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INTRODUCTION

Climate change is one of the most important sdcistaes currently facing the world. While at aioaal level
the United States is just beginning to considemtdr action on the issue, history has shown thaalloc
government leaders are serious about finding swlstand taking positive steps to combat climateghaln
fact, as of mid-2008, over 470 local governmentiéga have committed to climate protection and kontathe
necessary actions to reduce their energy consumatid associated greenhouse gas emissions bygd@ir|

— Local Governments for Sustainability.

As part of their climate protection efforts, locgbvernments generally implement a range of emission
reduction measures, leading to lower energy usereaigced energy costs. However, local governmetitrac
has symbolic value that extends beyond the magmitigémissions reduced. Government action denaiastr
the savings potential, ease of implementation,swil value of energy saving measures to the caritynat-
large. When awareness of the issue is raised rgeted and well-publicized efforts, the experiegaged by
the local government can inform and inspire indi&d action, leading to substantial community-wide
reductions in energy use and greenhouse gas ensssimfortunately, few comprehensive resourcest ¢ais
assist local governments in communicating and fiagobut to their communities on this complex issfied,
without effective engagement of the communitysitinlikely that local governments will be able ¢éach their
climate protection goals.

Recognizing this need, ICLEI has created the I0DEtreach and Communications Guide:

WHO - This guide is intended as a resource for locabguwents interested in engaging community members
in their climate protection efforts.

WHY - Surveys, polls, and letters to the editor letkknew that the U.S. public believes that globaineiie
change is a problem that must be addressed. Addilyp the magnitude of climate change requireadtom

both local governments and their communities, nreathat we can no longer delay in engaging, madtigat
and inspiring citizens.

WHAT -The ICLEI Outreach and Communications Guide lgitggether important information on how to
utilize effective communication avenues to reachtowpredetermined target audiences, and highlighise of
the best local government communication practicesmfacross the nation. Given that communicatiors ar
greatly affected by the cultural context, this Guibes not provide universal conclusions; ratheshares good
practices and provides inspiration for future comioations and outreach efforts.

HOW - Use the ICLEIl Outreach and Communications Guioecreate successful community outreach
campaigns, reach out to local media, host climattom events, and develop materials that reflectllo
circumstances and inspire local climate action. iaiohlly, this Guide is a living document, so useare
encouraged to share best practices via ICLEI'sacteve website which will help contribute to theolution of
this Guide.

ICLEI recognizes that public engagement is criticalhe success of climate protection efforts. Tuglebook
is intended to discuss how local governments céorrimand inspire their citizenry to take action dimate
change. The following pages represent phase ledfhEl Outreach and Communications Guidebook. eRas
will include guidance on how local governments ediectively engage their citizenry in climate priten
efforts, such as the creation of a community-wiliimate action plan. Once developed, these resowvidkbe
added to this on-line guidebook.
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Section Overviews

Section I: Communications Overviewrovides a summary of communications strategiesdinthte-specific
communication approaches.

Section II: Identifying and Reaching Your Target Alience explores communication strategies that are
appropriate for specific audiences, highlightinfgetive strategies that have been successfully @eplin the
ICLEI network.

Section Ill: Options for Communicating Climate Chage focuses on the various communications tools in
existence and highlights different communicationsraies that can be utilized in outreach to yourroanity.

Section IV: Summaryprovides an overview of the material presented iwitihne Guide, with a ‘tools to
effective communications’ check-list.

Appendix I: Resourcegrovides further information on local governmentsi¢es and outreach materials.

| want to... Go to
Learn about different communication tools Sectibn |
Get ideas for putting a communications campai@ection |

together
Get tips on building capacity for communications _ct®m | and_Section I
Learn from others’ experience in producin§ection Il and Section lllhave “Best
campaigns Practices” boxes that give case studies
and detailed examples of lodal
government outreach campaigns.
Start putting ideas into practice Section | andtigedll

Increase my understanding of climate chan&ection |

communications
General Communications Information Section |
Share our experience with others ICLEI Website

ICLEI would like to recognize the 10 communitieovgarticipated in the New England Cities Projectdan
helped to make this Guidebook possible: Amherst, B&&ton, MA; Burlington, VT; Fairfield, CT; Montfer,

VT; Nashua, NH; Portland, ME; Providence, RI; Stardf CT; and Worcester, MA. Topics discussed within
the Guide represent areas of interest for the tmigipating communities.
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Section |
COMMUNICATIONS OVERVIEW

Communications is the tool by which we share stpriexperiences, and build relationships. When used
effectively, communication provides an opportunity local governments to raise public awarenes# ga
support, engage community members, promote suc;abseser calls for action, and inspire behaviatange.
However, when used in the wrong context, eitheusing an inappropriate message for an audiencg osing

the wrong tone, or when not used at all, commuianabr lack there of, can discourage, turn off|ead to
apathy.

Fortunately, through experience and observatiomumber of successful messaging practices have been
identified. This section explores a number of theategies with a focus on communication and ngsga
practices that are most applicable to climate gtie outreach.

General Communications Strategies

To communicate effectively about any issue you rieazhrefully answer the following questions:
What is your message?
Who is the target audience for your message?
What does your audience know and think now?
What you would like them to know, think, and do¥du want your audience to take action, what
action are you asking them to take? If your mes$aggses on taking action, you should also ask:
What are the perceived barri¢hait prevent the target audience from taking a@tion
What are the perceived benetit®ey would receive if they changed their behavior?
Why is it in the best interest of the target audeeto take action?
How can the barriers be lowered and the benefiteased?
What is the target audience doing instead of tleéepred action? What are the benefits they
feel that they would be giving up?
How you can get your message across to your ausle(i@oth the medium by which you present
the message and the messenger who will be delg/drenmessage)

Ltueduy

Another way to think about communications, fromissues advocacy lens, is to ask these three gasstio
1. How do we get people to think about our issues?
2. How do we get them to think about our issues irhsauevay that they want to solve them through
public policies as well as individual actions?
3. How do we get them to think about issues in suglag that they want to solve them through the
specific policies and actionge support?

Responses to the aforementioned questions will lieligrmine the most appropriate direction for your
messaging campaign.
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Communications Rules of Thumb
Below are some staples of communications practieasshould be followed any time you conduct ameadh

campaign (in no particular order)
Remember The Big Picture Make connections, demonstrate long-term thinkimgl, lslow myths.
Be Technically Correct.Be trustworthy, provide transparency, and givé fia@zs.
Be Cool.Be sexy, mainstream, non-patronizing, and brastrd out!
Create A Sense of Belongindlie messaging to a massive movement for worldwitenge.

Only Stories Work. Empathy and emotions are powerful, use storié®lkd people’s attention.

Optimism. Frame climate protection and sustainable developa®achievable, and avoid too
much guilt.

Glory Button. Celebrate accomplishments and highlight succesiest
Change Is For All. Break stereotypes, use inclusive language andamagish mass ownership.
We Need More Heroes.Introduce icons to emulate — ‘be like me’

Personal Circle.Relate big ideas to everyday life, give your andesa familiar context.

Additional Communications Tips
Create simple, concise messages.

Vary your medium and the style of your message depding on your audience.For example,
spoken presentations should be presented in aatiffetyle than press releases.

If you use humor, remember that sarcasm does notanslate in print.

Make sure you deliver your message in a timely mammn. Always be on the lookout for stories
that are making news and how you can tie your ngesse them.

Know your budget. If you don’'t have money for paid communicatiorgre are plenty of options
for “earned media” — getting your message into jgabibns for free.

Find out what your audience thinks.Did your message reach them, resonate with thechpeaake
a difference? Surveys and focus groups are greatavabtain this information, which is useful for
both current and future work.

Choose the right channel.Make sure your communication avenue — TV, priatio, online --
matches your message and is the most appropriateehfor reaching your target audience.

Create a consistent visual identityto tie together all of your messaging campaigng. (lego,
coloring scheme, etc.).

Empower your audiencewith the tools to find out more and take action.
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Identify Communication Objectives

As you begin composing your communications campaygn need to identify your ultimate objective. Mos
communications campaigns have one or all of tHeviahg three objectives:

1. Raise awareness Improve people’s knowledge of an issue or create knowledge. This does not
necessarily lead to public engagement in the isbug,rather to an increase in the public’s
understanding of an issue. This is a particularlgartant objective for local governments interested
in sharing their climate activities, commitmentsdduture plans with their community.

2. Change attitudes Change the way people think and feel about sureisAttitude change can help
to ensure compliance with new legislation, suclthascompulsory wearing of seatbelts. However,
although attitude change is often a precursor fmabier change, the two are not synonymous.
Attitude change may be effective in the short termbehavior change usually takes much longer to
manifest.

3. Change behavior Influence people’s actions relating to an issti@s is where communication
efforts should be concentrated to ensure compliamtie climate change goals. A long-term
approach should be taken to achieve behavioralgehas it can take decades to come into effect.

Communications Myths

When conducting communication campaigns and gemertabach, it is critical to follow best practicasd to
avoid common myths and misperceptions. In a rgpatiuced by Futerra for the United Nations Envirenin
Programme (UNEP), “Communicating Sustainabilitythe authors note that three of the most common
communications myths are:

Any communication is good communicationBadly planned and misplaced communications will,
at best, not work (wasting time and money); at tydrave negative consequences.

Communication is extremely expensive Effective campaigns don’'t need to be large and
expensive to be successful. If you are runningrgela&ampaign, consider partnerships to offset
some of the costs.

Human beings are rational. Just because a message is presented with agteopationale for
action does not mean that your audience will ackewen react. Make your message easy to
understand, with simple solutions that are tiedttter issues of concern (public health, economy,
energy independence, etc.).

Communications Facts

In the same report, “Communicating Sustainabiliftiferra identified three communications facts Wwhsbould
be built into effective outreach campaitjns

Targeting Works. Tailoring your message to certain sections efddmmunity works (e.g. single
mother households, African American youth, etc.).

Be Inspiring. People want to be inspired, not lectured to. ¥er your message is, make sure to
include an inspiring story about how change caadtgeved.

Make it personal and practical Tie your message for action to your audiencedydives in a
practical and simple to implement way. For examplen't promote a recycling campaign if
recycling facilities are not readily available agaky to access.
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General Audience Identification

Generally, there are three types of individualsl@overnments will communicate with: the localtsie trend
setter, and the idealistMessages appropriate for an idealist will notaperopriate for a localist. Hence, it is
critical that communications campaigns have tadyebessaging appropriate for each audience. Moral det
about specific audience outreach styles can bedfanrSection Il However, general outreach strategies
effective for the Settler, Prospector, and Piomegude:

The Settler. messages about how action will benefit and bétkedocal community; messages that
come from local leaders who are well respected Nkristers, PTA Board, Neighbors, etc. The
Settler cares deeply for their community and wal tthings that have local benefit — but a global
focus will not necessarily inspire or resonate wiitdm.

The Prospector messages need to be trendy (mainstream) and, widertaken, better the image
of the implementer. The Prospector generally hasr@ng need for maintaining a ‘cool’ public
image and deeply cares about what others thinkert As such, this group is unlikely to take
action unless it's socially acceptable and/or samted with high social status. Messages targetin
Prospectors should generally come from celebriflesal or national) and accompany high
visibility (e.g. stickers that can be placed in plets windows noting their commitment to the
activity). The Prospector is normally willing toespd money to implement the various measures,
but will not normally be inspired by the global leéh or the environmental ‘goodness’ of the
measure.

The Pioneer ethical messages about how actions will benéfit greater good; messages can
generally have a tinge of fear accompanied withlesjs on global benefits. Pioneers tend to be the
smallest group in any community — but the ones rfresfuently involved in environmental and
climate work (i.e. the people we always talk t&j)oneers do not traditionally respond as well to
narrowly focused messaging with extremely localizedefits.

