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Canadian Environmental Grantmakers Network  
Climate Communications Survey 
Summary of Findings 
 
 
Overarching Finding: Common themes, wide variance on specifics 
 
The top level finding from the survey results is that there is little consensus on 
specifics but that the responses do share several broad themes.  
 
This overarching finding points to particular types of strategy moving forward: 
initiatives that address the most relevant themes, unpack them and build alignment 
around specifics such as audience, messengers, narrative and language.  
 
Such initiatives should also have a built-in implementation plan and a view to 
making communications evidence more easily actionable. An important theme 
underlying the survey responses is that there has been more public opinion 
research done than there has been uptake by communicators. 
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The common themes were not always explicit in the survey responses, requiring 
some interpretation to draw them out. 
 
The common themes are as follows: 
 

 Climate communications in Canada can be greatly improved. 
 

 Effective communication generally happens among an elite audience leaving 
climate action vulnerable when support is needed beyond the chattering 
classes. 

 
 We can develop more compelling narratives: 

o Align with fundamental Canadian values 
o Bold messages that hit the right tone 
o Better connect problem and solutions; clearer vision of what is 

possible; resolve “hope” vs. “threat” in a unified narrative. 
 

 Available evidence on climate communications is not being integrated:  
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o Many responses indicate a gap in terms of integrating existing studies 
and evidence on climate communications into the active climate 
conversation in Canada. 

o Louise Comeau provided a useful and up-to-date summary of the 
evidence to the survey. 

 
 Climate communicators should be more coordinated with reinforcing 

messages. 
 

 We can greatly improve broad public communications i.e.: the bulk of 
Canadian climate communications which takes place via earned media to the 
“general public.” 

 
 We can improve narrow communication with specific audiences. This might 

include defining our high-leverage conceptual audiences as in political 
campaigns e.g.: “Diane” (female, 45, suburban non-professional); “Jim” 
(sympathetic mid-level businessman); etc. 

 
 Need for improved preparedness and quick response capacity for specific 

moments e.g.: most effective messaging/channels re: Ontario’s leaked climate 
plan; Alberta wildfires. 

 
 The cast of messengers should be broader. To include non-ENGO voices such 

as faith leaders, health professionals, first responders, First Nations, affected 
populations, business and community leaders. 

 
 Philanthropy can play a major role: 

o Increasing funding to the most effective communicators. 
o Encouraging coordination and use of best practices among 

communicators. 
o Aligning and coordinating funding.  

 
 
Strategies to address the common themes: 

 

Continue to provide—and strive to increase—support to organizations that are 

effectively communicating/engaging on climate solutions. Undertake—or 

coordinate—shared research on communications best practices (e.g. polling and 

focus group work). Continue to encourage collaboration and information sharing 

amongst the organizations/grantees working on these issues. – Survey respondent 

 
 
1. Ongoing Climate Funding: 
It is understood that there are efforts underway to pool climate funding and look at 
more collaborative granting approaches. 
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Other initiatives to consider: 
 
1A) Communications in evaluations: 

 It is worth considering whether grant reports should more systematically 
require an evaluation of a grantee’s communications strategy and results. 

 
1B) Quantifying climate grantmaking: 
Funding on climate change lags far behind the issue’s importance. This is even more 
true in Canada than in other countries. Maintaining awareness of this fact among the 
philanthropic community is a simple but important component of catalyzing 
increasing priority to climate funding. 
 

 Generating, tracking and publishing an (annual?) quantification of climate 
funding in Canada as percentage of philanthropy and an international 
comparison. For an issue as interdependent as climate change where almost 
everything can be tied into the issue, some tough-mindedness would be 
important to ensure a useful metric directly related to greenhouse gas 
emissions. 

 
1C) Embedding communications in grants: 

 Encouraging and supporting grantees with specific audiences (e.g.: “soft 
conservatives,” specific faith groups, cultural audiences) in developing 
narrative and message tailored to their target audience. 

 
 
2. Potential Climate Communications Initiatives: 
It is clear from the survey responses that there are certain gaps in fulfilling the kinds 
of functions that a trade association might fill for a business sector. Three primary 
functions are:  

 The development of broadly effective climate communications strategies and 
easy-to-use tactics. 

 Response capabilities for unforeseen events, situations. 
 Preparing the sector for foreseeable challenges/opportunities that are 

broader than any given organization’s scope.   
 

We need to raise the tide of the entire sector - not with a "joint campaign" - but 

with a marketing and communication strategy that softens the ground for all of 

the individual efforts taking place. – Survey respondent 
 
2A) General public communications initiative: 
 
Goal: Produce and share the most effective possible narrative guidance for Canadian 
climate communicators. 
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The sector is not in a position to initiate large scale, transformative mass 
communications initiatives along the lines of ”Got Milk?” which reach non-elite 
audiences through massive spending. However, communicators in the orbit of CEGN 
influence a great deal of the ongoing climate conversation. A relatively low-cost, 
high-impact strategy would be to improve the effect of each of these 
communicators. 
 
While this narrative would be useful in a variety of situations including reactive 
communications or support for policy, those specific situations are covered below. 
The general public communications initiative would be aimed at steadily improving 
the general narrative on climate in Canada by raising the effectiveness of each 
communications opportunity.  
 
The initiative would undertake shared public opinion research to develop an 
actionable framework for climate communicators. This would include consolidating 
the best available evidence, identifying remaining needs for polling and focus 
groups to identify most resonant messages and then integrating them into a 
compelling narrative. The initiative could also define the most amenable and 
strategically important audiences and key channels to reach them. 
 
Most communication is either to the “choir” or to the “general public.” While the 
choir is relatively straightforward, communicating to a broad, non-environmental 
audience requires communicators to understand “you are not your audience” and 
adjust appropriately. There is a significant gap in Canada in terms of providing 
climate communicators with frameworks that are evidence-based but also 
memorable and easy-to-use. 
 
There are US initiatives addressing this gap. A similar approach could quite easily be 
introduced in Canada. Two examples are Climate Narrative and Climate Nexus. 
 
Climate Narrative in particular has produced a very user-friendly framework to 
ensure communicators hit the necessary messages to generate a successful 
narrative. Many CEGN members will know Betsy Taylor who has been central to its 
development. The framework is based on US message testing and presented as a 
conceptual triangle where an effective communication hits all three values-based 
corners: 
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A Canadian project could develop a similarly easy-to-use framework tailored to 
Canadian values and public attitudes.  
 
Taken a step further, a Canadian project would also identify key audiences and 
language. 

 Identify which large demographics are most open to persuasion and 
strategically important to reach. Identify channels to reach these key 
demographics. 

 In addition to defining the audiences and values-based messages it could also 
provide a cheat sheet of “words that work” and guidance on attacks and 
responses. 
 

Implementation 
 

… no individual group can bring others together in a non-parochial way (except the 

foundations. – Survey respondent 

 
 A project run by CEGN would have inherent “pull” for all communicators and 

organizations interested in foundation funding. 
 Host briefings/trainings in key regions to present a framework and train 

participants in delivery. 



CEGN Climate Communications Survey Results 6 

 CEGN members to incorporate communications evaluation in their 
grantmaking processes. 

 
 
2B) Climate Communications “Hub”  
 
Goal: Develop the capacity to provide quick-response guidance to communicators 
for unanticipated events. 
 
Goal: Proactively identify and prepare guidance for predictable issues that fall 
beyond the core mandate of any individual organization. 
 
These goals serve two distinct functions (reactive versus proactive) but in terms of 
execution/structure, they could be combined.   
 
A climate “hub” would aim to improve the climate conversation for issues such as: 
 

 Proactively identifying the need for a coordinated public communications 
effort to shore up support for Ontario’s climate plan. 
 

Or, to pursue that example: 
 

 The leak and push back against Ontario’s climate plan. A climate “hub” might 
test public support for elements of the plan and determine the most salient 
messages to undermine opposition.  

 
Or consider a recent situation in which climate communicators were caught 
somewhat flat-footed: 

 
 National and regional discussion of wildfires. How many Canadians make the 

link between increased forest fires and climate change? Communications 
might change dramatically based on such evidence. If it were a large number, 
then an event like Fort McMurray might be a good time to hold our tongues, 
but if the link is poorly established then a sensitive but effective linkage 
might be needed. 

 
 More generally, a climate “hub” could improve coordination and effective 

narrative around extreme weather events as they occur. 
 
Both the proactive and reactive functions would need to be grounded in up-to-date 
communications research by compiling existing studies and staying on the pulse of 
new evidence. However the real utility would be distilling evidence and expert 
advice into extremely simple public messages/narrative and making them 
actionable for communicators. 
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The proactive function would have the luxury of identifying knowledge gaps and 
designing public opinion research deemed necessary. The reactive function would 
need to act quickly and therefore would likely rely on expert advice and occasionally 
quick polling. Both would aim to provide guidance for mass and social media and 
the receptivity of target audiences to specific messages. 
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Appendix 1 
The Role of Philanthropy (Question 5) 
 
Role of Philanthropy Number of survey mentions 
  
Improve status quo: Make grants to 
most effective communicators “and get 
out of the way” 

4 

  
Proactive, general:   
Increase priority/Better incorporate 
communications into grantmaking 
process 

3 

  
Proactive, specific:  
Conduct and fund communications 
research, capacity to be shared by the 
sector 
 

9 

Take proactive steps to improve 
coordination, collaboration in the sector 
 

8 

Take steps to increase 
leveraging/partnering e.g.: with 
government, cleantech sector  
 

4 

Proactively increase concrete examples 
of clean energy benefits, evidence base 
for climate action 
 

3 

Broaden messengers, narrative beyond 
ENGO, activists  
 

2 

Fund longer-term culture shifting 
strategies 
 

1 
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Appendix 2 
Existing 'climate' communications and/or engagement initiatives currently 
underway in Canada (Question 2) 
 

I can't point to an effective national campaign focused on reducing carbon 
emissions. There are mini-campaigns (anti-coal in Alberta; anti-nuke in 
Ontario; anti-LNG in BC), but these are more about more immediate ecosystem 
consequences not so much about climate. – Survey respondent 
 
… hundreds of people talking about Climate Change in Canada. What do 
Canadian's really think about what those voices are saying? Do we have the 
deep public opinion data we need? – Survey respondent 

 
* A note on the EcoAnalytics project (not covered by the survey): several 
stakeholders conduct public opinion polling, however it is fragmented and typically 
not repeated annually to see trends. One emerging polling project is EcoAnalytics, 
an initiative of the Strathmere group aimed at providing polling data analysis over 
time with consistent questions, created and agreed upon by project members and 
shared out with the broader environmental community. 
 
* A note of caution: the quantification that follows reflects the pool of survey 
respondents. A survey of either the general public or thought-leaders’ familiarity 
with these initiatives would almost certainly have produced very different results. 
Notably, some of the most high-penetrating climate communications barely register 
or do not register at all in the survey results.   
 
