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Summary:

T

An Overview
Setting the context with an overview of the importance of communication and topotipsy
grassroots communication

Running a Communications Campaign
A guide on running a communications campaign. How to know your audience, know your tool box
and create clear communications and messaging. Also top tips for communicating on social media.

Building a communications plan
A run through of building successful communications plan and some example messaging.

Examples of Framing Messages
An expanded list of example messages to localise and share with your community.

Communicating duringCovid19 Crisis
This section looks at framing climate messages in relation to the coronavirus crisis and provides
more example messaging.

Resources
This section lists free online creation tools, sources for content, resources for engaging hard to reas
communities, recommended online communication platforms and much more.



Overview

The Importance of Communication

Informing and supporting your communityo make the changes needed in their own lives is arguably the
most important thing you can doAlthough significant, the emissions from your direct operations and
procurement will be small compared to the emissions that come from your community. You are able to
directly address members of your parish and you aneisted voice You have the chaedo really

influence public behaviour change.

In the past, nost actions have been done wiht the buyin of the public, and mostly through

technol ogical and regul atory “behind the scenes
need tomake will involve people making significant changes to their lifestyles and therefore welherad

on board. The graphelowshows that62% of carbon savings we need to make now will need

behavioural change to drive them, in whole or in paBehaviour chage is now vital if we are to meet our
targets and prevent catastrophic climate change.

9%

Low-carbon technologies or fuels not
societal / behavioural changes

38%

® Measures with a combination of low-
carbon technologies and societal /
behavioural changes

Largely societal or behavioural changes

Committee on Climate Change (2018)ps://www.theccc.org.uk/wpcontent/uploads/2019/05/NeZercTheUKs
contributionto-stoppingglobalwarming.pdf

Part of what is needed, and what local councils can do, is about communicating with your community to
help normalise lowcarbon behaviours ahlifestyles. We have the sdglons, we have the technologwe
now need tosupport widespread adoption dhese solutionandnormalisea low carbon lifestyle.

A cultural shift is needed- if we think back taur childhoods, public health threats such as drink driving or
smoking indoorsvere accepted, but are now frowned upon. This is because they have become socially
unacceptable over time, as social norms have shifédék need to start communicating to pe@pthat high
carbon lifestyles are socially unacceptghle but demonstrating that i1t 1is
lead a more low carbon lifestyl&/e also need to communicate to people that it is normaklk about

climate changethatitiso | onger within thegdgemsi"n baft ‘thhiappy
conversation that needs to be had by everyone, everywhere


https://www.theccc.org.uk/wp-content/uploads/2019/05/Net-Zero-The-UKs-contribution-to-stopping-global-warming.pdf
https://www.theccc.org.uk/wp-content/uploads/2019/05/Net-Zero-The-UKs-contribution-to-stopping-global-warming.pdf

Local councils can have a huge role in helping people in their community to understand the changes they
need to make, but alsbelping them understand hothey can make these changes, where to access
funding or where they might go for further supporiThe belowinfographic comes from a stuayarried

out by Citizens Advicehich surveyed aationally representative sample of 2DQK adults about their
attitudes to net zerolt demonstratesa big gap in whaactuallyneedt o happen i n peopl
what people think they neetd do. For example 90% of homes will need to install low carbon heating
systems to meetthe UWidegover nment target of net zero but
change the way they heat their homes.

What people have told us Most people are happy to make changes needed to

meet net zero

abOUt net zero Make their home Switch to low-carbon Switch to an

more energy efficient heating electric car

We asked a nationally representative sampie of 2002 UK

adults about their attitudes to net zero. Fieldwork was Q - ® ®
conducted online by Opinium between the 11th and ,
13th December 2019

Support the goal to reach

net zero by 2050

7/10 of who we polled were
82% aware of the net zero target.
However, they need help to do so

However a majority (52%) lack Percent of those who are prepared to make the change who say they'd
confidence that the UK can need advice or financial support

make the required changes to

home heating systems.
38% of people think they'll need to change the way
they heat their home to meet net zero

68% of people said they'd find it fairly or very difficult if they had

But 90% of homes need to install low carbon heating to change the heating system to a low carbon option

systems to meet net zero’

. . . . . . . . . Top concerns as the energy market moves to net zero

And 44% of people realised they will have to switch to £ The cost of energy Q Making changes to their
an electric car home

ﬁ i ﬁ i i q Having help and support @ Knowing where to get help if

something goes wrong 4

I AGAT SyQa ' ROAOS O6HAnHNOY
https://www.citizensadvice.org.uk/Global/CitizensAdvice/Energy/Energy%20Consultation%20responses/Zero%20si

m%20(2).pdf
Top Tpsfor Great Grassroots Communication

Below are some fundamental things keep in mind when planning@mmunications strategy:

1. Great communications are established whererybody, including the leadership teajs united
Ay GKSANI 6SEAST Ay GKS LidzNadd Bag the abilitg ti émbod ehdizQ N
articulate that mission.

|l f you don’t think this is the case for your
sure you are altlear on why you are pursuing your climate egency strategy. This could mean:


https://www.citizensadvice.org.uk/Global/CitizensAdvice/Energy/Energy%20Consultation%20responses/Zero%20sum%20(2).pdf
https://www.citizensadvice.org.uk/Global/CitizensAdvice/Energy/Energy%20Consultation%20responses/Zero%20sum%20(2).pdf

|t

- Arranging a joint viewing of one David Attenborough rdceacecwmment ari es, su
Change-T h e FranctheBBCor | i Ae on our planet’ from N

- Providingtraining for your councillors and parish teantheck outThe Carbon Literacy Project

- Organising a Climate Action Diay your council with your communitfemail us at
climateemergency@cse.org.fir more infg

s critical to get internal buy in as this me

genuine way. You want to mobilise every part of your organisation to work together and sing from the
samehymn sheet

2.

Once you have bupn—the Wt [¢ .9 {ista@ood way to make sure everyone at every level of your
team can conisely express what your purpose aaiins aren declaring Climate Emergency. l.e.
could they get the message across toyane they would meet in the pub?

You shouldhink of your Climate Emergency communications as part of a campaigach topic
you are talking about needs to havelaarly communicated purpose and a strong call to actem
people know what you're asking of them.

Campaigns must have a beginning, a middleameéndand follow a narrativeEach campaign
should have a clear goal in terms of improved perceptions, increased understanding or changed
behaviour.

/| 2YYdzy AOFGA2ya& IINB Y2aid adz00SaatdAg oKSy (KSe
constantly reinbrced.l g$vital to make sure your messaging is consistent across all your channels
newsletters, parish magazines, social media, websites, emailen your answerphone message! A
good way to manage this i s t o ssagingand\ariogsdlarbsr a |
of different lengths that everyone can access and copy and paste into their communications.

Saying things once, twice or three times doesn't wérknessage needs to reach the target group
around 10 times before it makes an ingrt.

Know what tools you have in yoazommunications toolboxi t * s bi gger t han yo
important you think about which tools (or channels) will do the job for your different types of
communications.

Build advocates in your communitydentifying people who support your cause is a primary goal of
any communications campaign, so finding and utilising local advocates to support your campaign
will enhance your reach and reputation massively.

Evaluate your communicationsloo much money is spent deaflets, posters and websites, and
too little on research and evaluation. Working out what works has to be integral to a good
communication strategy.


https://carbonliteracy.com/
mailto:climateemergency@cse.org.uk
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6Should we go ahead and declare a climate emergeany then plan our communications campaign,
community engagement and action plan after? Or is it best to have a clear plan and engagement strate
in plan first®

The single most effective way to get engagement and buy in from your community is to inveiwvent the
process and start engaging in two way conversations and discourse as early as possible.

Identify community champions and action groups and get them involved in the action planning prifeass
will be able to contribute local perspectives aexpertise which you can use to inform and feed in to your
climate emergency plan to make it locally relevant.

Many councils copy and pastieclarations from each other (because it is confusingntow what should go
inonel)s o t hese de c lcessadlybie lmcally relevant. Gettingiyeur community to feed into th
action planningeforehand will make your declarati@lot more relevant, valuable and actionable.

I f you haven’t made a decl arati on, itdinybureoureilhyou f
can and should still be undertaking tlsismmunication and engagement activitthese conversations need
to happen and the more you can normalise them the better.

If you are quite far along with your climate action planning, aridklyou know exactly what needs to
happen, if yoocommunicate with members of your community aask them to make suggestions about
what needs to happen, more often than not they will give the answers you had in mind anyway. The
difference is, thiswayyoul | have a groundswell of consent a
them happen.

Running a communicationsaenpaign

Know Your Toolbox

It is crucial for you and your couhteam to understand your communicatiot@olbox in order to know
what tools (or channels) you have at your disposal to communicate effectively with your community.

Remembeicommunication is &wo-way street, so you need to consider what channels make it possible

for you to listen to the feedbek from your audiencep ar t i cul arl 'y as you’'re st
messages. It can be very dangerous to start sending messages out into the world and hoping some of the
will hit the mark.

You want to set out to start a two way dialogue. Lyckirish councils are in the best position to be having
these conversations, unlike larger local and regional authorities.

You're working at the closest | evel-totoe your con
conversations with people and trulyundes t and wh at ' sm, wharp they feal they latko t h e
understanding, what they feel scared about and also what their vision for the fiutée local areas.