Climate Specific Communication

Increasing media coverage of climate science, itspamnd solutions has helped raise awareness alf éoa
global environmental issues, sparking action ardinedcountry. The issue of climate change has dasueh
prominence that newspapers run frequent featureleartand host ongoing online forums to discussouar
aspects of the topic. Major news reports and doatanes have met with great success (and an Academy
Award in the case of “An Inconvenient Truth”), gneissues of magazines fly off the shelves, and qudfure

has made it the issue du jour.

But communicating about the issue is not a walthepark. Consider that Americans, for all theibig cars

and compact fluorescent light bulbs, are still prepied primarily with the economy, war, and healre.
Consider still that, despite the scientific conssnen climate change and the solutions alreadytinfjaat path
forward, there are significant communications daradles simply around getting your message out to the
appropriate audiences.

To overcome this, motivation, recognition, promoti@nd dialogue must become the familiar tools we u
whenever we try to convince people to change theihaviors in ways that will reduce their energy
consumption, alter their purchasing decisions, @p lthem increase their resiliency to a changirignate.
Messages should avoid the use of fearful tonesantent as this tends to lead to despair and apatfeeling
that nothing can be done. If fear is used to gaien&on, it should always follow an outline of jose
opportunities and solutions. Additionally, it's iimgpant to ensure that positive solutions are thimgs people
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can actually do; for example, suggesting that lowome neighborhoods can tackle climate change by
purchasing green power may be out of their reachewfear is used with messaging about positive
opportunities that are unrealistic for the audientice audience is only left with a message of femaddition to

the aforementioned principles, below are additiatetiail on some general ‘rules of thumb’ that stoloik
adhered to when communicating about climate change.

Climate Communications Rules of Thumb

Send a collective action messag&ach of us has a role and responsibility, and eva'r this
together. If we all make some simple changes, olleative effort will help make a difference.

Make it real. Where applicable talk about climate change inaater context and one to which
people can relate. Talk about the connection tiemsupplies, jobs, high gas and food prices, polar
bears, weather patterns, or plant and animal nigraflso, don’t be afraid to completely remove
reference to climate change and talk about thessthat are important to your audience such as the
financial savings associated with changing lightbbu Remember, use the issue that will most
appropriately resonate with your target audienee the Settlers in the Northeast U.S. will most
likely not be motivated by stories of the polar tse®ut the Pioneer most likely will).

Make it local. How is climate change going to impact your commyrand how will your policies
benefit the community directly? Tie a local initie to something happening in cities across the
country or at the federal level.

Make it manageable.Present information in manageable chunks — notyewe needs to know
every particular detail. Give examples of solutidinat are working and that your target audience
can actually implement. If you are talking aboug@al that is 20 or 50 years away, be sure to
include benchmarks to break up the goal into aorestsle timeframe.

Tie to people’s everyday livesMake it relevant for your audience — how does yoessage relate
to their life and what can they do to address fsea@? But remember, never criticize or condemn
your audience.

Solutions, solutions, solutionskFocus on solutions! Be positive.
Connect actions to solutionsShow people how their actions help make a diffezenc

Use values languagelalk about traditional American values wherevesgole such as “American
leadership and ingenuity”, “Americans do what'shtlg “fairness,” and “good old American know-
how/can-do”.  Similarly, attach the message to resfwlity and planning.

Be reasonable. Avoid rhetorical or shrill language to better agg people rather than drive them
away. The topic of global warming can be scary thieduse of the scare tactic will often turn people
off - or worse, make them apathetic.

Use the right spokespeople. Appropriate messengers should deliver your message
Back up your arguments. Use scientific data and cite your sources. Usealilsle sources.

Pictures are worth a thousand words.For example, photos that show glaciers 60 yeacs ag
compared to their retreating state today are icddwever, local images are the most powerful —
familiar landscapes under threat, people takingpadn their local community are all powerful
images that will more likely resonate with your eunte.
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Make comparisons.Use analogies, such as “Thousands of the wodd'scientists have reached a
consensus that human activities are causing thetdito change - a level of agreement akin to the
consensus that smoking causes lung cancer.” Use tand scenarios that people recognize and
understand.

Use the bottom line. There is lots of green to be made by going gr&¢ithin 10 years, solar
power is slated to generate $69 billion a year.dNénalready a multi-billion dollar global industry
Sales of hybrid cars are skyrocketing. From Walé&tto Main Street, the clean energy economy
has captured the imaginations and investment dol&r leading American businesses. The
Industrial Revolution got us to today and the Clien@evolution will get us to tomorrow.

Show results and share successédake an effort to report results for your campaigProve that
people’s actions made a difference.

Give and take feedbackThank participants and ask for their feedback aur ynessaging.

Best Practices

Educational Climate Change Brochures

ICLEI and the City of Berkeley created educational brochurestattimate change for jurisdictions to download
off the web and modify. These brochures are currently beingtegdbut will soon be available on:
www.icleiusa.org

Climate Change Outreach and Communications Guide ILCLEI
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Section Il

IDENTIFYING AND REACHING YOUR
TARGET AUDIENCE

The first steps in conducting an outreach campaglude identifying the objective for your messageur
target audience, creation of your message, andtsgleof an appropriate messenger or medium. Theges are
critically important to ensuring the use of appiaf® communications strategies and tools. Whentifgarg the
target audience, one should ask:

What is my objective for my message? (What do | tway target audience to do with this

message?) If behavioral change, what behaviorgiturdes do you want to change?

What message can | use to meet my objective?

Answering these questions should help identify #mpropriate target audience for your campaignslt i
important to note that any given campaign may Irauétiple target audiences. In this case, it willilmportant
to tailor the message as well as the tools usedrigey the message for each identified audience.

Once a target audience has been identified, th@afimilg questions should be asked:
Who are they?What are the socio-demographics of the group wegamining?
What do they do?What are their current behaviors influenced by?
What do they think and feel (their attitudes)? Think about what your audience needs to know
and how they might be able to change their actiosimple ways that will help the environment. It
is critical to understand what motivates them (rsstter, idealist, localist). The more closely you
tie your message to a message that resonates outhtarget audience, the more likely you are to
achieve your desired outcome. Be clear about wbatwant your audience to do and make sure
they have the tools to do it.
Why have they not taken action on the issue in thegast? Identify barriers and benefits the target
audience associates with the proposed action.Williselp you to frame your messaging in a more
appropriate way.

After identifying your message and your target ande, you need to identify the proper medium and/or
messenger for your audience. Determining this médion will depend heavily_on the pre-identifieditaties
and interests of your target audience. To helproete the appropriate targeg o~
audience as well as the appropriate medium andiessemger, use the\/ TP
sections below that out_llne select segments of pyulation along with Additional  information o
suggestions on potential communications stratediest are generally communication avenues can be
effective for reaching out to that cohort. Alsomember that within each of found inSection IIL
these audience groupings exist “Settlers”, “Prospst, and “Pioneers”, -
meaning that your messages should be further ¢gilts more specifically
target these sub-sectors as relevant.
Municipal Employees
Residential Sector
Home Owner
Renter - Landlords
Business Sector
Large Businesses
Small Scale Businesses

Climate Change Outreach and Communications Guide
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Youth

Higher Education

Elementary and Secondary School Children
Seniors

I. Municipal Employees

Often the easiest places for local governmentsatid 5 with an audience that they have more diaecess to:
municipal employees. There is a wide range of sdemographics among municipal employees. From bus
drivers to janitors, police officers, engineers apldnners, a large mix of people work for municipal
governments doing a myriad of different tasks,udelg managing the municipal budget, maintaininigdngs,

and making sure our streets are safe for the gepeatdic. However, integration of this diverse gpoof
individuals and departments is important to thecess of the local government’s climate protectioalg;

Municipal employees can be extremely influentiahffecting local government change. They are dfterfirst
to experience positive changes within the city saghworking in a city building with better lightirefficiency
or driving hybrid or electric vehicles. If muniepemployees are enthusiastic about the changesratatstand
the full benefit that the local government is dergy(i.e. cost savings, a decrease in pollutiotteb@nd newer
technology) then they can be invaluable climatergtians throughout your community.

= 2
As you prepare to engage your municipal employgas should speak to wha\/'P = Regular Check-In
employees know and are concerned with in theirydalbs (i.e. talking about with Employees
fuel economy with a municipal fleet manager). Belare a few examples of When making changes in
how local governments are using positive messagiogg with mandates and operations, regularly check-in
incentives to encourage a cut in staff emissioms. rfore information about With employees to get their
potential measures your municipality can implemémtreduce emissions, [cedback regarding how the
please see eithdCLEI's Success Storiepage or ICLEICIimate and Air changes are going.
Pollution and Planning Assistatol.

Provide Educational Opportunities: Changes in policies can be confusing and frusgatib staff who aren’t
prepared for the changes. As such, it's advantagemhold trainings and informational session inaate of
major policy changes to ensure that your staff maperly informed. This can be built into your ongp
professional development and skills trainings.

Best Practices

Kansas City, MO

The Metropolitan Planning Organization in Kansas City has dpedla robust schedule of trainings at the Academy
for Sustainable Communities for both public and privateosedhich are well attendedvvw.marc.org/sustajn These
trainings help to shed light on the different measureslteaCity and the community can take to reduce emissions.
Dallas, TX

To assist City department environmental staff with enviremiad and health and safety worker training, the Office of
Environmental Quality teamed up with Human Resources to ae\elday of seminars in the fall of 2006. With a
variety of seminars starting every hour on the hour froan®. to 4 p.m., City employees were exposed to everything
from traffic safety, blood-borne pathogens, and properpeictions to storm water inspections, waste management, and
pollution prevention. The seminars were delivered by Céjf sind outside experts from agencies such as the Texas
Commission on Environmental Quality. More than 800 €ityployees participated in this daylong training.
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Integrate Climate and Energy into Relevant Staff Tainings: Many municipal employees must undertake
regular training to achieve certification and/ob joequirementslntegrating relevant climate anergn
information into these trainings is a great wagdoicate %ﬁ\i\/

municipal staff while also presenting information & safe a

e _ TIP — Educational Opportunities
familiar environment.

Providing opportunities for employees to learn

. . new skills or trades can be an effective way to
Reqular Check-in with employees once new measuresve been foster support for environmentally friendly

implemented: After a new measure has been implemented, it i§ractices. For example, encourage/sponsor city
critically important to touch base with municipaaf§ who are/were staff to become LEED Accredited Professionals
affected by the change. Gauge their opinions raéggrdhe or go through an Energy Management
effectiveness and value of the new measure. Lidtentheir certification process. Build this into your
suggestions and provide an avenue by which theysbame their ongoing professional development and skills
concerns, frustrations, and satisfaction with #levant parties. trainings.

Best Practices

Keene, NH

From fire engines to snowplows, all 77 of the vehicleshia City of Keene, New Hampshire’s Public Works
Department are running smoothly on B20 biodiesel. The ésetlperforms well in cold temperatures and has improved
the air quality inside the fleet maintenance facility. The Giyutarly checks-in with staff to gauge their opinion of
how the biodiesel process is working.

Use Incentives:Incentives can be a great way for a municipafityehcourage its employees to embrace new
measures. When used appropriately, incentives egntb demonstrate the ease of implementation gifen
strategy and help to ease the transition from dnaad familiar practice, to a new and differentcpcee. For
example, an employee commute program could beduiith free bus passes for all employees who cortonit
taking public transition or car pooling at leastermm week.

Best Practices

Seattle, Washington

Mayor Greg Nickels proposed giving all city employees freegasses by 2009 to encourage use of transit. If
approved, the city will double its employees' transit passigdy next year and in 2009 and 2010 the city would cover
that pass' cost entirely, even if the rates increase. The prigexpected to cost $1.1 million over the next three years;
the city has been contributing $15 per month to the catt efnployees' bus passes since 1993.

