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The Evidence 
The playbook is based on findings from a national 
survey of 2,000 Canadians conducted from September 
18 to October 3, 2024, by Environics Research on 
behalf of Re.Climate.The 2024 survey is the third to 
track Canadian perspectives on climate solutions like 
electrification and federal policies (e.g., clean electricity 
regulation). The survey also measures fairness and 
acceptability perceptions of electrification and clean 
electricity regulation, as well as key priorities for the 
electricity systems, such as affordability, reliability and 
environmental sustainability. These factors shape how 
people engage with climate solutions. 

The 2024 survey was also partially informed by 13 focus 
groups held in the spring of 2024, designed to understand 
the needs of different audiences in Canada.

You can review all the results in Building a Social Mandate 
for Climate Action: A Technical Report on Affordability,  
and the Appendix for results broken out by province  
and demographics. 

About Re.Climate
Re.Climate is Canada’s go-to centre for training, research, 
and strategy on climate change communications and 
public engagement. Based at Carleton University, we 
provide strategic services to help practitioners reach new 
audiences, overcome polarization, communicate urgency 
and motivate change.
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INTRODUCTION
Cost-of-living worries are top of mind for Canadians1  and are expected to remain so in the face of global, regional,  
and national economic turbulence.2  As environmental protection and climate change drop down the list of  
top-of-mind concerns, communicators have increasingly framed climate-change solutions as ways to improve  
household affordability.

However, cost-of-living worries activate emotions 
like fear, anxiety, anger, and security values. At 
the same time, exposure to misinformation and 
disinformation about climate-change solutions, 
such as heat pumps and electric vehicles, has also 
increased skepticism and uncertainty about the 
effectiveness of these technologies and policies. 

This Playbook for Communicating Affordability offers 
insights into:

	h Public perceptions of electrification solutions and affordability. 

	h Tested narratives and framings.

	h Practical recommendations to help communicators and policymakers build support for electrification policies and 
the adoption of electrification technologies.

1  Abacus Data Poll (February 13, 2025). Slide 24. https://abacusdata.ca/canadian-politics-polling-february-2025/
2  Rogers, C., (2023). Understanding the reasons for high inflation. Bank of Canada. https://www.bankofcanada.ca/2023/03/understanding-the-
reasons-for-high-inflation/

Organizations like Carbon Brief and Efficiency Canada 
are responding to misinformation about electrification 
technologies with myth-busting fact sheets:

•	 21 Misleading Myths About Electric Vehicles

•	 18 Misleading Myths About Heat Pumps

•	 Facts and Myths About Heat Pumps

https://abacusdata.ca/canadian-politics-polling-february-2025/
https://www.bankofcanada.ca/2023/03/understanding-the-reasons-for-high-inflation/
https://www.bankofcanada.ca/2023/03/understanding-the-reasons-for-high-inflation/
https://www.carbonbrief.org/factcheck-21-misleading-myths-about-electric-vehicles/
https://www.carbonbrief.org/factcheck-18-misleading-myths-about-heat-pumps/
https://www.efficiencycanada.org/heat-pumps-canada/
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FRAMING & MESSAGING PRIORITIES

•	 Canada is making progress
•	 Engaged audiences  gain-framing
•	 Less-engaged audiences  loss-framing
•	 Relevant stories about people who have taken action
•	 Share relevant information: How does it work? 

How does it affect your life? What is the process like? How 
to access incentives?

•	 Information to address misconceptions about 
reliability + efficacy

PRIORITY MESSENGERS

•	 People who have experience  
with EVs and heat pumps already

•	 Front-line experts, i.e. installers 

AUDIENCE PRIORITIES

•	 Women  build confidence in  
technology and their ability to use it

•	 Conservative, rural residents  do more to engage 
•	 Everyone  emphasize that policies are fair

POLICY MAKERS’ ROLE: 

•	 Make incentives and programs easy to access
•	 No up-front costs, simpler applications and better 

support throughout the process

Guiding framework for communicating 
affordability and electrification solutions 

COMMUNICATION GOAL 
Affordability communications should go beyond cost—it should build 

confidence in the reliability of electrification technology, empower people 
with control over their energy choices, and highlight how electrification policies 

are fair, inclusive, and effective in addressing climate change.
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For communicators
	h Go beyond cost-focused messages. Talking about dollars and cents is not enough to increase uptake or support  

for electrification.

	h Attend to the differing emotional needs of audiences and align messaging with your audience’s engagement level.

	� More-engaged audiences: Gain-framed messaging (e.g., This makes your life more affordable). 

	� Less-engaged audiences: Loss-framed messaging (e.g., Without this, bills will keep rising). 

	h Build people’s confidence that they can take action, that their efforts will make a difference and that the solutions  
are fair.

	� “I/We can do this; We are making progress.”

	� “I/We can do this effectively.” Show how solutions work, how people access them and why they are practical for the 
average Canadian.

	� Emphasize that the energy transition and electrification help us protect the people and places we love.  For 
example, “These technologies reduce our dependence on burning fossil fuels, the primary driver of climate change, and help 
lessen its worsening impacts on the people and places we love.” Tell the whole story of how solutions address the primary 
cause of climate change: burning fossil fuels like oil, gas and coal. We too often speak about greenhouse gases, 
emissions or pollution without saying where these emissions or pollution come from. 