Channel Mapping ¥ercise

Different channels will serve different purposes for you sailithelp you to do a relatively straight
forward exercise to map out what’s in your ‘con



List out all the ways you could possibly communicate with residantduding ways you can listen and get
their feedback.

While making this lts think about:

A what types of communicationsach channel will be useful f@ne way, two way, educational, call
to action, relationship building, awareness building

A how regularlyyou canuse it (ie. quarterly newsletter, weekly emails, monthly meeshagnd
A will you reach very targeted groups or will it be a mass communication channel

You can categorise channels basedumat outcome you want to achieve-do you want people to know,

feel or do? Forexample,f you’ re si mpl y r evénsanewsletevoaposenon gosir a b
parish notice board might do the trick, but if
consider using channels that engage tway dialogue and move across the spectrum towardsrigeli
differently o taking action (see examples below).

Instagram & Consultations Virtual Local

Twitter

+ Local

newspapers

« Parish

» Newsletters
» Webinars

» Facebook

» Youtube

» Council
Meetings
+ Surveys

community
events

» Partner

outreach

advocates

« Virtual
action
planning

activity

workshops

+ Community
Champions

website
+ Local radio

This is an important exercise because different issues around your climate plan will require different levels
of communication depending on how much they affect pe&pleves. Some actions, like reducing
household waste or shopping more |l ocally aren’t
things like investing in deep home retrofit or reducing car use, which require more fundamental shifts in
peoplés views and beliefs.

Top Tips for Soal Media

The traditional channels of Facebook and Twitter are two of the most commonly used social media sites.
Here are some tips on how to gde most out of each platform:

Twitter
A Follow others- they will receive a notification and are more likelyfoétiow you back.

A Interact with fellow tweetersusing the'@ feature.



A Try tobe useful, original and contribute to a conversatioithink about what would make others
want to follow you, what you can provide them with and what sets you apart from athtter
Twitter users.

A 2dz O y-tuéet. AgywRhSahdcommunity, you have to be active in it to reap its rewards. This
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generally means tweeting a few times a dagou can use other software to schedule these tweets
if you don’t wantméeo. do them "in real

A Use images as much as possiblieyou mention a past event or action, make sure to include a
photo.

A 52y Q Gpuligss Rallow the 80/20 rule-it * s i mp o r t gmmotiana updates with s e |
interesting links to other blogs, tweets or neat®ries. 80% of your posts should be sharing what
other people have posted, 20% shouldymir own creations

A Make use of hashtag® flag up keywords This will help people find your tweets on these subjects
and will make it possible for something torepd or become a trending topic.

A Keep your tweets short and to the pointtry not to use up all your characters and stick to 1 or 2
hashtags per tweet.

A Publicise and promote your Twitter accouniVhenever you get the chance to promote your
Twitter account do it! Through partners, at events, on youebsite and in your email faer.

Facebook

A Think about what you want out of Facebookf you want a space to discuss issues with your
community, start a Facebook Group. If you want to use Facebook for pronastebnecruiting
followers, then opt for a Paget Gan be worth having both)

A Try to post something at least 3 or 4 times a wedtacebook will otherwise flag your page as not
relevant—and show your content to fewer people.

Follow the80/20 rule (as above).

Always respond to comments

Positive postsare generally better likethan posts that are negative.
Images or videosire a must Post shareable content. Try listicles.

Personal stories can make a big impagather stories about local peogl

o To o o Do o

Thinkwhy would people share your content¥hat does your post say about the person who
shares it on their own timeline?

A Short posts are betterldeally fewer than 40 characters.

Worried about dealing with negativity on social media? The Society for Local Council Clerks have worked
with a social media specialist, Sam Flynn, to provide guidance to local councils at their 2021 practitioners
conference on how to deal with negative kmhour from others on social media. Contact the SLCC for
more detail or to see if a recording or resources are availdips://www.slcc.co.uk/practitioners
conference202l-agenda/



https://www.slcc.co.uk/practitioners-conference-2021-agenda/
https://www.slcc.co.uk/practitioners-conference-2021-agenda/

Know Your Audience

Once you know whathannels you have in your communicatidaslbox, you can start to plan how you
will use them to communicate different parts of your climate emergencytetya

It may be that there is existing environmental activity happening in your area already, which can help you
when engaging your communitisset mappings a useful starting poirtiere—have a think about what
already exists in terms of environmengadtion in your area. When it comes to climate and environmental
action, there may be a number of existing organisations, voluntary groups, community groups already in
your parish, or in the wider area. A good way to start thinking about engaging your woityrto take

action is to think about what already exists, and how can you connect residents in your parish to those
groups and activities.

