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Foreword

Engaging meaningfully with a diverse range of individuals and organisations is one of the biggest
challenges surrounding climate change adaptation.L8is NIi 2F (GKS W! RIFI LI GAzZ2Y
Adaptation Scotland invited communication expe@itmate Outreacho deliver an interactive seminar

on valuesbased climate change communication.

I £fAYlFGS midsibNG to énsufeiclimate change and its impacts are understood, accepted and
acted on across the breadth of society, in a manner that creates a truly sustainable Gtumaite
Outreachhas a unique position as a bridge between research and prawity which enables them to
disseminate key principles of climate change communication and public engagement. Central among
iKSasS Aa GKS ARSI GKIFG STFSOUAGS Ssedum&pnShéici a il N
views about climate change.

CKA& LINI-OBAQ@OBAOA RE2FY U NRRdAzOS& (KS 02y OSLIi 2F @I f dz
adaptation. It provides clear, concise summaries of the principles of engagement, combined with
practical examples of how public bodies in Scotland canaund tailor these principles in their work.

The guide is primarily aimed at staff within public bodies who want to communicate more effectively on
climate change adaptation within their workplace, to external stakeholders and to members of the
public.However, it will also be of use to those in the private sector, third sector and other communities
who need to communicate the challenge of climate change adaptation.

Karen Miller, Project Coordinator
Sniffer and Adaptation Scotland
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Values are the bedrock on which attitudes to climate change are built. Use a values map (page 4) to
help identify the values of your audience that you wemengage with.

Look for the overlap between the values that are important to your target audience and values such

a4 WLINPGOGSOUAY3I GKS SYBANBYYSYGIQ | yR -teuKkSippadh y3 2 0
for tackling climate change. Frame your messages so that they build a bridge between the values of

the audience and the values of a more sustainable society.

Who are you trying to engage with? Whateahe things they are passionate about? How can you
make climate change adaptation relevant to their lives? Identify the interests of your audience and
think about how climate change affects them.

Emphasising the benefitsfelimate adaptation policies is much more effective that pointing to the
risks of not adapting

PS2LX S gAftf y20 ySOSaalNARte W22Ay (KSeoRthdirdaQ 0S5
own. Use severe weather as an opportunity to discuss preparing for future events, and emphasise
the benefits of adaptation using the powerful narratives of resilience, community pride and mutual

caring that often emerge during the experiencesefere weather events

Gonnecting climate change with health problems which are already familiar and seen as important
such as heastroke, hypothermia or asthmacan make the issue seem more pamnally relevant

aY o2dzi OfAYI OGS OKIFy3aIS Aa Y2NB 0O2YY2y |
G0KAa ¢gled !asS fly3dad IS YR Wyl NN A @SaQ
gStft a (KS ¢4t &anipla byXdeusihg2oh soaiskr@rg the beauty of the Scottish
countryside, or improving the health and wellbeing of communities.

Representatives of diverse sociammmunities can communicate with their own groups better than
Fyed LREAGAOALY 2NJ Lzt A0 FAIdNNBE® t S2LX S NBaLRy|
also taking climate adaptation serious®omote social norms on climate change wherever pdssib



C2NJ Y2a40G LIS2LX S Ay GKS {02{f Iy RZTheOrhpacklwil e féhtK I y IS
mostly in the future and more intensely by people in countries overseas. The evidence before our eyes
canalso lead people in the wrong directiolfor example, a cold winter can make it hard for people to

accept that globally, temperatures are increasing

t S2LX S KIFIGS || WFAYAGS L2t 2F 62 NNE QiwhenuitoOly 2y
day concerns about employment and financial security arise, they are likely to take priority over the
Wae OK2ft 23A0Fffe RAaAGlIY(IQ A&aadzsS 2F OftAYIFGS OKI y:
hazards (such as climate impacts) than from humaacét (ike terrorism) or technologyfér example

nuclear threats).

All in all, climate change is a very difficult risk for people to get to grips githhich makes
communicating in the most effective way all the more important.

