
www.Climate-XChange.org



Introduction

Kristen Soares

State Climate Policy 
Network Manager



Network of 15,000+

➔ State and local elected officials
➔ NGO advocates
➔ Researchers
➔ State agency staffers
➔ Organizers and activists
➔ Business leaders

… working on state climate policy

State Climate Policy Network

Monthly 
National SCPN 

Call 

Biweekly 
Newsletter

Access to 
Peers

Expert 
Connections

Pro Bono 
Policy 

Assistance
Monthly 

Deep Dive 
Webinars

www.climate-xchange.org/network



Pro Bono Policy Assistance
We specialize in state climate policy design and analysis. 

Reach out to kristen@climate-xchange.org with your requests on:

● Example states and model rules for a given policy
● Gap analysis of your state’s climate policy landscape
● Connections to other actors working on similar issues

Or, check out our State Climate Policy Dashboard, which tracks 65+ 
state-level climate policies and relevant resources across all 50 states.
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WHO WE ARE & WHAT WE DO

• Research: Scientific studies on public beliefs, 

opinions, attitudes and behavior

• Partnerships: Help advocates, businesses, 

educators, and governments build public and 

political will for climate action



STAFF & STUDENTS 2024



Roadmap
• Public and political will
• Know your audience
• Public opinion

 Nationally
 Locally

• Six Americas
• Good news
• What has worked.



Organize for Power.
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Building Public and Political Will 



1st Rule of Communications: 

Know your audience. 
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Your audience will not, and may not need to, think 
about climate change the way you do

People get involved for 
different reasons
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And in different ways
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Americans on 
Climate Change



7 out of 10 think global warming is happening



A majority of Americans think global warming
is mostly human-caused



A majority of Americans are worried about global 
warming



Two thirds of Americans think global warming is 
affecting weather in the United States.



Most Americans “rarely” or “never” discuss 
global warming with family and friends



Most registered voters support many climate-
friendly energy policies.
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A majority of registered voters support building 
climate-friendly energy production and 
distribution infrastructure in their local area.
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Climate justice policies have bipartisan support
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Most registered voters have not heard much 
about the Inflation Reduction Act (IRA)
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A majority of registered voters support the Inflation 
Reduction Act (IRA) after learning about it
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Climate Opinion Locally 
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Yale Climate 
Opinion Maps
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Yale Climate 
Opinion Factsheets

https://climatecommun
ication.yale.edu/visualiz
ations-data/factsheets/
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Yale Climate 
Opinion Factsheets
What is surprising you? 
How will you change 
your communications 
approach?

https://climatecommun
ication.yale.edu/visualiz
ations-data/factsheets/
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Six Americas
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Global Warming’s “Six Americas”
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Global Warming’s “Six Americas”











How do we build public and political will for 
climate action? 
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Organize For Power Educate and Persuade For 

Silent Permission



Good news! 
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Americans are clearly becoming 
more certain and more worried 
about the risks, but support for 
national policy is increasing slowly.
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Americans moving in 
the 6 Americas 
segmentation. 

• Moving from Cautious
Concerned. 

• Moving from Concerned 
Alarmed



What works:
Actionable insights from 
YPCCC and our partners
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Impact

Messenger

Message

Reach

Your audience will not, and may not need to, think 
about climate change the way you do
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Highlight: Persuasion through trusted messengers
New Climate Voices 





1. Scientists 
Agree…

2. It’s real. 
3. It’s us. 
4.It’s bad. 
5. …there’s hope. 

A simple 
message, 
repeated often: 
Five Facts, Ten 
Words
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Scientific Consensus 
Message



Source: Potential Energy, Later is Too Late, November 2023



Connect the Dots (and tell a story)
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This is my dog. His name is 
Bruno, and he likes treats. 



Conservatives 
are movable.

Source: Potential Energy Coalition, 12/22

Messages that meet 
people where they are at



Combining “cost savings” and environmental benefits tends to be a 
winning message in the US. 
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Break the Spiral Of Silence
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Power of Social Norms
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Build A Sense of Efficacy and Hope
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Rule: Tell Human Stories



Human stories outperform a series of facts. 

Photo Credit: Wild Center



Rules of Communication

• Know your audience!
• Know your goals.
• Measure and Test. 
• Tell stories.
• Repeat. Repeat. Repeat! 



