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Bridging Knowledge and Awareness

Effective communication bridges the gap 
between climate science and public 
understanding to drive meaningful action.

Unified Messaging Toolkit

A digital communications toolkit consolidates key 
messages, visuals, and strategies to amplify 
climate campaign impact.

Inspiring Change and Trust

Communication in climate action inspires 
change, builds trust, and mobilizes communities 
for resilience and sustainability.

WHY CLIMATE ACTION 
NEEDS BETTER 
COMMUNICATION



1. DETERMINE YOUR LEVEL OF ENGAGEMENT & CAPACITY

PUBLIC NOTIFICATION
Notifying the public of what is to come via legal notice, email blast, or 
announcement with no participation or process for comment/input. 

vs. 

PUBLIC OUTREACH
Planning/design already in motion. Host one or two community 

meetings to gather input or comment, which is taken into 
consideration into the final product/design/plan.

vs.

STAKEHOLDER ENGAGEMENT
Involving the public, project partners, and impacted stakeholders before 
the project begins in a meaningful and thoughtful way where their voice, 

values, and needs are driving the design, plan, or output of the project from 
start to end. A true collaboration that results in a product that is desirable for 

the community. 



2. UNDERSTAND THE VALUES OF YOUR AUDIENCE

The first step is to *LEARN TO REMOVE YOUR PERSONAL BIAS.* 

Understanding Audience Values
Identify audience values like safe homes, economic stability, and social justice to connect 
effectively.

Role of Heuristics in Communication
Heuristics such as fairness, transparency, familiarity, and urgency shape how messages 
are interpreted by audiences.

Active Listening and Research
Engage in active listening and research to avoid assumptions and uncover true audience 
priorities.

Tailored Climate Messaging
Tailor climate messages to audience insights to ensure relevance, resonance, and impact 
in communication.



69% 
of Americans 

think disasters such as 
hurricanes, floods, and 
wildfires contribute to 

increasing homeowners' 
insurance costs.

2. UNDERSTAND THE VALUES OF YOUR AUDIENCE



2. UNDERSTAND THE VALUES OF YOUR AUDIENCE

68% 
of Americans in 

Burlington County, NJ 
think global warming 
is affecting rising sea 

levels in the U.S. 

bit.ly/yaleclimate 



3. CRAFT YOUR MESSAGES USING VALUES-BASED NARRATIVES

Think about who is receiving the info.
● Why is this important? 

● What is the big picture? 

● Historical information? 

● How will it make their lives better?

● How is it relevant to the community?

● How does it relate to what people value?

● Is there existing opinion data that can give you insight into their position?



3. CRAFT YOUR MESSAGES USING VALUES-BASED NARRATIVES

52% 
of Americans in 

Burlington County, NJ 
have personally 
experienced the 
effects of global 

warming

bit.ly/yaleclimate 



3. CRAFT YOUR MESSAGES USING VALUES-BASED NARRATIVES

93% 
of NJ voters say it is 

important for NJ to invest 
in projects that will reduce 
flood risks, strengthen our 
infrastructure, protect our 
water supply, and make 

communities more 
resilient to extreme 

weather events.

Source: https://www.fdu.edu/news/fdu-poll-finds-3-in-4-nj-voters-worried-about-damage-from-extreme-weather/
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SCIENCE MEDIA POLICY BUSINESS COMMUNITY

Accurate Dramatic Realistic Actionable Archetypal

Qualifying Engaging Speaks to Need Speaks to Revenue Circumscribing

Highlight Uncertainty Highlight Certainty Highlight Risk Highlight Benefit Highlight Certainty

Cautious Certain Careful Candid Anthemic

Build Case for Further 
Research

Build Audience and 
Interest Build Constituency Build Business Case Build Following