 
Initiative Audience Organizations 

involved 
Geography Survey 

mentions 
Audience of 
political and/or 
business thought 
leaders 

    

     
Clean Energy Canada Thought leaders   12 
Pembina Thought leaders   6 
Ecofiscal 
Commission 

Business, thought 
leaders 

  5 

Smart Prosperity Unlikely allies 
(business, labour, 
ENGO’s, First 
Nations) 

  6 

Canadians for Clean 
Prosperity 

Conservative-
leaning thought-
leaders 

  3 
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Sustainable 
Prosperity 

Thought leaders, 
decision- makers 

  3 

Energy Futures Lab Thought-leaders  AB 3 
Analytica Advisors Thought-leaders   2 
Sustainability Co-lab Business Districts   2 
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Audience of 
climate concerned 
citizens and/or 
general public 

    

     
David Suzuki 
Foundation/Blue 
Dot 

   7 

Tar Sands 
Group/TSSN 

   5 

Environmental 
Defence 

   5 

Clean Economy 
Alliance 

 Environmental 
Defence lead 

ON 3 

Switch  Equiterre lead QC 3 
Equiterre   QC 3 
Greenpeace    3 
Divestment  350, others  3 
Climate Action 
Network 

   3 

No Tankers  Dogwood 
Initiative 

BC 2 

Stand    2 
Earth Hour/WWF    2 
Iron & Earth Energy industry 

workers 
 AB 2 

Climate Access    2 
Social Currents    2 
     
Other Initiatives 
(less than 2 survey 
mentions) 

    

     
People’s Climate 
Plan 

Climate 
concerned 

350, Council of 
Canadians, 
Idle No More, 
Stand, United 
Church, others 

National 
(target: 
federal 
govt) 

 

Strathmere Group     
Break Free Climate 

concerned 
350, others   

Blue-Green Canada workers    
Interfaith Youth 
Fellowship 

Faith 
communities 
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Green Kutbah Muslims Khaleafa   
Climate Justice 
Initiative 

Thought-leaders, 
climate 
concerned 

CCPA   

Toronto 
Environmental 
Alliance 

    

Cleantech Canadian 
Coalition 

Decision-makers    

Desmog Climate 
concerned 

   

CanSIA/CanWEA Thought leaders    
Organizing For 
Change 

Decision-makers  BC  

Trottier Clean 
Energy Dialogues 

Thought-leaders    

LeadNow Climate 
concerned, 
general 

   

Open Canada Thought-leaders Centre for 
International 
Governance 

  

Vote Climate General Glasswaters   
Million Climate Jobs Workers, general 

public 
CLC   

Leap Manifesto General, climate 
concerned 

   

Green Budget 
Coalition 

Decision-makers    

Transform TO     
Greenest City General City of 

Vancouver 
  

Move the GTA   ON  
INHALE     
Smart Commute     
Clean Air Commute     
Canada Walks     
Cycling Unions     
10-10 campaign  Toronto Hydro   
Partners for Climate 
Protection 

 Federation of 
Canadian 
Municipalities 

  

Eco-West Small/rural 
communities 

 MN  

Top Asks for Climate  Columbia   
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Action Institute 
Canadians for Clean 
Capitalism 

 Corporate 
Knights 

  

Citizens Climate 
Lobby 

    

Sen. Grant Mitchell 
Initiative 

    

Sustainable Canada 
Dialogues 

Thought-leaders Coalition of 
academics 

  

SFU Centre for 
Dialogue 

Thought-leaders, 
climate 
concerned 

SFU   

Renewable Cities Municipalities SFU   
IISD Thought-leaders    
GLOBE Thought-leaders    
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Appendix 3 
Survey Responses Consolidated by Question 
 
Question 1: 

In your view, what would be the key ingredients for a 
comprehensive communications and engagement strategy to 

build support for strong GHG reductions measures? 
 
 
- Clear, concise and honest accounting about the need to keep fossil fuels in the 
ground to meet GHG reduction targets & the same about the possibility and 
urgent need to reach 100% renewables by 2050 
 
 
Support for strong GHG reduction efforts requires a multi-pronged approach 
executed at both the federal and provincial levels. A “one-size fits all” 
communications and engagement strategy would require vast sums of money 
and may not shift the dial much. Our experience says that securing action in the 
face of intransigence requires a very different set of strategies than doing so 
when governments have decided to take action. For example, the previous 
federal government signalled loudly that it would not act to transition our 
economy or reduce emissions. Instead, it committed to removing most controls 
and oversight over fossil fuel development in the name of massively increased 
production. ENGOs invested in efforts to highlight the risks to the climate and the 
environment of the pipeline infrastructure required to get this oil to market. As a 
result, a public debate ensued. Ten years later, it’s clear that this effort was key 
to creating awareness of the need to act on climate change at a national and 
sub-national level. Debate led to media, public and decision-maker awareness, 
which in turn led to the election of governments (Alberta, Ontario, federal) 
committed to action. A new set of challenges emerges with these commitments. 
It then becomes necessary to develop and communicate solutions to the various 
aspects of climate action that will be most effective and do this in a manner that 
is both rigorous from a policy perspective and more compelling and convincing to 
decision-makers than the messaging of opposing voices who advocate against 
action. For example, once Ontario launched its climate strategy we determined 
that a multi-stakeholder approach to developing recommendations and 
communicating with the media, public and government would have the best 
chance of influencing the policy development process. The type of strategy being 
pursued determines the suite of outreach and engagement tools best used. 
Pipeline campaigns required mass public education and mobilization through in-
person and online interaction, reactive and proactive media relations, as well as 
research with, to a certain degree, lesser emphasis on government relations. 
Engagement in Ontario’s climate strategy involves face-to-face collaborative 
policy analysis among diverse and often unlikely allies followed by earned media 
and extensive government relations efforts. Public education and engagement is 
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a component but much less so than for an effort like opposing pipelines. Some 
common elements on a menu of possible tools to be selected from include both 
online and offline components, earned media as well as paid media. Online 
elements can include short, snappy educational videos and infographics. Email 
newsletters and blogs can provide a deeper dive into key aspects of the 
particular campaign issue. Online petitions to elected officials can also show the 
support of Canadians for action on the particular measure or action being 
discussed. Social media graphics could help support the petitions by extending 
the reach throughout the social media audience. Reports (which could be used to 
garner media coverage) as well as op-eds by ENGOs and academics can also 
be effective for the right issue. Paid media can include educational ads (in print, 
TV and online). Paid media can also include names of high profile supporters in 
favour of strategies/key policies. Offline components can include educational 
outreach to the general public via community events and large events attended 
by a broad group of stakeholders in favour of action to help attract media and 
show growing support for climate action in Canada. 
 
 
A comprehensive strategy should include: Financial Carrots & Sticks -- Carbon 
pricing, regulatory infrastructure, federal and provincial grants used to incentivize 
Canadians at home, at school, at work, in their place of faith to achieve carbon 
neutrality by 2050. Critical messaging: Clean Energy = Economic Security = 
Stronger Communities -- Primary focus on how a clean energy future will create 
local jobs that provide a sustainable, healthy livelihood, regardless of where one 
lives. Core Values -- We defend what we love. A climate engagement 
communication strategy should clearly demonstrate how carbon reduction goals 
are in line with fundamental Canadian values, regardless of political party 
affiliation. Emphasizing our unity in the pride in our natural heritage and shared 
responsibility to pass this heritage along to our children and grandchildren. 
 
 
*Identify target stakeholders that ENGO leaders and policy makers are in a 
position to reach & strategies for engaging them including tailored framing and 
engagement approaches. Approach the task as a network of 
organizations/influencers - looking for opportunities to develop common framing 
themes and strategically coordinate outreach including with "unlikely allies." 
Release of the National Climate Assessment and development of NCA.net in the 
US is a relevant example. TSSN another example focused on supply side issues. 
*People get there is a threat but don't have faith we will act and/or see solutions 
available in the near timer. Develop a clear narrative around the pathway to 
achieving carbon neutrality with concise, near term, achievable targets. *Seeing 
is believing. Support for low carbon solutions increases when experienced. 
Illustrate progress and benefits through a range of tactics from EV car rallies/test 
drive days//wind turbine tours, award events, etc. The same is true for increasing 
urgency around climate impacts - the use of visualizations can increase concern 
by localizing threats and positioning them in the present. Entering through 
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impacts can open climate conversations, even in conservative communities. 
*Better connect threats to solutions. Progress has been made but there is still a 
long way to go in making the connection between climate change, energy supply 
and demand, and low carbon solutions. Recent research suggests Canadians 
are extremely polarized around fossil fuels versus renewable energy (not the 
case in the US where climate concern is extremely polarized yet largely 
agreement about the benefits of EE and RE) so active steps need to be taken to 
understand and overcome this divide. *Promote interactive outreach 
opportunities including peer to peer advocacy (i.e. Minnesotans United for 
Families 1 million conversation campaign), dialogue and community visioning 
sessions around impacts and responses, partnerships between government and 
community based organizations reaching diverse stakeholders including those 
most vulnerable to climate impacts. *Get the tone right. Avoid being shrill. 
Encourage leadership/progress. Hold industry accountable yet stay on track with 
the pathway to progress. *Constant drum beat (rapid response function) that 
keeps climate and our commitment in the forefront as other relevant issues 
emerge (i.e. use of green infrastructure funds, Energy East, extreme weather 
events, LNG, etc.) 
 
 
* a simple clear narrative * clean messages * an accessible ask - not tied to 
partisanship * not having it grounded in the 'environmental box' * get 
conversation on a bigger frame (i.e. security; opportunities) * meet Canadians 
where they are at/appeal to broader messages than environmental 
commuications usually does *find a way for Canadians from all walks of life to be 
reflected in the messages * authenticity/ as opposed to being slick 
 
 
Une stratégie qui a de l'impact souvent regroupe les différentes parties 
impliquées, non seulement le citoyens mais également les autres acteurs qui 
peuvent influencer les décideurs politiques et publiques. Une communication 
simple, réaliste qui se veut progressiste et mobilisante. 
 
 
We need to start focusing on what we will build and create. What the 
opportunities are. What the outcomes will look like. What the vision is. What the 
social and economic benefits, as well as the environmental benefits, are. We 
need less focus on GHG reduction measures, targets, taxes, etc. Key ingredients 
for a comprehensive comms/engagement strategy are: 1. The use of diverse 
messengers -- business/industry, municipal leaders, First Nations, academics, 
chambers of commerce along with think tanks, academics, NGOs 2. A focus on 
what we are going to create and build as the economy shifts to clean energy. 
Examples include what we are doing on transportation (transit/high speed 
rail/growing % EVs;) what our buildings look like (net-zero homes/buildings etc.) 
and what our electricity looks like (wind, solar, district energy heating, etc.) 3. 
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Stories - we would ideally be profiling real-world examples -- from within Canada 
& abroad. 
 
 
Central to building support for strong GHG reduction measures is to stop talking 
about GHG reduction measures (and targets, taxes & trading), and to focus on 
communicating and illustrating the real world changes—and their benefits 
(socially, economically & environmentally). So, the key ingredients for a 
comprehensive comms/engagement strategy are: Positive stories -- what are we 
going to create and build as the economy shifts to clean energy? (zero-carbon 
power; transit/high speed rail/growing % EVs; net-zero homes/buildings etc.) 
Diversity of messengers/champions -- business/industry, municipal leaders, First 
Nations, academics, chambers of commerce Real-world examples -- from within 
Canada & abroad, demonstrating what is already possible 
 
 
There needs to be a grand public narrative on how to achieve a low carbon 
economy. Also, identify the trust networks at play on various sides of this issue 
and develop an engagement/communication strategy for them. I think a focus on 
the question of how to engage and communicate with people in industry who 
have resisted change in this area is key. This is all part of how to build sustained 
thought leader and public support for policies (and to the degree possible support 
the political leaders willing to stick their necks out) that reduce GHGs. You need 
solid research. Have you seen the Yale Opinion Map work? They have done 
some work in Canada. 
 
 
1) Continued education on the link between man made emissions and climate 
change 2) Education on carbon pricing and why pricing carbon is the most 
efficient way to reduce emissions 3) Continuing education on available 
renewable energy technology and efficiency technologies, what these 
technologies cost, what the economic benefits are the types of policy (other than 
pricing carbon) that speed deployment. 4) Helping investors (of all types) make 
the link between capital investment and both environmental and investment 
returns. 
 