You can do this through chatting to locals, doing some -thesled research, getting a group of people
together andpooling together their knowledge of existing activities in the area.

Common groups and activities to look for:

Friends of the Earth local group

Transition Network (local Transition Town)

Friends of the.. (green space community group
XR

Activist groups

Conservation groups

Local Wildlife Trust

Ramblers and walking groups

Local swap and repair forums

Liftshare and car pooling groups

Local tradespeople with skills such as buildings retrofit

[ R e et B an-R AN e cnt- A e ant- AN e e

It is also important that you have an understanding of who youtiag to engage what are their
attitudes toward climate issues, are their lifestyles and habits carbon intensive or are they environmentally
conscious, what behaviours could they be changing and how likely are they to push back on messages?

Messaging

When you have a goograspof the tools and channels avail@ito you for communicating andlzetter
understandng of your community you can think about the messaging you will include in your
communicationsampaign

Messages sit at the core of yourcommurat i ons pl an, t hey rapeatedagan atdi t s
again.How youpresent and frame these messadess a huge impact on the way they are received by
people.Ultimately the type of message and the way it is framed will determaihether youachieve your
desired outcomes- whether that be increased understanding, behaviour change or attendance to events.

Key tips for your messaging

A Don’t just ¢ ommucomnurEcate thetsblgionsBe positiveeatout what people
are doing to tacl the climate emergency iyour area and in others.

A Make sure taccommunicate the cebenefits of the activities you are doing, or of the types of
activities you are encouraging members of your community to do. For example:



- Being more energy efficient at home can lead to cost savings and comfort as well as carbon saving

- Setting up a community energy project can generate income that will be put back in the
community.

- Spending money on more tree planting will alleviate tnvsting in the summer as well as storing
carbon.

Check out theéAshden Climate Action €aenefit Toolkit

A When communicating to your communiyit is important that youknow who you are tryingo
engage What are their lifestyles, what could they be changing, how will they respond to your
messaging?

A Tell storiesthat speak to communal valuesd make themiocally relevantif possible- storiesof
collaboratian, mutual support and compassion wiklp to oppose more divisive narratives.

A Back up with scientificevidence ut don’ t us e .Thsmn lendlagitimatytanjou r s
wor k and why,asiwell'asincieas® undetstandiBiick to the welestablished areas
ofsciencer epeat the basics, and be accurat e. Bu
focus on the solutiondnclude norenvironmental sources too, for examgles World Economic
ForumandThe UK Ministry dDefence

Clear communications

Overarching all your climate emergency activities, is the neemiomunicate clearly with your
communitywhat you are doinghow you are doing it and most importantighyy ou ar e doi ng
declared a climatemergency-shout aboutit'ify ou’ ve done actions towar ds
even louder!For example, putting heat pumps on council buildimge as a showcase for locals to see how

a less know technology worksyst an open day or puttao-page spread in your parish newsletter.

One way of doing this is by keeping your website and socialaypadjes active and up to date with your
climate emergency related activities to share progress, top tips and learnings!

The purpose of doing having clear communications is to:

A Make national and global issues locally relevant and to motivate effectiwgdn@l and collective
responses to the climate emergency.

A Provide civic leadership within communities by encouraging behavioural change, promoting
community wellbeing and leading by example and demonstrating good practice.


https://www.ashden.org/programmes/co-benefits
https://www.weforum.org/agenda/2020/01/top-global-risks-report-climate-change-cyberattacks-economic-political/
https://www.weforum.org/agenda/2020/01/top-global-risks-report-climate-change-cyberattacks-economic-political/
https://www.gov.uk/government/publications/global-strategic-trends

Case study

The below imagshows the homepage of Bradfeah-Avon’ s website. As you
section on their website, which they update regularly, on what they are doing to tackle the climate
emergency. This is a oisop shop for people to see all the projects yhean get involved in. View the page
here: https://bradfordonavontowncouncil.gov.uk/climatemergencyinfo/

-~
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Building a communications plan

As already discussed a communications plan for the climate emergency will need to reach all sections of your
community, and so you will need to think about who the@seliencesa r e , OWKH a/tyhéyftedYo use to get
their information from, and what kids ofmessagesvill resonate with them. The following few pages introduces
you to an approach that you could take to build your pdawd provides some example messages for certain
audiences, hopefully offering you a useful starting point for your comoatioins campaign

A good communications plan tells stories, rather than just attempting to communicate facts, and is about dialogue,
not monologue. As a parish council, you can’'t be ex
empower them to have the right conversations, and tell their own storiBegin by thinkingbout the different
audiences that exist ipour community, the channels they use, and the messages that they are most likely to want
to spread and most likely to want toceive and from who

For example, one audience might be *parents with yo
Audiencegan also overlap, for examplermebody can be interested in one thing as a parent of young children, but
have diferent drivers as a business owner.