Sacramento County, California

Sacramento County provides cash incentives for establishiptpyse home-based telecommuting for businesses and
local government agencies. Participating employers will receie 8,000 per new telecommuter with a maximum
of $5,000 per employer or agency. Employees may reside ic@amyy in the greater Sacramento region. The cash
incentives can be used for the purchase and/or installation ipfeent at home or work to facilitate telecommuting.

Philadelphia, Pennsylvaniand PhillyCarShare instituted a novel car sharing systeninitiaties both local residents
and government employees. The program replaced 330 municipaleseaind saved the city $2 million each year. In
the community, 1,200 citizen vehicles were replaced saving resifibri million in costs and reducing vehicle travel
by 8.2 million fewer miles per year. The measure provided aorgmity for municipal employees to more directly
interact with local residents, thereby bolstering the pubfiesception of the positive steps the City was taking to
reduce its emissions.
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Demonstrate the leadership role of the municipality Use the local governments commitment to climate
protection to inspire action — both from the commumand from municipal employees. People want to be
inspired and proud to work for their organizati&y. demonstrating your commitment to climate pratecand
providing ways in which your municipal employee# ¢eelp achieve your City/Town’s climate goals, yoay

be creating a more positive work environment whlg® creating more climate champions.

Best Practices

Carbon Offsets San Francisco, CA In December, 2007 San Francisco city officials announcedein phans to
offset greenhouse gas emissions from their business aipswide by contributing to one of several city programs
aimed at reducing carbon dioxide output. The program requitg®officials to calculate the carbon cost of their
travels and contribute to offset programs such as convemisigurant grease into fuel, installing solar energy
devices, investing in energy conservation, or foregoing traiel altogether.

Conversely, theCity of Boston, MApurchases offsets to cover the total amount of emissionsagetién 3 of the
largest City owned facilities. Currently, the City is offs®j approximately 12% of government emissions. Along
with the offset purchasing is educational outreach aroundriypyiiies for reducing energy consumption.

Marketing to Municipal Employees

It is important to give ample notice to municipatoyees about programs and why they are occur8igms,
lectures, letters, and emails are great ways teigedhis information. Additionally, websites, sakhetworking
opportunities, employee meetings, and staff retraa¢ other effective avenues to reach municipgl@mees.
When creating these tools, use concise and disecfubge that provides action items. This will iases the
number of municipal employees which take full adege of the benefits of the program and increase th
number of climate change advocates within the Igoakernment and community. Lectures/brown baghesc
given by top city officials/mayors/city or town megers/county executives can help smooth transitoms
provide a forum for municipal workers to ask quassi and participate in the change.

Remember: when conducting outreach to municipalleyees, it is important to speak to them in terivet t
relate to their daily jobs. Rather than presensingtainability efforts as an onerous new layer iwitheir job
duties, create opportunities for employees to vetin processes within their day-to-day work furmesiso meet
environmental goals. Let the employees become xperts in determining where waste can be trimmedl an
efficiencies can be found. Use brainstorming eseiand collaborative meetings to generate nevs,icew
make it fun for employees to participate. After, aléw and efficient practices could actually matkeirt jobs
easier!

il. Residential Sector

How people use energy at home, on their commutkjratheir daily lives will have profound implicatis on

whether a community’s climate protection efforte auccessful. Based on a traditional energy consamp

profile, the average individual in the United Ssaie emitting 24.3 tonnes of carbon

dioxide equivalent annually- the equivalent of consuming 2,758 gallons oblias. o~ :
o o ) TIP — Educational

Of these emissions, over 80 percent traditionaliye from homes and transportation. Opportunities

More information on

Although the residential sector will be highly ceneed with the built environment .
potential measures your

(homes, offices, etc.), transportation infrastruetis also a key element when trying to municipality can consider
cut greenhouse gas emissions. For example, thendes and mode of transportation " oquce emissions can be
between the resident, his/her place of employmemyvenient shopping, and other ¢5,ng at http://www.iclei-
destinations can have a huge impact on a munitifsaémissions. usa.org/action-center

Initiatives that generally see success in the esdidl sector include initiatives that
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encourage: carpooling, no idling, public transpiwtg and energy efficiency in the home. Local goneents
can help facilitate dialogue and actions to redelergy consumption by undertaking such measuregehs
designed and convenient public transit, bike/pe@espaths conveniently placed throughout the comtyu
working with local utilities to subsidize home eggaudits, and instituting mixed-use zoning requieets.

Below is more information on specific audienceshwitthe broader residential sector. General, yicgve
communication strategies for each audience aresgbin the relevant section.

Home Owner
Homeowners are traditionally concerned with savimgney and the betterment of their home. Includethii
category are condo owners and single family homeosvn

Regardless of the type and location of the homerggrefficiency measures should resonate withahiience.
Remember: homeowners will be motivated to act dytlsee a personal benefit resulting from theiroasti
Therefore, it is critically important to highlighbst effective and easy to implement strategiesogazing the
time and financial constraints placed on this aouckeis an important step in designing effectivenate change
outreach strategies.

Marketing to Condo Owners Effective marketing to condo owners could be dottwough a
newsletter/informational packet from the home ovsassociation/building owner. Additionally, tradial
media — including newspapers and television arecrgdly effective outreach mediums for condo owners.
Remember: condo owners are generally first timeehboyers seeking affordability or long-time homeédrs
looking for an easier life style. Below are specifieas on energy reduction measures that may atsavith
condo owners.

Energy: If members of a home owners association, it mapdssible to influence the board to invest in solar
panels for the building or to buy into another reakble energy source. Condo owners should be reeefi
ideas about simple ways to implement energy efficimeasures in their homes such as changing to @amp
Fluorescent Lights (CFLs) and light sensors.

Transportation:Parking spaces are most likely expensive. Becafiflgis, and given that many condo owners
live in urban areas, encouraging the use of alteéorms of transportation can be highly effeetiwhis could
mean taking regional transit (trains, buses, stegs} or riding a bike and walking. Additionallygrhe owner’s
associations may be persuaded to provide discoydgdng rights to home owners that drive vehiclkéth
higher fuel efficiencies.

Waste:Opportunities for reducing waste are more limii@dcondo owners than for other homeowners. Condo
owners have no yards, they produce no yard wasie Fewer composting options , and have less use fo
finished compost material. However, condo ownearsloe encouraged to recycle if that service islalvia, or -

if it is not - to lobby with their condo associatido contract with a vendor that offers recyclihg.the case
where condo sizes limit space for recycling biitsnay be advantageous to work with the condo boattbme
owner’s association to set up highly visible remglcollection bins throughout the buildings.

Marketing to Single Family Homeowners This audience will be most impacted by hearing seading stories
of similar single family home-owners. Disseminatsigries of this nature can be done through newnadwasts,
newspaper stories, and public forums. If a pubticufn is explored, make sure to provide informat@n

assistance the local and state government canderé@ihomeowners. Additionally, build in time tcahe@bout

what your residents need in order to successfutllgrace climate protection measures.
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This group is generally influenced by the actiohsheir peers. As such, highly visible public cangms that
tote the positive accomplishments of participaraseha high change of success. The caveat is tlyasuah
campaign must be simple, highly visible, easy tplement, and lead to financial savings.

Measures likely to resonate with single family heoweners include energy efficiency measures, meastia
provide tax incentives or rebates, and measureésathasimple to implement — such as recycling. 8 gegin
your outreach to this audience, it is recommendi@dl you review any existing state subsidies speifi for
home-owners which would encourage environmentaignélly practices such as purchasing solar paAeig.
financial incentives that you can highlight to thisdience will only enhance your outreach efforts.

Best Practices

Minnesota’'s Energy Challenge

The Minnesota Energy Challenge uses an easy to navigate websib¢handutreach tools to obtain residential
commitments to reduce emissions. Once registered, residentsaatedgaccess to forums, energy experts, and
receive energy saving tips. Sourcehttp://www.mnenergychallenge.org/

Burlington, Vermont’s 10% Challenge
The City of Burlington’s 10% Challenge is a voluntary greom to raise public awareness about global climate

change and to encourage households and business to redugestiidiiouse gas emission by at least 10 percent.
Sourcehttp://www.10percentchallenge.org/

Fairfield, Connecticut's Clean Energy Campaign

The Town of Fairfield is working with local residentsetBoard of Selectman and municipal leaders to educate and
encourage local residents to sign-up@ean Energy Choigean option on their utility bills that allows residetds
contribute to the purchasing of renewable energy. To-date, 6@ehduseholds have registered, which has earned
the Town 7 free solar energy systems — provided by theectiont Clean Energy Fund.

Renters — Landlords

Renters and landlords are concerned about keepimgstlivable and low cost. Renters aren’t ablddaepairs
on their homes without the consent of the landloHiswever, if there is a major repair needed rentzm
suggest that landlords use green building mateiiadall better insulation, or consider a morergnefficient
heating system, such as a heating system thabruakernative energy.

If the landlord is uncooperative, renters can $&tlencouraged to embrace climate friendly pragtisach as
energy efficiency measures. For example, rentensl@aer utility bills by using CFLs or LEDs instead
incandescent bulbs, using insulated curtains dutiegwinter, and conserving water by installingow Iflow
shower head. Before creating a detailed outreachpamn for renters, one should research established
City/Town laws that dictate the rights allocateddaters. Additionally, the municipality may waint ¢onsider

an educational outreach campaign to renters atalidifords, emphasizing the importance of reviewwage
terms to determine what is and is not within thgypof the renter to do while residing in the ledispace.

Marketing to renters and landlords: Flyers, public forums, door-to-door canvassingntpand visual media
are all effective tools for reaching out to renteks renters have very little control over the asfructure in
which they reside, easy to implement energy efficjemeasures are the ones most likely to resofftaie.
extremely unlikely that renters will be motivatedinvest in upgrades or measures with a long-teayback as
this audience tends to be more transient thantivadl homeowners. Landlords on the other hand,oéen

motivated by measures that are quick to implemedtgovide a direct return on investment, norméihpugh

the ability to charge higher rents or to more gasht a given space. Meetings with landlord asgams, or
messaging tailored to the trade press and/or popemers are the most likely to reach landlords.
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iil. Business Sector

The business sector provides a unique opportumiboth conduct outreach and to create outreacheyahtips.
The primary purpose of this section is to explompartunities for outreach to the business community
however, examples of communities with businesseautn partnerships are also provided.

The emissions attributable to the business sentany community are dependent on the number arestgh
commercial and industrial operations functioningtiie community. For communities with a small busse
base, opportunities exist for more targeted outreBor municipalities with larger commercial/indiest bases,

it may be advantageous to work with a local Chamdie€€ommerce and the trade press to have wide-dprea
dissemination of a given message.

Recognition is a great way to foster support frdv@ business community. Campaigns that are struttiore
provide recognition, awards, or press to businefisass participate are generally successful. Busigsre
competitive by nature — use this fact to build sarpor your climate protection efforts by creatiogallenges
and friendly competitions between businesses. Aafditly, your municipality may want to consider atiag a
green business awards program that allows ‘greesinésses’ to display emblems in store windows
demonstrating their compliance with your award paog Before doing so however, you should ensureyiha
have relevant customer attitudes statistics thaioaestrate the demand for ‘green businesses’.

Additionally, all businesses are concerned with imgka profit. As such, energy efficiency and energy
conservation are two metrics that are likely toorede with the business community as they resuttost
savings, thus the betterment of the businesseadiaaportfolio. Therefore, communications focusmd the
business community should emphasize and give exampf businesses saving money through energy
, efficiency.