 
We need to call for a national priority and a 5 and 10 year plan towards reducing 
GHG, while rapidly accelerating the clean economy. The focus should be 
anchored on energy, but go far beyond that into every major sector. 
Transporation, manufacturing, built environment, food systems, soil and carbon 
farming issues, urban transit vs suburban sprawl, life cycle responsibility, 
consumption reduction per capita, waste minimization, are all examples of "must 
do's". Our entire economy is built upon a GHG agnostic point of view. That must 
change. Alliance should be built around the area of these topics that can be non 
partisan, or issue unity. Support also needs to be given to the crucial role of 
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those interests willing to push harder beyond conventional consensus, who will 
be free to push the edge further, of the large conversation. eg: fossil fuels and 
fossil fuel dependent industries can only go so far, and they are central to the 
larger success. There needs to be key focus on working with them. However, 
they will be less likely to be able to push for the level of change needed. There 
must also be attention to the tougher changes needed, and thus an ecosystem of 
strategies towards overall success. Each year we continue to be too cautious, is 
building a pressure cooker that will become more intense every day. Thus a 
comprehensive redefinition of the bigger long term picture strategy must occur. 
Sophisticated respect of division of labour and strategies is essential. 
Comprehensive systemic looks at multiple strategies, coordinated when possible, 
and simply moving independently, with the best communication and information 
flow, will be a necessary aspect of this effort. Whatever part of that the 
environmental funders can play, via CEGN, and various other strategies, will 
have a huge leveraging effect, as the topics will be more and more obivous, and 
gaining momentum, far beyond Canada or our efforts. There is an inevitability 
and those who step up early and bolder, will be playing roles that will look very 
obvious in retrospect. It's bigger than building the railroad across the nation, or 
than was the colonialization effort that happened over some centuries. The 
situation we face now is the survival of and possibility for a soft landing for 
civilization. 
 
 
1. rebalancing communications between deliberately "hopeful/positive" and 
scientific warnings. Environmental communications has largely moved to positive 
communications in order not to "turn off" the public. Ultimately however a patient 
has got to hear the doctor's diagnosis clearly in order to respond appropriately. 
And we are overlooking much evidence in the field of risk communication that 
"dread" is a very powerful mover of public attitudes and support/opposition to 
government action. 2. creating a deeper understanding within the elite 
conversation about the scale of change that is required to decarbonize and the 
speed at which the changes need to occur. 3. broadening the "environmental" 
conversation around energy and climate to create a more populist base. Both by 
collaborating with players on the political right and creating broader coalitions on 
the traditional left. The anti-nuclear movement is an interesting analog here -- a 
looming doomsday/existential threat that mobilized tens, hundreds of thousands 
of citizens incorporating all civil society on the Left as well as key segments and 
thought leaders on the political Right. 4. convincing government to conduct 
communications including paid communications making the case for climate 
policy as beneficial to individual citizens. Not unlike the way government 
promotes infrastructure programs, job training through advertising and public 
relations. 5. simplifying the conception of the task for the public: eg we need to 
get cars, buildings, industry off oil and gas. 6. stronger watchdogging on role of 
mainstream media could improve MSM reporting significantly. There is a fair bit 
of bellyaching about how poorly climate is reported but very little systematic effort 
to publicly analyze news coverage, hold mainstream media accountable. 
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- Links between climate change and issues proven to be relevant to individuals - 
Values-based simple arguments - not overly technical terms - Repetition and 
reinforcement from multiple partners working on the same issues - coordination 
between stakeholders - Cheer-leading for the good policies that we do have - 
rapid response to negative media spin on good environmental policy (i.e. carbon 
pricing, investing in transit) - Myth-busting about the "cheapness" of oil and 
natural gas - urgency on the switch away from natural gas 
 
 
In order for the philanthropic sector, NGOs and policy-makers to achieve strong 
collective impact, it’s important to identify the full suite of collaborative 
communication and engagement strategies that will be required to effectively 
move the dial. In the Dunsky Report entitled, “En Route to a Low-Carbon Future”, 
Table 1 on page 6 presents an overview of climate efforts across Canada in early 
2015. The identification of the six high-impact levers in the report is extremely 
helpful. However, Table 1 could benefit from a strategic overlay where 
assessment is made as to where efforts should be focused to maximize impact 
for each lever (e.g. carbon pricing, transportation, etc.) and updated in light of the 
new federal appetite for coordination and progress on these levers. Some levers 
(e.g., carbon pricing) may benefit from much stronger investment in the areas 
represented by an already-full circle for example or in strategic business 
engagement rather than public/grassroots engagement (empty circles) if 
research has shown that this is not an issue that is likely to be of strong interest 
to, or driven by, the public. The Alberta experience over this past year (with the 
significant shift to a more climate-progressive government) can be instructive in 
terms of thinking about other jurisdictions. Key communications/engagement 
elements included: • GR: Building upon strong existing relationships with 
bureaucrats and new political staff. It was also essential to share GR intel with 
other ENGOs, academics and industry as much as possible in order to 
coordinate strategy. • Recognizing the diverse ecosystem of ENGOs/academics 
and the roles each plays. An organization that undertakes public campaigns is 
highly visible, but it’s important to understand all the building blocks that are less 
visible but are essential to allow those campaigns to be successful. • Research 
and analysis is crucial to allow public and media engagement efforts to be 
credible. They also help the diverse players (who must be brought to the table) 
get onto the same page, and provide government with pathways to solutions. • 
Convening “unlikely allies” is important: never underestimate the power of strong 
facilitation in a room with government, industry, utilities, experts/academics, 
ENGOs, First Nations, community leaders, labour and local government, or at 
smaller industry-ENGO tables. Facilitation to drive to specific solutions that have 
broad support (public and private sector support for example) is a capacity that 
must be fostered and resourced. • Timely and coordinated media and social 
media engagement allows ENGOs to help shape the public, political and industry 
discourse. • Outward-facing external campaigning to mobilize public support for 
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climate measures is fundamentally important. Many who take an outsider 
approach aim to hold government and industry to account. However, equally 
important are those quieter campaigns that engage industry and other strategic 
players that are less visible. Finally, over the previous decade, a large number of 
NGOs moved to work more closely with local, provincial and territorial 
governments and community groups (with less focus at the federal level). With 
renewed enthusiasm now at the federal level, it’s important to recognize the 
value of these existing relationships and some of the leading initiatives/policies 
that resulted. Not only will building upon these regional efforts encourage other 
jurisdictions to show leadership and encourage laggards to shift, it will also be 
key to helping federal allies coordinate progress. Federal staff are now looking to 
ENGOs for advice on how best to incent and engage the provinces and 
communities to enable coordinated action on high-priority issues. This is also 
true at the international level where federal staff need provincial buy-in in order to 
broker continental agreements (e.g., on methane or coal). 
 
 
I believe there is a need to explain the economic opportunity of clean technology 
in relation to GHG reduction measures. With the 2016 Budget and Vancouver 
Declaration, we have received a clear message that the government wants to act 
on evidence and wants this evidence to be part of the public discourse. There 
were $12.3 billion in programs announced in Budget 2016 that could help scale 
up Canadian clean technology solutions that are ready to be deployed and in the 
process create 50,000 middle class jobs, doubling the 50,000 jobs today and 
making a major contribution to reducing GHGs.. This is not a given though. 
Canadians need to know how we can step up to make this happen. 
 
 
Try to reach those who are not part of the "already converted". So much 
communication goes out on the web, on facebook, online newsletters, but it's all 
going to people who mostly understand the issues. Have influence with key 
policy makers in all levels of government, transparency on lobbying (corporate 
and non-profit) and equal access to policy makers. 
 
 
A strong emphasis on an organizing component - how are we going to change 
the electoral calculus for political leaders, by making strong GHG reductions 
measures a sine qua non of remaining in office? We need better organized 
communities that can push this agenda & tip the balance by norming strong 
climate action. 
 
 
Increasing understanding of and capacity for effective engagement - I think this is 
particularly important in the municipal realm, where community consultation is 
often undertaken and focuses on things that are directly relevant to people's daily 
lives. Clear and compelling illustration of the links between climate mitigation 
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measures and other societal benefits such as improved health and well-being, 
superior city design, housing affordability, and social equity, for example. 
Documentation and showcasing of the long-term business case for making GHG 
reduction investments. Normalizing climate action by engaging and promoting 
leadership in multiple sectors. 
 
 
Illustrating how the various national and international initiatives that are engaging 
cities align, overlap or duplicate so that cities are making strategic choices about 
what initiatives to join. Additionally indicate high value, local or national initiatives 
that could advance cities into areas of implementation where actions are limited. 
 
 
1. The messages need to resonate with the general population; they need to 
convey that the low carbon future is both desirable and inevitable. Desirable in so 
far as it will create good jobs; enable livable communities; unleash neat new 
technologies; create economic growth opportunities. Inevitable in so far as the 
world (and our economic competitors are already moving in this direction and if 
Canada doesn't keep up it will become less competitive and miss all of these 
opportunities. 2. The messengers must be those who are not seen as the 'usual 
actors'. We need a cross section of business and civil society interests that are 
high profile, respected and traditionally not aligned on these issues 3. The 
communications approach must be very sophisticated, well funded and reach 
into the discussions people are already having. Delays Sylvester had initiated 
some fascinating work on who you bering our messages to then online (and 
other) discussions that people are already engaged in on issues they already 
care about - this was a very good approach 
 
 
I think it is critical to focus a strategy on reaching outside the deep green tent, to 
the mushy middle - The roughly 30% of Canadians who probably do not think of 
themselves as environmentalists, who are receptive to clean economy ideas, but 
who are skeptical that we can achieve GHG reductions without economic and 
personal sacrifice. The guiding insight of this campaign should be to normalize 
and build excitement about the kind of changes (technology, policy, urban 
design) that are already taking place. The aim should not be to get people to 
"demand action" but rather for them to accept action, and to not be afraid of it, 
because it feels both normal and natural. Canadians are great adopters of new 
ideas, new technologies. We're super-users of the internet and social media. We 
need to be reminded of all of this - that we are a people that embraces new ideas 
that make our lives better. 
 
 
In early December Senator Grant Mitchell brought together 6 leading 
engagement specialists from North America to help the Liberal government 
develop a public engagement strategy for Canada. We worked for three days to 



CEGN Climate Communications Survey Results 22 

develop a draft strategy. At the request of the Chief of Staff for Minister 
McKenna, we submitted a powerpoint deck for review. In late January, nine of 
the Ministers' staff met with Senator Mitchell to review the deck. They then asked 
for a two page brief to take to the Ministerial meeting in Vancouver. To my 
knowledge there is still interest in this initiative but I'm doubtful that it will 
proceed. The focus must be positive, forward looking, solutions oriented and 
multi-modal. Follows the Arc of Engagement (developed by IMPACS) move 
groups from awareness building to education to judgment to advocacy to action 
Different activities need to target different points along that ARC. In preparation 
for a meeting with the government to discuss an RFP I compiled the following 
components in early February: Some thoughts of the components for the Public 
Engagement Strategy - to help prepare an RFP compiled by Shauna Sylvester 
Assumptions: •Pan-Canadian •Non-partisan •Bi-lingual •Multi-modal •Overseen 
by a Commission •Guided by Treasury Board •Delivered by a multiplicity of 
actors •Documented in print, video and photography Development phase: 1. 
Clear Evaluation Methodology based on the parameters for success set by 
government (this could be the document that comes out of the fed-prov meeting 
in Vancouver) - clear KPIs with feedback loops (Bloomberg - "bring me data") 2. 
Website – Highly interactive, also captures contact information of citizens (will 
provide 'how to 'guides for citizens to self organize, all the documents, actions - 
like a fun portal) - Social Currents will have ideas here 3. Contact Management 
system to capture the constituency we are building through the engagement 
process - (Scott Young and or Communicopia can help define) 4. Opinion 
Research (Environics - build on their social values research and longtitudinal 
studies of attitudes to environment - look at other pollsters as well) - Baseline poll 
- Targeted surveys (to test specific ideas through the process) - Follow up poll 
Engagement Phases 5. On-line Multi-modal engagement strategy (see Canada's 
World as a model + newer campaigns) - Facebook, twitter, instagram, flicker, 
LinkedN, Google Hangout - Youtube (short videos, public service videos etc) - 
Text, talk, act (learn from the Obama lessons of translating election support into 
long-term policy support) 7. Communications and Social Marketing - look and 
feel (brand) - strategic communications plan – goals/objectives, target audiences, 
key messages, spokespeople, tactics (for each major component of the strategy) 
- Social Currents for new views on this - has to move beyond a traditional ad buy 
strategy; media relations needs to be omnichannel - media relations (traditional 
broadcast and print) - social media - advertising and promotions (incl. social 
marketing) - targeted outreach (variety of tools and venues with a particular focus 
on youth, ethnocultural communities and marginalized communities) 8. 
Development of How-to-Manuals (many produced through Canada's World that 
can be modified) - MP Kit - Organizing your City to go 100% renewable - Hosting 
an “Idea Jam” - Hosting a citizen’s “kitchen roundtable” - Tracking your carbon 
footprint - Hosting a climate change camp or un-conference - How to text,talk,act 
9. Awareness building public events - could be a responsive program with a set 
amount of money in which groups apply to host and deliver large scale and 
targeted awareness building activities e.g. Pecha Kucha, Creative Mornings, Me 
to We event, Train across Canada (Sustainable Development Canada Idea), 
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Raincity Chronicles, Monk Debate, Arts led events, Project Greenbloc 
(Evergreen style neighbourhood initiative) - Opportunities for citizens to 
demonstrate how they are going green through renewable energy - would need 
to set criteria and perhaps delegate the granting to an independent selection 
committee 10. Regional Citizens Panels/Deliberative Dialogues - scoping with 
government to define parameters - process design - research - development of 
discussion guides/options paper - participant recruitment (polling company) - 
delivery - reporting - evaluation 11. National Citizens’ Panel - scoping with 
government to refine parameters - process design - research - development of 
discussion guides/options paper - participant recruitment - delivery - reporting - 
evaluation 12. Advancing/Communicating the Results (should be set up stages 
throughout the process so there is an opportunity to refine activities) - externally - 
loop back to citizens "did we get it right" - internally within government 
(government/civil service) 13. Evaluation 14. Reporting 15. Governance 16. 
Operations/Staff 17. Procurement 
 
