Communicating Climate Change
I’ve been communicating to the public about climate change via 3 main avenues, learning different lessons from all of them -- important lessons about identifying and targeting your audience, framing the message, and maximizing its absorption.  Ultimately, the score card is 
not really about how many people read or hear the message, but how many and which minds are changed by a continuous and consistent climate change message. 
1. ONLINE BOOK that started back in 2007, when we recognized a need for: 

· an accessible, comprehensive source on climate change

· focused on its causes, consequences, and especially solutions

· written in simple but engaging English for the public

Al Gore’s presentation was a great graphic presentation, but is not continuously accessible and  did not focus on solutions.  In mid 2008, we were ready with Cool the Earth, Save the Economy: Solving the Climate Crisis Is EASY, but confronted by a market full of tanking global warming books and cautious publishers unwilling to take on our very different book. We published online, offering it as a free download at: www.CoolTheEarth.US .  To date, our success is in over 3,200 downloads so far….
“Cool the Earth, Save the Economy” answered the above needs, and included a proposed policy outline, the
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Other Highlights  include:
· a cost-benefits analysis of the EASY Plan, as well as a national policy that focuses on making clean energy cheaper, rather than dirty energy more expensive. 
· A new, AAA policy pathway: reward the market winners of clean energy & energy efficiency – affordable economically, accessible pragmatically, and acceptable politically
· Advice on how to assess information on climate change:

· how climate change deniers operate

· gives a list of reliable websites on climate change;

· explain how science operates, so as to understand how to understand & frame scientific findings

Communication lessons learned for a non-fiction book:

· Be concise.

· Use the simplest words and sentences possible, without sacrificing accuracy.

· Tell stories and use written imagery when appropriate. 
· For a multi-concept idea, use a concise, positive acronym (ex. EASY plan).
· Keep it visually engaging: colorful boxes, pics, graphics, bulleted lists.
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: 

· give it away FREE as much as possible, and maximize accessibility.

· Make a website with an executive summary  - easy access for policymakers.

· have business book cards made to give to people you meet.

· refer to it whenever you publish or speak elsewhere – blogging, partying, etc.

· advertise at social online groups: facebook et al.
· use engaging graphics to advertise. 
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2. BLOG: Huffington Blogs: Addressing Climate Change series – unlike the book, allows:
More focus on specific mixes of science & policy, colloquial language, frame headlines.
Advertise book, podcasts, and other avenues of education. 

Reach a different audience, with a chance to interact & further engage. 
Keeps climate change connected to timely news topics. 
3. PODCAST: Climate Change Report Podcasts lessons include:
· REACH OUT to the audience: empathize with their perspectives, then suggest alternative perspectives. “It’s understandable that…”. Couch your arguments to suggest you have their best interests at heart. Speak colloquially, free of jargon, with humor when possible.
· Keep it SHORT: maximizes the chances of listening, absorbing, and broadcasting use.
· Keep it SIMPLE in words and sentences, without sacrificing accuracy; use pity slogans, ex. “Let’s come clean”
· REINFORCE same message in many segments: assume 20 repeats for message penetration.
· FRAME headlines and content that grab policymakers attention : jobs & the clean energy race, for transitioning to clean energy, for example; for population, frame arguments in terms of women’s reproductive rights, and bringing populations to sustainable levels… 

· Vocal DELIVERY matters: maximize cognitive absorption by the widest audience, engaging both the high schoolers up through the older crowd, where the rate of absorbing information plummets with aging. Languages are like music – make it vocally engaging: 
· tell a story, using light humor when possible, (eg, 4-5 degrees in planet vs. blood)
· not too fast, 
· varying vocal emphasis and color, 
· but not distracting – either vocally or with unnecessary content details,  
· focus on one simple message per segment.
· offer SUBSCRIPTION via RSS feed or other.

Communication Goals:
· Dramatically UP belief that global warming is real, man-made and important,  resulting in climate change; esp. among important communicators -- TV weathermen and the Rupert Murdochs,  have to be won over, since they represent a major avenue of public education. Currently, Sustainability Education Network is petitioning Murdoch, who has recently agreed that climate change is real and serious, to devote regular coverage to it on all his communication outlets. http://sen4earth.org/articles/2010/05/03/petition-for-global-warming-facts-on-fox-news-plus-palin-alaska-boycott-action/ 
· Broaden the national and federal conversation on policy solutions – the most successful and proven avenue for transitioning to a clean energy economy (market incentives to make clean energy and energy efficiency cheap) is not garnering much attention.

