
Why	
  people	
  don’t	
  care	
  what	
  you	
  
have	
  to	
  say	
  about	
  climate	
  change	
  
resilience.	
  

7/19/17	
   ©	
  Copyright	
  Acclima@se	
  and	
  Climate	
  Risk	
  
Management	
  Limited	
  2008	
  

Will	
  Bugler	
  
	
  
Senior	
  Communica@ons	
  
Consultant.	
  
	
  
Acclima@se	
  Group	
  Ltd.	
  
	
  
w.bugler@acclima@se.uk.com	
  



Let’s	
  talk	
  

7/19/17	
   ©	
  Copyright	
  Acclima@se	
  and	
  Climate	
  Risk	
  
Management	
  Limited	
  2008	
  

•  We	
  have	
  to	
  start	
  talking	
  about	
  climate	
  change	
  
resilience	
  in	
  a	
  way	
  that	
  people	
  understand	
  and	
  can	
  
relate	
  to.	
  

•  People	
  don’t	
  care	
  what	
  you	
  have	
  to	
  say	
  unless	
  it	
  
connects	
  with	
  them.	
  

•  We	
  need	
  to	
  do	
  a	
  lot	
  more	
  talking.	
  
•  We	
  need	
  to	
  understand	
  how	
  to	
  talk	
  beLer.	
  



Acclima@se.	
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We	
  help	
  our	
  clients	
  
communicate	
  climate	
  resilience:	
  	
  
Tailored	
  communica@ons	
  
strategies,	
  knowledge	
  
management	
  and	
  engaging	
  
content.	
  	
  

www.acclima@se.uk.com	
  



UCCR:	
  A	
  tricky	
  topic.	
  
•  A	
  challenging	
  topic	
  for	
  communicators.	
  
•  Cannot	
  be	
  separated	
  from	
  aRtudes	
  towards	
  climate	
  
change	
  more	
  broadly.	
  

•  UCCR	
  is	
  a	
  world	
  created	
  by	
  academics	
  and	
  
researchers	
  –	
  do	
  not	
  invite	
  them	
  into	
  the	
  bubble…
they	
  will	
  refuse!	
  

•  To	
  increase	
  impact	
  we	
  must	
  pay	
  aLen@on	
  to	
  
communica@on	
  and	
  it	
  is	
  incumbent	
  on	
  researchers	
  
and	
  communicators	
  to	
  go	
  to	
  the	
  people.	
  



Why	
  engagement	
  maLers.	
  

•  Communi@es	
  are	
  the	
  leaders	
  on	
  resilience.	
  
•  Don’t	
  forget	
  to	
  tell	
  people.	
  

7/19/17	
  

Of 1,611 World Bank policy reports 
written from 2008 to 2012, Doemeland 
and Trevino found that:  
• 13 percent of the reports were 
downloaded 250 times or more 
• 40 percent had been downloaded fewer 
than 100 times.  
• 31 percent were downloaded exactly 
zero times. 
 

Which World Bank reports are widely read ? 
http://documents.worldbank.org/curated/en/
387501468322733597/Which-World-Bank-
reports-are-widely-read  



We	
  don’t	
  get	
  it	
  yet.	
  
•  Not	
  much	
  research	
  in	
  Asia.	
  
•  Much	
  of	
  the	
  public	
  
communica@ons	
  around	
  climate	
  
change	
  in	
  Asia	
  has	
  been	
  in	
  
English,	
  via	
  English	
  language	
  
newspapers.	
  	
  

•  There	
  is	
  far	
  less	
  coverage	
  in	
  local-­‐
language	
  press.	
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LANGUAGE IN 
REPORTING 
CLIMATE 
CHANGE

A SOUTH ASIAN STUDY

Birendra Raj Bajracharya, April 1, 2014, Global Landscapes Forum, Nepal

Language in reporting climate change. Climate Tracker. 
http://climatetracker.org/language-reporting-climate-change-south-asian-study/  



What	
  we	
  can	
  learn	
  from	
  ‘the	
  
Donald’?	
  

