environmental groups over LCV 6/15 Persuadables open to

others

environmental groups

Green = Includes action-taking as a targeting criteria

Blue = Doesn't include action-taking as a targeting criteria

* Clarity Campaign Labs & Michigan League of Conservation Voters

** Yale Program on Climate Change Communication

Bold = Top models in predicting climate action taking (patch-throughs, organizer meetings, and petition signings)



Yale Climate Opinion Maps

Estimated % of adults who think global warming is happening, 2016

Display model cutput: - Global warming Is happening ¢ Absolute Value s

Cick on map 1o select geography, or. - Select a State $ ' Select a County $)

Parmal

http://climatecommunication.yale.edu/visualizations-data/ycom-us-2016

49


http://climatecommunication.yale.edu/visualizations-data/ycom-us-2016

Yale Climate Opinion Maps: Where would you engage?

)

ek [m]
ki
PR,
OF g6}

climatecommunication.vale.edu/visualizations-data/ycom-us-2016



http://climatecommunication.yale.edu/visualizations-data/ycom-us-2016

Scientific Consensus
Messaging

Talking about the most important climate number

A CLIMATE
é ADVOCACY

LAB




The Evolution of the

OF CLIMATE
SCIENTISTS

“Consensus Message” Watiks

A story of research, theory, testing, and
engagement



Consensus Message Research

THE PUBLIC THINK...

5 5% 97 %o

OF CLIMATE SCIENTISTS OF CLIMATE SCIERTISTS
AGREE ON GLOBAL AGREE ON GLOBAL
WARMING WARMING

Cook, 2013 and Cook et al., 2013, Doran and Zimmerman, 2009



Consensus Message Theory

The finite pool of worry is guarded by heuristics




Recognition of the Scientific Agreement on Climate
Change
Influences People’s Key Beliefs on the Issue,
Which Influence Support for Mitigation Action

Ding-Ding et al., 2011
Lewandowsky et al., 2012
Roser-Renouf et al., 2011
Krosnick et al., 2006



Most Successful Message Form

“Based on the evidence,
97% of climate scientists
have concluded that
human-caused climate
change is happening.”

van der Linden, Leiserowitz, Feinberg, & Maibach, 2014



Consensus Message Testing

Ametican Association ﬁ)t the ﬂdvancement of Seience

IAVAAAS

ADVANCING SCIENCE, SERVING SOCIETY

According to a recent report released by the American Association for the Advancement of Science
(AAAS), the world's largest general scientific society, several recent peer-reviewed surveys of climate
scientists have shown that, based on the evidence, more than 97% of climate scientists are convinced
that human caused climate change is occurring.

We thought you might want to know.

(Myers, Maibach, Peters, & Leiserowitz, 2015)




o0
()

The Consensus Message Worked

Effect of political ideology across message conditions. Note: Perceived Scientific
Agreement ranged from 0 to 100.

-

)]

N OO
)]

g

AN
whn O

// ——Liberal (-1 SD political
/ ideology)

N
-

)
)]

Perceived Scientific Agreement

N
-

-
-#-Mean political ideology
./
Conservative (+1 SD political
ideology)
Control Correction-Only

Myers, Maibach, Peters, & Leiserowitz, 2015; van der Linden, Leiserowitz, Feinberg, & Maibach, 2015



Consensus Changes Minds

Effect of political ideology across levels of perceived scientific agreement (PSA).
Note: Support for U.S. Effort ranged from 1 to 4.