For each audience type now think about what *‘channe
might use-traditional or social media, specific platformsegr networks etc.

For example:

Audience Channell Channel 2 Channel 3 Channel 4
Young Schools Youth clubs (face t{ Social media Physical
people/teenagers | (newsletters, face, newsletters, advertising (eg:

assemblies) notice boards) posters)
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As mentioned ggood commure at i ons spgloat etsdpgl tisj ust
t hose

it mu st be
from someone else.

l i nked

t o

how

facts

be
Wi

based
I i mpact

Nowthink aboutthe messages that would poteratly resonate witlthe audiences you have identified in your
community, and who is best placed to deliver this message.

For example:
Audience name| Message & Message & Message & Message &
messenger(s) messenger(s) messenger(s) messenger(s)
Young Message: Young Messagelearn new| Message: Creating | Message: Tie in with
people/teenagers | people are the futurg skills by getting sustainable ad wider global

and will feel the
impacts of climate
change the most.
Weneedthem.
Message of

empowerment.

Messenger: This is
best coming from
other young people
in the community
(eg¢ youth climate
ambassador?yr
from any climate
activists in the area.

involved in the local
communityg great
for university
applications and
future careers!

MessengerSchool
staff (especially
OF NESNRA

climate friendly
policies will ensure
they have a higher
quality of life in the
future.

Messenger: This is
best coming from
other young people
in the community
(egg youth climate
ambassador?)

messages around
youth prdests and
youth
empowerment.

Messenger: This is
best coming from
other young people
in the community
(eg¢ youth climate
ambassador?)

Thisis a highlevel overview of how you wodlbuild your communications campaigriou would want to build kst

of audienc
that you'r

audiences, or because youdl n ’ t

es so0o you can be sure that you’ve got a
e not missing big segments of your commun
realise that your channels might

Use the table below to hild these messages and channels into a communications plan and communications
calendar, so that you have regular touchpoints across all audiences, across the Yéamhave inserted some key
messages to get you started:

CHANNEC

AUDIENCE

Facebook

CHANNEL
¢

Twitter

Young What is N/A
people/tee  happening in
nagers the local

area? Link to

youth

CHANNE | CHANNEC CHANNEC CHANNEC
LC

Parish School
newslett

er

N/A

Opportunity to be

Local paper
newsletter

N/A

a youth climate
ambassador and
gain some skills

Physical
advertising
(posters)

Young people
wanted to feed int
neighbourhood
plan! We need the
passion and visior

ar oun

p

I
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Examples of Framing Messages

Top Tipg make sure yowse the work of the Climate Outreach Information Networl

This section summarises some key principles for canioating the climate emergency.iticludes views
from our own communications teamxperience, but also draws heavily on the work of @lgnateOutreach
Information Network. This norprofit organisationis internationally recognised for their specialismhelping
peopl e communi cate around climate change. | n
November 2020, demonsttes that British society can be split inteevensegments with regard to their
attitudes to climate change. Helpfully, their research shows that a majority of people in every one of thg
seven segments of society are concerned about climate change, anohdénaies the key messaging
approaches that resonate best with each of them.

Cli mate Outreach’s \ngpb:gciinhaécoudraach.obgé f ound her e:

The Britain Talks Climate resources can be found Ihnéites://climateoutreach.ora/reports/britaintalks
climate/

A special publication on communicating about climate change during the pandemic can be found here:
www.climateoutreach.org/resources/communicatiwfjmate-changeduring-covid-19-crisis

{LISF] G2 LIS2LX SQa oI f dzSa

Rather than focusing on facts and figures, frame messages around themes that speak to particular values like
resilience and local empowerment, justice and balance, universalism and the moral collective duty, intergenerationz
responsibilities.

Resiliencellocal Empowerment

1 The COVIR9 crisis has shown how vital it is that @ammunitiesare preparedand protected from harm—
and to take action even when the threat feels distant. As part of our recovery measures, we must step up
our ability to handle problem stemming from climate disruptiolVek now we ' r e extramei ng m
weather events We can see this threat to health, safety, and economic prosperity. Now is the time to get
ready for what lies ahead

T We’ve seen what we can dhoe wahmeanz iweg wkoirrkd rnt eosgse t ehred
communities. We deserve a plan from government t
gives them the resources needed to |l ead the eaeco
to build it together.

9 During he pandemiave have built networks of neighbours and commumitgmbers to support one
another. We can work together as individudts strengthen ourcommunitiesand take action to prevent
catastrophic climate change.

1 Peopk in fown namg have risen to the huge challenge facthgir communityduring Coviell9. It is just
this community led response that will allow us to rise the challenge of tackling the climate emergency.