Through a programme of research that has spanned several decades, 44 nations and over 25,000
people, the role of personal values in public engagement with clirobgmge is now well establishéd

+ £ dz§& | NB 3FdZARAY3I LINAKOAVIDISEdZSY YILIQA yRWA Ok Rz § SF
different values that research has identified, and how they relate to each other.

People have a range of values and most people will recognise themselves in more than one part of the
values map.

As a generalule, values that are near to each other on the map tend to fit together. The further apart
G2 @FftdzSa FINBX GKS Y2NB (KSe O2yiN}IRAOG SI OK ;
WLINR GSOGAY3T GKS Sy giNE yiNS yWiad S ¢ide2bycausd ey elat® tof £ S R
concerns that go beyond selfy § SNBadGduvzr GSYyR G2 06S 2LJJ22aSR G2 oI ¢
042YSGAYSaESYIfYEGARY A SAITFE dzS& 0 SOl dza Sintarelsts & | NB o &

N>

t S2LX S GK2traRD B Y BRY YQSOFt dzSa o0t A1S FEONHAAY | yR C
generally more likely to be concerned about climate change, to support policies to cut carbon, and to
Sy3r3asS Ay adzadl AYiINGtfyS OBYRA FHRDAZNE &b d28IEeS f@dfa ynored S & S ¢
sustainable society. It is these values that should be promoted to build support for a more elimate
resilient Scotland.

! Caystick, S. & Pidgeon, N. (201Bublic perception of cold weather events as evidence for against climate change.
Climatic Changhttp://link.springer.com/article/10.1007/s10584913-10031

% Weber, E. (2010)hat shapes perceptions of climate change? WIRESs climate change-24332

% Corner, A. J., Markdtz, E. & Pidgeon, N. F. (20RYblic engagement with climate change: the role of human values. WIREs
climate change. doi:10.1002/wcc.269



http://link.springer.com/article/10.1007/s10584-013-1003-1

AN ONILA3DY @ ALIMND3S 39vI1Jnand  §3IM0d 11305
: =r2 © AW ONIA¥3SINd
ALISOHINY @
s R ALIEN23S //,;// s ® HLWIN
31Y¥3001 ® WNOILYN @ ONIONO138
S¥NOAv4 40 @ J03SN3S
S NOLLY)0¥dD3Y @ NOILIN90)3¢ 4
uSan i ® W05
@ IN31038( Nv3lde
® 43040 Y1205 , LNFW3AIIHIV
© ALIENIIS ATINYS
AHLIY3H @ ®5N0)
L > SNOLBAY o +viinanan
INIYNONOH @ 9554421104 /\ LRIFSERR /
® 3NId12510-4135
® 378Y4Y) \
319N0H o ALINY04NO) \K il 5|\ U+
N39IM3LNI @ JUNSY3Id @ NSOMANNIL. iT3e
WAO1® @ 3718ISNOGS3Y / R ¥ ¢ IN3TINANI-4735
® 34N ONIADINS
Ltv./_m C\/ 2| Zw‘m 1S3NOH @ ® 31T NIONINYIW ° J 34N
dIHSON3IYS 3N4L LNIN3LOK3 ©
INIAIDNOS @ © MN3d13H \|\ 34NN
0 ALIVIM
AT y,osu.:qz.\
L I v .

Page |4

Figure 1:A values map for understanding your audience. Similar values are closer together; values that are

opposed to each other are further apart. Image credit: Public Interest Research Centre (PIRC).



Case study: Welsh Government

Climate Outreactworked withthe Welsh Government tR S @St 2 1J | O2 Y Y dfgrA
engaging the public on sustainable developmefihe toolkit was based on developing languz
that reflected core Welsh values, but that would also promote the values of a more sustair
society. Core Welsh values that emerged were:

wl a48yas$ 2F woStz2y3IAay3IQ 6fAY1SR G2 | &KL

w pride in modest leadership;

wFlFANYySaa yR WFIAN LI I &8QT | yR

w a strong sense of attachment to the landscape of Wales.
The Welsh project began with research identifying the values of a range of different constitue
FYR GKSY $2N]J SR 2y GKS wO2YY2y 3dINRdzyRQ 0§
transferrable to the Scottish context, where there is perhapsesan stronger sense of nation:
identity.

