
Accelerate Climate Action 
with

Behavior Change
Caroly Shumway, Director, CBC

Rebecca Edgecumbe, Director, ABACC
Justin Rolfe-Redding, Social Scientist, CAL

Jo Bjorgaard, Sr Climate & Health Manager, CAL 

climate.bds.comclimateadvocacylab.org

Caroly Shumway, Director, CBC

Rebecca Edgecumbe, Director, ABACC

climate.bds.com

Accelerate Climate Action with Behavior Change



Agenda

► The Behavior Change Process

►  Accelerate Collective Action with Behavior Change Tools

► Examples of Behavior Change Tools in Action

► Health: A Powerful Motivator for Behavior Change

     

       

                       



The Behavior Change Process
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Identify your Audience

The converted: already worried about and care  The disengaged, doubtful, and dismissive

Image credit: © John Cook, 2020 Image credit: © John Cook, 2020
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Return on investment?

Mitigate 1-8 million metric tons of CO2e by 2030  
at a cost of <$1 of philanthropic investment per ton of CO2e

Redstone (2025)

Collective Action

Redstone (2025) Changing the Game:  Community-based strategies and climate mitigation 



My family/friends don’t do this. 
∙ Social Pressures

My actions don’t matter anyway. And others don’t care.

• Lack of Perceived Behavioral Control or Response Efficacy
∙ Pluralistic Ignorance

I don’t have to worry about it yet. Other things are more important.
∙ Present Bias/Future Discounting

Identify Barriers
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Bamberg et al. (2015); also see  Doherty and Webler (2016) 

Theory Of Behavior Change 
For Collective Action
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My family/friends don’t do this. 
∙ Social Pressures

My actions don’t matter anyway. And others don’t care.

• Lack of Perceived Behavioral Control & Response Efficacy
∙ Pluralistic Ignorance

I don’t have to worry about it yet. Other things are more important.
∙ Present Bias/Future Discounting

Identify Tools

Social norms 
Social identity

Increase efficacy

Legacy motivation

 Tools
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                           Join hundreds of property owners in your area 
                             lowering their flood insurance costs!
            

Faulstich-Hon, M., Sherman, E., Smith, G.(2019) Act to Adapt: Behavioral 
Design for Climate Adaptation. Ideas42.

Tool: Social Norms



Social Comparisons: Most Effective
                                     Intervention

Bergquist et al. (2023); Waters et al. (2024)



              Climate Change Concerns and) Policies

Sparkman et al. (2022)

Social norms can accelerate public support for climate
concerns and policies



Tool: Dynamic Social Norms

Figure Modified from Sparkman and Walton, 2017; also see Mortinsen et al., 2019 

Static norm statement: “30% of Americans make 
an effort to limit their meat consumption.”

Dynamic norm statement: “In the last 5 years, 
30% of Americans have now started to make an 
effort to limit their meat consumption.”



Exercise: Social Norms (Dynamic)

 

DYNAMIC SOCIAL NORM. Which ONE message uses a dynamic social norm to 
encourage community solar signups?

a. I switched to community solar, says a social influencer.

b.  In the last two years, more and more New Yorkers are switching to community solar. 

c.  Community solar is the right energy choice right now.



Tool: Social Identity

 

• Help people think of themselves as a member of a pro-climate ingroup already.

Mannetti et al. (2004); White et al. (2019)
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Milfont et al., 2020



Tool: Increase Efficacy

Tool: Offer Hope and Climate Solutions
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Doherty and Webler (2016); Lorenzoni et al. (2007); 
Waters et al. (2024); Hornsey (2022)



How can you Increase Efficacy?

Increase a person’s beliefs that they CAN make a difference. 
Promote first-hand experiences in collective action, or share other’s success stories.

Highlight importance of individual actions contributing to a collective goal. 
“It only takes a few to move the needle. If we all work towards...

Encourage the belief that working together we will address or reduce climate risks. 
“Together we CAN make a difference.”  

Help people identify with a particular group already taking action.
“Join the majority and add your support to this climate bill.”

Doherty and Webler (2016); Lorenzoni et al. (2007); 
Waters et al. (2024); Hornsey (2022)



Exercise: Increasing efficacy
Which TWO messages below increase efficacy?

a. Pennsylvania is facing increasing climate disasters, like flooding. Will 
you support this climate bill to help?

b. Rhonda and her friends wrote their state legislator, urging her to pass 
the climate bill. The bill passed! Can you do the same? 

c. Studies show 85% of Pennsylvanians support this climate bill. Will 
you support it too? 

d. For too long, our representatives have ignored our climate crisis. 
They must pass this climate bill now. Will you help us get it passed? 



Tool: Legacy Motivation

• Predominant reason for climate action

• Effective in convincing politicians

• Predicts Latino’s support for climate policies

Potential Energy Coalition (2023); Yale Program on Climate Communication (2024); 
Belden et al. (2002); Sherman et al. (2020); Pearson et al. (2021); 2028istoolate.org

We need immediate action on climate change, 
because later is too late.

TOOL: Legacy Motivation



Credit: Prince Ea and The Nature Conservancy

https://www.nature.org/en-us/get-involved/how-to-help/earth-day/?vu=planettogether


Exercise: Legacy Motivation

Which ONE message ending below uses legacy motivation? 