Justice
1 The Covidl9crisis, like the climatemergencyis a human crisis. And, just like the climate crisis, it will
disproportionately affect the most vulnerable in our societies. We must continue to fight for the future we
believe is right-advocating that any response and recovery from the C&@Ipandemic upholds human
rights and human dignity and transforms our society and economy in a way that tackles the climate
emergency and creates a fairer world for all.
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https://climateoutreach.org/
https://climateoutreach.org/reports/britain-talks-climate/
https://climateoutreach.org/reports/britain-talks-climate/
http://www.climateoutreach.org/resources/communicating-climate-change-during-covid-19-crisis-evidence/
http://www.climateoutreach.org/resources/communicating-climate-change-during-covid-19-crisis-evidence/

t’s more important than ever that wgetheradteventoneime t
benefit and for the planet’s benefit. 't is this
should use to inform other global crises.

The pandemic has brought to light the crucial role of cleaners, shop wodedngery drivers. These lepaid
workers will be hardest hit by the climate emergen®yow is the time for uso stand with the people and

small businessesho have beemworking to keep our country moving, andrteake sure that everyone who

has losttheij ob or can’t make rent is | ooked after pro
Covid19 has placed the most vulnerable in our society at risk. Climate change will
disproportionately affect the poorest, most vulnerable communiti&. need to do right by each and
every person in our smetyand strive for a fairer system and healthy plande might all be in the same
storm but we’re not all/l in the same boat.

Climate change is a moral challenge. Climate change is harming the poor and vulnerable. We should care f
everyone in societyit is our responsibility to preserve the legacy of our parents and provide for the future

for our children.

Balance

)l
)l
)l

Climate change is disrupting the natural balance of our world. By taking action we can restore that natural
order and balance.
Whichiswgwe must build back better . —&lspolkesittyewheelefal t h
climate breakdown. We cannot fix the climate c¢ri
Covid19 has been first and foremost a human crisis aedface another estential human crisiOur
changing climate is a si gn weieadttotakeactioreto restotealancé. s y r
Here are some key actions you can take today:

0 Buylocal

o0 Use green transport

0 Minimise waste

0 Ensure money is investedsely

0 Get involved icommunity energy opportunities

Universalism/the moral collective duty

T

We’ ve seen communities al/l over the worl d, cCome
This virus is a reminder that we are all part of ondogla&wommunity, and we need to @perate to solve
gl obal problems. Let’s show our thanks and suppoc

crisis- health workers, carers, supermarket staff, lorry drivers, teachers, and so many others.

Cororavirus is a national emergency. Without action to help us weather this storm, thousands of us will be
swept into poverty or left to sink. But our Government can act to strengthen our social security system;
both now and as we move through this momenoli&ion] is within our reach and will be a lifeline for
everyone who is struggling.

The pandemic has shown just how much we need each other to g&¥téywe it to our children to make
tough choices now.

We pull through by pulling together. We can ptdether to tackle the Climate Emergereywe have done
during Covidl9 crisis.

Now more than ever, this virus has shown us that
together to demand what we all need to stay wéfi.the same way wean standunited to ensure our own
wellbeing and rewrite the rule® ensure better health for us all for generations to come.

Old Vs New

Explain what it was about the old normal that negatively impacted our lives and offer tangible routes to achigeve new
better future.
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As we look to build back better,m0' s t he t i me f otokeepdokingoutdoedach ptheitps r i
keep compassion and justie¢ the heart of our communitiedp keep strengthening the systems that

support us all when timeare tough. As we rebuild, we can make sure our systemsodyambitious local

climate action plans

As we recover and redesign our economies, we should carefully consider what we bring forward. Now is the
moment to rethink our use of fossil fuels, the energy of the pa&t.are alht riskfrom climate breakdown

Every subidy we offer, every stimulus wadopt, should move us toward clean energyd sustainable

systems Recovery packages should invigorate the industries that will move us into the future, not try to
resuscitate ones that are already being phasetl ou

If this crisis has shown us anything,)is t hat t he syst e mlivespanlieqdickly pl ac e
changed for our collective wellbeing/e have a chance tfix what is brokerin our society and build world

which can sustain us well into the future.

Individual change as a part of veidsociety change

Just as ouresponse to the pandemic has shown tlnaeré willing and able to adjustur lives to respod to a large
scale threat and protect each othewearing a face mask or taking steps to avatiters—we can takeaction
togetherto fight climate change.

1

We are seeing public infrastructure, like bicycle paths and pedestrian walkways, in a new light. They have
become symbols of community and essential resources for physical and mental health.

Embed lifestyle change in the longerne

Jobs

T

During lockdown rare people than ever have been walking and cyclixrg.there anyenvironmentally

friendlyc hanges vy ovarthe last fewamtbeths hat you’ dWé'i kel @ we kte@ plPe
them.

