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HOW TO USE THIS TOOLKIT

Use as a resource from cover to cover or dip in and out
looking at what iInterests you.

Some of the techniques are especially useful 1f you are
starting a new campaign, or experiencing challenging

conversations, either online or in person.
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Links to other : : ] :
resources are mportant learning
shown in boxes points are presented
in boxes like this
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The basics LISTEN!

CLIMATE CONVERSATION TIPS

Ask rather than tell Show genuine interest

. Find out about them
Stories, not facts

Ask open ended questions
You don’t have to lead

with climate: Take your time
 weather
* NEeWs Be specific, not abstract - things
* your life are happening NOW & HERE
» the past
 what they love
Keep it:
Be positive, hopeful & urgent * about them
* local
Remember: you are just ‘ ES?SL‘"’:
talking to folks about “stuff” s IUMAR

Use empathy and apply it to

Aim is to find a way to ) _
someone else’s world view

unite people on this issue

Climate justice is a
topic best left for

Reasons to talk about climate

« Most people want serious action on climate but

many rarely talk about it with others Iread
To NORMALISE conversations around climate people who are already
Give people space to think climate aware

Involve people & make them feel heard l:_-__‘—-ﬂ’“":a

Create a tipping point (r.

sccan
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Howw d o people feel about climate?

. "‘»M

A global survey interviewed 130,000 people across 125 READ
countries and found 89% thought their national goveriliment O The 89%
should do more to fight global warming oroject

L_-_’_-ﬂ“—“

The survey asked whether Most people assumed only a minority would

people would contribute contribute, but in reality over 50% were willing in
1% of their income each nearly all countries.

month to fight global

warming, and how many Globally, 69% said they would contribute, compared
others they thought to an estimated 43%-a perception gap of up to 40

would do the same. ' percentage points in some places.

Why do percep tion gaps matter?

o Perception gaps encourage a “spiral of silence” in which people don’t talk
about the issue because others aren’t

« IT people around you are not talking about a subject then the assumption is
that 1t is unlikely to be an existential threat requiring urgent action

o People are instinctively drawn to majority views and are also more likely to do
something i1f they think others are doing it too

« MPs continue to underestimate the importance of the environment for voters,
meaning that climate policies are not as ambitious as public sentiment

For example, in 2024 72% of the UK public
supported onshore wind being built in their
areas, but only 19% of MPs thought a majority

of their constituents did so.

We want to NORMALISE
conversations around climate
& create a social tipping
point to trigger mganingful

lobal) action

l:.-_(g’-".‘-"'\
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https://www.theguardian.com/environment/series/the-89-percent-project
https://www.theguardian.com/environment/series/the-89-percent-project
https://climatebarometer.org/topic/perception-gaps#module-3165
https://climatebarometer.org/topic/perception-gaps#module-3165
https://unsplash.com/@mcthilda?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/person-holding-clear-crystal-ball-HLA3TAFQuQs?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

v & o

Lan guage Q See more on this )
in Talk Like a

The words we use matter. ! Human

Let’s take the word “1.5°C”

~

For many people involved in climate action, 1.5C
Th ' ' ﬁx\\ Is a commonly used term, a shorthand for a really
15 1S a crucial milestone that we never wanted to reach.

An agreement that was made by governments in Paris
F)E}C)E):LEE in 2015, to take action to keep global
StO]’_"y, NOT temperatures below 1.5C above pre-industrial

times.

d sclehce When Potential Energy Coalition carried out

f3'tl(3:£f§f research across the plgnet, asking pegp!e how much
\\R%_\\\\//// J,/j they thought the UN said was a safe limit, they

said 4°C!
_-?_..}lif-r CLIMATE

&
?ﬁ?““EaCh Think about the best language to use to

convince someone of the urgency for action.

Let’s consider some commonly used language around climate, which of these
words/phrases are good to use or better to avoid when talking about the causes and
impacts of climate change?:

Decarbonisation Extreme weather
Overheating 1.5°C
Greenhouse gases Tipping Point
Fossil fuels Pollution
Hottest year on record Net Zero



https://potentialenergycoalition.org/downloads/Talk-Like-a-Human.pdf
https://potentialenergycoalition.org/downloads/Talk-Like-a-Human.pdf
https://potentialenergycoalition.org/

Framing

The way action on climate change is framed makes a huge difference to how much

people support it.

Presenting technical terms:

= “their council setting a target lo reach net zero emissions by 2045
Here is an example i 4

we love from

50% support

this

Climate OQutreach Adding « basic explanation:

of how messaging

“their council setting a target to reach net zero emissions by 2045 by providing a cleaner

64% support this

an d | an g u age can and more reliable energy supply, improving public transport, and creating new jobs”

have different
effects.

N.,«M
Focus on why
climate action
matters & what it

means for people’s ¢
lives

M.

Make climate action clear and appealing to people -
both through the language you use and how you frame an
Issue or conversation.

