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Preaching to diﬀerent choirs: How to motivate dismissive,
uncommitted, and alarmed audiences to adapt to climate change?
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Highlights
•

We identiﬁed three climate change audience segments: dismissive, uncommitted and
alarmed.

•

Messages that were emotive and provided advice increased adaptation intentions in
all segments.

•

Messages not mentioning climate change and highlighting local impacts were
eﬀective for dismissives.

Abstract
People vary considerably in terms of their knowledge, beliefs, and concern about climate change. Thus,
an important challenge for climate change communicators is how to most eﬀectively engage diﬀerent
types of audiences. This study aimed to identify distinct audience segments that vary in terms of their
values, beliefs, and responses to climate change and determine for each segment which speciﬁc message
attributes increased motivation to engage in climate adaptation. A sample of 1031 Australian residents
(aged 18–66 years) completed an online survey assessing their values, beliefs, and behaviors related to
climate change, and recording their responses to a broad range of climate change adaptation messages.
Latent proﬁle analysis identiﬁed three distinct audience segments: alarmed (34.4%), uncommitted
(45.2%), and dismissive (20.3%). Sixty climate change adaptation messages were coded in terms of the
presence/absence of six attributes: explicit reference to climate change, providing speciﬁc adaptation

advice, strong negative emotive content, emphasis on collective responsibility, highlighting local impacts,
and underscoring ﬁnancial impacts. Participants viewed a random sample of six messages and rated the
extent to which each message motivated them to seek out more information and immediately respond to
the climate change threat portrayed in the message. Multilevel modeling indicated messages that
included strong negative emotive content or provided speciﬁc adaptation advice increased adaptation
intentions in all three audience segments. Omitting any mention of climate change and emphasizing
local impacts increased adaptation intentions in dismissive audiences. Implications for tailoring and
targeting climate change adaptation messages are discussed.

Previous

Next

Keywords
Climate change communication; Climate change adaptation; Social marketing; Audience
segmentation

Recommended articles

Cited by (69)
Perceived responsibility to address climate change consistently relates to increased proenvironmental attitudes, behaviors and policy support: Evidence across 23 countries
2022, Journal of Environmental Psychology

Show abstract

Recentering the role of marine restoration science to bolster community stewardship
2022, Earth System Governance

Show abstract

Leveraging emotion for sustainable action
2021, One Earth

Show abstract

Aﬀect and emotions as drivers of climate change perception and action: a review
2021, Current Opinion in Behavioral Sciences

Show abstract

Ripple eﬀects: Can information about the collective impact of individual actions boost
perceived eﬃcacy about climate change?
2021, Journal of Experimental Social Psychology

Show abstract

Looking into individual choices and local realities to deﬁne adaptation options to drought
and climate change
2021, Journal of Environmental Management

Show abstract

View all citing articles on Scopus
View full text

Copyright © 2015 Elsevier Ltd. All rights reserved.

Copyright © 2022 Elsevier B.V. or its licensors or contributors.
ScienceDirect® is a registered trademark of Elsevier B.V.

