Youth on Climate Change: A Guide to Being Heard, Engaging the Public, and Telling Our Story
As young people, we say we are going to Montreal for many different reasons. Some of us say we want to make sure that governments meet their Kyoto Protocol obligations. Others of us say we want to build a movement of activists. Still others of say we want governments to agree on a new set of medium- and long-term commitments. We come with different objectives, and perhaps even disagree over how to achieve them. But we agree on our long-term goal: a secure and sustainable world with a stable climate. And in the long-term, there is only one way to achieve that: through pressure by an engaged public that understands the importance of action on climate change.
This one-pager is intended to help you explain who you are and why you care about climate change. It is here so that when youth speak, even with our many different near-term objectives and policy proposals, we are telling the same big stories about why climate change is such an important issue to people around the world. When we do that together in a coordinated way, not only do we help the public understand and engage; we also amplify our voice in ways that resonate much further and deeper than we could on our own.

This guide was produced by an international youth working group based on extensive social change, cognitive science, and public opinion research, as well as the experience of young people in the field. It contains two “big ideas” (FARSIGHTED and OPPORTUNITY/CAN-DO) –the general stories we should all be telling about the need for action on climate change – and, for each one, sample “gateway messages” – language or images that help trigger the big ideas. It also includes a set of key recommendations that will help you be most effective as a communicator. 
The guide is not intended as a script – though all are more than welcome to use any of it directly in your communications. Ideally, we will all find our own ways of invoking our shared big ideas. But whether you use the gateway messages below or build your own bridges to big ideas, using big ideas as context for your arguments, statements, proposals, policies, statistics, or demonstrations will help you. It will help your audience understand where you are coming from. It will help them understand what they can do to participate. And it will help us all realize the change we want to see.
Big Idea: FARSIGHTEDNESS

Gateway Messages:

”When we built our economy on oil, gas and coal, we didn't know that
burning them would cause pollution that will have serious consequences
for people around the world. We didn't know better. Today, we do. It's time to make smart, responsible choices that our children and grandchildren can be proud of.”


“A stitch in time saves nine.”

“An ounce of prevention is worth a pound of cure.”

Image: open door (works for both big ideas)
Big Idea: OPPORTUNITY/CAN-DO

Gateway Messages:

”One of the greatest accomplishments of the last generation was putting a man on the moon. What’s going to define our generation? Building a clean energy future.” 

“The oil era is ending.  Youth are already evolving toward a clean energy future.   We are calling on our governments to seize this moment and evolve with us. This is an opportunity not to be missed.”
“Energy-efficient technology is out there. Workers are chomping at the bit for more and better jobs. Citizens are ready. And young people aren't waiting – we've already picked up the torch and worked to make our own communities cleaner and more sustainable.  We need our leaders to keep pace with our commitment.” 


”We know the problems, and we have the solutions: the time to act is now!” 
Image: Open door (works for both big ideas)
KEEP IN MIND: Key Tips for Communicating With the Public 

1. Set up your arguments with big ideas and context first - then give specifics. If we all use the big ideas outlined above, we'll help people understand what we're about and why we care.

2. No doom, gloom, fear, or guilt. When people feel bad, helpless, or scared, they are more likely to turn off and less likely to engage or take sustained action.

3. Stress the urgency of the problem without scaring people. Even as we need to avoid frightening people, we also need to stress the importance of strong, concerted action now.

4. Keep it simple. Policy wonks are not our audience; the public is. Avoid jargon and instead focus on a few ideas you want people to remember. Don't use numbers and statistics that aren't meaningful to most people.

5. Don't make it personal. Attacking people on the other side of the debate or their motives turns the public off to your ideas.