ShowcaseThis group of neighbours [town hamg set up a food waste scheme. Is there anything in your
area that’'s helping tackle climate change?
ShowcasegfThi s business] offer deliveries using a car (
of the ways they are reducing their @monmental impact, and will hopefully inspire others to do the same!

Now is the time to build thevorkforce and to equip UK workers with vital skills for the futdilee netzero
economy will require a netero workforce, able to install smart lesarbon heating systems and to make
homes comfortable; to design, manufacture and use-@masbon products and materials; and to put carbon
back, rather than taking carbon out, from under the North Sea.

An ambitious national programme to retrofit housing wienergy efficiency measures, alongside the
continuing installation of smart meters, would quickly create long term employment while cutting bills by
hundreds of pounds for customers and reducing emissiotiss://www.energy-uk.org.uk/ourwork/pwc-
and-energyuk-rebuildingthe-uk-economy.html

Easing planning barriers for onshore renewallas the potential taunlock 45,000 new jobs & pump £29bn
into the WK economy over the next 15 years, as well as saving £1.5bn on consumer energy bills
https://www.businessgreen.com/news/4017851/repeanshorerenewablesboostuk-economygbp29bn

Energy
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The economic case for renewables is stronger than &weget back to a stable climate, we have to stop

using fossil fuels. They put human health, and our future, at risk. The responsible thing to do is to switch to
other types of energy. This shift requires bold, coordinated action, led by government. The pandemic has
proved that—butthatécamnbedondg easy

We can all take climate action by reducing our energy use at home. Here are some energy saving quick win
to try https://energysavingtrust.org.uk/homenergyefficiency/energysavingquickwins



https://www.energy-uk.org.uk/our-work/pwc-and-energy-uk-rebuilding-the-uk-economy.html
https://www.energy-uk.org.uk/our-work/pwc-and-energy-uk-rebuilding-the-uk-economy.html
https://www.businessgreen.com/news/4017851/report-onshore-renewables-boost-uk-economy-gbp29bn
https://energysavingtrust.org.uk/home-energy-efficiency/energy-saving-quick-wins

Communicating during Cov#d9 Crisis

The following section looks &taming climate messages in ralat to the coronavirus crisignd again
summarises the work of th€lmate Outreach Information Networlt is important to note thath e r e’ s
lots that can be said about hand it is alynamic situation with public attitudes shifting on a daily basis.

So the first thing to say #giming is crucial When people are still currently suffering greatly and
experiencing real trauma, they will not be open to messaging about the climate crisis.

Strong climate change messaging during this period can come acrosssatisédd and insensitive to the
needs of people who are suffering. The wrong communications at the wrong-tifar example

celebrating falls in emissions as a result of people losing jobs and being trapped in their-hasesa
serious risk of backf i ratathe.neeSswf diffédrentsaudiemgsatragigent t
moment.

Regardless we shoul dn’ t -caked "bdnefita"tofdhe pahdemi@&his arsis- likeothe
climate crisis-will hit the most marginalised, the poorest, and those least able to rectivemardest.

However, evidence also suggests that a window of engagement may open up afterwardaique
moment where people have the space to reflect upon what they have gone through and think about
whet her we want to go back to a “new nor mal

Beloware somebasic guidelines to help you communicate effectively and sensitikeging the COVH29
pandemic and going forward:

A In theshort term, during the pandemic we should Bisteningto how this is affecting our
communities anchow we caroffer suppot. Signposting to local suppodnd showing our care and
understanding for the challenges.

A When people are able to start moving forward ahéhking about recovery we should be framing
our messages hyalking about communal valuebke resilience and lodempowerment, justice
and balancethe moral collective duty ankindness.

A Weshould 92AR GFf1Ay3a o2dzi O2NRYl @A Nadriaking&Zrude S A y
comparisons between coronavirus and the climate crisis. Do not attempt to argue that climate

change is ‘"more important'’
5h
D

Listen.
Understand how this is
affecting communities
& how you can support.

Talk about COVID-19 as
“good for the environment”
It’s insensitive to
people’s suffering.

Signpost to support &

useful local information.
Pit the two emergencies
against each other.
Avoid crude comparisons
between the crises, or saying
one is more important than
the other.