Best Practices

Chicago’s Green Office Challenge

An excellent example of private sector engagement i€thieago Green Office Challengdhe Green Office Challenge

is a partnership between the City of Chicago and ICLEI toaxngdl commercial property owners and building tenants to
partake in a friendly competition to improve the environmepgaiormance of their business operations. The Challenge is
a component of the City’s Climate Action Plan and is doneegognition that 39% of the City’s greenhouse gas
emissions originate from the commercial building sector. &®,dmore than 15 property managers and more than 65
tenants are participating in the Green Office Challenge.

Large Scale Businesses

Larger businesses often have more flexible spenalnilgies, but because they are usually chaingagimg in
local activities may be more complicated as denwsiare traditionally made by business executivemtbnal
headquarters. For all size businesses, operagonplhasis is on generating profit. As such you canegeasily
that energy efficiency (i.e. replacing incandesdaribs with CFLs) results in cost savings, thustibd#erment
of the businesses bottom line. Additionally, rememio highlight that businesses can increase theame by
creating or re-inventing themselves as an enviraonally conscious organization by selling environtadip

friendly products or investing in relevant envircamtally conscious decisions.

Marketing to Large Businesses:

Large businesses will be motivated by discussiorosanding cost savings and positive marketing. Winging
to convince large private sector entities to sigriayour campaign, remember to use the power mipedition,
appeal to their desire to be thest,and their interest in receiving recognition. Rerbem peer pressure will
work well with persuading large businesses to pigiie in your climate reduction efforts.
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Generally successful mediums to engage the praedteor include one-on-one consultations, letterarticles
submitted in relevant industry journals, high-plefthallenges (such as those issued by the Magnd),high
profile press events.

Best Practices

Salt Lake City’s E2 (Environmentally & Economically) Susteble Citizen & Business Community Program

The City’'s E2 business-oriented program is designed tgnémm and support the Salt Lake City business community and
economy by providing benefits including: cost savings freshuced resource use; ability to attract new customers and
increase customer loyalty; free advertising purchased throwgtisgand other funding sources of the Salt Lake City
Green program; earned media; reduced advertising costs in selabtedtipns; free consultation with Salt Lake City
staff experts; and finally, the knowledge that their businesontributing in a positive way to the environment and
community.

Seattle’s Climate Partnership

Seattle’s Climate Partnership is a voluntary pact among Saetdeemployers to take action to reduce their own
emissions, and to work together to help meet the commuiky-emissions goal. An initial group of Seattle-area
employers — the Port of Seattle, Recreational Equipment Irgl),(Bhe University of Washington, Starbucks Coffee
Company, Urban Visions, Lafarge Seattle, Shoreline Comm@atiege, Mithun, Garvey Schubert Barer, and the City
of Seattle — have come together to develop and grow the Panmérnsbse employers are committing to take actions that
will reduce their global warming pollution emissions whdé the same time cutting costs, improving the work
environment for their employees, and improving their recdrdogporate responsibility. In exchange for making and
keeping this commitment, Partners will receive a host of bendfitluding high quality technical assistance, access to
utility incentive programs, opportunities for cost savitglaborations such as joint purchasing arrangements, and
recognition for a job well-done.

Keene, New Hampshire’'s 10% Challenge

In December, 2007 the town’s environmental committee annouheed had enlisted four businesses to commit to an
energy audit and to lower emissions by 10 percent as squusaible, although no target date was set. These businesse:
agreed to reach out to other businesses, who will in tuasked to make the same commitment and reach out to others,
and so on. To create social pressure, the businesses wilblplgals in their windows announcing their participation and
receive public recognition when they achieve their goal.
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Local Government and Business Partnerships on Outeeh

Keene, New Hampshirddrmed with bulbs subsidized by two businessesninmpal officials set up tables downtown on |a
windy Wednesday. They explained to those passinthdtythe bulbs would last more than seven timderasas regular bulbs
and save people money. They sold the bulbs forebsceach - far lower than the roughly $2.50 costéres and just a littlé
more than ordinary incandescent bulbs. The comensitdd 1,041 bulbs, more than twice its goal.

Bellingham, WashingtonThe City (from an April 2007 news release) pusgs more than 11 percent of all community
electricity from green power resources. To achigwe goal, the City’s Sustainable Connections dredRuget Sound Energy
(PSE) pioneered a community-wide “Green Power €hgk." The challenge promoted development of gpesver resources
through participation in PSE’s Green Power Progriiearly 2,000 households and 110 businesses haw#iegih The City,
Whatcom County, and Western Washington University purchasing enough green power to serve 100 mteofetheir
operations. EPA estimates that Bellingham’s comigunide green power purchases equal to eliminatimgCO2 emissions
of 10,000 passenger cars annually.

Northampton, Massachusettss of early 2008, the City of Northampton hastgotover 6% of the total population to sign ép
for renewable energy as a part of the Massachu3eitsinology Collaborative’s Clean Energy Choicegpam. As of
September 30, 2007, 709 households have signed 64 (of households); Equating to CO2 emissionsagaius of 1,203 tons
and nearly 3 MW of electricity, earning the City581506.70.

Small Scale Businesses

Small businesses depend on local support to oparadeare often looking for ways to differentiatesith
businesses from others, especially from the lafgex stores”. They generally operate on a muchtéigh
financial budget and don’t have as much flexibiaty larger businesses. However, smaller storesttebe run
and employed by people who reside in the local camty, and efforts focused on the betterment oflloc
circumstances may resonate.

Marketing to Small Businesses:

Small businesses are increasingly interested inggrefficiency and other cost savings initiativ&€milar to
large businesses, awards and recognition have stasuial role to play in persuading small busingsse
embrace community climate protection efforts. Feareple, inviting politicians and press to an awards
ceremony will help bring awareness to local busieesand potentially increase support for their good
services.

Green exhibitions/conferences, galas with well-kn@nvironmental speakers, messaging in local ngrvespa
or trade journals are all appropriate avenuesdaching out to businesses. Additionally, face-ttefdialogue
and local competitions can garner support for yefiorts. Remember: messaging will be effective when
focused on how small businesses can differentrata their competition and establish themselvesienlocal
economy.

Best Practices

Chicago’s Green Office Challenge

The Chicago Green Office Challenge engages major property manhg#éding owners, and tenants in a friendly
competition to significantly increase the environmental perfoomanf buildings in the City’s central business district.
Participants work to decrease energy consumption, increasedbgitimg rates, and find others ways to reduce their
environmental impacts. The Challenge brings together the tlesisloped by key partners including the US EPA’s
Energy Star program, the Building Owners and Managers AssoGiBELEI — Local Governments for Sustainability, the
Clinton Climate Initiative, and the US Green Building CoilirParticipants reap the benefits of lower energy bills as well
as recognition from the Mayor in print and online media.
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iv. Youth

The “younger generation” is curious, well connectattl highly integrated into the economy (as a gbere is
large purchasing power). Youth tend to dynamichwsbme being Pioneers and others being Prospectors.
Tapping into the underlying motivations and sentiteeof this group (most likely a subset of thisugpwill

not only inspire action within this population, bx&n have a cascading effect, leading to behavatrahge in
various other sections of the population.

To help design effective outreach to youth, thistise explores opportunities for outreach and appate
marketing for individuals in institutions of highksrarning as well as those in grades K-12.

Higher Education

Institutions of higher education pride themselvasbeing intellectual centers of advancement. hisigher
educational settings that students learn compleariés, gain the tools necessary to begin theeetar and are
free to explore a number of their interests. Lagalernments can work with institutions of highearlging to
incorporate environmental studies into curriculuhgst seminars and presentations on relevant local
environmental issues, and provide hands-on traifongtudents to learn how to undertake emissiedsiation
measures.

Universities are uniquely placed to affect Amerscahergy future. The higher education sector 31 $illion

industry that educates and employs millions of peomaintains thousands of buildings, and ownsiomdl of

acres of land. Because of their size, universdias colleges are often among the largest energg asel waste

producers in their region. Institutional actionncefluence state and local climate policy and abéfer
opportunities to educate and empower the next géoarof leaders.

Best Practices

New York City, New York

In 2007, Mayor Bloomberg released New York City’'s PlaNYQG part of the release of the Plan, Mayor

Bloomberg called on 10 Universities to reduce their emisdions 2005 levels by 30% by the year 2017. Due to
the overwhelmingly positive response, in 2008, Mayor Blberg signed 10 more universities and a number of
private sector companies on to the Challenge.

Additionally, local governments can use studentsmassengers and catalysts in their broader climati@ach
efforts — especially in their outreach to local nsities. Students often have the time and energampaign
for issues they either find interesting or issuleat tare ‘trendy’ and can use their enthusiasm tmega
community support for these issues. College stgdesally live primarily within a community of stemits and
are open to influence and communication from tlpeers. Word can spread very quickly on a
university campus and there is the potential fdrav@oral change to takes= >
V

place with lightning quick speed! TIP — Green Rankings

more information on green

Marketing to Higher Institutions : Institutions of higher learning will be lr:aonrt)iggs for Universities, please see

inspired by opportunities to advance their statdions that better their _

community and their collective image in the comntynénd opportunities hitp.//www.forbes.com/home/2008/05

that allow them to advance their educational ptatfoAttempts to get the f02/college-harvard-uvm-biz-energy-
3 s . . . ; . cx_bw_0502greenu.htrménd

University/College involved in climate protectiorffaets will be most gt

effective when they are either face-to-face, onessfrom a well respected htip://www.grist.org/news/maindish/2

community member (elected official, business leadssjor donor, etc.). 007/08/10/colleges/

Competition amongst other Institutions will alsomotivating factor, and

it may be beneficial to mention one of the greemkirgg systems for universities or the American €gdl &

University Presidents Climate Commitment. Note thatitutions can use green rankings as a recruitipeint

and a way to gain attention by attracting top ndédulty and students.
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If conducting outreach to University/College studerconsider tapping into existing student groupgvant
departments, and courses. Additionally, hostingcisppeforums, lectures, workshops, newsletters, and
flyers/signs/posters are all effective ways to heawt to this audience. Generally, new media avefike email
and text messaging are useful in engaging studBeteember: most students are idealists interestathking

the world a better place.

Elementary and Secondary School Children

Kids are creative and imaginative — let their miedplore the possibilities for bettering their coomity rather
than feeding them a negative story and consequemteésh may make them upset and fearful (see numsero
news stories about kids not being able to sleepusecthey are afraid of global warming).

It is often more effective to show kids rather tHacture. Engage them in a discussion about how tiiek
their community or school can benefit from moretaimable measures and assist them in implementafitta
could be school gardens that produce food for #feteria (Hayward, CA school district, Montpeli®T),
classes that take children outside and focus amarand plant lifecycles, or how the economy, gowent,
and the environment are connected (in simple géttiarward ways).

Recognize that kids want to get involved! Givingriih hands-on opportunities can empower them andt boos
their potential to become future climate actiordeya. For example, the Alliance to Save Energyla piroject
“Green Schools Program” helps kids assist teach@ngors, and the school board in doing energyitaunf
their schools. Through the program children are &blsee the immediate affects of their efforts bagart of

the solution.

In addition, a majority of American children receigome kind of an allowance or other income. Pingid
education regarding consumer choices and theiratiyaurchasing power is a great way to inform amgpire
action.

Children can also influence their parents’ consunf@ices and can advocate for their own future étyiry
their parents’ interested in buying alternativerggehybrid cars, etc.

Best Practices - Youth Education

Alameda County (Stopwaste.org)
Stopwaste.org has a program that takes kids on a toueddh Leandro dump and shows them how waste is
stored in a landfill and recycled. Show them where “away” is viheythrow something away.

