
Communicating 
Climate Change
Alana Sinclair
Manager, Cambridge Carbon Footprint
Nov 2023



My experience:
● Masters in Climate Change
● 10+ years delivering climate 

communications



The statistics
• Around three in four adults (74%) reported feeling (very or somewhat) worried 

about climate change

• Thinking there are more urgent priorities to be worried about was the most 

frequently reported reason among those who were unworried or neither worried nor 

unworried about climate change

• When asked about a range of issues, climate change was the second biggest 

concern facing adults in Great Britain (74%), with the rising cost of living being the 

main concern (79%).

• Three in four adults (75%) said they made a lot or some lifestyle changes to help 

tackle climate change.

Office of National Statistics, Oct 2022

https://www.ons.gov.uk/peoplepopulationandcommunity/wellbeing/articles/worriesaboutclimatechangegreatbritain/septembertooctober2022
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Audience 



Source: climateoutreach.org/reports/rural-attitudes-climate-uk

https://climateoutreach.org/reports/rural-attitudes-climate-uk


Rural-Urban by Local Authorities in 
England

Rural-Urban by Census Output Areas

Rural-Urban classification in England

Source: Statistical Digest of Rural England Nov 2017

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/663092/Statistical_Digest_of_Rural_England_2017_November_edition.pdf














Source: climateoutreach.org/reports/britain-talks-climate

https://climateoutreach.org/reports/britain-talks-climate/








It all starts with audience



Other information sources

Cambridgeshire Insight

https://cambridgeshireinsight.org.uk/


Other information sources



A conversation - your audience

• Who are you trying to reach?

• What do you already know about them?

• How might you find out more?



21

Communicators



Climate 
communicators





Trusted communicators
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Messanges



Building your message
• Resonate with your audience
• Foster knowledge, 

empowerment and action
• Be positive and engaging

Rural Attitudes to Climate Change



Resonate with your 
audience
● Find out what your audience knows. 

What are their values, beliefs and 
attitude? 

● Use trusted, credible communicators 
who connect with the interests of your 
group.

● Make the engagement personally 
relevant and familiar.

● Connect with what matters to your 
audience, using shared language.

https://theclimatecommsproject.org/climate-communication-in-practice/



Foster knowledge, 
empowerment and 
action
● Help your audience realise what they 

can do, and what are the key, most 
important actions

● Encourage a sense of control and 
efficiency. Build confidence to take 
action and to know what is impactful. 

● Catalyse individual and collective 
changes, and boost political 
engagement around climate change.

https://theclimatecommsproject.org/climate-communication-in-practice/



Create positive and 
engaging 
communications

● Hold people’s attention, be concise and get 
to the crux quickly. Make it interesting.

● Use captivating visuals, stories, narrative, 
humour and other creative forms of 
engagement.

● Recognise the scale of the problems we 
face, but emphasising how to overcome 
them.

● Keep communications two-way. Learn 
together, avoid preaching, and don’t coerce 
change.

https://theclimatecommsproject.org/climate-communication-in-practice/



Avoid
• Language which evokes divide e.g. of left/right, 

conservative/labour.
• Divisive issues, and echoing top down or out of town 

messages.
• Telling people how they should or shouldn’t act. 
• Language which suggests radical change as 

instability.
• Language that suggests overhaul.

Rural Attitudes to Climate Change



Look for unifying themes
• Connect with universal values

e.g.  Reducing waste, protecting future generations, creating a healthier society

• Tap into local pride and identity
e.g. supporting local industry and agriculture, local resilience and self-reliance, community pulling together

• Tap into a sense of stewardship and shared responsibility to protect the environment
e.g. duty, tradition, integrity, defend, secure, safe, restore, rebuild, repair, renew, beautiful, pure, pollution, dirty, mess

• Emphasise stability
e.g. How changes being made help to maintain security and preserve what people value.

• Stress the continuity between the past and the future, drawing on past experiences
e.g. changes to the weather are new, but our responses are part of a steady and intelligent response to an evolving 
situation.

Rural Attitudes to Climate Change



A conversation - themes

• What themes and messages do you think 

might resonate with your community?

• How might you use them to put together 

activities and communications?
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Some examples





Conversation

Considering behaviour change 
and climate communication 
strategies, why do you think the 
Ration Challenge worked so well?





Social norms
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Visuals
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Top tips & 
take aways



?

• Narratives
• Themes
• Visuals

• Lists of benefits
• Policy arguments
• Statistics



• Listen

• Speak personally

• Tell stories

• Make it tangible and 

vivid



• Speak in positives, not 

negatives

• Be aware of the context 

and being timely

• Address everyday 

concerns

• Avoid technical jargon



Summary
• Understand your audience

• Think about your communicator

• Speak to people’s values

• Use visuals with people and place



Resources
• Climate Comms

– Climate Outreach
– Climate Visuals
– From Ambition to Action

• Audience
– Cambridgeshire Insight

• Comms tools and strategy
– Charity Comms
– NCVO 
– Media Trust

https://climateoutreach.org/
https://climatevisuals.org/
https://youtu.be/ViFY-gJfFiU
https://cambridgeshireinsight.org.uk/
http://www.charitycomms.org.uk/
http://www.knowhow.ncvo.org.uk/campaigns/communications
http://www.mediatrust.org/


alana@cambridgecarbonfootprint.org
www.cambridgecarbonfootprint.org

Thanks!
Any questions?


