RUNNING HEAD: Best Practices in Environmental Communication

[bookmark: _GoBack]Appendix C: Additional Environmental Psychologist Quotes
“Here and Now”:
“To move people a little bit I think the main couple of things is to draw people’s attention to what’s happening in their local area now. I wrote an article about 30 basic excuses, rationales and justifications, and one is that the human brain hasn’t evolved very much for the last 30,000 years. We acquired a lot of knowledge and we can do a lot of things we couldn’t do when walking around on the savannah. But we still, according to some, people have this sense that what’s important is what’s happening right now and close to me. And if you go back to the savannah this is what people cared about. They didn’t care about what was happening 100 miles away and what was going to happen in 10 years, they cared about taking care of their group right now. So we have this fundamental tendency to think about the here and now even though we’re capable of thinking about the future and distant places. So to go with the flow of the here and now tendency, one strategy is to do whatever’s possible to point out or draw people’s attention to what is happening now and here.” – EPsychologist#1, Male, Psychology and Environmental Studies, Canada
“I think personal, immediate, local is a way to make environmental messages meaningful to people so that not only can they understand what you’re saying but they might have a better idea of what they can do as a result and what effect that will have.” – EPsychologist#2, Male, Environmental Psychology, England
“Hooks”:
“Let’s say you’re writing an article. An article or a newspaper or something or other. In order to get people to pay attention to what you wrote, you need hooks. Those hooks will hook some people and not hook others. And the hooks depend entirely upon what’s in the reader’s head. If […] the article has a hook about coastal sea level change and that person lives on the coast, that might be a hook. Or that person may have some family in India like I do who have suffered coastal damage due to storm and sea level changes like tsunami or typhoons.” – EPsychologist#6, Male, Natural Resources, Michigan
“There are many other kinds of actions people are taking that could benefit from having things written from their perspective that hook them according to their experience or knowledge. Like farming in Nebraska, it should be written by someone who knows about farming in Nebraska who can write about these kinds of hooks. Those are the most compelling kinds of things. In that sense if everyone is reading the New York Times, well that’s not going to work because we don’t all have that experience of climate change. […] there are a lot of, you know from living in Baton Rouge probably, a lot of different concerns in that area than people are having in New York.” – EPsychologist#6, Male, Natural Resources, Michigan
Targeted Messaging:
“It’s not talking about messaging to everyone, it's talking about messaging to a specific small set of people and in that case which I think is a very effective way of communicating but requires listening to their concerns and a lot of the work that I’ve done is finding out what’s in people’s heads. Understanding their needs, their motivations and their preferences. I think that’s an essential part of environmental communication messaging. But most of the time I get the sense that a lot of people sort of overlook service for that need and rely more on stereotypes.” – EPsychologist#6, Male, Natural Resources, Michigan
“I do think that the purposes of policy, yes we need to communicate about climate change and bringing the public aboard on that is important. But for other things like getting people to reduce their energy consumption and do things to kind of adapt their lifestyle to climate change, then I don’t think we necessarily… For most people probably climate change is not going to be the most effective message to persuade them to do that. It’s going to be things like saving money, being healthy, having work-life balance, all those kinds of things.” – EPsychologist#13, Female, Psychology, UK
“Be sensitive to context in terms of where people are coming from, like you said, in terms of their values, their political ideologies – you can’t always predict that accurately, but you might have a sense from survey data or polling. You know, how people in a particular region feel about things, what their highest priority worries or perceived risks are – or hazards – and I would certainly highlight things that they’re concerned about, and be very specific about how behavioral steps they might take would have a positive or measurable impact on improving the situation. Because I think when people can understand the relevance of their action to a larger picture, they’re more likely to act.” – EPsychologist#7, Male, Psychology and Social Behavior, California.