=
’/A/'?/' +Liberal (-1 SD political
ideology)

/ -=-Mean political ideology

Conservative (+1 SD political

ideology)

Low PSA (-1 SD)  Mean PSA High PSA (+1
SD)

Myers, Maibach, Peters, & Leiserowitz, 2015; van der Linden, Leiserowitz, Feinberg, & Maibach, 2015



Consensus Message Engagement

ABOUT “ it

OF CLIMATE SCIENTISTS PSR NGRS
~ HAVE CONCLUDED - pariq¥F S LR

HUMAN-CAUSED S H ey
CLIMATE CHANGE Potri(iu Delgado pt Jug Bay‘” '

-

Wetlands mp&&r& in Moryland % /
5SHAPPENING g cfteymint
—_ Find Out What She is Learning s *

Karen Akerlof, GMU “.‘
CHANGE IT UP MARYLAND! I\

Climate Communication Consortium of
Maryland
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Know Thy Audience...

Working with Stakeholders



What are your stakeholders

values?

Personal Freedom/Choice
Individualism
Patriotism

Self Reliance
Dedication/Hard Work/
Common Sense
Frugalness
Efficiency/Avoid Waste
Conservative

Morality

Uniqueness
Innovation

Social Justice
Equality
Common Good
Reciprocity
Benevolence
Nurturance
Cooperation
Collective

ﬁ AnTi@H UNIVERSITY NEW ENGLAND
Center for Climate Preparedness
W | and Community Resilience



RANKEDNO. 140 - . .
UNCOMMITTED » 4 AN
PREOCCUPIED & . 20N

DISINTERESTED &



Framing for Engagement

Challenge

What are the problems we're
facing and the context
they're happening in?

Choice
What action must be
taken and why now?

Opportunity
What are the benefits of

taking action?
(value based communication)




AnTi@H UNIVERSITY NEW ENGLAND
Center for Climate Preparedness
and Community Resilience

Framing for a Story

= f ‘ “Planning for different types of housing
is vital to support the firefighters,
teachers, police officers, and all the
hard working men and women
protecting our homes and teaching our
children. Workforce housing provides
the opportunity for families to live and
grow in one place over time, while
strengthening the local economy”

“Workforce housing is a solution to
reducing vehicle emissions from

diverse neighborhoods. It also allows Y
for equality in housing choices for all
individuals in a community.”




Framing for a Story

“Many of us an remember a time
when you didn’t just throw things
away. New Englanders are known
for avoiding waste because it is
the sensible, practical, and
conservative way we have always
been.

By adopting ‘new energy building
code’, we continue to avoid
wastefulness, while creating
homes and offices that are warm
and comfortable.”

Oﬁﬁ | Anti@H UNiversity NEw ENGLAND
Center for Climate Preparedness
W | and Community Resilience



Key Takeaways A8 | Coree o Cmas Pepuedness

and Community Resilience

Focus on local

Communicate expert consensus
Begin with what audiences care about
Build on non-partisan values

Use LANGUAGE INTELLIGENCE: Emphasize the
WE, repetition, short words

Promote practical solutions that are here now!
Articulate what will get better if action is taken

Challenge, Choice, Opportunity

www.climateaccess.org/preparation-frame
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The Science of Empowerment

Leveraging hope and efficacy

A CLIMATE
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Backdrop

The
Uninhabitable
Earth

Famine, economic collapse, a sun that
cooks us: What climate change could
wreak — sooner than vou think

By David Wallace-Wells




What is “Efficacy”?

* EFFICACY: Beliefs (thoughts) regarding the ability to successfully execute
a course of action and the impact of that action on desired goals

*AKA “Perceived efficacy” or “efficacy beliefs



Types of efficacy

Self efficacy: the belief that | can effectively take action

Response efficacy: belief that my actions meaningfully contribute to
collective advocacy

Collective efficacy: belief that the group is capable of taking action
Collective response efficacy: belief that advocacy will influence
policymakers and/or that policies can actually reduce climate change



Does Efficacy Matter?