 
First, what is real question. What problem trying to solve? What outcome trying to 
achieve? What's framed above are approaches, ie: "build public support for the 
changes required to achieve the climate targets we have committed to" and 
"amplify the voices of the 'unlikely allies', including the private sector". Is the 
public not supportive, or is it some sub-set, or are they supportive but the 
changes are presented in such a way that elicits concern/aversion? Depending 
on what the problem is, maybe amplifying unlikely private sector voices will help, 
but maybe not. What if the problem is that "the public" and "the unlikely allies" 
don't feel any "agency" in the changes we need. Then we need to develop 
mechanism for people to be invested in or see themselves as beneficiaries of the 
changes we all need. All this to say that the root issues need to be very clearly 
and carefully defined before jumping to ingredients, which makes it hard to 
answer the subsequent questions. 

 
 
Question 2: 

What are the existing 'climate' communications and/or 
engagement initiatives currently underway in Canada that you 

are aware of? If you are closely involved in the initiative, please 
use bullet points with very brief descriptions. 

 
 
 The main one that we are involved with is the People's Climate Plan, which is a 
comprehensive strategy to shift the Overton Window around climate policy-
making in Canada towards a space which reflects the urgency of keeping fossil 
fuels in the ground and moving a 100% renewable energy economy, and doing 
so in a way that respected Indigenous rights and supports workers. 
http://peoplesclimate.ca/home/ 
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-Clean Economy Alliance work in Ontario on the government’s climate strategy - 
Clean Energy Canada’s research and earned media on the advantages of a 
transition to a clean energy system -Strathmere Group collective government 
relations work on the federal climate strategy - New partnership of Environmental 
Defence, Equiterre and Pembina Institute to work to support the federal climate 
strategy -Pipeline campaigns focused on the risks of Energy East and Kinder 
Morgan - Divestment work at universities focused on reducing institutional 
investment in fossil fuels - Government-led communications on the need for a 
clean economy transition in Ontario, Alberta, Quebec and at the federal level - 
Opposition to Arctic drilling for fossil fuels as a climate and spill risk concern - 
Several groups working on the Break Free series of events around coal and gas -
Communications on the economic and environmental benefits of Ontario’s green 
energy investments by Environmental Defence -David Suzuki Foundation’s 
climate communications -Equiterre’s electric vehicles outreach program - Blue 
Green Canada and the labour conversation about a transition to a clean 
economy 
 
 
A few of my favorites that are breaking down stereotypes: -- Fossil Free Faith's 
Interfaith Youth Fellowship: http://fossilfreefaith.ca/our-youth-fellows-have-big-
dreams-and-tons-of-skill/ -- Iron & Earth -- Khaleafa.com's Green Khubtah 
campaign: http://www.khaleafa.com/green-khutbah-campaign/ We would like to 
introduce a a green faith building campaign based a network of faith sector 
"green revolving funds" -- modeled after SEI's Billion Dollar Green Challenge -- 
http://greenbillion.org/the-challenge/ 
 
 
*Tar Sands Solutions Network - I have been involved for several years around 
media and framing analysis and recommendations. There has been significant 
evolution from moving beyond "dirty oil" to making deliberate links to climate 
change; understanding and overcoming oil industry inevitability arguments; and 
bridging from the threat to solutions. *Clean Energy Canada - I have worked with 
them in the past on carbon tax focus groups and an analysis of clean energy 
issues in Canadian media. *CCPA - Climate Justice initiative - Good Green Life 
is good framing. *Ian Mauro - Environmental/climate film-making. *David Suzuki 
Foundation - I have worked with them in the past. Currently looking at how to 
increase engagement in climate. *Stand - outspoken on climate and energy 
issues. *Pembina - analysis critical for media/advocates, etc. *BC Hydro's 
Community Energy Manager Program - I am currently working with BC Hydro on 
a project to help communities across the province make the case for local climate 
action. There is a need for/opportunity to better connect jurisdictions and political 
leaders with the ENGO community to promote leadership and amplify benefits. 
*Climate Access - our host organization is based in the US but many of our 
members are based in Canada and we often include Canadian content on the 
network website and in trainings (most of our online training include Canadian 
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members). *Toronto Environmental Alliance - we have been helping TEA design 
pilot projects on climate engagement and will be working with them to evaluate 
the pilots once underway. *Equiterre - pipelines, EVS, climate goals. 
*Environmental Defense - climate policy communication *CCAN - carbon pricing 
focus 
 
 
There are various civil society organizations tackling this from different angles; 
ENGOS are focused on cutting off supply; Ecofisal focused on building support 
from business; Clean Energy Canada - connected with business. I can't point to 
an effective national campaign focused on reducing carbon emissions. There are 
mini-campaigns (anti-coal in Alberta; anti-nuke in Ontario; anti-LNG in BC), but 
these are more about more immediate ecosystem consequences not so much 
about climate. 
 
 
SWITCH : Alliance pour une économie verte Cleantech Cdn Coalition: The BC 
Cleantech CEO Alliance, Ecotech Québec, and MaRS Cleantech have signed a 
Memorandum of Understanding to coordinate efforts to promote clean 
technologies, combat climate change and contribute to a strong, diverse, 
sustainable economy. This agreement is the first of its kind in Canada and 
represents a significant step forward in strengthening the clean technology 
industry in Canada through greater coordination and collaboration. Note that 
since then the Alberta Clean Technology Industry Alliance have joint us. 
http://www.marketwired.com/press-release/innovative-partnership-signed-
between-clean-technology-organizations-british-columbia-2102994.htm 
 
 
Our work at Clean Energy Canada has a significant focus on solutions-oriented 
communications, targeting a thought-leader/influencer/decision-maker audience, 
and includes: - Annual Tracking the Energy Revolution reports (Global + Canada 
editions) - Weekly Clean Energy Review email -- top 10 stories/insights in an 
easy to read digest - Clean Energy Quarterly webinar series -- sharing 
leaders/experts insights into the clean energy transition - Clean Energy Live 
speaker series -- sharing leaders/experts insights into the clean energy transition 
- Topical reports, op-eds and briefs -- published in mainstream (Globe and Mail; 
Post/Sun Media + digital media (e.g. Tyee, Huffington Post) & more targeted 
outlets (Policy magazine, Policy Options, iPolitics, Hill Times) We are looking to 
increase our communications by increasing our commentary, op eds, briefs, as 
well as our social media work, and expanding our work with media to increase 
the amount of focus on these issues with the new political context. 
 
 
There are multiple efforts/campaigns being run by a multitude of groups, from 
local to national. Many are focused on opposing fossil fuel infrastructure (i.e. “no” 
campaigns), and use these projects to organize/engage. Our work at Clean 
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Energy Canada has a significant focus on solutions-oriented communications, 
targeting a thought-leader/influencer/decision-maker audience, and includes: 
Annual Tracking the Energy Revolution reports (Global + Canada editions) 
Weekly Clean Energy Review email -- top 10 stories/insights in an easy to read 
digest Clean Energy Quarterly webinar series -- sharing leaders/experts insights 
into the clean energy transition Clean Energy Live speaker series -- sharing 
leaders/experts insights into the clean energy transition Topical reports, op-eds 
and briefs -- published in mainstream (Globe and Mail; Post/Sun Media + digital 
media (e.g. Tyee, Huffington Post) & more targeted outlets (Policy magazine, 
Policy Options, iPolitics, Hill Times) 
 
 
Climate Access coaching and training is great; DeSmog Canada, independent 
journalism, excellent; all the work Tzeporah Berman is doing. I also like what 
Forest Ethics, Pembina Institute and Clean Energy Canada are doing. So many 
voices. I know hundreds of people talking about Climate Change in Canada. 
What do Canadian's really think about what those voices are saying? Do we 
have the deep public opinion data we need? 
 
 
- Smart Prosperity - Sustainable Prosperity - Clean Energy Canada - RIA - 
Canadians for Clean Prosperity 
 
 
General attention in many arenas. 
 
 
There are many as I work closely with the issue. Not sure if you mean national 
organizations or just all the organizations in Canada. Off the top, these are some 
national ones I can think of: - Clean Energy Canada - CanSIA/ CanWEA - 
Pembina Institute - Environmental Defence - David Suzuki Foundation - 
Evergreen - Greenpeace - etc etc 
 
 
While collaborative efforts to move to a low-carbon economy have been 
resourced in Ontario (Clean Economy Alliance) and Quebec (SWITCH Alliance), 
there has been less investment in other regions – especially in regions that have 
a high degree of influence and are possible barriers to progress on some of the 
climate/energy movement’s highest-priority issues. The Energy Futures Lab in 
Alberta is an important effort, however, its impact will be seen over the longer 
term. It’s also key for efforts to be resourced that will help facilitate strong policy 
change while the political windows of opportunity are open at both the provincial 
and federal levels. Climate and energy issues are contentious and it’s more 
difficult for governments to show leadership in these areas in the latter half of 
their terms. By then, the larger issue-specific policy commitments must be in 
place, and the shift in the latter end of their term must necessarily move to the 
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lower-profile implementation to ensure relevant players (including industry) are 
brought to the table to hammer out policy detail. Enabling public/media support is 
also key throughout, but will not enable change alone. An issue-specific model 
exists in the Tar Sands Group. The TSG draws upon the complementary roles 
that different ENGOs play to maximize collective impact. Funds are provided to 
NGOs within the group for research/analysis, government relations, convening, 
stakeholder engagement, media and public/grassroots campaigns as well as 
coordination. Funding coalition work must include funding the member groups as 
well as coordination. The role of groups communicating that the clean economy 
revolution is already here, is extremely important to help move the public. 
However, this type of messaging does not always resonate with certain 
government and industry audiences who may then request other groups to 
undertake issue-specific analysis and help bring diverse interests to the table to 
broker solutions. Both types of engagement need to be resourced. It’s important 
to understand the level of less visible communication and engagement that has 
taken place (e.g., GR, roundtable and closed-door convening) that has paved the 
way for significant impact – and the relationship between these less visible and 
the more highly visible efforts in public, grassroots and media mobilization. While 
it’s crucial for potential funders to invest in increasing public support for high-
priority climate and energy initiatives to give governments the political space to 
lead, it’s also important to understand the diverse breadth of 
communication/engagement efforts that go into truly achieving impact and 
enabling strong leadership. Networks such as the Climate Action Network have 
played an important role to date, and could play a stronger one if resourced. 
CAN’s focus has largely been in Ontario and Quebec, with increased federal and 
international efforts. There is still a gap, however, at the regional level (outside 
ON/QC). One example of a network that may emerge to begin to fill that gap is 
Organizing for Change – a coalition of BC ENGOs. If the OFC model is 
successful, it may provide an example of regional networks that can help fill 
gaps, and hopefully feed up into the larger pan-Canadian networks. With federal 
commitment to First Nations reconciliation and climate action, it will be important 
to find resources to allow NGOs, think tanks, industry and government to work 
not only with specific nations, but also with emerging regional and national 
indigenous energy/business networks. 
 