Communicate climate action within the context of
people’s actual lives and paint a picture of the
benefits this could have to them and their families.

generations

CLIMATE FRAMING TIPS

Great place to have a positive conversation.

motivator for people

Normalise action, 89% want their govt to do more to tackle climate

much & should be prioritised for support

Every segment blames big polluters for causing

F‘raﬁﬁg‘.g Remember, “nature” means different things to
different people e.g. coastal, urban, gardeners
Talk about a “good life” & “wellbeing” - -
Health & Exercising & being outside is accepted as good [rer—— k :
happiness for health & mental health being affected by AVOID: jargon,
climate impacts
e acronyms, dates &
“Doing our bit” Accepted that it’s the right thing to do stats
Reducing Waste/pollution/sewage reduction is strongly ¢
waste supported by most Tem—
Future Referencing children or grandchildrenis a strong | Tips adapted from work by

Climate Qutreach & Heard

not inaction change o S S O
. 3 [1] ;
ERITe People with less money shouldn’t have to do as VIDEO - How tO

talk about climate

Common enemy x ”» b
climate change for change_ DYy
e e e People are very sceptical of false optimism. Heard )
ravity & be Need to be spgzcnf;c & tangible - hlghyght what
g realistic has been achieved before & how things can .
S change with the right choices.

sc‘can


https://youtu.be/PFqNK_nOsd0
https://youtu.be/PFqNK_nOsd0
https://youtu.be/PFqNK_nOsd0
https://climateoutreach.org/
https://heard.org.uk/

Neww Narratives:. Seven Segments

Want to be more targeted in your communication, or have your messages heard beyond

your usual suspects?
, &> CO :
Take More in_Common S
We’re inspired by Climate Outreach and More quiz to find out
in_Common’s work on seven British Segments, Which segment you
where society is grouped into seven distinct pelong to!

audience segments based on people’s values,
core beliefs and worldviews (rather than
political beliefs, age or other
demographics).

outreach

'

bdore in g s
{ outreach
" Common 2! Please note:

the pie chart sections are sized according to the GB proportions of the segments

Read about what the different segments care about, what their top concerns are and
how they think and feel about climate change to be able to tailor your
communication better and meet people where they are at.

o st at——— PO A
Get to know the Seven i Watch How to Talk |
British segments on (::) about Climate with
climate & nature with SCCAN

! Climate Outreach~ E |
$ v ; ‘;f‘
sccan


https://www.youtube.com/watch?v=93IWDkQ8BLQ
https://www.youtube.com/watch?v=93IWDkQ8BLQ
https://www.youtube.com/watch?v=93IWDkQ8BLQ
https://climateoutreach.org/
https://www.moreincommon.org.uk/
https://www.moreincommon.org.uk/
https://climateoutreach.org/btc/2025/seven-segments/
https://www.moreincommon.org.uk/seven-segments/quiz/
https://www.moreincommon.org.uk/seven-segments/quiz/
https://climateoutreach.org/btc/2025/seven-segments/
https://climateoutreach.org/btc/2025/seven-segments/
https://climateoutreach.org/btc/2025/seven-segments/



https://climateoutreach.org/btc/2025/seven-segments/#traditional-conservatives
https://climateoutreach.org/btc/2025/seven-segments/#traditional-conservatives



https://unsplash.com/@gozhanet?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/brown-hay-on-tractor-under-white-and-blue-sky-during-daytime-xDrxJCdedcI?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText



https://youtu.be/AgWZkHkgviM
https://youtu.be/AgWZkHkgviM
https://youtu.be/AgWZkHkgviM
https://youtu.be/AgWZkHkgviM
https://www.theferret.scot/
https://unsplash.com/@glenncarstenspeters
https://unsplash.com/photos/brown-hay-on-tractor-under-white-and-blue-sky-during-daytime-xDrxJCdedcI?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText



https://lens.google/
https://tineye.com/
https://www.metoffice.gov.uk/
https://www.ons.gov.uk/
https://www.ons.gov.uk/
https://climateknowledgeportal.worldbank.org/
https://climateknowledgeportal.worldbank.org/
https://web.archive.org/
https://www.canva.com/design/DAHEX0-TthQ/qWK7MaiDqhCVZNayI3rQpw/edit
https://www.canva.com/design/DAHEX0-TthQ/qWK7MaiDqhCVZNayI3rQpw/edit
https://www.canva.com/design/DAHEX0-TthQ/qWK7MaiDqhCVZNayI3rQpw/edit
https://www.canva.com/design/DAHEX0-TthQ/qWK7MaiDqhCVZNayI3rQpw/edit



https://www.nasa.gov/
https://www.noaa.gov/
https://www.noaa.gov/
https://www.ipcc.ch/






https://www.upliftuk.org/
https://www.climatepsychologyalliance.org/
https://www.climatepsychologyalliance.org/
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