1.2 Frame your messages so that they build a bridge between the values of the audience
and the values of a more sustainable society

¢CKS gl & GKIFIG | YSaal3asS Fo2dzi Of A Yoh o peOftelregmdidl A a W
to it. Different ways of framing a message incorporate very different values. Consider two different
ways of encouraging people to eslnare on the commute to work. One option would be to tell people

how much money they will save dnJS G NR £ -SY K| yHASY FQ G f dzSvud | asSoz2y
SYLKI aAaS GKS SygANRBNNESFOEYRABISTAINRIzZBD d WASTE T

Research has found that when people were asked to consider the environmental reasons-for car
sharing, they were more likelptsubsequently recycleli K & A&z 2yS SYy@ANRYYSyil
2PSND (G2 | y2iKSNJ

The findings can easily be applied to adaptation behaviours, such as whether to invest in flood
defences. There will often be both an environmental and financiaificestion for adaptation measures

¢ but focusing exclusively on the monegving (or wealtrenhancing) reasons for adapting to climate
OKIFy3aS Aa tA1Ste (2 dzyRSNXYAYyS LIS2LX SQa Y23GAQF (A2

When a person acts faeltinterested reasons, that person will perceive themselves as someone who
does things for their own benefit. They will only engage further with climate change if there is
A2YSGKAY3a Ay Al F2NJ 0KSYD | & &2 2¥stihdimalectingd!&¥ s SS3S
LIS2LX S GKAYy]l 2F GKSYaSt@gSa |a wazyS2yS gK2 R2Sa
322R 2F {0204t yRQx (GKS OKIyOS GKFd GKSe gAft Sy3

TOP TIPWhen designingt Rl LJGF G A2y Y S3&al-BNaya OyGdkay 3Dy
possible. For exampled DNR2 ¢ A y 3 Y Zré¢iStantReMdsdedl Knéan we have a fair an
NBaAfASYyld FT22R d2aGSY T2NJ GKS o0SySTAd 27
Be careful not to focus solely on profit. Instead, talk about creating secure jobs and markets
new technology. These have obvious financial benefits as well as wider social benefits.

C2NJ SEI YLX SI & D NXResidtayitropg vl Bieark StBtlditd (create jobs and
RSOPSt2L) ySg GSOKyz2f23e S@OSY a GKS Of AYIl G

4 Evans, L., GregorR.M., Corner, A., Hodgetts, J. Ahmed, S. & Hahn, Ulrike (2013nt&elét and preenvironmental
behaviour. Nature Climate Change, 3, 4125.
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http://climateoutreach.org/resources/climate-and-national-identity/

Section2: Overcoming the psychological distance of climate change

Making climate change real for people in Scotland means starting with tangible, practical exdmples
shouldfocus on the things that people are passionate about that climate change will affect, and using
ASOSNBE 6SFOGKSNI Fa Fy 2LIRNIdzyAte (G2 WwWez2Ay (GKS R2

2.1 Show how climate change affects the things people love

Connectwith the things that your audience are passionate about, and then make the link between
these and the broader issue of climate addfia. This means:

9 identifying something that your target aighce is passionate about (egaying football) and
how climate change will affect it (e.dlooded football pitches preventing games frdneing
played; and
f dzaiAy3a GGKAa Fa F gFe 2F &A0FNIAy3a  O2y@SNEIGA?2

TOP TIPIdentify something that your target audience is psi®nate about. How will it be affected
by climate change?

This is a classic climate change adaptation message, stark and focused on the environment far away
from the majority of the population.