· Saturate the media avenues of mainstream America: build momentum - NPR, yes, but also music and sports stations of middle America, TV & cable news outlets, virtual games (eg, the farm) & video games, online social networks, the religious pupits, the daily news headlines everywhere, continuously, consistently. Basically, intersect  people’s lines of communications, rather than make them hunt for it, and offer incentives for learning (eg Bill Clinton’s online climate change quiz to raise $2 for Haitian solar flashlights; CtrBioDiv condoms.). John Holdren (Apr 22, earthday) noted the need to create soundbite answers to deniers.  Yes, but if we create a new context, we make deniers as irrelevant as flat earthers. Use visuals, ex: James Balog’s clip of glacial disintegration: http://www.ted.com/talks/james_balog_time_lapse_proof_of_extreme_ice_loss.html 
· Increase effective communication between scientists and the press.  The UC Berkeley’s Energy & Resources Group (ERG) has developed guidelines for both scientists and journalists when talking about climate change. See: http://erg.berkeley.edu/info/copenhagen/climate_scientist_tips.shtml and http://erg.berkeley.edu/info/copenhagen/climate_journalist_tips.shtml 
· Communicate more effectively with political leaders. For ex., David Remnick’s latest biography on Obama emphasizes that Obama’s strategy has been to maximize placation among constituencies; as president he stresses continuity in his policies to placate those resistant to too much change. While too much policy continuity will doom us to catastrophic climate change, we have to approach the president and policy makers with win-win policies that they can sell to their constituencies, and be explicit on how they can be sold in as much detail as possible.
Example: Coal: Air and water pollution affects how long a person lives. A way to sell a clean energy transition to coal states, for ex., is to point out to both the policymakers and public:
· how economically coal workers could be retrained into safer, economically viable, and healthier jobs in the clean energy industry, such as wind turbine manufacturing or installing rooftop solar setups, which potentially 
· will give them and their families longer, healthier life spans. This also

· brings down state & federal health costs as well, allowing government to invest in other needed sectors. They should also
· Give incentives to coal industry leaders to re-invest their revenues into  the clean energy industrial sector.
On a larger scale, follow the successful right-wing game plan, says Truthout journalist Ernest Partridge -- not just for progressive values, but for climate change:
& Establish  “think tanks:” progressive counterparts to The Heritage Foundation, The American Enterprise Institute, The Cato Institute, The Competitive Enterprise Institute, etc., then promote the publications of its resident scholars and their appearance on the mainstream media. 
& Endow academic professorships and establish scholarships and fellowships. Encourage progressives to participate in the governance of educational institutions, from local school boards to university boards of trustees.
& Underwrite the writing, publication and promotion of progressive books, journals and websites. Establish publishing houses, like the regressives' Regnery, devoted exclusively to progressive ideas and policy proposals.

& Gain editorial control of mass media outlets: newspapers, cable networks, radio, etc. Once in control, do not make them mere purveyors of left propaganda designed to “balance” the right. Instead, progressive media must restore the practice of responsible journalism: “just the facts” combined with aggressive investigative reporting. 
http://www.truthout.org/why-left-has-no-answer-right-wing-lie-machine59220 
Question: Should the climate change message emphasize a clean energy “no regrets” policy? That is, the policy will benefit us economically, healthwise, & obviate the need to protect foreign energy sources (thus, increase national security), so even if global warming doesn’t exist, shouldn’t we be doing this anyway? 
· Whether the US believes in it or not, other countries are starting to outcompete us in clean energy R & D, and will outcompete us if we don’t match them.
· Profits from oil help our enemies; 75% of military vets, (45% of them republicans), support clean energy legislation because of this – clean energy is a patriotic duty. Votevets.org ad: https://secure.ga3.org/03/alarmad 
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Use humor: make use of pro’s work - show these pieces to audiences with some serious discussions after them, for example….

Steve Colbert : We’re off to see the blizzard, February 10, 2010

http://www.colbertnation.com/the-colbert-report-videos/264085/february-10-2010/we-re-off-to-see-the-blizzard
Also: April 6 2010, first segment (Al Sharpton show): weathermen vs. climatologists
http://www.colbertnation.com/full-episodes/tue-april-6-2010-reverend-al-sharpton
Jon Stewart:  Feb 10, 2010, Unusually large snowstorm segment:

http://www.thedailyshow.com/watch/wed-february-10-2010/unusually-large-snowstorm 
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Graphics, comics:
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Also, check out www.theOnion.com :
Man With Food In Beard Saying Something About Climate Change GENEVA—A man with a piece of food stuck in his beard is currently addressing an auditorium full of world leaders and prominent scholars on... more» 

Giant Greenhouse Built Over Nation Blamed For Climate Change
Addressing Climate Crisis, Bush Calls For Development Of National Air ConditionerWASHINGTON, DC—"We must act now so that our children's children can live in a world without sweat," said president Bush, justifying the project's $100 trillion price tag.
Conclusion: We need to target our audiences with an appropriately framed, focused message that is delivered continuously and consistently. 
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