Annapolis, Maryland

The Mayor and the city created a groundbreaking clean air prograed ¢atlke a Deep Breath” that was taught to
4th grade public school students in Anne Arundel Courttye. dourse was designed to educate the students about
clean air and encourage them to plant a tree. It also asked teatstiml encourage their parents to commit to
driving ten miles less each week. Beyond the environmental majethi@l program contained workbooks that
helped the children develop their math skills by computiegatimount of pollution that planting a tree and driving
less would remove from the atmospht

Marketing for _the target audience Effective mediums to reach out to youth includelevision
advertisements, schools (PTA meetings, districtdboaeetings), starting “green” clubs at schoolyaxtredit
for environmental projects, “green” PE (i.e. hikg#ldtrips, and peer leadership (such as putsioigieone in
the classroom in charge of recycling or compostiagte). Competitions can be staged to challengéhyto
put their creativity to use around climate changthreugh essay contests, art competitions, andr dthre
projects.
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Messages directed at youth need to focus on pesitivmessages using fear may be overwhelming amyl. sc
Most behavioral change needs to be easy, relatikagy, and inexpensive to be effective.

Creating Climate Change Curriculum

If working to create curriculum for schools, masédsigenerally must be:
Simple to use;
Clearly identify links to curriculum and to partlau subjects in the curriculum;
Contain all materials for a class (e.g. activitgets and worksheets);
Be tested via workshops;
Provide information on any useful research matgersich as web links;;

classroom.

For more information see: Global Warming Educatio®chool Lesson
http://www.climatechangeeducation.org

Plans,

Global

Include guidelines on incorporating climate chaage sustainable development into areas of schimobéyond the

Warming Kid

v

V. Seniors

Although seniors may be less concerned about d@dimlaange within their own lifetime, most have faesiland
are concerned about future impacts for their caildand grandchildren. Safe drinking water and ckiamre
things that grandparents want for their grandcaids future, and many times the threat of climdtange and
pollution can spur seniors to take action by chagdheir every day habits or influencing family nigers to

change theirs.

Most seniors are not working and may be lookindoteer costs. Energy efficiency measures like ra@pka
incandescent bulbs with CFLs, insulating windowsyidg less, and walking/taking public transpomatiare

easy ways to cut bills, and are measures likehgsonate with seniors.

In addition to reducing emissions, seniors can atsixe invaluable messengers for your climate ptiotec
efforts. More recently retired, younger seniorséhthe time and ability to volunteer. Volunteergmams are a
great way to engage the community while givingzeitis a chance to participate in bettering the wartadind

them. Volunteer programs sponsored by the locadigoment or partner organizations could include:

Educating youth on environmental issues/Youth mship

Participating in local campaigns for positive enwimental change (i.e. passing out compact fluorgsce

bulbs to the public while educating people abosirthenefits)
Planting a garden/growing food and teaching othevs to do the same

However, providing volunteer opportunities is nobegh; these opportunities must be accompaniedstiypag
communications campaign that entices people tacgaate in the volunteer opportunities. For ideashow to

market to seniors, please see below.

Marketing for Seniors: Television advertisements, mailers, signs/broefiuat senior centers/assisted living
complexes, encouraging family members to talk albotate change with the elderly, and peer dialoangeall
generally effective mediums to reach seniors. Mgssahat focus around conservation, family valwest
savings, and leaving a healthier environment argsages that generally resonate with this audience.

Remember: The American elderly grew up in the Degpon Era when resources were scarce and oftemgoth
was wasted. This deeply ingrained ethic of thrifty encourage seniors to use goods efficientlyaking only
what is needed is something that was a nationwvilde mternalized throughout the 1930s and 1940s.
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Section Il

OPTIONS FOR COMMUNICATING
CLIMATE CHANGE

—
—

When trying to create an effective communicatiomategy it is
important to identify appropriate tools and mediufos getting
your message to your target audience. This seaxpiores a
number of traditional and non-traditional commutimas avenues
that can be used to convey your message. The géstioken into
three chapters: Chapter A looks at building effectstrategies for
community outreach; Chapter B identifies effectimedia outreachj
strategies; and Chapter C explores other mediuaistin be used tg
convey messages. Examples of municipalities unkiagasimilar
communication strategies are highlighted throughioatsection.

Chapter A: Community Outreach
Getting Started — Empowering Messengers
Identifying and Disseminating the Message

Chapter B: Media Outreach
Media Relationships
Identifying Newsworthy Stories
Communication Avenues
Press Releases
Media Advisory
Traditional media: newspapers, radio stations,

w DID YOU KNOW: ICLEIl provides
media support to its members? When joinihg

ICLEI, members designate a local media
liaison who serves as lead ICLEI contdct
person in their jurisdiction for local
regional, and national media opportuniti
Media liaisons are asked to assist the logal
government staff and elected officials
publicizing their local government’s clima
protection efforts. Monthly emails wit
media opportunities and updates on ICLEI
events and climate news relevant to logal
governments are sent out to media liaisgns
and may aid members in deciding when ghd
where to pitch a story to local media. Media
liaisons are also given general advice gnhd
support for media and public outreadh,
including talking points. customizable press,
releases and aid in framing and advancjng
the dialogue of climate protection. For mofe
information, consult ICLEI's

VCommunications Webpage

stations, magazines

— DID YOU KNOW: ICLEI members

Chapter C: Other Mediums to Convey Messages

receive a regular national newsletter callgd

Events: speeches, conferences, forums ¥ ICLEI Connection ICLElI Connections

Direct Marketing: direct mail, cold calling

Short Films and Environmental Film Festivals
Targeted Marketing Campaigns

Internal Communications: reports, brochures, neveste

provides the latest developments, newys,
events and opportunities on local climate
action and sustainability efforts. To sign dp
visit URL

Websites

New Media: email, text messaging, social networkimdpsites, and webinars

Chapter A: Community Outreach

Engaging the public in climate protection effod<critical to meeting many climate goals. To effeddy engage
a community, a local government needs to identifgrapriate communication messages, avenues, aget tar
audiences. This chapter explores strategies farmating effective outreach messages and mecharfrsms

identifying the appropriate target audience.
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Broadly, community outreach is deemed successfalwihdoes one or more of the following:
Motivates people to take action to reduce globatale pollutants;
Educates the target portion of the population abatértain facet of climate change;
Promotes community involvement; and
Promotes socially just and vibrant communities.

Getting Started — Empower Messengers

Identify people and groups you think may share eome and interests aboyt
climate change or issues related to climate chaftpese individuals can be
community leaders, engaged citizens, youth, or reth&ho can help in
disseminating your climate message. This is algyeat opportunity to identify
leaders and foster cooperation among various seofdhe community. Remembe
to reach out to non-traditional leaders, especidlipse not associated wit
environmental work in the community.

Creating an Effective
Outreach Team

Find Core Messengers
Identify Champions
Share Resources
Keep it Easy
Celebrate

ANENENENEN

Core Messengers The ICLEI elected, staff, and media liaisons bana great core group of leaders when
implementing your Climate Action Plan. (For monéormation about the roles of the ICLEI liaisonsgde see
ICLEI's websit¢. When you are ready to expand your group, logkpeople who bring experience, a broad
view, their own contacts, and awareness of otheénnsonity resources. In certain circumstances, a core
communications group may need to be created. larsthihis group may be based on an existing comenitt
such as the Climate Action Planning Committee, ®ask Force on Energy.

Champions in the CommunityBe sure your core messengers include champlaisspeak the languages of
the different community groups you will be addragsiYou may find your community champions amongst t
following groups: block/neighborhood club leadel@hor leaders; school groups; local celebritiestruit
representatives, politica

activists; ~ academics;  unioll core Messengers Brainstorming Session

representatives; ~ scout  troo| |t js important to identify the predominant values, beligisd knowledge
leaders; small and largq represented in the community in relation to climate change thésknowledge
businesses; religious leaders; all of your core messengers to identify:

environmental activists and
organizations. Remember: Yo
will need a diverse group o
champions if you are reachin
out to all community memberg
(trend setters, localists, an

What do you know about climate change beliefs in the community?
What images come to mind when you think of climate change én|th
community?

How did you come to know about climate change?

What attracts you to working on climate change in the comn®inity
Where do you think the climate protection message misses k2 bo

idealists). How can we tell the climate protection story to engage people?

. What words can best convey the message to the community?
Share Resources Utilize the What messages might strike chords with various commueityss?
strengths of the group. If runnin What words/messages should be excluded from climate outreach?

a campaign focused on recyclin
in schools, work with school environmental clubsl ather relevant youth organizations who understhaed
identified target audience’s concerns and interegth possible sponsorship from local businesses.

Keep it Easy- In order to attract and retain community messesigit must be relatively uncomplicated to
participate. Identify specific interests and orgarmsmaller subsets to allow people to use theivithdal skills.
Limit the number of lengthy, full group meetingoKisider decentralization so that there are fewadime-
consuming meetings!) and provide template commtioics resources that champions can tailor to their
specific audience.
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Celebration and ReinforcementTo keep the momentum of the core messengersggdinis critical to
acknowledge contributions of the people involvedintreach. Celebrations help draw attention toeff@t and
give credit where it belongs — to the people malshgnge! Celebrations can include appropriate ®k#n
appreciation (such as certificates or framed plajjuand contact with local media regarding comnyunit
participants.

Best Practices

Ambherst’'s Energy Conservation Task Force

Working in conjunction with various stakeholders, such agérst College, Hampshire College, the University
of Massachusetts, municipal departments, and local citizenspthe Was able to create a very comprehensive
Climate Action Plan and simultaneously create local championelpoadvance the Plan’s implementation. For
more information, seAmherst’'s Energy Conservation and Climate Proteqage.

Identifying and Disseminating the Message

You've identified a core team committed to givimge and effort to raising awareness and stimuladictépn in

the community to fight climate change ... now whatyim do? The next steps are to identify your target
audience, determine the appropriate messengetifidavailable community and local government reses to
implement an outreach program, and outline an ambrdor action. NOTE: You may need to conduct some
communications efforts in order to convince pedpl®rm the ‘core messaging team'.

Identify Target Audience- To whom is your message aimed? Certain messatid®e more appropriate for the
community as a whole while others may be targepedifically for a certain section of the communilfyyou
are running a behavioral change campaign, idemtlipse behavior you are seeking to change (highocho
students, homeowners, etc.).

Identify Your Message- What is the message you would like to convey?pBeise and directed, avoid a
message that is overwhelming or that uses feasuBmthe message is appropriately tailored for yaemtified
target audience and provides solutions the audieaecémplement.

Framing the Issue Use words and images that help people relattha@ourgency of the issue of climate
protection — in their own language. Put yourseltheir position, and anticipate their prioritieovicer monthly
power bills? Increased business profitability? Imement in a high profile social movement? Addnegsihe
increasing cases of respiratory problems? Be suirctude tangible action items that the audierare employ
to address the issue. Remember: different audiemspond differently to both message content anssage
delivery.

Identify a Messenger Choosing a messenger will traditionally dependuno
is most appropriate to address your target audidrareexample, if speaking to More Info
localists, consider using local leaders who arstéa and well respected, suc §

Section III contains

as Ministers, Scout Leaders, or neighborhood aasons. Your core group of more information
messengers should provide a pool of potential mgsse from which to ?bouttoutgéaCh to
choose. Remember: you can never have enough messeng arget audiences.

Cooperation not CompetitionOutreach is most productive when people andggaan share resources. This
coordination increases the consistency of messaugslecreases the cost of community outreach tesivior
any one entity. For example, a business club cah &ioneeting, covering rent and refreshment codtde
another group can create and print invitations.
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Chapter B: Media Outreach

Want immediate impact from and recognition of yoommunity outreach? Need to cast a wider net i you
community to raise awareness? Want to highlightr younicipal success stories? Working with the pand
broadcast media expands awareness and can créditegmiion on climate protection. Below is infortiaa on
various media avenues, with specific tips on howetich out and engage each. Examples of successtlia
engagement from across the ICLEI network are peavithb help guide you through the process of expipri
media outreach and to lend ideas for your campaign.