Image credithttp://www.continuum.com.au/

CLIMATE
CHANGE

'S Wl

By comparison, the following/ebsite connects to local readers by focusing on a strong community
image (beach huts) to communicate adaptation in a positive way, locally relexntlt is more likely

that people will have had experience with the changing face of the British coastline than the changing
Y6 Gdz2NE 2F t Sy3dzaiyQa KFIoAdl Ga

Image credit:LICCo future

S G oo proof beach hut © Nathan
60% OF STUDLAND VOTERS LOVE THE ey v Ball
ICONIC BEACH HUT SHAPE wowestomes |

—
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2.2 Severe weather is an opportuito engage on climate chandpeit proceed with
caution

Severe weather events offer the prospect of communicating about climate change in a way that
O2yySOGa RANBOGfe gAGK LIS2LX SQa tA@Sad 'y S@Syi
thereAd YAESR S@OARSYOS Fo2dzi 6KSGKSNI LIS2LX S wWe2Ay
change. Experiencing severe weather impacts-fiestd does not always make people more attuned to
climate risks and the need for adaptation.

The victims of severgveather events may in fact have strong personal and social reasons for not
wishing to accept that these events will increase in frequency and severity. It is therefore crucial that
communicators help to make the link between severe weather and climategetian

TOP TIPS

w Use severe weather to start a discussion about lelegm preparedness and adaptation.

w Emphasise the benefits of adaptation: increasing local resilience to future weather eve
drawing on powerful narratives of community pride and mutualaring that often emerge
during the experience of severe weather events.

w Take care not to oveexaggerate the link between a single weather event and climg
change.

The imagebelow is from Talybont, a Welsh community that was badly flooded in 2012. Hayév
shows positive community spirit and resilience, and the quotes from the community that accompany it
suggest that many positive emotions were stirggspitethe sadness of the flood

085 &
Rsadend ! -

gl -

- N

; . .!",' =

Image creditCERI JONES

®Marshall, G. (2014). After the Floods: Communicating climate change around ExtrestieeWWEvents. Climat®utreach.
Page |7



GL KIFR on LIS 2Helpirk mé gut; without3
that support life would have been much h& S NE

GCNRY 2dzi 2F y 26 KSNI
from the village with wheelbarrows and spade
and within half an hour had opened the road. |
was an amazing thing to see and gave ud.b$ ¢

0Ky S@SN

£t G0KS WA

dzy RSNR GO yYRA Y 3

more things in place because people are going to
0502YS Y2NB Qdzf ySNI of S¢

2.3 Use adaptation as a way of engaging people more widely on climate change

A study conducted in a coastal community in New Zealand found that when people considered
adaptation measures to potential local sksel rise, they were more likely to agree withnaate
change mitigation options tadThis effect was observed even for people who said they were sceptical
about climate change. In contrast, participants who were asked to consider climate change mitigation
policies in isolation were less inclined to adopt-pn@igation behaviour.

TOPTP:/ 2yySOG GKS WoAIISNI LIAOGAINBQ 2F Ot AYl

2.4 Use the right tool for the right job

Climate change adaptation communications tend to be dominated by the language of science, graphs
and detailed reports. Graphare appropriate for certain audiences but they must be clear. For many
audiences, though, scientific language and technical figures are not helpful.

TOP TIPReports can be made more engaging by using personal stories and images.
should also bekept succinct or include key bullet points at the start as many people do T
have time to read lengthy reports.

® Evans et al, (2014). Considering local adaptation increases willingness to mitigate. Global Environmental Change.
http://dx.doi.org/10.1016/j.gloenvcha.2013.12.013
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The following hreeimages show the importance oking language people can relate Both are taken

FNRBY (GKS 9dzNRLISI yIVPDRDAVHAGSOKOF LOKhy IRINR 2SO0 ¢
better understand and prepare for the impacts of climate change. The ifirage emphasises the

natural cause of coastal change, giving very little sense of urgency oflylaed risk:

What is coastal change?

e Coastal change describesthe =~
natural processes which ;
shape the coastline

¢ The coast has always

changed and it always will T

THE 1SLE by

e This presents challenges and \'}‘,f\,\/) ; T
opportunities S T

Image NBRAGY wmpyc W{dNBSe& 2F GKS LatS 2F tdNbSO1Q o0& wlfLK ¢NB

In contrast the second image which ains to achieve a similar messages focused on the present,
identifies practical risks and opportunities for a local area, and more effectively engaggle:

The changing face of

Poole Harbour




Thethird image uses a very similar format tfee second imagéut the map is used as a background,
and is obscured, and theiie a high proportion of text. When used for public engagement-bidside,
the second imageroved far more engaging to the audience thhe third.