 
- Analytica Advisors' work is used as evidence to underpin the campaigns by 
Clean Energy Canada and other initatives that the Ivey Foundation has 
supported. - The Ecofiscal Commission - The Trottier Foundation's Clean Energy 
Dialogues - Lead Now - David Suzuki Foundation's ongoing work - Social 
Current's new research on social media and its role in changing culture - The 
Centre for International Governance Innovation's work through Open Canada 
 
 
Again, as above, if you are talking about trying to reach the generally public, it's 
climate change folks talking to each other and there are ample initiatives out 
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there for that purpose. We tried a communications strategy, Vote Climate, during 
the 2015 federal election, targeting those who don't normally think about climate 
change, or at least don't appear to think about it; working class people whose 
jobs depend on GHG heavy industry, lower income folks whose monthly budget 
is limited, people who are impacted everyday by climate change but don't yet 
recognize it in their day to day lives. Billboard and transit ads were posted in key 
centres across Canada and attached to a non-partisan website. These slogans 
were attached to specific images: "Climate Change, burning beautiful BC; When 
she asks you what you did about Climate Change, what will you tell her?; What 
does Climate Change have to do with the coast of a loaf of bread?; Stop Climate 
Change, Create Jobs; If we looked to the future instead of the past....our 
economy would be booming and you'd be home by now; Pure joy, lost forever." 
(pdf available) 
 
 
Iron & Earth 100% Possible 350's Divestment Campaign Dogwood's No Tankers, 
Beyond Coal CLC's Million Climate Jobs The Leap Manifesto / Delivering 
Community Power Green Budget Coalition 
 
 
TransformTO - engaging stakeholders and eventually residents of the City of 
Toronto in envisioning a low-carbon Toronto in 2050 and considering how carbon 
reduction strategies will interact with solutions to build the local economy, support 
public health and build social equity DSF Blue Dot Campaign Dogwood Initiative 
- No Tankers Vancouver's Greenest City Initiative West Coast Environmental 
Law and UBC's Collaborative for Advanced Landscape Planning Move the GTHA 
- a dozen groups collaborating to create common messages to support greater 
investment in public transit WWF Earth Hour INHALE - citizen science project to 
assess air quality in urban settings (almost exclusively related to transportation 
emissions) Smart Commute - engaging employers in finding alternatives to 
commuting in single occupancy vehicles for their staff Clean Air Commute, 
Canada Walks, Cycling Unions - promoting active transportation Summerhill's 
"Shuttle" program to reduce VKT and improve driver behaviour Energy incentive 
programs out of utility companies - ie Toronto Hydro's 10-10 campaign ..... and 
so many more ..... 
 
 
FCM Partners for Climate Protection -National network of local governments -E-
mails, newsletters, one-on-one support, in-person meetings. -Development of 
direct peer-to-peer collaboration forums Sustainability Co-Labe -Local hubs 
supporting partnership development for emissions reductions in the commercial, 
indsutrial and institutional sectors. -Currently focused in Ontario but expanding 
Eco-West -An initiative stated in Manitoba and now expanding nationally. -
Engages small and rural communities -Climate change through and local 
economic development lens Columbia Institute -Currently conducting a analysis 
of Top Asks for Climate Action to inform provincial and federal priorities. 
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There are, obviously, many. On the environment/economy element and the 
'unlikely allies' angle, I am most familiar with Smart Prosperity and the Ecofiscal 
Commission. The Ecofiscal commission is trying to build 'blue chip' legitimacy for 
economical fiscal reform as a mainstream fiscal policy tool. Smart Prosperity is 
bringing high profile, unlikely allies from business, ENGOs, labour and First 
Nations together to articulate a compelling vision for Canada as a green, low 
carbon economic leader and build support for a comprehensive policy roadmap 
for getting there. This is the space I know best, and think is essential in moving 
the issue - the intersect of environmental sustainability and economic prosperity. 
In addition to Ecofiscal Commis and Smart Prosperity, there are: Canadians for 
Clean Capitalism with the very impressive strategic and communications backing 
of Corporate Knights; Environmental Defence's green economy coalition; 
SWITCH in Quebec (excellent in Quebec). I am very intrigued by the relatively 
new Canadians for Clean Prosperity - they are trying to create a right wing, grass 
roots appeal for carbon pricing... a very important segment to try to engage in the 
issue. There are also many high profile ENGO climate change campaigns 
underway - Clean Energy Canada, Greenpeace, Climate Action Network, WWF, 
DSF....These have the advantage of being reasonably well funded from a 
communications perspective and drawn on very credible environmental brands. 
They are, however, likely seen as somewhat pro-environment. 
 
 
- Canada's Ecofiscal Commission: advancing carbon pricing policy adoption as 
well as better pricing mechanisms to drive low-carbon transportation (upcoming 
biofuels report) - Smart Prosperity (housed by Sustainable Prosperity): 
Communicating "5 big ideas" necessary to transition to a clean economy 
including accelerating clean innovation, investing in infrastructure, boosting 
efficiency, pricing pollution, and conserving nature. - Clean Energy Canada - 
Focused on elevating the economic and business case for Canada's renewable 
energy sector - Canadians for Clean Prosperity - focused on revenue neutral 
carbon pricing targeting a conservative audience - Analytica Advisors Clean Tech 
reports disseminates market data to demonstrate the investment / business case 
for the scale up of the clean tech sector - Sustainability Colab - demonstrating 
business (particularly SME) action on GHG reductions within Ontario business 
districts - Alberta Energy Futures Lab (The Natural Step) - focused on Alberta's 
clean energy transition - Citizens Climate Lobby - focused on fee & dividend 
model of carbon pricing - Government of Ontario - cap and trade communications 
effort, explaining what it is why it's critical to Ontario's future. - Pembina, 
Environmental Defense, and DSF all engage in climate communications efforts 
but unclear to me what their distinct campaigns are or if they just weigh in on 
timely policy issues. 
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1. Senator Grant Mitchells' public engagement initiative (outlined above) 2. 
Sustainable Canada Dialogues - Over 60 Scientists and Scholars from across 
the country have developed an Action Plan on Climate Change. This is led by Dr. 
Catherine Potvin of McGill (I am a member). The Minister of Foreign Affairs 
would like to collaborate on a symposium in Ottawa on how to implement the 
Vancouver Declaration. Other meetings have occured with Minister of 
Environment. The idea for the Climate Change Train was proposed by SDC. 3. 
Bruce Anderson developed an media relations/ad buy campaign and proposed it 
to the Ministers' Office 4. SFU Centre for Dialogue Clean Energy Canada has 
proposed convening a series of meetings with the Ministers' Office and key 
stakeholders; CEC provides weekly information to business, government and 
civil society on clean energy jobs, investment and policy opportunities 5. Steward 
Elgie has created the Smart Prosperity Group - harnessing business in the cliate 
6. Eco-Fiscal Commission - a great communications engine 7. Social Currents 
has worked with the Ivey Foundation and others to identify strong media and 
strategic communications work for the sector as a whole 8. Renewable Cities are 
working with municipalities throughout North America on adopting 100% 
renewable energy goals 9. Pembina continues to provide some of the strongest 
analysis and communication on climate change impacts 10. Climate Partnership 
- Federation of Canadian Municipalities 11. Natural Step and the Energy Futures 
Lab Other iniatives which have a Pan-Canadian or international focus IISD long 
standing international climate change program CIGI international focused climate 
change program - strong academic work Forest Ethics - now STAND - strong 
advocacy against fossil fuel GLOBE - tends to be the place where the corporate 
sustainability directors gather, new tech, new thinking on the future Divest 
movement - across most university campuses There are myriad local and 
provincial climate change initiatives that have communication and engagement 
elements 
 
 
Existing climate-related communications have generally been either 'target-
focused' like around COP, national and provincial plans; 'measures-focused' for 
example things to do like carbon pricing, coal phase-out, renewable energy or 
things not to do like tarsands and pipelines; 'impact-focused', eg: extreme 
weather; 'corporate responsibility-focused' eg: corporate indications of climate 
action/concern; and 'what you can do-focused. Clean Energy Canada stands out 
for painting the solutions picture. 

 
 
Question 3:  

What are the specific gaps between existing work and what is 
needed? 

 
- The biggest gap is in actually organizing people and building the political power 
to win the kinds of victories on climate change that are required. This kind of 
organizing and power building requires resources, and typically, organizing 
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efforts in Canada that are in line with demands around Keep It In the Ground and 
100% Renewables are not well funded by Canadian philanthropic foundations. 
 
 
Capacity is a key challenge for all climate change campaign initiatives in Canada. 
Until recently, almost all climate campaign funds were sourced from U.S. 
foundations. Fortunately, this is changing and there is increasing support for 
policy solutions focused efforts. Extending the reach of existing, new and 
developing climate campaigns to larger audiences is preferred to trying to create 
a large centralized “climate communications” effort. The former approach 
increases the chances of the public being reached by messages that they are 
most open to receiving (e.g. a middle-aged upper income car buyer may be most 
intrigued by the economic and environmental attributes of an electric car while a 
younger student may be more likely to engage with the need to stop new fossil 
fuel infrastructure development). 
 
 
In the faith sector, the major barriers to carbon reduction action are (based on 
recent survey data) listed below. Of these, finance and communication are seen 
as the greatest barriers. -- No leadership to create a consensus around the need 
to act. -- Need more help communicating the benefits of a carbon reduction 
program to members (ex., save $, serve our community). -- No money to support 
a carbon reduction program. (ex., to fund energy efficiency retrofits). -- Don't 
have congregation members/leadership structure who have the expertise in 
building management to take on the work (ex, establishing a baseline, retrofits, 
tracking). 
 
 
*Scale - efforts underway but rarely at a scale to break through/have a lasting 
affect. *Still in the weeds - communication is still very technical/wonky. Lack of a 
compelling story and visuals on how to move forward and what taking action will 
benefit in. Good Green Life moving in the right direction but still limited by the 
green focus which only goes so far. *Increasing urgency. People get it but it is 
not a priority. Need to make the threat more immediate, relevant and tie it to 
solutions so we don't overwhelm and generate fatalism. *Reverse the typical 
climate communication approach. Right now the default is to lead with the global 
threat of climate change, overload people with science, and cut short the 
solutions and benefits side of the conversation. Lead with what is possible, 
emphasize the benefits of taking action, bring in yet balance the threat, etc. 
*Better connect supply and demand side issues. Should we promote EV 
campaigns as a way to overcome fatalism about our ability to move away from 
fossil fuel dependence? If people engage around community solar, is there a 
path to engaging around fossil fuel policy, etc? *Provide a foundation of field 
resources so everyone doesn't need to reinvent the wheel and resources are 
used wisely. This happens already within networks such as TSSN and CCAN but 
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even better would be more coordination among capacity builders that deal with 
climate communication. 
 
 
Gaps are a result of complex politics of environmental NGOs and constrained 
resources. To do a campaign and connect at scale requires $ that are not 
available. Because the dollars are not available, the environmental groups end 
us speakijg ot the choir. There is a real opportunity to create something that is 
truly inclusive/ beyond the usual suspects/ and meets Canadians where they are 
at. This kind of initiative would break out of the rhetoric that makes it difficult to 
reach a broad number of Canadians. 
 
 
Above public policies, financing, technology showcase, there is a need to show 
that across Canada we are sharing the same objective of a innovative, 
sustainable low-carbon economy. That is why we have decided to regroup our 
forces with BC, Ontario and Alberta. Others will joint us soon... 
 