Show care &
understanding
for the challenging
circumstances
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http://www.climateoutreach.org/

OEI YL S 2F GFNIYAYy3Ié YSaal 3S& | N dzy/§

Resilience/ Local empowerment

& ¢ KS -Actsis Bas shown how vital it is that our communities are prepared and protected from h
and to take action even when the threat feels distant. As part of our recovery measures, we must step
ability to handle problems stemmingfrotf A YIF §S RAANMzZLIG A2y d 2SS (y26
events. We can see this threat to health, safety, and economic prosperity. Now is the time to get ready
gKIFG tASa | KSI Roé

G2 SQ@S SSy oKI éS Oy R2 ¢gKSNY BSS @2 NGy R 2NSa
O2YYdzyAliASaodp 2 ASNBS | LIty FNRBY 3I28SNYyYSy
GKSY GKS NBa&2dz2ND YySSRSR (2 fSIR GKS NE@@SN
buildit together£

i Q)

Moral collective duty

G2S5SQ@S aSSy O02YYdzyAGASa Fff 20SNJ GKS g2NIRx O
This virus is a reminder that we are all part of one global community, and we needperete to solve

globalLINR 6t SYad [ SGQa aK2g 2dzNJ GKIFyla | yR &dzLJi2 NJ
-KSEFEOGK 62NJ] SNARAZ OF NENES>X &adzZLJSNXYEFNJ] SO adlFFFz 3

Justice

d ¢ KS -19 2rigid, like the climate emergencya isuman crisis. And, just like the climate crisis, it will
disproportionately affect the most vulnerable in our societies. We must continue to fight for the future \
believe is right advocating that any response and recovery from the CQYIpandemic pholds human
rights and human dignity and transforms our society and economy in a way that tackles the climate
SYSNHSyOé FyR ONBI{#Sa I FFIANBNI g2NI R FT2NJ I ff o

G¢KS LI YRSYAO KIFa ONRdzAKG G2 fAIKGEG (KS hoddlimpaid
workers will be hardest hit by the climate emergency. Now is the time for us to stand with the people i
small businesses who have been working to keep our country moving, enadkéosure that everyone who
KFa f2aid GKSANMBYR oA 2N D2YDR IYFQSNI LINR LISNI & dé
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Resources

Free Content Creation Tools

1 Canva(free designer)
- Social media graphics
- Infographics

- Posters

- Social profile image sizes
- Pull an interesting stat or meaningful quote from a blog post

1 Biteable(free videotemplates)

- Turn a blog post into a video
- Create a howo video

Engagingpecific groups andammunities

https://climateoutreach.org/resources/mew-conversationwith-the-centre-right-about-climate-change/

https://climateoutreach.ordresources/recommendationfor-engagingyoungpeoplewith-climate-change
campaigns/

https://climateoutreach.org/resources/journadrticle-religiouscommunities/

Further Resources

A Climate outreachww.climateoutreach.orghave a fantastic collection of research and practical guides to
help communicate about climate change in ways that resonate with the values of diffeudiences.

A The CSE websiteww.cse.orghas a variety of great support resources on our Local Energy website on local
energy projects, renewables, community engagement &te will also be producing climeemergency
resource packanentioned in the webinar, theseill be psted on our website in the coming months.

A CSE Factsheetsvw.cse.org.uk/resources/category:advickeaflets Agreat source of content for your
campaigns and engagement activities are CSE advice sheets, we have over 50 on everything to do with hor
energy use-from heat pumps and battery storage to underfloor heating and insulatigou can downlod
and distribue these for free, ouse the text and facts to share in your own campaigns.

A Friends of the Earth havereated the climate action hulbvww.takeclimateaction.uk/resourceswhich
provides resources, tming, tools & guides for cliate action groups and councils

They also have a host of case studies of innovative examples of what councils across the UK andgiioing
www.takeclimateaction.uk/resources/councilgackling-climate-chaos

A The Green Open Homes Network websitevw.greenopenhomes.nehas a vast library of useful resources
available which are free to use, apdent organisers still use the micro site to promote their events. Go and
take a look at previous events to get an idea of what you could do in your area.

A Resources for schools and educatdrisps:/www.campaigncc.org/schoolresources
https://www.cse.org.uk/localenergy/resources%2(&croll to resources for schools and educators)
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https://www.canva.com/
https://biteable.com/
https://climateoutreach.org/resources/a-new-conversation-with-the-centre-right-about-climate-change/
https://climateoutreach.org/resources/recommendations-for-engaging-young-people-with-climate-change-campaigns/
https://climateoutreach.org/resources/recommendations-for-engaging-young-people-with-climate-change-campaigns/
https://climateoutreach.org/resources/journal-article-religious-communities/
http://www.climateoutreach.org/
http://www.climateoutreach.org/
http://www.cse.org.uk/resources/category:advice-leaflets
http://www.takeclimateaction.uk/resources
http://www.takeclimateaction.uk/resources/councils-tackling-climate-chaos
http://www.greenopenhomes.net/
https://www.campaigncc.org/schoolresources
https://www.cse.org.uk/local-energy/resources