B Living with a 8=
Changing Slc‘zg“s't‘ - ==

OWhen using both the climate and coastal change boards it beca
clear very quickly that people were drawn to the large map of tt
area where they live. They could see themselves within the contt
of the local climate change impacts. We also discoveredttihowing
a wider area put local issues in perspective and allowed people
see that they were not the only ones dealing with coastal at
climate change issues. It made it easier for us to talk about gc
SEIFYLX Sa 2F I RILII G

ElliMacDonald, Living with a Changing Coast Project Mana
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Section3: . NBIF {Ay3 2dzi 2F GKS WIAINBSyYy 3IKSI
audiences

Although the effects of climate change will be felt widely across society, it is still seen by many as a
Wy A OKSSQ (AKH aidz2 yf @ WINBSyaQ OIFNB |o62daid {2 K2g OFy

3.1 Talk about the health impacts of climate change

Connecting climate change with health problems which are already familiar and seen as important
such as heastroke, hypothermiaor asthma- can make the issue seem more personally relevant.

fact, there is growing evidence that making links between health and climate change is a way of
reaching a much wider audience.

TOP TIPConcrete, tangible examples of how health amlimate impacts are related are ar
extremely valuable communication tool. What are the health implications of climate impad
for your target audience? Are they elderly, or vulnerable in another way?

32 Don’"t focus on ‘doom and gloom’

Many earlycampaigns to engage the public on climate change used the fear of catastrophic climate
impacts to attempt to motivate concern. The use of appeals based on fear or guilt has a long history in
the healthtbehaviour domain, and research has shown the potetiafear-based messages to change
attitudes. But while fear of a negative outcome (e.g. lung cancer) can be an effective way of promoting
behavioural changes (e.g. giving up smoking), the link between the threat and the behaviour must be
personal and diret. Typically, climate change is perceived as neither a direct nor a personal ¢hreat
and so deliberate attempts to instil fear or guilt in people carry a considerable risk of backfiring.

Emphasising the benefits of acting rather than the negative aqurseces of not acting is likely to
produce more support for climate policiés.

TOP TIPEmphasise the benefits of action rather than the risks ofaantion. For example: Say
sea defences will enhance the safety and security of a coastal community erattan stressing
the increased risks from not installing the defences.

3.3 Try to engage across the political spectrum

Studies consistently show that scepticism about climate change is higher on the right of the political
spectrum. For this reason, th8r KIF & 0SSy LI NIAOdz I NJ AYGSNB&l Ay |
NAIKGIQ OASga AYavidiBClifacFObt@achg&IARS Y G A TASR F2dzNJ RA F F¢

Y Myers, T.A., Nisbet, M.C., Maibach, E.W., & Leiserowitz, A.A. (2012). A public health frame arouses hopeful emotions about
climate change. Climatic Change 113J311051112; Nisbet, M.C. (2009). Communicating climate change: Why frames
matter forpubld Sy 3 3SYSy i dé 9¢EWANRBYYSY(lH pmMOoHOZT MH
8 O'Neill, S. & Nicholseh 2 f S5 { ® O6HAndO® GCSEN) g2ydid R2 AdbY tNRY2GAY3
visual and iconic representations. Science Communication 30(337%3Nitte, K., & Alleri. (2000). A metanalysis of fear
appeals: implications for effective public health campaigns. Health, Education & Behaviour 274&)5591
° Pidgeon, N. & Spence, A. (2010). Framing and communicating climate change: The effects of distance aedfranteom
manipulations. Global Environmental Change 20(4);&%6
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http://www.climateoutreach.org.uk/portfolio-item/a-new-conversation-with-the-centre-right-about-climate-change/

for effectively engaging centreght citizens, using the values map on padeto identify key
conservative values that also fit with sustainabilify:
1. P20 iMk3Xg3 O2yySOiGA2ya 0SGoeSSy (GKS O2yaSNDI G
protecting it from the risks that climate change poses to it (drawing on values such as aesthetic
beauty and responsibility).

