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• Leadership Circles
• Institutional Partners
• Sector & Partner Programs
• Communications and Values Research 

& Guides
• National, Community and Partner 

Polling
• Summits & Forums to share best 

ideas and practices

Mission: Build a critical mass of 
institutional leadership, public support, 
and political will for definitive climate 
solutions in the United States. 
● Provide programs + resources
● Elevate visible leadership
● Shift the national narrative
● Build collective impact

ecoAmerica.org



84,968
Congregations

23.3 million
Members



1,421,000 
professionals



Big Cities   3mm+

Cities   1mm+

Towns & Small Cities  30,000

Towns  & Villages
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% Adults who think climate change is happening (2016)
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Credit: Yale Program on Climate Change Communication, George Mason Center for Climate Change Communication

% Adults who think humans are causing the Earth to warm 
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% Adults who think there are smart ways to fix global warming

Credit: Yale Program on Climate Change Communication, George Mason Center for Climate Change Communication
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Credit: Yale Program on Climate Change Communication, George Mason Center for Climate Change Communication

% Adults who talk about global warming... 



Motivated Avoidance
Fear

Confirmation bias

Techno optimism

Conflict avoidance

Competing priorities

Social norms

Fatalism & resignation



ecoAmerica Research and Guides



Armageddon Social Benefits

Global Warming Opportunity
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Family and Freedom

Evolution of Climate Messaging



Personal Relevance
SALIENCE, CLIMATE IMPACTS: With your own 
eyes. Link to daily/local lives.

UNAMBIGUIOUS SOLUTIONS: Proven solutions 
that solve the problem and benefit the 
economy, our health and our security.

AGENCY, EMPOWERMENT: Our nation, 
community, and companies can act.

MORAL IMPERATIVE: Responsibility to our 
children, families, and communities.
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Personal Benefits
Pocketbooks Health Community



Our cores values are established early, and 
don’t change much -- or quickly

People make choices based upon their 
core personal values

Large scale social change requires changes in 
people’s core personal values

Why Values?
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Climate Values Findings

• People Follow Their “Tribes”

• My Family First

• Won’t Abandon the American Dream

• Benefits Are Essential for Action

• Climate Action Is Elite and Alienating
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Climate Values Insights

• Know your audience and their core values

• Appeal to solutions that benefit families

• Avoid messages of sacrifice or deprivation

• Every problem must be paired with a solution

• Refer to local realities and local leaders
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Communications Guidance

First, Build Rapport

•Start with people, stay with people

•Connect on Common Values

•Acknowledge Ambivalence

•Make It Real
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Communications Guidance

Next, Inspire and Empower

•Emphasize Solutions and Benefits

•Inspire and Empower

•Focus on the Personal Benefits

•Describe -- Don’t Label

•End With An “Ask”
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Communications Guidance

Tips to Strengthen Your Message

•Use Facts From Trusted Messengers

•Avoid Doom & Gloom

•Use Stories For Deeper Engagement

•Stay On Message



Adopting a Core Message

• Core messages communicate your most important idea or message in one or two sentences

• Core messages use accessible, values-oriented language

• The core message is the foundation of the rest of your communications

• This is your “elevator pitch”

• Short – Social – Positive

• Practice repeating and pivoting back to your core message
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Summary Recommendations
• Write and Memorize your CORE MESSAGE
• Focus on PEOPLE vs. technology, policy, planet
• Engage groups, and empower local leaders to lead
• Understand and incorporate everyday concerns
• Emphasize solutions, benefits and success
• Deliver and position solutions as bold and effective
• Emphasize relevant reality, use “science” sparingly
• Make pragmatic appeals, such as being prepared, regaining 

control, independence, and security
• Reinforce climate-health and climate weather 
• Avoid connecting solutions with “new” or “change” –

instead focus on personal benefit, family values



Thank You!

dan@ecoAmerica.org

www.ecoAmerica.org

Photo credits: David Thomas Photography
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