•  The	
  fact	
  that	
  Donal	
  Trump	
  is	
  now	
  
president	
  of	
  the	
  United	
  States	
  is	
  
testament	
  to	
  the	
  power	
  of	
  public	
  
engagement	
  and	
  
communica@ons.	
  

•  What	
  made	
  his	
  offering	
  
aLrac@ve	
  to	
  the	
  American	
  
people?	
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•  Trump realised that people are not convinced by details, they believe 
in a story. 

•  He connected with his voters’ values and could frame his message. 



Informa@on	
  overload.	
  

•  Stop	
  re-­‐sta@ng	
  the	
  evidence.	
  

•  More	
  informa@on	
  does	
  not	
  
lead	
  to	
  beLer	
  outcomes	
  
when	
  it	
  comes	
  to	
  ac@on	
  on	
  
climate	
  resilience.	
  

•  There	
  is	
  no	
  killer	
  fact	
  that	
  will	
  
make	
  people	
  engage	
  with	
  
UCCR.	
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Audience:	
  just	
  who	
  do	
  you	
  
think	
  you	
  are	
  talking	
  to?	
  
•  It	
  pays	
  to	
  be	
  specific	
  (don’t	
  define	
  a	
  range,	
  have	
  a	
  specific	
  person	
  in	
  

mind)	
  
•  Understand	
  what	
  maLers	
  to	
  people:	
  Speak	
  to	
  people	
  in	
  the	
  

community:	
  review	
  opinions	
  and	
  culture,	
  run	
  narra@ve	
  and	
  values	
  
workshops.	
  

•  Get	
  to	
  the	
  boLom	
  of	
  the	
  values	
  and	
  aRtudes	
  towards	
  climate	
  
change.	
  

Know	
  your	
  audience	
  down	
  to	
  their	
  socks.	
  



Values	
  

•  Values	
  frame	
  the	
  way	
  we	
  read	
  new	
  informa@on.	
  
•  Understand	
  what	
  maLers	
  to	
  people.	
  
•  Frame	
  your	
  message	
  accordingly.	
  

	
  

Political Psychology 
pages 1-43, 20 FEB 2015 DOI: 10.1111/pops.12244 
http://onlinelibrary.wiley.com/doi/10.1111/pops.12244/full#pops12244-fig-0006 



Values	
  

Schwartz S H 1992 – Universals in the content and structure of values: Theoretical advances and empirical 
tests in 20 countries 



Values	
  
•  Keep	
  it	
  local.	
  
•  Reflect	
  na@onal	
  pride	
  in	
  India	
  as	
  a	
  country	
  

that	
  is	
  overcoming	
  challenges	
  and	
  on	
  a	
  
journey	
  of	
  improvement.	
  	
  

•  Focus	
  on	
  youth.	
  
•  Highlight	
  the	
  impacts	
  of	
  climate	
  change	
  on	
  

food	
  and	
  health.	
  
•  Present	
  climate	
  change	
  as	
  damaging	
  our	
  

connec@on	
  with	
  nature.	
  	
  
•  Show	
  that	
  changes	
  need	
  to	
  come	
  at	
  all	
  

levels,	
  which	
  includes	
  taking	
  personal	
  
responsibility.	
  	
  

•  Present	
  climate	
  change	
  as	
  a	
  drama@c	
  rie	
  
with	
  the	
  past	
  that	
  threatens	
  natural	
  and	
  
social	
  harmony.	
  	
  

•  Use	
  concern	
  about	
  pollu@on	
  as	
  the	
  key	
  entry	
  
point	
  for	
  star@ng	
  the	
  public	
  conversa@on.	
  

Communicating climate change in India: A global 
Narratives Project. Climate Outreach. 
http://climateoutreach.org/resources/global-
narratives/  



Framing	
  the	
  message.	
  
•  How	
  are	
  you	
  presen@ng	
  the	
  message?	
  
•  Typically	
  UCCR	
  is	
  portrayed	
  as	
  an	
  environmental	
  problem.	
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Framing	
  the	
  message.	
  