2. Energy securitylnvesting now to create sustable, secure jobs and a reliable energy supply
(the values invoked here are mainly around security, justice and protecting the environment).

3. A new type of environmentalism The approach ioptimisticc and embraces rather than
opposes progress (valuesgeted would include freedom and creativity).

4, ¢KS 02y OSLIi 27T Hdpnss i aBodtRhe [héafhSa@d wellbeing of our
communities, not simply financial wealth (touching on values of respect for tradition, and a
sense of belonging).

Thesey | NNJ G A @Sa 6SNBE RSQOSt 2LISR-NRAKANWNGI ONB &ib 3
broader than simply Conservative voters. In fact, values like security, freedom and a seng
belonging are widely shared across the political spectrum. Do theseaatares resonate with your
target audience?

% Corner, A. (2013). A new conversation with the cemight about climate change: Values, frames and atives. Oxford:
Climate Outreach
Page |12



Section 4 Harness the power of social networks and social norms

There are very few opportunities for ordinapeople ¢ whether in their dayto-day lives or in the
organisations they work igto see example2 ¥ 2 § KSNJ LIS2LX S o0WEtA1S YSQU ¢
FRIELIGIFGAZ2Y O0SKIFI@A2dz2NED® t I NIfeé o0SOFdzaS 2F (KS Wi
underestimate how interested other people are in the isstiPictures and videos of ordinary people

engaging in adaptation behaviours are a simple and effective way of generating a sense of social
normality around climate change preparedness. In Qiisnate Outreaci S| ¥t SG X f 20 f LIS+
and images are sl to help connect the message to their community:

is the effect
4 Whet s the effec
[]
\
[B g Whet causes of climate change
o > [

Climete Change? b Weles?
Climate (}\anse is a destablisation of dimate Significant, but the greatest mpods wilt
eatterns coaused by golfution from burning fuels. erobably come from changes oulside Woles
A few gases in the air have a special capacity — they can hold the A few gases in the air have a special capacity — they can hold the
heat in sunlight and warm up the earth. This is similar to the way that heat in sunlight and warm up the earth. This is similar to the way that
glass traps heat inside a greenhouse and, for this reason, they are glass traps heat inside a greenhouse and, for this reason, they are
called *. The main Gas is Carbon called ". The main Gas is Carbon
Dioxide, but Methane, Nitrous Oxides and Water Vapour are also Dioxide, but Methane, Nitrous Oxides and Water Vapour are also
significant. Some artificial industrial gases also have a very powerful significant. Some artificial industrial gases also have a very powerful
‘greenhouse’ effect. ‘greenhouse’ effect.
‘Greenhouse Gases occur naturally in the air at very low levels and Greenhouse Gases occur naturally in the air at very low levels and
play a vital role holding in the warmth that makes life possible on play a vital role holding in the warmth that makes life possible on
earth. The problem is that poliution from the oil, coal and gas we burn earth. The problem is that pollution from the

pumps an extra 31 billion tonnes of
‘Carbon Dioxide into the air each year.

These fuels are still the main source
of energy for every aspect of our
lives- for industry, transport,
electricity and heating our homes.
The clearing and burning of forests,
the cement industry, and large
scale agriculture, especially meat

oil, coal and gas we burn pumps an extra
31 billion tonnes of Carbon Dioxide
into the air each year.

production, are also major
sources of Greenhouse
Gases.

Matthew Rutter
Fruit Seller

Mrs Kaltun Mohammed
Student Nurse

41 What do ‘people |ike me’ think?

Social normg; the standards people use to judge the appropriateness of their own behaqieue
crucial for engaging the public on climate change. Studies havenstiaw guests in a hotel are more
likely to reuse their towels if the sign in their hotel room encouraging them to do so informs them that
a majority of other guests are 1asing theirs?

TOP TIPBehaviours that are socially approved of tend to spregdommunicating the idea that
FRIFELIWGAY3 (2 OftAYFGS NRA&al&a Aa WIKS y2NX¥Q 7
K2g G2 R2 UGKAa® hyS LlaairoAftAide Aa G2 (
publicise the findings to show thabther people are already thinking along similar lines.