Efficacy Deficit Among the Alarmed

Alarmed

* Only 27% of them are "very confident" in
their ability to take the steps necessary to
contact policymakers about climate change

-
w

Highest belief in global warming
Most concerned
Most motivated

| feel confident in my ability to write Strongly Agree 11 27
a letter, email, or phone a Somewhat Agree 31 42
government official about global Somewhat Disagree 38 22
warming over the next 12 montbhs. Strongly Disagree 20 9

http://environment.yale.edu/climate-communication-OFF/files/Six-Americas-March-2012.pdf



Four in Ten of the Alarmed Have Written Letters, Emailed, or
Phoned a Government Official About Global Warming
in the Past 12 Months

- % who say they have done it one or more times in the past 12 months -

SO no surprise
most Alarmed
haven’t

40%

15%
1 9%
6%
engaged in S w B
re C e n t Alarmed Concerned Cautious Disengaged Doubtful Dismissive
(n=126) (n=225) (n=201) (n=38)* (n=101) (n=132)

advocacy m m

Over the past 12 months, how many times have you done the following7**

Base: Americans 18+, November, 2013,
‘Caution: Small Base

2008 wording: Over the past 12 months, how marny Umes have you writien lefters,
emalied, or phoned government officials 10 urge them 1o take action to
reduce global warming 7

http://climatecommunication.yale.edu/wp-content/uploads/2014/02/Behavior-November-2013.pdf



http://climatecommunication.yale.edu/wp-content/uploads/2014/02/Behavior-November-2013.pdf

What separates the “worriers” from the “doers”?

gocial L

The belief that their J @@W K K The belief that others like
actions matter ‘ them are taking action

(Doherty & Webler, 2016)




Efficacy (empowerment) begets action

Types of efficacy

Empowerin . .
mepssagesg » Self efficacy: “| am capable of acting!”

I”

* External efficacy: “Politicians will listen

Increased

efficacy * Response efficacy: “Solutions will work!”

_ * Sending comments to EPA, intentions to
Action lobby, protest, sign petitions, volunteer,
donate

(Feldman & Hart, 2016) (Hart & Feldman, 2016a, 2016b)



Selr-Eftricacy msg—=2 Hope -2 Action

June 9. 2014 10 30 AM EDT

Many Americans are Finding it Easy to Weigh in on Proposed
EPA Climate Change Plan

BY FRANK REYNOLDS
ASSOCIATED PRESS
. Print fmat & Share
WASHINGTON (AP) - Last week, he Environmental Protecton y announced a plan 1o cut cardon emessions fom
existing powes plants by 30 percent by 2030 compared with 2005 levels. The proposed rule tarpets the nation's bigoest

source of poliution blamed ¢ waming The EPA expects hat under Ihe reguiaton, 30 percent of eleciicity in the
U S will come fom coal by 2030, down fom about 40 percent loday

Under the plan. each of he 50 states will determine how 10 mee! Customized targets set by e EPA Oplions for states
meet the targets iInciude Making power plants more efCient. reducing he Yequency at which coal-Sred power plants
Supply power 10 e grid. and investing in more renewable low-Carbon sources of eneryy

The oraR proo0sal is just he Deonning of the Drocess 10 cut emissions. The agency will NOw ke public comment and

Already, many Amencans are taking advantage of the public comment penod. “It's easy enough 10 submit a comment on
he EPA website, send an emall, or write a letier When it's an issue as important as this, it's not iMcult 10 ind the tme 0
do this,” said political analyst John Morns. Many citizens also feel they have a reasonable grasp of climate change and of
how the political process works. As a result they are more confident that they can effectively comment on the EPA
proposal.