Objective Persuasive Popular Visionary Persuasive

Generate 
Understanding Generate Ratings Generate Momentum

Generate 
Shareholder Interest Generate Action

Steer Clear of Policy
Commit to a 
Conclusion

Commit to Policy 
Recommendations

Build Science-Based 
Business Scenarios Community Ethos

Source: Paul Lussier, M2U Media/ Yale University

3. CRAFT YOUR MESSAGES USING VALUES-BASED NARRATIVES



4. CREATE CONTENT FOR YOUR TOOLKIT

SOCIAL MEDIA SHARES 
● Write sample social shares

● Tag key accounts 

● Create a hashtag

● Tell a story 

● Create a conversation

● Use shortened links (bit.ly)

● Use free resources 

● Include memes and GIFs

● Influencer & partner tagging



4. CREATE CONTENT FOR YOUR TOOLKIT

PRESS ADVISORY & 
PRESS RELEASE
● Increase the reach 

and visibility of your 
outreach campaign

● Disseminate the facts 

● Advertise for 
upcoming events



4. CREATE CONTENT FOR YOUR TOOLKIT

CAMPAIGN BRANDING
● Universal branding that all partner 

organizations can use

● Create a logo (make a PNG file w/ 
transparent background)

Example of campaign logos created by the
Yale Program on Climate Change
Communication as part of their annual
#ClimateThanks Campaign. The toolkit,
including this branding material, was distributed
to all partner organizations prior to the launch of
the campaign so they could great custom
graphics for social media release.



4. CREATE CONTENT FOR YOUR TOOLKIT

GRAPHICS 
● Get to the point

● Educate about the issue, 
use renderings

● Create an emotional 
connection

● Use fun graphics or memes

● Be trendy!

● Use free tools like Canva



4. CREATE CONTENT FOR YOUR TOOLKIT

ACCESSIBILITY & INCLUSIVITY
● Incorporating culturally relevant visuals increases 

engagement and resonates with varied 
audiences.

● Designing easy-to-navigate materials 
accommodates different abilities and 
backgrounds.

TRANSLATE YOUR CONTENT
● Ensures climate messages reach diverse 

communities effectively

● Helps non-native speakers navigate spaces more 
easily

● Promotes a welcoming environment for all



5. ASSEMBLE YOUR DIGITAL MEDIA TOOLKIT

GIVE YOUR PARTNERS WHAT THEY NEED 
& PACKAGE IT UP IN ONE PLACE
● Campaign Logos

● Branded Graphics

● Social Media Shares

● Social Media Tags

● Press Advisory/Release

● Long form - Blog Post

● Flyers for Print

● Resource Links



6. IDENTIFY YOUR CAMPAIGN PARTNERS

GET ORGANIZED
● Who are your core partners?

● Who are your ally organizations?

● Who do you want to reach and who has relationships 
with those constituents

CREATE A SPREADSHEET
● Record the name of the organization, points of 

contact, email address, phone number for tracking 

● Identify your targeted distribution methods

● Note dates of when you reached out to each 
partner and if they are committed to join the 
campaign

ORGANIZATIONS TO CONSIDER
 Statewide environmental 

nonprofits
 Local watershed groups
 Faith-based groups
 Elected officials
 Outdoor recreation groups 

(fishing, boating, hiking)
 Professional Societies (AWRA, 

SAME, ASCE, ASFPM)
 Schools / Academic Clubs
 Businesses

 Reporters



7. DRIVE ACTION RESILIENCE

CREATE A COMMUNICATION PLAN
● Pick a “Go Live” date 

● Communicate expectations for release of 
information

● Share the link to the toolkit

● All partners distribute the same press release at an 
agreed time to maximize coverage

● Schedule a social media ThunderClap to push your 
content higher in the algorithm



REVIEW

Determine your level of engagement & capacity 

Understand the values of your audience

Craft your messages using values-based narratives

Create content for your toolkit

Assemble your digital media toolkit

Identify your campaign partners

Drive action for resilience

1.

2.

3.

4.

5.

6.

7.



QUESTIONS?

DANA PATTERSON GREAR 
Director of Marketing & Communications
dpatterson@princetonhydro.com
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