
reducing waste. These types of communication fi t within the NPS 
Climate Change Response Strategy goal of “modeling and com-
municating sustainable practices that lead by example.” Many of 
these same actions can be eff ectively communicated to the entire 
spectrum of audiences, by discussing them within other frames 
than climate change.

Cautious/Disengaged. The Americans who are in the middle of 
the spectrum—the Cautious and the Disengaged—are less certain 
in their beliefs about climate change, and feel less informed on the 
issue (Maibach et al. 2009). These segments have fewer fi nan-
cial resources than either the Alarmed or the Dismissive. Mes-
sages that illustrate how to save money by adopting low-carbon 
lifestyles, and that help individuals to develop the knowledge and 
skills they need to accomplish these goals, are most likely to be 
eff ective in facilitating behavioral change and reducing emissions.

Doubtful/Dismissive. For members of groups who believe the 
evidence for climate change is not yet conclusive, research sug-
gests that messengers who are viewed as having similar values 
and who use familiar narrative lines are the most apt to be heard 
by these audiences regardless of the factual content of their 
messages, and are able to communicate most eff ectively (Kahan 
2010, Kahan et al. 2011). Interpreters may be able to achieve this 
by relating stories about the diverse people—spanning political 
ideology, race and ethnicity, age and gender—who have been 
involved in researching or combating climate change impacts in 
the national parks, and the values that motivate them. By using 
this strategy, interpreters suggest to their audiences that there is a 
wider sociodemographic and political range of messengers on the 

seriousness of climate change impacts than they may intuit from 
traditional mass media depictions, which emphasize issue confl ict 
and polarization (Boykoff  and Boykoff  2004). In presenting case 
stories of people of diff erent backgrounds and sociopolitical 
views who nevertheless agree in large part on the causes and 
potential impacts of climate change, audience members are more 
likely to fi nd at least one of the stories personally resonant.

All audiences. Messages that focus on outcomes that are per-
ceived as benefi cial instead of as threatening—such as potential 
for economic dislocations because of governmental regulation—
are likely to be considered more equivocally by all audiences 
(Kahan et al. 2011). As previously mentioned, energy conservation 
and effi  ciency are areas that appeal across all of the Six Americas, 
including the Doubtful and the Dismissive, likely in part because 
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Number of actions that respondent does “always” or “often”from the 
following list: (1) turning off unneeded lights, (2) raising the thermostat 
to 76 or higher or using less air conditioning in summer, (3) lowering 
the thermostat to 68 of cooler in winter, (4) walking or biking instead 
of driving, and (5) using public transportation or car pools.

Figure 4. The average total number of conservation actions that 
Americans take is two to three, according to the October–November 
2008 nationally representative survey (n = 2,129).
Source: Maibach et al. 2009

NPS climate change talking points
In its 2010 Climate Change Response Strategy, the Nationalyy
Park Service unveiled four core messages to be used 
Service-wide in external and internal communication. They 
are as follows: 

• Climate change is happening and human activities are
contributing to and accelerating it.

• Changing climate has consequences for parks, people,
and the planet.

• The National Park Service is responding with practices
that address climate change.

• The choices we make now may help to avoid cata-
strophic impacts in the future.

Similar messaging is also being implemented by the U.S. 
Fish and Wildlife Service and other organizations. The com-
ponents of the key points—that climate change is occur-
ring, that we are certain that it is occurring, that it will have 
negative consequences for people and the environment, 
that people’s activities are a primary cause, and that there
are actions we can take to ameliorate its effects—are based 
on research that suggests that people who hold these
beliefs and attitudes are more likely to be convinced of the
seriousness of the phenomenon and of the importance of
taking action (Krosnick et al. 2006). The study adapted a 
theoretical model of opinion formation to global warming
using two surveys conducted in the mid- to late 1990s. The
National Park Service may wish to evaluate the messaging
strategy experimentally—as indeed recommended by the
study’s authors—to assess whether or not providing this 
factual information increases audience engagement on cli-
mate change.