 
1. We need to scale up the media work that all groups are doing. There needs to 
be more of it and messages need to be repeated. 2. We need a broader number 
of messengers, including more business leaders. Our experience is that this 
requires a fair bit of effort from groups like ours, including convincing, writing, and 
placing media pieces, but is well worth it. 3. We need some research done on 
what language, phrases and solutions resonate with the pubic, what they don't 
understand, what they fear. I think a series of focus groups would be extremely 
helpful. 4. There needs to be specific comms/media work done in each province 
targeting the unique economic, political and carbon circumstances. 5. There 
needs to be targeted work with sectors who are actively resisting change. ie 
carbon intensive industries, car dealerships, etc. 
 
 
We collectively need to scale efforts by securing more messengers/champions to 
repeat, repeat, repeat. Earned media will only get us so far—also need more 
diverse earned media plus paid media to really being to reach the broader public. 
 
 
More dialogue based research, more compelling and hopeful public narrative, 
more engagement with thought leaders on the "other side", less polarization. I 
think asking how GHG reduction policies will weather future elections in Victoria, 
Edmonton and Ottawa and becoming more savvy about how to protect those 
policies. 
 
 
One of the biggest gaps is education around investment labels that are used 
interchangeably and yet mean very different things: ESG, SRI, Fossil Free, 
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Cleantech, Carbon Footprint, Environmental Theme, Sustainability, and so on. 
Political truthfulness that transitioning to a more sustainable economy may 
produce better returns in the long run and certainly reduce economic/investment 
risk, but that it will also cause short term pain and that transitions will create 
winners and losers 
 
 
Gaps are huge. Money is crucial. The more articulately and boldly any sector 
steps forward, the chance that will result in leadership roles, and ultimately better 
funding, are high. Soon there will be desperation to solve things as they become 
"almost too late to solve", and those who have learned, prepared, and built 
expertise, will be in large demand. 
 
 
There is a significant gap engaging female spokespeople and communications 
channels reaching non-professional women. There is not a "table" (or regional 
tables) where organizations beyond ENGOs are meeting to strategize and 
coordinate. There is too little thought leader development oriented towards a 
conservative audience. Articulation for the already-engaged elite conversation 
about the scale and pace required. There are some particularly crippling 
misconceptions held by many elites already motivated and engaged, e.g.: total 
energy consumption vs electricity. 
 
 
The biggest gap is in strong media relations. All the mainstream media outlets 
have cut environment as a full-time topic, if they had one at all. There are very 
few journalists responsible for covering climate change issues in Canada. We 
need a focused effort to fuel media with stories and to get journalists covering the 
issue. We could get creative by providing funding for media to hire journalists 
covering broad topic areas. 
 
 
From the response to question 2 above: • Resourcing low-carbon initiatives in 
regions beyond Quebec and Ontario, and linking these regional efforts with 
national/federal efforts • Developing strong climate networks (networks of 
ENGOs and think tanks) that include active representation from regions outside 
Ontario and Quebec • Investing in efforts in high-impact areas (like the six areas 
identified in the Dunsky report – carbon pricing, buildings, transportation, etc.) 
that focus on achieving results in tandem with the current federal and provincial 
policy windows. I.e., collaborative efforts that will help enable high-level 
climate/energy commitments to be made early in a political term with lower-
profile strategic engagement on policy detail and implementation and public 
mobilization to support these initiatives in the latter half of a political term • 
Understanding the breadth of communication and engagement efforts needed to 
have real impact and to enable strong leadership on specific climate/energy files, 
and resourcing all of the required strategic elements – from ENGO/policy-
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maker/think tank coordination to research/analysis, public/media engagement, 
convening of unlikely allies including those who may be barriers, etc. • Investing 
in strategic narrative-building for essential audiences and the messengers who 
have strong relationships with these audiences. What might be convincing to the 
public and media can be less helpful to government and industry audiences, and 
it will be important to understand the full landscape of NGOs, networks and think 
tanks, and the role each plays. • Developing widely-supported accountability 
frameworks for political leaders. And engaging civil society to take more 
responsibility for assessing accountability and sharing in it. • Resources to 
develop and strengthen relationships between groups who are active on 
climate/energy files and First Nations institutions that wish to advance low-carbon 
opportunities. For instance, there is appetite at the federal and some 
provincial/territorial levels to grow renewable energy assets for remote 
communities, but this will take a great deal of collaboration to be successful. 
Seeding these relationships will be key over the next few years. 
 
 
There are gaps at two levels at least. The first gap is a lack of communications 
on the intersection between the Environment, the Economy and Society. The 
second gap is lack of communications on what we can learn from other countries 
about the opportunities that a clean growth economy and specifically clean 
technology represent. For the launch of the 2016 Canadian Clean Technology 
Industry Report that is planned for end of April 2016, we have identified three 
main themes. The first two are for the general public and the third is for a 
business audience. o Canada failing to reach 2020 Paris targets: Canada is not 
going to meet its targets. Canada is losing ground and not tapping into 
opportunities that are already available. What do we need to do to meet our 
obligations? Making innovation part of our climate strategy for 2020 to 2030 is 
part of this. o Where are the next middle class jobs coming from?: I think there is 
a general concern about how the next generation is going to earn enough money 
to buy a house and retire. And contract work is becoming the new reality. I think 
we could point to the clean tech industry as a producer of jobs that will pay 
middle class wages. We would need to have another example of two to round out 
the story but everyone is concerned about the middle class disappearing so this 
could work. o Debt financing – If we can find a company willing to talk about this 
issue, I think we could go to Canadian Business or the Globe about it. They could 
talk about why it is a problem in the Clean Tech industry. 
 
 
See #1 and working with local communities and local governments, within local 
communities, across the country. There is some work being done but there could 
be a lot more. 
 
 
More integrated organizing strategy around solutions specifically, not just 
stopping pipelines -- which is important, and has been great for building effective, 
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organized constituencies, but we need to figure out the next step. What is our 
coherent vision for a new, fossil-fuel-free economy, and how will this economy 
offer people the dream jobs & financial security that this current system is failing 
to provide them, at the same time as precarity & consumerism makes them wary 
& fearful of change? How will we organize people around this vision in a strategic 
way? 
 
 
More of a systems approach - and perhaps more of a sense of the larger levers 
that need to be pulled - policy advocacy work, may fail to focus on benefits that 
could be of interest to broader audiences, are promoted by groups that are not 
influential More of a sense of where the levers are - that effective "climate 
communications" may not look like or even mention carbon at all This work is all 
very "low budget" so often lacks panache (sorry to say it!) and so fails to engage 
broad audiences 
 
 
Alignment, coordination Illustration of duplicate programs. Illustration of strategic 
but under-used programs. Examples of cities and local communities achieving a 
wholistic low carbon shift. Knowledgeable, impartial spokespeople. 
 
 
I would identify three major gaps: 1. Moving the discussions beyond those 
already converted. There is a huge segment of the population that would like to 
support a move to a low carbon, green economy but they distrust all the actors 
(government and business are too pro-economy; ENGOs are too pro-
environment). They are looking for an approach that balances environment and 
economic growth - and while are are trying to create initiatives that do this (as 
above w Smart Prosperity and Ecofisc and others) we are still not good at 
engaging this huge segment of Canadians who need to be drawn in on there 
terms with language, forms and approaches that they understand and are 
comfortable with 2. Too many defuse messages. The public is very confused 
about what can be done to combat climate change in an economically 
responsible way. We (the NGOs, think tanks...) have too many defuse, low 
impact messages that confuse more than they clarify. We need to be more 
structured and disciplined in communications. 3. Proof points... intuitively, people 
believe that we can have a protected environment (progressive climate policy) 
and the lifestyle they want, but they need to be continually reminded that this is 
possible (an achievable ambition). We need to develop the evidence around the 
policies, investments and business practices changes that will achieve climate 
protection and economic prosperity... and we need to communicate these in 
simple, understandable ways. 
 
 
What's missing is helping everyday people understand how - holistically - a shift 
to lower carbon is going to be a part of their everyday life. We need to help 
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people imagine how their regular existence is going to look in the context of a 
lower carbon Canada in a practical way. What will our homes be like, our 
transportation, our cities. We need to paint a picture of ourselves living that life - 
in a way that feels normal and "like us." This isn't about telling people to change 
their lifestyles. It's about helping people grapple with the ways their lives might 
change and framing that as positive (you mean I'm going throw out my VCR and 
watch movies on my computer? Really? Cool!). Smart Prosperity has an ambition 
to do this - but the policy work and the focus on the most engaged Canadians will 
need to get translated out more broadly. We need to roll up the work that is being 
done by organizations across the country and distill it into a narrative that 
reaches a much broader audience. Think about how Americans told stories to 
themselves about landing on the moon in the years before they actually got 
there. Culture had prepared them for that - they came to see it as inevitable: we'll 
put a man on the moon, of course we will. That's where all of this is heading. Isn't 
that exciting? That's how we need people to feel about tackling climate change. 
We need to see what we look like doing it before we actually do it. 
 
 
I am seriously concerned that the current Liberal government is too focused on 
old style ad buy and social marketing strategies. They have made a commitment 
to engaging Canadians in addressing climate change and while there is strong 
depth in the political staff team, there is a lack of understanding about 
engagement. Other than the exercise I've been through with Senator Mitchell, I 
haven't seen a comprehensive approach to communications and engagement 
that recognizes new tools, new approaches and capitalizes on the younger 
demographic and their knowledge of the issues. If the CEGN community wants to 
be effective, they need to look at this strategically. No one player can deliver all 
of the elements but we have strong depth in this country and the capacity to 
mobilize a number of sophisticated players who, if coordinated, could deliver a 
strong engagement stategy that builds on consistent This is not about delivering 
the right message to the right audience at the right time. Unless Canadians 
grapple with climate change themselves and understand it within their own value 
system and find a way to take action, we won't shift the consciousness in this 
country. Our window for action is so small. We have to move more quickly, 
decisively, collaboratively and strategically. Whatever the CEGN decides to do, I 
hope they take a solutions-orientation. We can't continue to toll the warning bells, 
we have to find a positive way to help people, companies, cities see how they 
can transform. 

 
Question 4: 

Who are the key target audiences that need to be engaged to 
achieve strong GHG reduction measures and what are the best 

means to effectively reach them? 
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- We need not to just "reach" an audience, but to organizing them behind 
demands - Specifically, we need to organizing the nearly 3/4's of Canadians who 
believe that climate change is a significant issue and threat to our economy - The 
best means to reach them is to resource existing national organizations who are 
capable of supporting a broad based, decentralized organizing effort, and 
resourcing smaller, local and regional groups who are able to do localized and 
regional peer-to-peer organizing efforts. Working together, these pieces can 
produce organizing and power-building at the scale we need. 
 
 
At a general level, the target audience for climate messages are the majority of 
Canadians who believe climate change is occurring and action is needed. Of 
course, each specific campaign will have its own specific target audience, 
depending on the policy change or action being sought. Perhaps, the most 
important target audiences for the next few years are the Canadian provincial 
and federal governments who were elected on a mandate to address climate 
change and show evidence of being committed to action. Maintaining their 
interest and commitment is the most important goal and all of our collective 
communications efforts should have objectives that help achieve this. 
 
 
We believe there are wonderful opportunities for diverse community engagement 
through faith sector channels. 27k+ buildings, located across the country. 2/3 of 
Canadians claiming a faith affiliation. Faith communities are rooted in place, and 
in strong local relationships. We know that the new energy economy will need to 
be re-localized. Faith communities can provide neighborhood and region-based 
platforms for initiatives that advance localized green energy, transportation and 
agriculture solutions. And they can part of advocating for systemic solutions. In 
the past year, every major world religion has made a strong statement on the 
environment: the Pope, Islamic leaders, Hindu leaders, and more. And faith 
institutions are beginning to divest their funds from the fossil fuel sector, freeing 
up resources to invest in a clean future. Now is the moment to be doing tangible 
environmental organizing within faith communities. How to engage our faith 
sector?-- Tell them that their country needs their leadership. 
 