Political Polarization and Motivated Reasoning:
“You can still engage with those people but you have to do it in a different way. You have to talk about issues that do resonate with their beliefs and their concerns. There’s research that shows if you talk about patriotism and some of the impacts on industry, some of the implications for some of the good news stories like how creating green jobs, you know the community side of doing low carbon things. So that sort of co-benefits if you like, you’re doing things to tackle climate change. Those are the messages that are more likely to get the attention of skeptics. So basically tailor the messages.” – EPsychologist#13, Female, Psychology, UK
“The idea is not to drag them to your side of the table but rather to plant the seed, plant the idea in their mind that can blossom over time and it will blossom when the context they’re in in their life, their situation reveals that that piece of knowledge that they were told, that seed actually makes more sense than the current model they hold in their heads.” – EPsychologist#6, Male, Natural Resources, Michigan
Action Knowledge:
“Absolutely, and sometimes that can mean just giving a very specific behavior as opposed to a more general thing. Like not just save energy but, ‘Remember to call this number for an energy audit.’ Or ‘Remember to put weather stripping around your doors.’ Because then they think… you know they might just feel a little overwhelmed if you say, 
‘Save energy,’ well I don’t know how to do that. But if you say, ‘Here’s the one thing you can do,’ or ‘the three things you can do,’ that makes them feel like, ‘If I do those, I will have actually made a difference.’ And […] you can find a way to give them feedback about how much energy they did save.” – EPsychologist#8, Female, Psychology, Ohio.
“If people just kind of learn how to do it that also can help, in terms of energy saving for example. If people can learn how to save energy through getting a smart meter in their home, see ways in which they can save energy. You could potentially get [behavioral] spillover through skill development, through knowledge about how to do it.” – EPsychologist#13, Female, Psychology, UK 
“People get kind of disorganized or paralyzed in terms of not being able to do anything specific. So that research suggests if you can motivate people to a sort of moderate level and provide them with very specific recommendations of what they can do, you know, step-by-step to avoid a health problem, whether that’s getting screened or, in the case of the environment, analogously, you might apply that idea to giving people specific steps they can take in the home or the workplace to conserve energy or to minimize pollution – things like that.” – EPsychologist#7, Male, Psychology and Social Behavior, California.
“I think it’s really old psychology in a way but explaining the benefits of change. As I said before, justifying actions on if it’s going to change the planet or your children’s children, really doesn’t cut it for most people. You’ve got to sell how it’s going to benefit them. Too often environmentalists come across as miserable people who want to kill everyone’s joy and happiness, that we should go around in sack cloth and we should just eat bread and stuff like that. It’s all about sacrifice, and it’s not about… if we live in a different kind of way, we might actually be happier, we might actually enhance [our] quality of life. So I think communicating the idea that low carbon consumption can be a high quality life can is quite important as well.” – EPsychologist#2, Male, Environmental Psychology, England.
“So that’s something that we’re noticing a lot in the films that – in the projects that are most successful that we have been drawn to studying – like Invisible Children, The Story of Stuff Project – are ones that are really solution-focused, that really talk about, ‘here’s a problem and here’s something you can do and here’s why it will matter if we do it.’ So we’ve identified these series of strategies for empowerment messaging, which is, as a filmmaker, what are you doing? Can people do it with you? What can they do? Where is there a community? What can you do together? […] I do a lot of advising to filmmakers and we kind of walk them through when they’re in post [production], making sure that those messages are in the film.” – EPsychologist#12, Female, Social Ecology, California
Vivid Messages:
“You know you need to grab… you need to do what you would do with any message which is to grab people’s attention because if they don’t pay attention, it doesn’t matter what you say. And that might include good looking graphics, attractive pictures, or if not attractive pictures maybe dramatically unattractive ones […] things that are sort of vivid and stand out and get them to pay attention.” EPsychologist#8, Psychology, Ohio.
“But people’s cognitive maps of the future are very critical motivators, so if somebody can actually visualize what sea rise is going to do to their community – whether that’s, you know, the bayous in Louisiana or it’s living in Miami, Florida – or Venice – you know, to the extent that people can visualize that. They have a stake in it because they live near that region.” – EPsychologist#7, Male, Psychology and Social Behavior, California.