Keep in touch.
climatecommunication.yale.edu

Joshua Low
joshua.low@yale.edu 
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Karen Florini – Senior Advisor
kflorini@climatecentral.org

Making it local, making it real:  
Free communication tools from Climate Central 

7.24.2024
1
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Today’s remarks 

Will cover:

• Some key comms concepts

• Free tools & resources
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Won’t cover: 



Key concept #1:  Audience! 
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. 5

potentialenergycoalition.org

More key concepts 



potentialenergycoalition.org/wp-content/uploads/2024/01/Talk-Like-a-Human.pdf 6



• Make it local

• Tie climate change to its consequences

• Talk about making energy 100% clean 

• Avoid ‘wonkspeak’

• Avoid partisanship

7

Plastics



‘Can you say “climate change”  
to a conservative?’

“The term itself does not inherently or instantly cause 
backlash. It’s not whether you say it, but how you say it”

Sources of Backlash
1. The Idea of Bans

2. The Perception of 
Government Overreach

3. Crisis Framing

4. Judgmental messengers 
or messages

Instead
1. Accessible new technologies

2. Personal benefit for me, my 
family, and community

3. Local, right-now consequences 
for people like me

4. Simply say,  “it’s not political”
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•Climate Matters

•WeatherPower  

•Climate Shift Index

•Realtime Climate 

•Sea Level Rise

•Partnership Journalism

Key tools & programs
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About Climate Central 

• Climate science research and communications NGO

• Non-advocacy & policy neutral

• Chiefly B2B

• Practitioners of climate science, journalism, comms

• Accurate, effective, ubiquitous climate communications

• Free, attribute via text or logo
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Climate Matters:  ~1150 TV meteorologists 
(>90% of U.S. markets), 1550+ journalists
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21www.climatecentral.org/special-topics#extreme-weather-toolkits

https://www.climatecentral.org/special-topics#extreme-weather-toolkits
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26climatecentral.org/toolkit-heat
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28climatecentral.org/resources
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climatecentral.org/list-signup



•Climate Matters

•WeatherPower

•Climate Shift Index

•Realtime Climate 

•Sea Level Rise

•Partnership Journalism

Key tools & programs
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• State

• Media Market

• County

• Congressional 

District

weatherpower.climatecentral.org
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•Climate Matters

•WeatherPower  

•Climate Shift Index

•Realtime Climate 

•Sea Level Rise

•Partnership Journalism

Key tools & programs
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34csi.climatecentral.org 
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climatecentral.org/climate-shift-index 37



4x
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From November 2022 
through October 2023, 5.8 
billion people—73 percent 
of the global population—
experienced 30+ days of 
abnormal heat made at 
least 3x more likely by 
climate change.

www.climatecentral.org/report/the-hottest-12-month-stretch-in-recorded-history-2023
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Coming Soon

Climate Shift Index:  Ocean
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•Climate Matters

•WeatherPower  

•Climate Shift Index

•Realtime Climate 

•Sea Level Rise

•Partnership Journalism

Key tools & programs
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[firstname]
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•Climate Matters
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•Sea Level Rise
• Coastal Risk Screening Tool

• Risk Finder

• FloodVision

Key tools & programs

48



49



50
50

50
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55 coastal.climatecentral.org 
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•Sea Level Rise
• Coastal Risk Screening Tool

• Risk Finder

• FloodVision

Key tools & programs
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58riskfinder.climatecentral.org



59riskfinder.climatecentral.org





•Sea Level Rise
• Coastal Risk Screening Tool

• Risk Finder

• FloodVision

Key tools & programs
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Goal: Acquire and process visualizations and elevation data 

that convey the risk of coastal flooding and rising seas
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bit.ly/floodvision
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•Climate Matters

•WeatherPower  

•Climate Shift Index

•Realtime Climate 

•Sea Level Rise

•Partnership Journalism

Key tools & programs
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Climate Central + Local Outlets:
co-bylined and co-published articles
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ISO examples & suggestions

• A request:  share examples of using Climate Central materials, 
and of real-world impacts that result 

• Suggestions for additional topics & tools extremely welcome

Karen Florini - kflorini@climatecentral.org

73

mailto:kflorini@climatecentral.org


74climatecentral.org/list-signup

Karen Florini 
kflorini@climatecentral.org
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Q&A



Thank you for joining!

Reach out to 
kristen@climate-xchange.org with any 

additional questions!