 
Motivate the choir. We often say go beyond the choir but do we really reach 
those who care the most about climate and provide the 
motivations/tools/resources for them to engage as partners? Identify the role they 
can play in reaching others. Frontline communities experiencing impacts from 
climate change and fossil fuel developments. Those most vulnerable to impacts. 
Base outreach on community concerns and build to climate over time. Highlight 
co-benefits of actions. Remove barriers to engagement (i.e. provide funding, 
overcome travel constraints, etc.) Decision makers at all levels with an emphasis 
on providing opportunities for local leaders acting on climate to make the 
case/connect with regional, provincial, and federal leaders. Promoting leadership 
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in unlikely jurisdictions that can help influence political discourse. Conservative 
decision makers and voters. This is where the polarization comes in yet can be 
engaged around protecting/caring for communities and economic opportunities 
around solutions. Clean energy/low-carbon solutions sector. More 
organizing/amplifying of their voices. Clean Energy Canada doing some work 
here yet needs to be considered given the powerful influence of the fossil fuel 
lobby. Young people. Very different views on climate and energy issues. Peer 
based outreach. Address political and climate fatalism. Narrative of what is 
possible must include opportunity for young people. Farmers/rural landowners - 
seeing impacts and can be influential in reaching conservative decision 
makers/shifting conservative views. Public health leaders - trusted yet not highly 
engaged on climate. Efforts underway in the US bridging the two communities 
with some success. Risk managers. Engage around impacts. 
 
 
This is the first question that needs to be looked at, but it needs hard market 
research. It needs original research to see who is poised to accept the 
message(i.e. research through polling and focus groups). Figuring out who the 
target audience is (i.e. maybe it is moms or workers from energy industries 
whose lives are changing) 
 
 
Key targets are: Municipalities : direct link with Municipal Association Industries: 
Partner with industrial associations Government: direct advocacy And we need to 
grow the number of cleantech entrepreneurs, so we work closely with 
Universities, incubators, accelerators and regional development agencies. 
 
 
The broad public needs to be engaged on the positive stories—all the ways in 
which their lives and livelihoods can be improved through a transition to clean 
energy systems (i.e. the non-climate benefits). This needs to be done with the 
results of focus groups so that we are actively addressing their fears. Media, 
influencers, decision makers, business leaders need to be educated and 
engaged - there are many misperceptions that range from - the pace of change 
(still strong beliefs that we don't need to change this decade or next, still strong 
beliefs that we can rely on fossil fuel exports/revenue for a long time) - the impact 
of change (ie myths about Germany being a disaster) - what is happening in 
China, Asia, developing world - the role of new technologies such as EVs, 
storage - the role of the clean tech sector in the global economy, Canada's 
economy and what the opportunities are There is also little understanding of who 
some of the Canadian success stories are, and what they offer to the Canadian 
economy. Also, little understanding of benefits of climate policies on the 
economy. 
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Decision makers & the media elite/influencers need to be educated/engaged to 
shake off their cynicism and debunk many of the myths that have taken hold and 
which they continue to perpetuate (or which hold them back from acting). The 
broad public needs to be engaged on the positive stories—all the ways in which 
their lives and livelihoods can be improved through a transition to clean energy 
systems (i.e. the non-climate benefits). 
 
 
Industry and the soft Right. I also think activists and scientists need to be trained 
to communicate better. 
 
 
Voters Pension beneficiaries Retail investors Institutional investors Research and 
fact based education is the best way to reach all....and honesty! Hype is NOT! 
 
 
Powerful people and interests in business and government first and foremost. 
Very strongly needed as well are citizens in general. The education system, 
information systems, regulatory frameworks, government incentives, taxation 
restructuring, infrastructure planning, building codes, and every sector of the 
economy and society will be important. One must prioritize with available 
resources and relative passions, to choose viable strategies to commit to. 
 
 
Re: gender, the natural constituency is female and political impact comes from 
women aged 45+. However communications is largely by men and conducted in 
male voice. Mobilizing suburban middle-aged women should be an important 
focus area. Re: political spectrum, we need a constituency on the centre-right, 
involving political conservatives - build out from the Manning Centre organizing - 
need a similar organizing centre of gravity for "Red Tories" - could really use 
think tank-style work unpacking the conservative case for climate action -- tax 
reduction opportunities alongside carbon pricing, adaptation costs, international 
conflict, etc. Re: social "class," we need to reach out to non-professional 
Canadians. Often feel financially insecure, divorced from the conversation, 
antagonistic towards more big economic changes. - Climate communications are 
almost entirely conducted "the way people who went to university talk." - climate 
organizing does not do a very good job of engaging non-ENGO civil society 
groups in a sustained way. First Nations: already have relatively strong climate 
concern and increasingly important political players but could benefit from more 
organized work to understand climate science and policy. Recent sessions in AB 
pointed to the value of this outreach. 
 
 
- People who drive cars (that's most people. Need to get mainstream media on it) 
- Funders - get them funding the right things - solutions that can demonstrate 
significant GHG reductions. Reach them through CEGN channels. - Institutions 
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(banks, pension funds, foundations, investment firms) - get them investing in 
solutions - Policy-makers. Consult with experts and reach decision-makers using 
strong GR strategy 
 
 
At present, with an appetite for progress on GHG reduction measures coming 
from so many levels of government and parts of civil society, it’s important to 
focus on enabling and highlighting strong examples of leadership and removing 
barriers to progress (including engaging laggards). Target audiences: • 
Government (including officials, political staff, bureaucrats & opposition) o 
Federal o Provincial/territorial o Urban centres o Politically important ridings o 
First Nations o Other countries (e.g., US & Mexico for coordinated methane 
reduction and coal phase out regs) • Industry, business, financial institutions and 
utilities • Issue-specific experts (e.g., planners, developers, builders, architects, 
engineers, etc. for GHG reductions in buildings) • NGOs, academics and think 
tanks • Public/grassroots • Labour • Media In terms of the best means to reach 
the above audiences, a holistic approach will be required that includes: • Credible 
and timely research and analysis to provide a sound foundation for engagement • 
Messaging and narrative building tailored to each target audience, but with a 
layer of understanding of the role NGOs, think tanks and academics currently 
play in engaging these audiences • Network building and coordination of diverse 
groups • Strategic engagement: Convening key players (e.g., government, 
industry, etc.) to facilitate sometimes-difficult conversations to broker progress • 
Pubic and grassroots mobilization and campaigns • Shaping the debate around 
issues in the media and social media 
 
 
Business elites who are responding well to polling by Gandalf Group - as recently 
reported Citizens with an interest in the environment combined with the economy 
Citizens concerned with security and the impact that climate change is having on 
security. Citizens with an interest in business and risks associated with climate 
change Citizens with an interest in business and the opportunities associated 
with decarbonization Citizens who are interested in nature and its role in 
mitigating the impacts of climate change 
 
 
New young voters and aboriginal people who were able to push Trudeau over 
the top into a majority. Reach them through finding the work they are already 
doing, connecting, amplifying, scaling it -- helping reach more young people and 
indigenous people with solutions to the precarity they face, and a clear sense of 
how these solutions are connected to a larger, coherent vision of 100% 
renewable energy that is do-able within the timelines we need to stop 
catastrophic climate change. Connect community work to large-scale policy 
advocacy & organizing around a very small set of clear policy asks that will have 
system-changing impacts. 
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Multiple audiences - highly influential parties and grassroots groups - multiple 
sectors - social justice, arts, business, health, etc- they need to be reached within 
their current spheres - we must go to them, both in terms of channels and 
speakers who they know and trust 
 
 
-Utilities and utility regulators -Local government elected officials -Local 
development community and building industry -Professional associations - 
engineers, accountants, planners. 
 
 
There are many audiences, and we would need to prioritize.. but I am thinking: 1. 
The engaged policy progressives that currently see climate change as a 2nd tier 
issue. Of the 1,000,000 policy engaged Canadians (e.g. Globe and Mail readers 
and CBC listeners), too many are not prioritizing climate change policy.. largely 
because they see it as an us against them issue and a no win issue. We need to 
engage them in an positive opportunities agenda. (This is Smart Prosperity's 
ambition) 2. The right - There is an innate conservation ethic on the right that has 
been completely overshadowed by anti-environmentalism interested. Canadians 
for Clean Prosperity is doing important work to try to defuse this and build a right 
wing constituency for market-oriented climate and environmental policy. 3. 
Millenials - they are climate aware but disengaged from the systems that can put 
in place progressive policies and business practices. Referencing back to Delyse 
Sylvester idea, we need to engage with them in their forums and on their terms 
and language into the discussion through disclosure and policy reform 
discussions. 4. Investors - the US has done a very good job at building climate 
change awareness in the investment community and using that to pull business. 
5. 'un-converted business people' - while many business leaders believe in taking 
action on climate change.. many, many do not. I think we need to facilitate 
business to business knowledge exchange to widen the business constituency 
for positive climate policy (CBSR or NBS have a base for this but need to set up 
opportunities for new business people to engage) 
 
 
I pretty much addressed this in #1 - Ignore the choir and ignore the doubters. 
Focus on the people in the middle - who want to believe, but don't yet. The best 
means for reaching them - go to where they are. Social and digital space. There 
are more Canadians of Facebook per capita than any other country. Quartz is the 
fasting growing media organization in Canada. The vast majority of Canadians 
get information primarily through their smart phones as their "primary" screen. 
We are online. We are internet super users. We are social animals. We follow 
stories that are targeted to us not because of our demographics (age, gender, 
geography) but because of our interests (travel, food, music). That's how we 
reach people. 
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I can't think of who could be excluded. In any strategic communications initiative 
we need to determine what our goals are, then narrow cast to determine who are 
in the best positions to deliver those goals. This is a much bigger question to 
answer (and I wish I didn't have to run to another meeting). Happy to put more 
time in a follow up interview on this one....but every initiative, tactic has its own 
target audience. 

 
 
Question 5: 

In your view, what is the role for philanthropy in helping to 
increase public support for the measures needed to achieve 

Canada's climate commitments? 
 
- Philanthropy in Canada needs to focus more on resourcing the excellent organizing and 

campaigning efforts already building political power around this work in Canada. 

Frankly, we don't need to reinvent the wheel, we just need to make sure the car has 

enough energy to make the journey. 

 

 

Philanthropy can help grow the public support needed to secure action for the measures 

needed to achieve Canada’s climate commitments. Philanthropy sometimes has a 

tendency to focus on research, policy development and government relations and neglect 

or under invest in the communication of these ideas to the public and decision makers. 

Existing and new climate change efforts should include well-resourced communication 

and outreach components as essential elements, not as afterthoughts or not at all. 

 

 

Develop bold grant programs to address 2 major barriers to a national carbon reduction 

consensus. -- a carbon reduction agenda that is too closely associated with young, white, 

over educated, Birkenstock-wearing, self-righteous activists -- lack of concrete examples 

of how a clean energy future will create jobs and economic security for our families. If 

we believe the science, time is running out. Because political and corporate actors will 

necessarily propose incremental solutions, we need our philanthropic sector to be bold, 

solution oriented risk takers. 

 

 

*Fund research around how to bridge from threats to solutions and build out an action 

(what we can do about it) narrative. Invest in capacity building so research is applied/best 

practices identified and promoted. *Organize/promote cross organizational/network 

strategy & coordination sessions. *Fund ENGOs and community/justice based 

organizations to work together in developing climate engagement strategies. *Encourage 

innovation by investing in testing new engagement approaches and going beyond funding 

short term policy campaign work to thinking through more long-term narrative and 

culture shifting strategies. 
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There is a massive role for philanthropy. It has made a big difference in the US (i.e. 

Bloomberg's support for Beyond Coal campaign). Canada has fewer philanthropic 

resources so needs to do things differently so that we can think bigger: look at leveraging; 

pooling $; possible partnerships with private sector/governments. 