-­‐  Environmental	
  disaster	
  
-­‐  Cannot	
  be	
  totally	
  

aLributed	
  to	
  climate	
  
change.	
  

-­‐  Linked	
  to	
  global	
  GHG	
  
emissions.	
  

-­‐  Caused	
  many	
  deaths	
  
because	
  temperatures	
  
rose	
  to	
  unprecedented	
  
levels.	
  

-­‐  Unusually	
  severe.	
  
-­‐  An	
  unstoppable	
  

tragedy	
  that	
  will	
  
inevitably	
  be	
  repeated.	
  

-­‐  Made	
  more	
  likely	
  
because	
  of	
  climate	
  
change.	
  

-­‐  Part	
  of	
  a	
  paLern.	
  
-­‐  Deaths	
  due	
  to:	
  poor	
  

infrastructure,	
  a	
  lack	
  of	
  
green	
  space.	
  

-­‐  Poorest	
  were	
  most	
  
badly	
  affected.	
  

-­‐  Community	
  response	
  –	
  
caring	
  for	
  vulnerable.	
  

-­‐  Simple	
  changes	
  could	
  
save	
  lives.	
  

-­‐  Air	
  quality	
  made	
  worse	
  
affec@ng	
  health.	
  

Heatwave	
  



Consequences	
  not	
  causes.	
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ARtudes	
  and	
  opinions.	
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-­‐  Hidekazu	
  Tojo	
  

California	
  roll	
  



ARtudes	
  and	
  opinions.	
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TRAFFIC	
   AIR	
  

SANITATIO
N	
  

HOUSING	
  



Telling	
  Stories	
  
-­‐  Storytelling	
  is	
  very	
  effec@ve	
  –	
  it	
  allows	
  for	
  frames	
  and	
  values	
  to	
  be	
  

encapsulated	
  in	
  a	
  way	
  that	
  is	
  readily	
  accessible.	
  	
  	
  
-­‐  Scien@sts	
  and	
  researchers	
  can	
  improve	
  the	
  impact	
  of	
  their	
  work	
  by	
  

thinking	
  about	
  how	
  they	
  are	
  going	
  to	
  communicate	
  it.	
  
-­‐  Humanisa@on	
  of	
  content.	
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•  ACCCRN	
  champions:	
  
https://www.acccrn.net/blog/
label/acccrn%20champion  

•  Elly	
  Tarta@	
  Ratni,	
  Blitar,	
  
Indonesia	
  



As	
  part	
  of	
  her	
  research	
  on	
  climate	
  change,	
  Dr	
  Joanne	
  Jordan	
  spent	
  months	
  in	
  
the	
  slums	
  of	
  Dhaka	
  talking	
  to	
  over	
  600	
  people	
  in	
  their	
  homes,	
  work	
  places,	
  
local	
  teashops	
  and	
  on	
  street	
  corners	
  to	
  understand	
  how	
  climate	
  change	
  is	
  
linked	
  to	
  or	
  crea@ng	
  problems	
  in	
  their	
  lives	
  and	
  how	
  they	
  are	
  trying	
  to	
  find	
  
solu@ons	
  to	
  those	
  problems.	
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Community	
  communica@on	
  



The	
  Lived	
  Experience	
  of	
  Climate	
  Change:	
  
h7ps://youtu.be/myM8d0AiRgw?t=4m8s	
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Performance	
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•  Avoid fatalism: despair is a turnoff. 
•  If you provide a great problem, point to some 

solutions  
•  Make it clear. 
•  Be careful when using extreme predictions 
•  Keep it real.  
•  Communicating uncertainty – ‘win-win’ adaptation 

measures and no/low regret. 
•  The most important question is “when”, not “if”. 
•  Beware the ticking clock. 

Tips	
  for	
  communica@ng.	
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Thank	
  you	
  

Will Bugler. 
w.bugler@acclimatise.uk.com  
 
Acclimatise 
www.acclimatise.uk.com 
 