Media Relationships

It is impossible to underestimate the value of adyo. - J- , :
. X . . . TIP. Develop a list (even better, find an
relationship with members of the media. To begirs t existing list and then update) of local news

relationship, first identify reporters, editorspducers and publications, writers, and other contacts.

broadcasters assigned to environmental issues. \yen Large newspapers often have staff people
see a story covered in the newspaper that is litte wour who focus on specific topic areas such as the
ideas, contact the writer to congratulate themheir tpiece environment. The more an article or piece
and get information about future story opportusiti&e matches the style of a writer or editor, the
sure to comply with deadlines for submitting infation more likely it is to get published.

and continually follow-up with the reporter to ersuhey

are aware of environmental activities happeningaar community. Ask about the types of stories theyer,
whether their “beat” is focused on local and/orimmental stories, and see if they have personatdsts that
might dovetail with your work. Also find out if tiggorefer to communicate via email or phone calls.

|dentifying Newsworthy Stories

When deciding whether or not to pitch a story fworgers, you should confirm that the event or aqa@hment

is either new information, or information that isilg updated. Generally, reporters and the puhlico& most
interested in “new” information. Below are some p&mevents, accomplishments, and policies that avoul
make for newsworthy stories in most areas.

Events Completion of an emissions inventory, celebrapablic release of a Climate Action Plan,
green conference, speech by a local leader on cemaegntal issues, launch of local
campaign/campaign event

Accomplishments goals achieved in the Climate Action Plan, corpteof a green project (i.e.
green building, park, replacing the municipalitgexis with hybrids, etc.), recognition with an
environmental award or similar (e.g. ENERGY STAR)

Policy: Joining ICLEI, green initiatives/measures, apptoef a Climate Action Plan, green fleets
program, Council resolutions supporting climatetgetion activities.

Press Releases

You've got news, but how do you go about announdinthe =
media? A press release is an all-purpose way towurce a new | DID YOU KNOW: ICLEI has sample
green initiative, event, or accomplishment. Pressases are often® Press releases you can use to advertise your
the first step to media outreach, describing whyryevent, new| municipalities membership in ICLEI. Plea
policy, or report matters to the community. Rememteeinclude | S€& our new member press release template
quotable statements from community leaders, eleoféidials, or for more information.

local government staff. Some publications will lifords directly for
print.

Climate Change Outreach and Communications Guide
Page 26 of 39




For more information and tips on how to writprass release you can visit the following websites:

Sample Press Release (excerpt)
FOR IMMEDIATE RELEASE Nov. 2008

COMMUNITY NAME One of 10 Communities Selected to Host LocaClimate Conversations on Earth Day 2009
“Spotlight Conversation” Will Highlight COMMUNITY Loca lly and Nationally

City/County, Statee COMMUNITY was selected as one of 10 major events to take praEarth Day 2009 as part of the
National Conversation on Climate Action. ICLEI-Local Goveemts for Sustainability USA, Yale School of Forestry and
Environmental Studies, Earth Day Network and Am&peaksre partnering to present the National Conversation, a ser
of potentially hundreds of local-level community engagemeaniswvtaking place nationwide on Earth Day 2009.
COMMUNITY was selected as one of 10 “Spotlight Conversati@arselite group that will be highlighted nationally and
receive extensive support in event planning and promotion.

QUOTE FROM LOCAL ELECTED OFFICIAL OR APPROPRIATE 8FF PERSON. |.E. WHY YOU APPLIED, YOUR
GOALS FOR THE EVENT, BENEFIT OF COMMUNITY ENGAGEMENFOCUS

“We look forward to supporting COMMUNITY’s Spotlightddversation event on Earth Day,” séichelle Wyman,
Executive Director of ICLEI-Local Governments for Sustairighdid SA “This will be an opportunity for COMMUNITY to
advance their local climate protection goals and feed into a cratiahal dialogue on the imperative of local climate

Publicity Insider

Wiki How - How to write a press release
eHow - How to write a press release
Press Release Newswire

Media Advisory
A media advisory provides a quick overview of thetivdty you are preparing. It is a brief document
highlighting who, what, where, when, and the whyafir activity (event, announcement, etc.).

Sample Media Advisory (excerpt)

*»**WEDNESDAY & THURSDAY, JULY 11-12, 2007***
CLIMATE CONFERENCE IN FAYETTEVILLE, AR
Fayetteville, Arkansad:ocal government staff and elected officials from around themegd across the country will gathd
in Fayetteville, Arkansas, July 10-13 to showcase and excldeg®to reduce greenhouse gas emissions and make thei
cities more sustainable. The workshop, “Saving Energy anddgmoney: The Economic Benefits of Local Climate
Action,” builds on the leadership that cites, towns, and tiesiof all shapes and sizes have shown for more than a decag

WHO: 150 local elected officials and local government staff from afdhe region and across the country (including AK,
AZ, CA, FL, GA, KS, LA, MA, MD, MI, MN, MO, MT, NC,NH, VA, TX, TN, UT).

WHAT: National Climate Workshop — “The Economic Benefits of Lodah@te Action”

WHEN: Wednesday and Thursday, July"iand 13™

WHERE: Fayetteville Town Center

MORE INFO: www.icleiusaworkshop.org

CONTACT:
Annie Strickler, ICLEI City of Fayetteville
(510)-844-0699 x32i (558)-555-555¢
Climate Change Outreach and Communications Guide ILCLEI
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Below is a checklist of information to follow asware preparing your media advisory:

MEDIA ADVISORY CHECKLIST:
[ ] | Briefand to the point

[] Direct headline — identifies the most importanbimfation
] Includes — who, what, where, when, and why
[ Includes contact information for reporters who waatre information

For more information and tips on how to write a meatlvisory you can visit the following websites:
eHow - How to write a media advisory

Traditional media: newspapers, radio stations, TV &tions, magazines

Getting your message out to local and national enedn be one of the most effective ways of edugdtie
public and gaining the support you need for climptetection efforts. Below are tips on how to ergag
traditional sources of media in carrying your climenessage.

Newspapers

a. Pitching a StoryNewspapers usually need one week to a few dajeadftime, depending on the depth and
relevancy of the story. It is best to provide a raextlvisory or press release with basic informatereporters
and follow up with a phone call. If you have a drstry that is breaking news don'’t be afraid tokpiip the
phone! If you can find out who the best reportetdscontact (who is most likely to cover the topj@ur
chances of getting the paper to cover the storyimatease.

Sample Newspaper Story (excerpt)

N.H. city prepares for worst as warming fears rise
By Judy Keen, USA TODAY
KEENE, N.H. — This city is preparing for the worst. iGéite change is inevitable, not theoretical, many city lea@ers
here agree. They're trying to anticipate how higher temperatesessnow and more rain will affect every aspect of |ife
here — and what changes they must make to protect the ci2y,®80 residents and its 6,000 college students...
For years, Keene has tried to prevent that [drastic climate tsjdemm happening by reducing emissions and
conserving energy. Fire trucks, snowplows and other citickeshrun on biodiesel fuel. Methane gas at the municjpal
landfill is converted into electricity. Street lights use enesffigient LED bulbs. Three traffic roundabouts kegp
vehicles moving, minimizing emissions from idling cars.
In 2006, Keene was recruited by ICLEI - Local Government$Stmtainability, an international association, |to
be a test case for what's being called adaptation planning: atitigiphe ways climate change could affect every facet
of a community and shifting government resources now tcapeefleene's experience, the group hopes, will servelas a
template for other cities. A committee of city officials and espntatives from Antioch University New England and

Keene State College tackled that long list of "what-ifs...
Sourcehttp://www.usatoday.com/weather/climate/globalwargi?008-02-17-keene-prepares _N.htm?loc=interstkigl

b. Editorial Board MeetingsNorking with the local media is often crucialgaining community support, and
the editorial meeting can provide newspaper stath e more solid background on local issues. Have a
politician/professor/someone well known in the commity meet with the editorial board of the locappato
educate them about the issue at hand. A successfeling will yield editors and reporters who aedtér
informed about local environmental issues and wherfend relevant resources when they write a stbgn’t

be afraid to take individuals out for coffee to thhout the issues at hand, as this will allowrfmre relaxed
and personal conversation.
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A great time to set up an editorial meeting is igrihe annual National Conversation on Climate dékcthat
ICLEI hosts in conjunction with Yalechool of Forestry and Environmental Studies, E&xdly Network
and Americ&peaksin 2007, over 70 cities, towns and counties hibstdocal event to discuss the science
behind and solutions to global climate change. Wewvariety of people spoke at these events, from
internationally acclaimed climatologists to localveonmental experts, business owners and eledtetiats.
The next National Conversation on Climate Actioti W& happening on Earth Day, 2009. If your murédiky

is hosting a National Conversation event this y#ease consider setting up an editorial board mgati least
one month in advance of your evelttakes substantial time and effort to coordinidie schedules of those
attending, but the end results are usually wellthviir

c. Letters to the Editor and Op-Edsetters to the Editor (LTE) are short letters (ulyuabout 250 words) sent
to the editor of a publication that are intendeddont, and usually written in response to a sfeairticle. In
many publications, letters to the editor may bet gither through conventional mail or email. Théxtion of
the paper is often the most widely-read.

An Op-Edis an opinion article that runs opposite the etditgpage. It is similar in form and content to an
editorial, but represents the opinion of an indinbdcontributor, who is sometimes, but not alwaf§iated
with the publication. A typical range in length680-800 words for op-eds. Check the specific pabibe and
follow submission guidelines from news publicatioBseat pieces that are too long or late won'tpgdtlished.
Newspapers that publish op-eds have specific guidaly broad circulation. Once printed, an edabigan be
qguoted and repeated in other printed material.

Your primary consideration when writing an op-eeqa or letter to the editor is to present a modidadnd
urgent voice that draws the attention of the readlgr to tag an op-ed to a story or issue thatpghper has
recently covered. Elected officials are good awgHor an op-ed, but other options include commulaaders,
professors, teachers, business leaders, etc. Busetlected officials, or those who have the sgfesh
influence, do not have time to pen an op-ed oelldt the editor themselves, and it is acceptalrla fcolleague
with substantial knowledge to “ghostwrite” the mefor publication. However, it is very importamiat the
person whose name is on the op-ed or letter t@diter work with the colleague on the piece andficaonits
contents before submission. Be aware that itmsnaon place for newspapers to call the person whase is
on the piece to make sure that they are indeeduti®r.

Below is a checklist of information that should flalowed to ensure the creation of a strong op-iete or
letter to the editor. Additionally, ICLEI's commigation team can provide a template editorial tettbeall new
members. For more information visgww.icleiusa.org

LETTER TO THE EDITOR & OP-ED CHECKLIST:

Responds to very receavents or topics. The sooner you respond, therbaiur chance of publication.
Identifies yourself and why you are qualified torcoent.

The piece is as specific as possible, providing itwas and/or solutions to the problem.

If responding to an event or crisis in an editgmaéntions that topic in the first and final sern

Uses clean language that most people understawodt(g@rgon and acronyms). Uses short sentences and
include human stories people can relate to.

Keep it short. Write clearly and concisely. If ydatter is going to be shortened, it will usually the final
paragraphs, so don't save your point for the eAd. average word limit for Letters to the Editor 180
words; 750 for Op-eds.

Uses the active voice.

Includes one or two sentences that make sensefaatntext for reprinting or quoting. In a Letter tioe
Editor, reference the story to which you are resjpun(title, date, author)

Signed and includes your phone number and addressuired.