 

 

Philanthorpy plays an important role in terms of building public support. In order to get 

bold results, perhaps that partnering with other stakeholders, like not-for-profit clusters 

may accelerate a low carbon economy. The example of the new Energy Policy in Québec. 

It is the results for hard work to convince not only governments but also industrial 

association that there are current solutions to support the transition and there is a 

willingness from the innovative SMEs to partner with them to find innovative ways to 

reduce GHG emissions. 

 

 

Provide and ideally increase support to organizations that are effectively 

communicating/engaging on climate solutions. Encourage collaboration amongst the 

NGOs. Support shared research on communications best practices (e.g. polling and focus 

group work). 

 

 

Continue to provide—and strive to increase—support to organizations that are effectively 

communicating/engaging on climate solutions. Undertake—or coordinate—shared 

research on communications best practices (e.g. polling and focus group work). Continue 

to encourage collaboration and information sharing amongst the organizations/grantees 

working on these issues. 

 

 

More funding for capacity building on the above, especially deep public opinion research, 

narrative development and conflict resolution education. 

 

 

Well research and education costs money. Marketing campaigns cost money. 

Philanthropy can also provide investment leadership. 

 

 

Support dialogue towards policy change. Support citizen efforts to inform and engage. 

Work the halls of political power with education inputs. Support resiliency on the 

individual leadership levels, so there is a culture of support, smarts, interconnectivity, and 

an ecosystem able to respond and lead. 

 

 

-- supporting efforts reaching women 45+ -- supporting First Nations capacity on 

climate/climate policy -- supporting connections between grassroots climate activists 

where much neighbor-to-neighbor communication takes place and the political traction 
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for change is generated -- supporting intellectual capital development oriented towards: 

prairie conservatives, red tories, already engaged thought leaders -- catalyzing practical 

conversation on managed decline of fossil fuel production, labour impacts, etc -- 

supporting new media focus on climate 

 

 

- Fund campaigns that can demonstrate results influencing behaviour - Fund solutions 

that are scaleable and demonstrate success, winning public buy-in 

 

 

If the environmental movement is to seize the unprecedented opportunity to have impact 

on climate/energy issues over the next few years, we will need everyone. Finding ways to 

enhance coordination and collaboration is more crucial than ever, and we’re appreciative 

of surveys like this and the work CEGN is doing to move things forward. But within that, 

it will be important to resource coordinated efforts more thoroughly – from coordination 

of all the actors to resourcing those actors to undertake all of the strategic elements 

needed to move the dial on a particular issue. These elements will include a minimum of: 

research/analysis, government relations, convening of key players (e.g., government and 

industry), public/grassroots engagement and coalition building. Some grantmakers, like 

Alberta Ecotrust and New Venture Fund, have piloted efforts in collaborative grants 

which resource group coordination as well as individual group efforts. It could be helpful 

to understand how these models might be adapted to allow larger or broader multi-funder 

multi-grantee efforts to have collective impact. 

 

 

Philanthropy can support multiple pathways that may be needed to enable measure to 

achieve climate commitments. Some of these pathways may be focused on awareness 

raising and citizen engagement. Other pathways may focus on collecting evidence that 

can feed into policy discussions and cause changes in global governance institutions such 

as the OECD and the International Energy Agency. In the case of Canada, over $7 billion 

has been invested by clean technology firms since 2011. Over $2 billion dollars in R&D 

has been invested by Sustainable Development Technology Canada. A proposed pathway 

from the Canadian Clean Technology Innovation Partnership would be global case 

studies that compare Canadian policies with what other countries are doing to combine a 

cohesive vision of society, the environment and the economy including the role of 

innovation in both regulation and infrastructure. 

 

 

Model what your mandate is: make sure your investments reflect your mission. Support 

initiatives that promote renewable energy and initiatives that promote public 

engagements that really target those that are, and will be, the most impacted by climate 

change but unable to self-advocate. Door-to door education, street theatre/engagement, 

mainstream news, positive job action, local food initiatives. 

 

 



CEGN Climate Communications Survey Results 45 

Philanthropy must be carried out with a human-centered design approach -- finding out 

what solutions communities & organizations are already pursuing successfully and truly 

supporting / amplifying them with a servant-leadership lens, rather than dictating how 

resources should be allocated from above. See The Solutions Project's approach to grant-

making, & using grantee stories to push for strategic policy change as one possible 

model. Otherwise philanthropy risks doing more harm than good. 

 

 

Capacity building - regarding the strategic design, use and evaluation of communications 

and engagement strategies and also regarding the professional capacity to work in multi-

sectoral situations - stakeholder mapping, focus testing, appreciative inquiry, partnership 

brokering Documentation and sharing of knowledge based on Canadian experience Co-

ordination and convening Seed funding to mobilize new resources from other sectors 

Policy advocacy work 

 

 

Developing the conversation in the Canadian public. Illustrate the value of a low carbon 

shift and how everyday Canadians can get involved (i.e. One Tonne Challenge 

Campaign). This broad reach communication is not generally something that government 

funded initiatives can undertake. 

 

 

I see three major roles (two are obvious I think, but one is less intuitive) 1. We need a 

major funded effort around communications that pulls up the individual efforts of all 

groups. There may be an existing platform for this but it need to engage many groups and 

voices and amplify their voices) 2. We need to continually build the evidence base for 

progressive climate action and policies. Philanthropy is key in building this credible, 

objective evidence base that activist, business and governments can use to (i) create 

policy and (ii) feel confident that there is a supportive constituency for this policy) 3. 

Coordination - Philanthropic organizations may be in the best position to play a 

coordination and streamlining role across the various diffuse efforts of individual 

initiatives and groups. I feel we need to be more systematic and discipled in messages 

and efforts... and no individual group can being others together in a non-parochial way 

(except the foundations) 

 

 

Philanthropy can play a huge role in helping scale up communications in this sector writ 

large. Think about the marketing muscle behind the dairy board's "got milk" campaign, 

the pork board's "other white meat" campaign, CAPP's current "energy citizens 

campaign" - the private sector channels significant amounts of money into strategic 

marketing and communication efforts. In general, the environmental sector has 

considered communications an after thought or an add-on. The focus has been on policy 

and analysis. Most communications efforts in this sector are tied to fundraising and brand 

raising for specific organizations. We need to raise the tide of the entire sector - not with 

a "joint campaign" - but with a marketing and communication strategy that softens the 

ground for all of the individual efforts taking place. 
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Critical - financial support - coordination - advice - contacts In this context I see 
CEGN members as partners in helping to define, support, deliver and evaluate 
any such engagement initiative. I'd love to see CEGN members play a leadership 
role. 
 

 
 
Question 6: 

Please share any additional thoughts which may not have been 
captured in the preceding questions. 

 
After many years of delayed action, many Canadian governments are poised to 
move forward on climate change policy and action. Now is a critical time for 
investment in campaigns that take advantage of this window of opportunity by 
supporting efforts that target the achievement of clear outcomes linked to the 
specific challenge or opportunity that exists within a particular jurisdiction. 
Attention should also be paid to ensuring that public pressure and expectation for 
action is maintained through support of initiatives that seek to highlight the 
problem with particular policy options (e.g. building more gas infrastructure) while 
also supporting those that seek to develop and advance solutions (e.g. building 
efficiency initiatives). With the new federal government in power and with many 
provinces taking actions of their own, we have an excellent opportunity to forge 
progress on climate action in Canada. But this opportunity also presents its own 
challenges, some of which are related to communications. When the federal 
government was clearly offside with climate action, it was relatively simple to 
point that out and issue a call for action. However, now that we have 
governments that have committed to taking action, the job is to communicate and 
set expectations about what meaningful action looks like, and reflect to the public 
whether the actions being taken are sufficient to meet with the aspirational and 
rhetorical commitment to reduce emissions. This is a more nuanced message to 
communicate, and it requires a more engaged and educated audience as well as 
well resourced organizations with communications expertise. 
 
 
We have this moment - it is the in the whole zeitgeist. There is global consensus 
- a sweeping transformation of the energy sector. If ever there was a time to 
make a mark - now is the time. There is a risk to philanthropy - witness the $10 to 
$12 million that funders put into the effort for climate legislation in the US that 
failed. Need to be careful that the initiative doesn't become the focus of interest 
groups. 
 
 
Thanks for doing this survey and for thinking about how to improve comms on 
this file! 
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We need many cross sector, intergenerational, peer learnings and personal 
ecology strengthenings. 
 
 
In the realm of public policy for climate change, global competitive intelligence is 
not always available to leaders who make decisions that affect us all. This lack of 
evidence undermines sustainable economic development at a time when 
geopolitical headwinds and tensions are growing. This lack of up to date policy is 
a risk to the ability for Canadian firms to compete globally and to make the 
greatest possible contribution to Canada’s economy, environment and society. At 
a time when the global market for clean technology is closing in on that of the 
automotive industry and when Canada’s share has declined from 14th to 19th in 
the world, evidence on global best practices is more urgently needed than ever. 
This research on policy best practices can be part of building the global brand for 
Canada’s clean technology industry. These insights can also be leveraged by a 
larger community of firms in clean technology as well as other innovative sectors 
in Canada and internationally. The Canadian Clean Technology Innovation 
(CCTI) Partnership, under the aegis of the Centre for International Governance 
Innovation, will address this opportunity. The following are the proposed terms for 
the CCTI Partnership. A. To act as conduit for the private sector to lead the 
development of policy proposals for consideration by private sector stakeholders 
as well as global governance entities such as the G20, civil society (e.g. 
ENGOs), elected officials and public sector officials. B. To conduct research and 
deliver evidence on Global Best Practices as they related to 5 key opportunities 
for the Canadian clean technology industry: Scaled up market access through 
leverage of innovation in development of environmental regulation (to include 
water, air and earth) (Budget 2016 program Pan-Canadian Clean Growth and 
Climate Change Plan: $3.4 billion over five years ) Scaled up market access 
through inclusion of innovation in infrastructure (Budget 2016 Infrastructure 
Program: $4.3 billion over 2 years) Scaled up market access through 
implementation of financing facilities (Budget 2016 Low Carbon Economy Fund: 
$2 billion) Scaled up market access through implementation of export finance 
and international development facilities (Budget 2016 Climate Finance: $2.5 
billion over 5 years. NOTE: 2016 Budget is silent on export finance) Scaled up 
access to capital through development of investment mandates for Asset 
Managers including Canadian pension funds (Budget 2016 Low Carbon 
Economy Fund: $2 billion) C. To enable these activities through private sector 
contributions, public sector funding as well as grants from grant-makers as well 
as in-kind contributions of time from all members of the CCTI Partnership. D. To 
make this evidence available publicly and to participate actively in its 
dissemination in Canada federally and provincially and around the world. E. To 
conduct these activities as a program of research at the Centre for International 
Governance Innovation based in Waterloo, Ontario that would be guided by an 
Industry Stakeholder Committee to include representation from civil society, the 
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private sector and others to be determined. This Committee would establish the 
CCTI Partnership’s research program and to review milestone progress. 
 
 
I apologize for not having more time to put into the questionnaire! 
 
 
This has been said many times by others... but the next 2 years are absolutely 
pivotal in getting nation-wide climate policy in place. We've never had a better 
political alignment (and it will end in 2+ years). We need to act quickly, avoid 
allowing the perfect to be the enemy of the good) and really up our 
communications and policy efforts QUICKLY. 
 
 
There is a huge opportunity right now to take advantage of the major disruption in 
the traditional media space and tap into new media business models in 
considering how we ramp up these communications. We need sophisticated 
digtial and social marketing strategy and we should not shrug from putting 
meaningful dollars towards it. 
 
 
Pegi, I would be happy to discuss this in far more detail if you would like. 
IMPACS did this work for 10 years, I've been doing this work through Canada's 
World, Carbon Talks, Renewable Cities and now through the Climate Solutions 
Group at the SFU Centre for Dialogue for another 10 years. Happy to help you 
think through this. (Sorry that I had to try and squeeze completing this survey in 
between meetings) Cheers, Shauna 

 
 
 
 