Listening vs. Telling:
“I think you’ve got to talk them through the problems. Try and understand how they see the problems, how do they construe them, how do they structure them?” – EPsychologist#6, Male, Natural Resources, Michigan 
“In the [ideal] effective form of communication, if we could devise such a thing, there would be a lot more listening involved to address the concerns of people who are maybe living on the coast or have farm land or whatever their concern is, or why they continue to drive Hummers or whatever. They have concerns too – they’re not all stereotyped and so listening to their concerns, why they do what they do, what their beliefs are, that’s a really important part of it.” – EPsychologist#6, Male, Natural Resources, Michigan
Messaging that Promotes Sharing:
“When you really grow a community and when you really get people engaged […] is when you move into bidirectional forms of communication, so: share this, spread this, comment to us, interact with us.” – EPsychologist#12, Female, Social Ecology, California
Social Norms:
“I think most people know that it makes a difference, and yet it’s still something that’s often left out of communication strategies. In fact a lot of people make the mistake of accidentally implying that actually not very many people care about this. […] ‘All kinds of people are wasting energy.’ You know, ‘This is terrible’ and of course that’s telling people the normal, well the normal thing to do is to waste energy. So what you want to do again is rephrase it so you think all kinds of people are trying to reduce their energy: ‘Your community members, your neighbors are trying to reduce their energies.’ So yeah I definitely think, even though it’s fairly well-established that that’s influential, we’re not using that kind of lever as much as we can.” – EPsychologist#8, Female, Psychology, Ohio.
“A lot of the issues that surround us with regard to environmental issues are cultural. So that if there is not a culture of acting in a pro-environmental way then people aren’t going to do it. So in order to change the behavior you have to […] make the message seem like other people are doing it and so should we.” – EPsychologist#6, Male, Natural Resources, Michigan
Local Identity:
“Scientists are better than government officials in terms of a [trusted] source of information, and then, you know, your own neighbors and the people you know. [So] if you could say, ‘Local people agree that, you know, these things need to be addressed’ – that would be more convincing. If anything, people like to… you know they’d rather think of it as coming from their own community than as being imposed on them from the outside.” – EPsychologist#8, Female, Psychology, Ohio.
Value-Based Messaging:
“As I say sometimes the same behavior can satisfy most people’s values. […] So instead of focusing on getting them to care about what you care about, just present it as, ‘Here’s something we know you care about.’ Or you know… this is why I think we see all kinds of appeals that talk about protecting the future for your children. Like everybody who has children wants to protect the future for their children.” – EPsychologist#8, Female, Psychology, Ohio.
“Some colleagues ... did a study where they gave people some information about car sharing and they varied in two conditions, whether the message said you should share your car because it saves money or in the other condition because it's good for the environment. What they found was when they gave people an opportunity to recycle – at the end of the study they gave people a piece of scrap paper and told them to put it in the bin and saw whether they used the recycling bin or not – the people that were given the message about […] sharing for environmental reasons were significantly more likely to recycle their paper afterwards. Presumably, and they say because it primed their environmental values so if you, basically if you use an environmental message you may be more likely to get people to do green things afterwards whereas they say, and others have said, if you talk about just saving money and self-interested motives, the risk is that it then spills over into behaviors that are more likely to be good for the individual.” – EPsychologist#13, Female, Senior Lecturer/Fellow, Psychology, UK
“Then just again – link it to something they care about. So sometimes you can, that’s easy, they can care about their own home, they can care about their own community. Sometimes it can be a little bit more difficult, but you can come up with stories that encourage them to care about, you know… […] an endangered species that they might think that they don’t care about but if you sort of highlight, ‘Oh, look at all the cute things this little endangered bird does,’ and ‘Did you know that bird is only found right here, and so it’s like part of our own personal natural heritage?’ So kind of make them care about that more. So, so things to make them care more about the consequences and make them seem more concrete rather than abstract.” – EPsychologist#8, Female, Psychology, Ohio.
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