Mailed, faxed, or e-mailed to the address listedte publication.

Keep in mind that most publications verify by phamen writing that you, and not someone attribgtihese

I I R
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| opinions to you, authored the letter. |

d. ColumnsIf environmental issues are a hotly discussedteyithin your municipality, local newspapers may
want to hold a regular column written by eithertaffsreporter or guest. Fodder for the column cadualdude
new environmental projects in the community, logiaden businesses, environmental education in theofs;
etc. In some smaller papers across the countrgteglefficials have served as the guest columnistrder to
inform constituents about the exciting progress eradally.

Best Practices - Newspaper Columns

Menlo Park, California
Former Mayor Kelly Fergusson often praised the Cityfere$ and accomplishments through a column in the local
paper,The Almanac

Medford, Massachusetts
Medford has a monthly “Sustainable Medford” column in the Ipagler written by the Environmental Agent,
interns, other staff or members of the Clean Energy Coeenitt

e. Paid Advertisement®aid advertising provides an opportunity to cgnyeur exact message or call to action
at the specific time and place of your choosingthVgiaid advertising you don’t have to worry abotiether a
reporter or editor will misquote or misrepresentiya miss the point, but you do have to pay for ¢pace.
Pricing for space in your weekly or daily newspapeadio, and TV stations varies greatly.

Best Practices - Adverstising Campaigns

Dallas, Texas
The City is running @aid advertising campaigfocused on community outreach around climate change.

Radio Stations
Radio can be an excellent way to announce a pebknt or broadcast some great sound bites of pedeio
people talking about climate action in your comntyni

a. Features and Short Piec&adio stations work on a stricter schedule thatiireg more lead time than
newspapers (because it often takes longer to peoduadio piece), and you can often pitch thenoey -3
days in advance. This pitch can be done via a quincne call to the radio producer or reporter,iaravrmedia
advisory or press release, which provides them wgtbkground information to help increase theirriege in
covering the details of your story.

Another nice thing about radio is that phone in®mg can often be arranged for those who are urialie to
the radio station studio. This makes for minimalrkvand high impact. Additionally, radio broadcagtin
provides a quick way to reach out to a targetedesmoee, which may be relevant if your message istmos
applicable to a certain demographic.
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RADIO PITCH CHECKLIST (FOR FEATURE AND SHORT PIECES )":

L] Develop a media list containing valid radio stasido include when releasing your story. Today'sicsta
usually have websites, which are a great resourckarning demographics and the appropriate contact
information.

Send stations a press release that accommodatstylthef radio news. Radio news must be very shiodt to
the point; a story told via the radio must catcé listener's attention and tell the story in as feerds as
possible.

Follow up your press release with a phone call.ilRddejays and reporters often work unusual sclesdaind
print communications (like press releases) may ctmsugh when they are on-air and unable to actess
quick follow-up may bring your news to their atient

Save the reporter time. Think in advance of anystioes he/she may have and include them in therrdton
you send so that the reporter doesn't have tyoalback with questions.

After the interview follow up with a short email phone call thanking theeporter for his/her time and intere

O d O O

b. Public Service Announcementsree, brief, and frequent notice of an eventnitiative is available via a
Public Service Announcement (PSA). A PSA is “anpa@mcement for which no charge is made and which
promotes programs activities, or services of Fddstate, or local governments and [...] other aniceaments

regarded as serving community interests,” as defimg the Federal Communications Commission (FCC)..
PSAs are 10, 20, 30, or 60 seconds in length so ymssage must provide a lot of information in arsh

amount of time. Check with the station(s) in yopt
community for the format they use. Some statiorlk Wi Outreach Idea: Earth Gauge

read a short script you provide. If you are able fiq-54, Gauge is an initiative created by the Natiohal
provide the station with your statement in CD Prenyironmental Education Foundation and the Ameri¢an
appropriate broadcast format, it may be more likely| \eteorological Society to facilitate the evolution pf
be aired and provide a consistent message. broadcast meteorologists — highly trusted public figures
— into ‘station scientists’ who can expertly cover and
c. Talk ShowsRadio talk shows are an excellent wayrelay basic environmental information to their vieweys.
to get your message out to a targeted audience @arth Gauge meteorologists frequently discuss Idcal
short notice. Talk shows want breaking news, and yoissues, including climate change and sustainable
may not even need to provide a full press releasdevelopment. To find out if you local meteorologist i§ a
(often times a general media advisory is suffigiemt | participant of Earth Gauge, or to find out mare
much background to be included on the show. Tallhformation, go to:
shows by nature offer a spontaneous opportunity [fdattp://www.earthgauge.net/wp/abaut/

you and your key messengers to simply call up anel

make your voices heard. Be prepared with inforveayiet flexible sound bites that grab the listesattention
and make your point in a concise and illustratiayw

Television Stations

Television producers and reporters are looking isual impact to accompany a story. Because of this
television is a great way to show people conse@satclimate change on landscapes and peopleré&scand
real time footage are incredibly powerful and canrsaction quickly because of the emotions theyjuwen
However, often times the video clips played byTNestations are short and the sound bites everieahavake
your point in 10 seconds or less if possible wittodul, descriptive language and make sure to shigwals or
action that is memorable.

AN : .. Another perk of television is that you can pitclstary with
= glp' Know your issue. Whenever possible, very short lead time (i.e. the day before or evenrorning
evelop ways to put a personal or local 2 .

perspective on a broader issue in order 1c0f) because of the way f[ele\'/lswn spheduhng oanT_ks.
ilustrate a basic or global story. For Usually the day's scheduling is not fixed until tttaorning,
example: “January 2008 was the warmestand sometimes there is still some wiggle room [Feft
winter in history. As a result, Joe Blow, flexibility to report on breaking news. It is best send a
owner-of-the-Blow.-Ski-Resort-in-Northeast
Climater@iaautgeyilD lisza tdmadialyS ahbusiieedgo thiss uide
Pagey8arahad last. Less money and less fun!”




media advisory over to the show’s producer and¥olup with a phone call the day before an evefitthd
story is unplanned you can simply call the stat@mpitch the story.

TELEVISION CHECKLIST (IF YOU ARE PART OF A SCHEDULE D ON-AIR PROGRAM):

[ 1 | Allow plenty of time before the program for latelyia transportation, bad directions, limited parkietc.
Assume that the microphones and cameras are atwegsd picking up your words and gestures.

Be ready with points you want to make, even ifgb@ts are in direct response to questions.

Taped interviews will be edited so be sure thaapds you say make sense out of context.

Use facial expressions and simple gestures toigaevs’ attention.

Be Repetitive. TV stories are short and your sobitelwill be even shorter. Making your point overds
over again will help to increase the changes thedrew will use it in their story.

Use visuals. Visuals help to catch attention argpett your points. Let TV stations know in advamdeat
kind of camera-friendly visuals your event will leav

[

LI

[]

Magazines

Magazines work on a longer time schedule than ratdwr traditional media. They plan their editicarsd
articles well in advance (ranging from months teeks). Before engaging a specific magazine, make ywou
know their calendar — are they a monthly magazire quarterly one? Talk to the editor and ask vthey plan
to focus on in the next publication and where ystory would fit in. Most magazines run their eovimental
editions in the spring, and they also tend to mtevan “editorial calendar” (listing of what topiesll be
featured in each edition) to help advertisers —yamd-— plan.

Recently, many magazines have found “green issieebé in vogue (even fashion magazines!). Pulidicat
that focus on politics, outdoor sports, nature, gadernment are probably your best bets, but gadlaad
pitch that story even if you think it might be #@lé out of the ordinary for the type of magazine.

Chapter C: Other Mediums to Convey Messages

Traditional media outlets can be a great way teatiffely communicate with large audiences. Howetrezre
are a number of other mediums that can be useéachrout to the community at-large, or smaller, enor
targeted sub-sections. Below is information on alireutreach opportunities as well as tips on pa@ént
messengers that are generally effective in thetiiigghmedium.

Events: speeches, conferences, forums

Encouraging the community to see climate change lasal issue and take simple steps to help i @ftesier
and more convincing in real time when people
surrounded by their peers. Take advantage of bpse Outreach Idea: Publicize Success
conferences, and forums to discuss and show pebgl o

positive benefits of taking action. Make your megsalear | Pon't be shy, publicize your successes. Hor

and simplify as much as possible to hammer home Jth&X@mple, upon completion of an energy-
efficiency retrofit, hold a grand openin

oint. )
P ceremony complete with refreshments and a tour
S h of improvements. Label each improvement with a
peeches description along with energy, money, and

Te_achers, leaders of faith communities, politicjaasd greenhouse gas emissions savings. No evenf no
union leaders are natur_al speakers. Speeches sbeull .\ iter its size, is too small to celebrate.

tailored to a specific audience, both in words approach
to the topic of climate protection. When young deagnd
children speak about the future, people listenaednindful of both present and future generations.
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Another option is to consider using Climate Prdjespeakers, speakers who have undertaken formaintmai
on how to discuss climate change through a progf@onsored by the Climate Project. Climate Projpetkers
are trained on how to discuss the science, impaats,solutions to climate change. For more infaionaon
Climate Protection or to find speakers in your gpease sedittp://www.theclimateproject.org/

o~
Conferences f—ri/ _
Professional conferences are a grea TIP - Speech Reminders:

way to delve into real content 1. Provide specific examples of federal bureascraheeting their
around a specific issue. However, responsibilities to protect the environment. Déserthe principles behind
when speaking at conferences, try existing legislation.

not to overwhelm people with > Emphasize the creation of a sustainable future.

information. You can mix it up with
stimulating hands-on activities and
interactive exhibits that will likely

keep your audience more engaged
and curious about the topic. Also, 4- If you use terms such as “cost-benefits analysiad other traditional
instead of using a traditional economic terminology, be sure to explain the terinsa way that is

audience style lecture you can vary understandable to non-economists.

the styles of interaction by breaking 5. Include personal stories that illustrate mdtorafor your commitment.

out into small groups or using

interactive media. 6. If you use the economic arguments, stress thihouwt a healthy
environment, there is no economy. Be prepared &zigpand quantify jobs
created and wealth that stays in a community fdlgwa shift to renewables,

3. Three words Americans look for in an environmakrgolicy are “safer,
cleaner, and healthier.” Two words Americans expectm regulators and
agencies are “accountability and responsibility.”

If giving a PowerPoint presentation,

try to use powerful, striking images
and minimal amounts of text. Make 7. Describe legitimate roles for federal regulataord partnerships with local

a visual impact and help people governments.
internalize your message about
reducing greenhouse gas emissions.

Conferences and presentations can also be incogpdrdo larger events.

PRESENTATION CHECKLIST:

Have relevant and eye-catching graphics

Limited text

One slide or less for each minute you are speaking
Highlighted action items the audience can apply
Built in opportunity for audience engagement

LI
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Forums and Town Hall Meetings

Forums are public meetings, either structured orthat allow for open discussion on various topi¢sie main
objective of a forum is to provide an environmeona@ucive to interactions (question, answers, asdudision)
focused around a given topic. If you decide to dpiiima speaker to moderate or address forum asndeake
sure to limit their time and provide ample oppoityifor open discussion.

Best Practices

City of Golden, Colorado

The City of Golden launched its 10-year sustainabilityatiite during a public meeting at the end of February
2007, which was followed by four months of intensiveedssion and research by community working groups.
Golden used a highly distinctive bottom-up, grassrootgageh led by citizens to set city policy in seven
different areas of sustainability as laid out in kfhetro Visionplan. The City sent postcards to all residents and
businesses inviting them to discuss the proposed gadlswing the forum, citizens were kept informed and
participated via regular updates on a dedicated page of the @ébsite, publicly-viewable Yahoo! Groups,
scheduled weekly public meetings, articles in the local papeCéanchewsletter, and by calling the Golden
Urban Renewal Authority’s office with questions/commentseAfour months, the seven working groups
submitted 65 recommendations to Council, and Council imnmaddietferred 15 of the recommendations to
staff for review, and created a Citizens Sustainability AdviBwgrd to ensure implementation.