4.2 Use peeito-peer communication and diverse, trusted messengers

It can sometimes be difficult to identify wideljusted messengers when engaging the public on
adaptation and climate change. Theedia, energy companies and politicians are all common sources of
climate change informatiarTheyare also all widely distrusted.

HECIUV Energy & Climate Intelligence UniO@@). Study shows widespread misconceptions about energy and climate change.
Retrieved from: http://eciu.net/presseleases/2014/surveyevealswidespreadmisconceptionsaboutenergyand-climate-
change

2 Griskevicius, V,. Cialdini, R.B. & Goldstein, KR008). Social norms: An underestimated and underemployed lever for
managing climate change. International Journal of Sustainability Communicatiet83, 5
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This underscores the importance of peerpeer communicationlf messages about climate change
adaptation can be spread tbugh a representative of a pattilar social group of communite,g. a
faith network or sports club, they are much more likely to be effective.

SATFSNBYG a20Alt yStg2N)la oAttt GF 16t WNEFBYSNREEDANBI
own research suggests that this should be encouraged, because people expect to hear multiple, diverse
FYR LISNKILA S@Sy woO2YLSHRovidisy a@afand Srdiversy volods ovak i S O
about climate change is a powerful way of showing S o6 NS+ RGK 2F &dzlJLl2 NI | ON.
need to agree on the specifics so long as the overall messageporting meaningful action on climate

changeg is the same

TOP TIPList the social networks you can think of that are relevant to ydarget audience. Are
0§KSNB WdzydzadzZ £ &adzaALISOGaQ Fyz2y3a (GKSY 6K2
own language and style?

Scientists continue to be perceived as highly trusted messengers on climate change (Pidgeon, 2012)
despite some attacksrotheir credibility fromsceptics. So having a scientiistolved in a campaign to
engage the public on adaptation risks would be likely to strengthen its credibility.

90K2AY3 GKS AYLERNIIFIYOS 2F dzaAy3a WKSIf (fon @Rl YSAQ
Section 3.2), health professionals are seen as having moral authority, professional prestige and a
reputation for sciencébased analysis. Because of their special position in society, health professionals

are valuable assets when speaking with fhublic about the health impacts of climate change and the

need to adapt to climate riské

TOP TIPMake links with health professionals who are dealing with many of the same issue
diverse voices, other than climate change professionals, are mgkime same argument, it ig
more likely to be taken on board.

What to learn more?Check out theseasources for communicating climate change

x  Talking Climatgvww.talkingclimate.org

x Marshall, G. (2014After the Floods Communicating climate change around Extrei
Weather Events. Climate Outreach & Information Network

13 Corner, A.J. & Roberts, O. (2014). How narrative workshops informed a national climate changgrca@®yford: Climate
Outreach

1 Erumkin, H., & McMichael, A.J. (2008). Climate change and public health: Thinking, communicating, acting. American Journal
of Preventive Medicine 35(5), 488.0.
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http://www.talkingclimate.org/
http://www.climateoutreach.org.uk/portfolio-item/communicating-climate-change-around-recent-extreme-weather-events/

Adaptation Scotland provides advice and support to help organisations, businesses and communities in Scotland
prepare for, and build resilience  to, the impacts of climate change.

Contact us:

x  adaptationscotland@sniffer.org.uk
x  www.adaptationscotland.org.uk
x  @Adaptationscot

The Adaptation Scotland Programme is funded by the Scottish Government and delivered by Sniffer.
Sniffer is a registered charity delivering knowledge based solutions to resilience and susta inability issues.

v 5 Adaptation
‘snlffer Scoecland

for a resilient Scotland

supporting climate change resilience

Sniffer, Edinbur gh Centre for Carbon Innovation, High School Yards, Infirmary Street, Edinburgh, EH1 1L.Z

T:0131 651 4674 E.info@sniffer.org.uk  W: www.sniffer.orq.uk 3 @SnifferScotland
Scottish Charity No SC022375, Company No SC149513. Registered in Edinburgh. Registered Office: 1 Exchange Crescent, Conference Square, Edinburgh, EH3 8UL
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