Will you send this letter supporting the 100% Renewable by 
2035 Act to your politician.....

a. ... to protect our town from climate disasters?

b. ... to reduce taxpayer cost of climate disasters?

c. ....to ensure a better tomorrow for our children?



Reaching Different Audiences

CONVERTED
AUDIENCES

• Social norms
• Social identity
• Social influence
• Efficacy
• Legacy motivation

DIVERSE
AUDIENCES

• Social norms
• Credible messengers
• Storytelling
• Legacy motivation

DISENGAGED/
    DOUBTFUL
   AUDIENCES

• Social norms
• Cultural values
• In-group morals
• Credible messengers
• Prebunk 

misinformation

Nan et al., 2022

Reaching Different Audiences



Potential Energy, 2024

Tool: Frame with Values: Freedom (of Choice)

Americans should have the freedom to afford electric. 



Frame with Freedom of Choice

Jeep® | Big Game | Harrison Ford x Jeep | Owner’s Manual (2025)



Exercise: Frame with Values: Freedom of Choice

Which message best taps into the conservative value of freedom of choice?

a.  Your energy choice can reduce the climate crisis AND save money! 

b.  Responsible families reduce energy costs to save money for what matters. 

c.  How will you choose to reduce your energy bill? Consider...
 



More on These Behavioral Tools

Social norms
Social identify
Efficacy
Legacy motivation



Justin Rolfe-Redding

Social Scientist at the Lab
(and many other things...)

He/him



The Climate Advocacy Lab

The Lab equips the US climate movement 
with the evidence-based insights, skills, 

and connections needed to build 
durable power and win equitable 

solutions



The Climate Advocacy Lab

Community Insights ResearchTraining



What tool is this?

Social norms
Social identify
Efficacy
Legacy motivation



Oil Change International & Climate Advocacy Lab

You’re not alone. A growing number of Texans (now 71%!) agree we 
should do more to fight climate change, including a majority of Texas 
Republicans.

LOWER FACEBOOK AD COSTS

Social norms
Social identify
Efficacy
Legacy motivation



Oil Change International & Climate Advocacy Lab

You’re not alone. A growing number of Texans (now 71%!) agree we 
should do more to fight climate change, including a majority of Texas 
Republicans.

Leverage social norms (“Peer Pressure”)

LOWER FACEBOOK AD COSTS



Oil Change International & Climate Advocacy Lab

Social norm techniques



The Emperor Wears No Clothes: A story
”Pluralistic 
Ignorance”…

“Preference 
falsification”…

A “Spiral of Silence”…

Norm reveal!



Say ”the emperor wears no clothes”

Those who (incorrectly) 
underestimated other

students’ concern about 
climate change were less 

willing to discuss it

When told the truth about 
other students, they then 

were more willing to discuss 
climate change

Penn State undergrads; Geiger & Swim, 2016

SPIRAL OF SILENCE PUNCTURING 
PLURALISTIC 
IGNORANCE

https://climateadvocacylab.org/resource/climate-silence-pluralistic-ignorance-barrier-climate-change-discussion


What tool is this?

Social norms
Social identify
Efficacy
Legacy motivation



Latina mother identity boosts activism
Audience: Florida 
Latinas with young 
children and high 
activist scores

50% higher click-
through-rate, and lower 
cost-per-click than two 
other frames

Analyst Institute, Alianza, Climate Advocacy Lab, 2022

“Fight for the 
planet with the 
passion of being 
Latina”

“We, more than anyone, 
are concerned about the 
environment and we 
know that we have to 
take care of it.”

https://climateadvocacylab.org/resource/alianza-and-climate-advocacy-lab-action-taking-test
https://climateadvocacylab.org/resource/alianza-and-climate-advocacy-lab-action-taking-test
https://climateadvocacylab.org/resource/alianza-and-climate-advocacy-lab-action-taking-test


This personalized “goals” message almost 
tripled actions vs. the standard message.

Hahrie Han, 2016

Reinforce supporter’s identities as activists

https://climateadvocacylab.org/resource/organizational-roots-political-activism-field-experiments-creating-relational-context


What tool is this?

Social norms
Social identify
Efficacy
Legacy motivation



The Save EPA “Practical Guide for Resisting 
the Trump Agenda”

●Basic information about how 
regulations are made
●Advice on participating effectively in 

the rulemaking process
○So agencies listen
○ “You will learn how to be an effective

advocate”

●How-to’s on calls, LTEs, social media

Save EPA Guide, 2017

Self Efficacy
+

Response 
Efficacy

http://saveepaalums.info/Resistance+Guide


Efficacy deficit among the Alarmed

Only 27% of the 
Alarmed are "very 
confident" in their 
ability to take the 

steps necessary to 
contact policymakers 
about climate change

Mason & Yale, 2025 & 2012

1-in-
4
in US

https://climatecommunication.gmu.edu/all/climate-change-in-the-american-mind-beliefs-and-attitudes-fall-2024/
http://environment.yale.edu/climate-communication-OFF/files/Six-Americas-March-2012.pdf




Summary

Behavior Change Process
ID audience, target behavior,barriers,tools, test/evaluate 

Tools to increase collective action
1. Social norms 
2. Social identity
3. Increase efficacy 
4. Legacy motivation

        5. Framing for different audiences
 