Fayetteville, Arkansas

As part of the 2007 National Conversation on Climate Acfiaww.climateconversation.oyghe city held a
public forum and panel discussion with scientists from $louthern Regional Climate Center to discuss the
science and effects of climate change in the region. The larger distwgas supplemented by breakout
sessions that focused on transportation, energy consenatemative energy, food, product purchasing, and
recycling. The City also developed a Climate Action Commitm&forksheet that allowed individuals to
choose among 30 ways to reduce their carbon footprint — aertleof the event the total collective
commitment was shared.

Stamford, Connecticut
Also as part of the 2007 National Conversation on Climat#gA, Stamford decided to organize a community
tree planting. The event provided interested citizens an opfgrttm learn about tree care while

simultaneously planting trees around the City.

Direct Marketing

Don’t be afraid to use materials the City is alyeadnding out to disseminate information on climateergy,
and the things you are already doing. For exanguld,a flyer about recycling opportunities to docaotaghat
are already being mailed to citizens, such as veatdrsewer bills. Advertisements on public tramsiticles and
roadside billboards are also great examples o€dimarketing.

Best Practices - Direct Marketing

3ellingham, WA

The City of Bellingham, Washington embraced this approachréyyaping and distributing 40-Things-You-
Can-Do to combat climate chan@ist. The list highlights cost effective and simple straeghat the average
citizen can do to help make a difference in their community.

Albugquerque, NM
The City of Albuquerque has a similar list of the Epthings residents can do to be more sustainable

Medford, MA
The City sends residents quarterly water bills which inctadeerials promoting the Clean Energy Choice
program — a program for residents to sign-up for renewakl@ethrough their electricity utility.
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Short Films and Environmental Film Festivals

A great way to engage your community is througim fdnd art festivals. Emotional connections to filamsl
artwork may strengthen the public’s resolution éorhore involved in climate protection. Additionall
film, art, and photographs often—
provide a compelling visual case for" | DID YOU KNOW: During the 2007 National Conversation on Clim4te
the need for action on climateg Change hosted by ICLEI, Yale University and the oksation for Science
change. and Technology Centers (ASTC), many cities, towms eounties hostin

an event on climate change focused on getting caritgpnmembers to tal
with one another about the science behind andisokito climate change

. . ICLEI provided participant communities with a guider alternative
Enerqv Film Festl\{althat offgrs the engage?nent Writtpen fofJ the event by America Spgakmon-profit that
films an_d_ supporting mz_iterlals _fo develops innovative deliberative tools that work fmoth citizens and
communities to host tailored filmy gecision makers. You can access this guide onliag
festivals". Additionally, the | http://www.climateconversation.org/docs/ActionEngantGuidelndividu
Fairbanks Environmental Filmy alAction.pdi

Festival and the Colorado
Environmental Film Festivalare two examples of how to organize, structuregd amn an engaging
environmental film festival campaign.

The Sierra Club has organized

Targeted Marketing Campaigns

If you have a specific audience you would like peak to or engage in particular efforts, considésrgeted
marketing campaign. For example, targeting musia sports team’s fan base through press, radiospods
programs is an effective and often inexpensive twagach out to a certain demographic in the conityun

Internal Communications: email, reports, brochures,newsletters, and memos

In addition to external communications, it is alsgortant to inform and obtain support from intdrataff
members. Using email, reports, brochures, newsetédd memos are all common ways to keep your igpaf
to date on the exciting things your municipalitydsing to
addrgss c_Ilma}te change. The beauty of thls mediuthmat your ~ DID YOU KNOW: Recently, online
municipality is most likely already using these dgp of forums have become a popular mediunf -
communications to convey information — so ther@asneed ¥ allowing users to post thoughts, interact with
for the creation of new routines. Remember: if yoa seeking] ,nd discuss issues with peers, all from the
behavioral change, you will need to provide appederf comfort of their home.

information as well as tools to allow your audieteémplement
the desired change.

Websites

An educational site that has interactive screeasigg, and communications materials that are eaddptable

to the needs of different audiences — one stopphgysite — is invaluable. It is also one of tlestways to
reach a wide and diverse audience. Titg of Berkeley California has an excellent energy and sustdibabi
website which provides resources for community mensiton relevant energy policies, energy saving tips
climate action news and events, and a blog wheiidests can communicate with each other. Additignthe
City of Portland, Oregofinas an outstanding sustainable development wehsiteserves as a clearinghouse of
information for all sectors of the community (remndis, businesses, and property managers).

Best Practices - Climate Pledges

Boston, MA & Chicago, IL
A recent development has been on-line environmentalimate pledges that local residents can sigrioo
Both theCity of Boston Massachusetts and t@#y of Chicagg lllinois provide pledges that allow residents to
register to and receive recognition for pledgingititcommitment to the program.
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New Media: email, text messaging, social networkingebsites and webinars

As technology continues to advance, so too do tkans by which society communicates. As such, it is
important for municipalities to be aware of, andutidize an array of communication tools. Below amme of
the most common new media types currently in use.

Email and Listservs

Email has become a popular and common method ockaqummunication. As such, it is an effective way t
reach out to a large audience in a rapid mannénpwi using many resources. Listservs providesasy ay to
communicate with a large number of people withnalsi click, and may allow for dialogue amongst awoek.

Best Practices - Listservs

Haverford, Pennsylvania

The Township uses listservs to send regular announcememgsidents about upcoming events and items which
may be of interest to its citizenry. In some communitietsdrvs are broken down into more narrowly focused
groups, such as by neighborhood, committees, or inteesst égardening, PTA, etc.).

Text Messaging

You can use text messages in many ways, but thdiumehas been proven effective while organizing a
campaign or for alerting people to breaking news @mcoming events. Text messages will probablgnate
best with a younger crowd (i.e. university studgtttat have cell phones and are accustomed to tisémg for
text messaging.

Webinars

Webinars are short, web-based seminars that altowinteractions between individuals — traditionaltyr
training purposes. Generally, webinars are focused specific topics, with a presentation or lecture,
accompanied by an interactive session that alloaigipants to ask questions in real-time. ICLEk$IS
webinars to train members on a number of topicsiiticg conducting a greenhouse gas inventory.

Blogs

A blog is a web site that shares commentary, datsons of — .
events, or other material such as graphics or gid&bogs " IDlI:') Y?U KNO\|V= 'C;LEl IS cu_i_rentlt);] t
normally have a specific focus or particular subje®a that w ;rcé ITJ%inor ﬁésvmgﬁg ?nn%c\)/r;'t?\“/lén'\;fas g
they focus on. A typical blog is a combination ekt images, communigate with their communit |fy o
and links to other websites. Municipalities can biegs as aj |_ o examples you would like 3{0 sr){a
forum for sharing information about environmentetiaties in please emaihissy.stults@iclei.org

your community and to solicit community feedback.

Television Programs

Local governments that have access to public ttmvistations or that have media personnel (otdeskil
community members) can explore the option of cngat regular running ‘environmental’ program. This
program can highlight activities the municipality taking, creative community-wide activities, orcaming
environmental events in your area.

Best Practices - Climate Pledges

Ann Arbor, Ml
The City of Ann Arbor produces a television prograalled “Eco Sense”, a series of 30-minute talkmew
programs about energy and the environment. Vidips eind excerpts from the “Eco Sense” show areepost
on the Ann Arbor Energy’s Office’sou Tubepage.
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Section IV
SUMMARY

Effective communications and community outreach W critical for municipalities striving to redudheir
emissions. This Guide was designed to provide guieldo municipalities as they prepare their outrezftorts.

Below is a checklist that incorporates all of thajon points necessary to ensure successful complefiyour
community outreach and communications program. Ramee that most of these items can be completed in
almost any order, but all steps need to be conghléteyou have further questions about informatiorthis
Guide or about how your municipality can move fordvavith designing an effective media or community
outreach campaign you are welcome to contact yogall ICLEI liaison or contact ICLEI directly.
(http://www.icleiusa.ory

COMMUNICATIONS AND OUTREACH CHECKLIST

Assessed Target Audience

Clearly Identified Objective for Outreach (what ylmu want your message to do?)
Determined Message

Identified Appropriate Target Audience

Tailored Message to Resonate with Target Audienogésests and Needs
Ensured Message Has Action Items

Identified Appropriate Messenger — One that WilsBeate with Target Audience
Selected Appropriate Medium for Conveying Messadedja or Other)

Provided Opportunity for Feedback on Success ofsslging

ENEEEEEEN
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Appendix |
RESOURCES

Local Government Websites

City of Portland, OR Office of Sustainable Develagrhhttp://www.sustainableportland.org/

Maricopa County’s Clean Air Campaighttp://www.runningoutofair.com

Nashua Green Tearttp://www.nashuagreenteam.org/

Climate Change Educational Information

The Environmental Protection Agency’s Global Wargn8ite
http://lyosemite.epa.gov/oar/resources.nsf/webs@apenform
http://www.epa.gov/globalwarming

Frequently Asked Questions about Global Warmingritime National Oceanic and Atmospheric Association
(NOAA)
http://www.ncdc.noaa.gov/ol/climate/globalwarmirigoh

Regional Impacts of Global Warming
http://www.epa.gov/globalwarming/impacts/index.html

Environmental Defense Fund's Global Warming, MyghRact
http://www.edf.org/pubs/FactSheets/e GWFact2.html

Global Warming Explanation from New Scientist Maigaz
http://www.newscientist.com/nsplus/insight/globad{fhtml

Union of Concerned Scientists - Global Warming Scee
http://www.ucsusa.org/global warming/science

Global Warming Central
http://www.law.pace.edu/env/energy/globalwarmingpht

NOAA Global Warming Update
http://www.ncdc.noaa.gov/ol/climate/globalwarmirigoh

Environmental Defense Fund - Understanding thedasite
http://www.edf.org/pubs/Brochures/globalwarming

World Climate Report
http://www.greeningearthsociety.org/climate

World Wildlife Fund Climate Change Campaign
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http://www.panda.org/climate

IEA Greenhouse Gas Research & Development
http://www.ieagreen.org.uk/

Environmental Defense (ED) Global Warming Games
http://www.envirolink.org/orgs/edf/games/index.html

Environmental Defense Fund's 20 Simple Steps taée®lobal Warming:
http://www.edf.org/want2help/b_gw20steps.html

Global Warming Explanation
http://www.newscientist.com/nsplus/insight/globad/fhtml

Intergovernmental Panel on Climate Change
http://www.ipcc.ch

United Nations Framework Convention on Climate Gjean
http://www.unfccc.org

Global Climate Crisis
http://www.heatisonline.org

Sierra Club's Site in Support of Increased Fudtteificy
http://www.toowarm.org

Greenpeace Arctic Action
http://www.greenpeace.org/~climate

' Futerra, (2008) '10 Rules for Communicating Sumsthle Development’ http://www.futerra.co.uk/downloads/10-
Rules.pdf

" Futerra. (2005) Communicating Sustainability — how to produce ¢iffeqoublic campaigns.United Nations
Environment Programme.

" See Above

v From lecture by Solitaire Townsend, Chief Exeaaitind Co-Founder of Futerra.

Y Houghton, R.A., 200Revised estimates of the annual net flux of catbdhe atmosphere from changes in land use and
land management 1850-2000

" Ehow.com

" For more information the Climate Project, pleasehstp://www.theclimateproject.org/

"' For more information, please detip://www.sierraclub.org/scp/filmfest/
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