TR TR SNTMOUNTETETN TONDWS UN T TPETS OF @ ™Maior U T TR TSROt WTECTY TOUND Tt TSt Waves "Oous
GIOUGNTS ANT OMET €1TEME RIS WOTSEN Wi GIODA! WAMMING ACCORTING 10 T Natonal Ciimate Assessment
UNDIECO0eNted @ :TEMe WeIher ANT CIMAe events” 100k Ik ely IN COMING JHCITHS 35 3 MESURt Of 3 ChANGING Cimate If
It uncheched, climate change is expecied 1 INCrease he prevalence of Certan human Binesses and dseases n e

Unied States. memm“mcmnc mmmunmn&modmmnm
alerg.es anc worsen asthma atonal Cumate 2150 noted Mat “ecoNOMNC I0sses YOm weather- and .
Cimate-retated Crsasters are ncreasing * ExYeme weather events cost e Unied States $110 dilon in 2012 making 1 Feldman & Hart, Science

ONe 01N COSTESL yoars On record . .
Communication, 2016




Efficacy images/text—> Efficacy beliefs—>
Action intentions

Image of solar panels

NOTE: Not the exact images used in study Hart & Feldman, Science Communication, 2



Efficacy images/text that did NOT increase
Efficacy beliefs (relative to solar panels and
action text)

Image of flooding, climate march, power plant

Text describing impacts ONLY

NOTE: Not the exact images used in study Hart & Feldman, Science Communication, 2



OK. Fair Enough. But how do we
Increase Efficacy?



Example: The Save EPA “Practical Guide for Resisting the Trump

’)
Agenda
 Offers insights and advice for making
APRACTICAL GUIDE . . . .
FOR RESISTING agencies listen. Through this Guide, you
e will learn how to be an effective advocate

Former agency staffers reveal best practices
for “making agencies listen™

* Provides basic information about how
regulations are made

» Offers advice about how to participate
effectively in the rulemaking process

» Describes how to find out about
deregulatory actions and provides links to
organizations tracking those actions

Save EPA - http://www.saveepaalums.info/
27 Edition, July 23, 2017

http://saveepaalums.info/Resistance+Guide



http://saveepaalums.info/Resistance+Guide

Bank of Tested Images

O

climateVvISUALS \

<

An evidence-based resource for visual climate change communication

Project Calleries Research Contact

(i

Images that evoke positive emotions

climatevisuals.org/



Increasing self-efficacy: The belief that | can take action

Direct & vicarious experience and ‘can do’ attitude’
« Phone numbers, scripts, showing others like them have done it successfully

Very specific advice on what action to take?

Encouraging people to engage in simple, easy behaviors (such as submitting public comments)
is associated with self-efficacy, which then increases rates of subsequent, more challenging
actions?

Increasing collective efficacy—confidence in a group’s ability to take action—boosts individuals’
self-efficacy, and thus increases intentions to take climate action®

Address Barriers: Show them how easy it is to take action

'Bandura, 1997; 2Hine et al, 2013; 3Luaren et al., 2016; “Jugert et al., 2016



Increasing personal response efficacy: The belief that individual
actions matter

Simply telling supporters that individual actions are effective leads people to action*
Show how personal actions add up to collective goal’

Provide information on climate impacts?

Convince people that their opinions matter, and are listened to3

Burstein et al., 1995; 2Truelove, 2009; 3Roser-Renouf, 2014; 4 Feldman & Hart, Science Communication, 2016



Increasing collective efficacy: The belief that we can pull off a
campaign together

« Promote identification with your group’
« Promote cohesion among group members?

« Images of protests have not been shown to boost efficacy?
 (But the study was conducted on a representative sample of Americans)

1Jung & Sosik, 2002; ?Teig et al, 2009; 3 Hart & Feldman, Science Communication, 2016



Increasing collective response efficacy: The belief that
together we can win

Believing that many others like you are taking action increases collective response efficacy’
Positive signals about the leadership of the group?

Framing future climate trajectories optimistically (the glass half full)3

Avoid Cynicism: Don’t feed notion that politicians won't listen

Visualize Success: Images of solar panels, not pollution and disasters

Lay out the Plan: Describe the realistic strategy to cut fossil fuels and promote clean energy

" Doherty & Webler 2016; 2Jung & Sosik, 2002; 3Morton, Rabinovich, Marshall, &
Bretschneider, 2011;



