The role of values, beliefs and culture in developing effective practices for climate change education


Pt. 1
· 6 Americas (slide)
· The most important predictor as to where people fall is political ideology.  Therefore the major framework that Americans use to understand the climate change issue is politics.
· The 6 groups are totally different from each other on how they view issue of climate change.  Barely different according to demographics (age, gender, racial/ethnic, etc).  Only exception is the “disengaged” are more likely than other segments to be non-white, less educated, lower income.  Therefore, they are more likely to work harder to meet the needs of their families.  They are also more likely to answer “don’t know”.  It’s not that they don’t care, they haven’t had the time to learn about the issue.
· 4 key beliefs (slide)
· 4 key beliefs are a predictor of the outcomes.  More of these 4 key beliefs that a person has, the more they support the outcomes.
· There is a lnear relationship between the 6 Americas and what was assessed (slides)
· Lack of sense of efficacy of alarmed group stops them from taking action.  It is a motivation problem
· Education of the 6 Americas should be focused on their of belief, don’t engage analytically.  Need to create experiential learning in their local environement.  

Pt. 2
· Zoo & Aquarium attendees vs the 6 Americas (slide)
· Almost 80% of audiences believe in climate change, only small % of audience doesn’t believe
· Heavy dose of pessimism in the Zoo and Aquarium audiences (slide)
· Almost ½ believe humans are having no effect on climate change 
· Almost every visitor has at least 1 barrier to taking action
· Almost ¾ visitors believe 3 major causes for barriers 
1. actions are not very effective
2. cost
3. efficacy – even if I do it, my neighbors aren’t
· Need to determine how to overcome these barriers in the favorable audiences.
· Looked at what actions would have the most impact on climate change and ranked the actions from high to low (slide)
· What they found was consumer behaviors are more likely to be taken by favorable audiences.  
· Percent visitors who are likely to address climate change (slides)
· There is a positive correlation between people who feel a strong connection to animals and their likelihood to take action to address climate change.  
· People with a strong connection to animals are more likely to take action according to both types of behaviors (consumer and support/activism)
· Activism actions drop off much more than consumer actions with those who are less connected to animals.
· The non-believer understands concepts such as how cities are polluted and not safe.  Plan climate change activities/education along these lines
· All groups understand that we use dirty fuel and that we need to start using clean renewable fuel.
· Visitors in the study were asked about their connections to animal and nature.  In many cases, most visitors come to zoos and aquariums because of the wide-open spaces, and find these spaces important.    Many of the zoos in the study were urban.  
· For the majority of audiences, they didn’t distinguish between the terms climate change and global warming.  The alarmed group prefers global warming.  The dismissive group does not like the phrase global warming.
· Another study determined that liberals answer questions the same regardless of the use of the phrases global warming or climate change.  Conservatives show a 20pt difference between climate change and global warming.  
· In the aquarium study, there was almost no difference between the use of the phrases global warming and climate change.  But their audience is weighted due to the beliefs of their visitors compared to the general public.
· We need to stop focusing on the arguments that all scientists don’t agree.  97 % of world’s experts agree.  One way to present this is to ask, “Would I be a responsible father if 97% of doctors told me my kid was sick but I didn’t do anything until the other 3% agree?”  Or “97% of structural engineers say bridge is unstable, but repairs won’t be made until the other 3% agree.”
· All 6 Americas support energy saving actions, except for the use of compact fluorescent light bulb (because of the correlation with Dan Quale). There is a disconnect between motivations and behaviors.  But there are motivations for saving energy and being thrifty.