TOPLINE 
RECOMMENDATIONS

An electric car charges in front of a home in Vaughan, 
Ontario, Canada, on October 31, 2024. (CREATIVE 
TOUCH IMAGING LTD./NURPHOTO VIA AP)
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	h Increase confidence in the reliability of technologies by telling stories and sharing information that addresses 
common concerns, such as how heat pumps and EVs perform in cold weather, the increasing capacity of your 
community's electricity grid and the range electric vehicles can travel. 

	h  Do more to engage rural communities and conservatives, increase female confidence in solutions (technologies and 
processes) and tell stories that resonate with lower-income and less-educated households. 

Program materials should:
	h Feature stories about people who have adopted technologies like heat pumps and electric vehicles. Answer non-

financial questions, such as how the solution or technology works and how it improves the users’ quality of life.

	� Explain the process, featuring stories on how people accessed incentives.

	� Use less technical language for people who are less excited about the inner workings of a heat pump or an electric 
vehicle. Instead, highlight reliability and other attributes like comfort, performance and ease of use.

	h Get clear about how your policy or program addresses climate change.

For program managers and policymakers
	h Make energy-efficiency programs and incentives easier to access (e.g., no up-front costs and/or higher incentives) to 

address people’s tendency to prioritize immediate costs over future savings and the perception that these options are 
only accessible to the rich. 

	h Focus on user experience and make it easy to access information and programs (e.g., provide assistance with 
application processes). 

WE NEED MORE RELEVANT STORIES AND MORE FREQUENT 
MESSAGING. MANY CANADIANS ARE NOT OPPOSED TO 

CLIMATE ACTION OR ENERGY TRANSITION BUT ARE SIMPLY 
UNFAMILIAR, UNCERTAIN OR NOT THINKING ABOUT IT. 
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TRENDS, ROADBLOCKS 
AND POSSIBILITIES

Barriers and opportunities to communicating 
electrification technologies
Survey results reveal that affordability concerns are tied to people’s sense of control over their energy choices, with those 
feeling financially or logistically stuck less likely to support electrification policies. The following insights highlight key 
trends in affordability perceptions.

“Feeling stuck” with current energy options 
Many Canadians feel they have little control over their energy options. Nearly half (47 per cent) believe they have 
no choice but to keep using their current furnace or vehicle, even if they are not environmentally friendly. Financial 
constraints deepen this feeling. While 38 per cent say they would invest in a heat pump or electric vehicle if they had 
financial help, many (32 per cent) do not believe incentives are enough to make these technologies truly affordable.

People’s sense of control shapes policy support 
People’s willingness to support electrification policies is closely tied to their sense of control over their energy choices. 
People who already own an electric vehicle or heat pump show greater agency and support for electrification policies, 
while those who feel they have no choice but to use their existing furnaces and vehicles are less likely to support 
electrification policies.  

The “only for the rich” perception 
Thirty-seven per cent of Canadians see heat pumps and EVs as luxuries only the wealthy can afford. Beyond affordability 
concerns, these technologies also provoke negative emotions. Nearly three in ten feel angry about being pressured to 
adopt them, while two in ten feel judged by those who flaunt their heat pumps and EVs. These negative emotions are 
summarized in the top row of Figure 1.

Skepticism about the reliability of clean energy technologies 
Some Canadians remain doubtful about the reliability of clean energy technologies. Seventeen per cent of Canadians 
feel that heat pumps and electric vehicles are unreliable and are just a passing fad.



Building a social mandate for climate action         8

“To what extent do you agree or disagree with the following statements?” (Strongly agree, agree).

Re: heat pumps and electric vehicles (strongly agree, agree) 
PERSPECTIVES ON AFFORDABILITY

I have no choice but to use my current 
furnace or vehicle, even if they are 

not environmentally friendly.

None of the above.

I would invest in a heat pump or 
electric vehicle if I had �nancial help.

Only the wealthy can a�ord heat 
pumps and electric vehicles.

I feel angry about being pressured into 
buying a heat pump or electric vehicle.

I feel judged for living my life by 
elites who �aunt their heat pumps 

and electric vehicles.

I feel angry that I can’t a�ord a 
heat pump or electric vehicle.

Heat pumps and electric vehicles aren’t 
reliable, they’re just a passing fad.

I have a heat pump or electric vehicle 
and they are saving me money.

47%

38%

37%

29%

20%

18%

17%

15%

23%

 Figure 1. While 23 per cent of survey respondents have no view of heat pumps or electric vehicles, those that do lack confidence in 
their ability to engage with these technologies.

Affordability is a political question
Conservative-leaning voters tend to express more negative emotions, such as “being angry they are being pressured 
into buying EVs and heat pumps.” At the same time, New Democrat supporters are more likely to feel frustrated that 
they “can’t afford to buy one.” Liberal and New Democrat voters show the highest access concerns, meaning they would 
invest with financial help. 

Regional and demographic differences in affordability concerns  
Survey results reveal distinct demographic, regional and political patterns in perceptions of accessibility and agency 
regarding heat pumps and electric vehicles. People living in rural locations, having a high school or college education 
or intending to vote Conservative tend toward more negative emotions than those living in urban settings, having a 
university education or intending to vote for left-leaning parties.
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GROUP PERCEPTION 

Rural residents and high school/
college-educated

Feel more negative emotions than people living in urban settings. 

Females 
More likely to feel they know less than their male counterparts and have no 
choice but to use an existing furnace or gas vehicle.

Males More likely to have access concerns but open to investing with financial help.

Saskatchewan residents
More likely to believe only the wealthy can afford heat pumps and EVs; view 
technology as unreliable or a fad.

Quebecers 
More inclined to feel judged by elites who flaunt their heat pumps and electric 
vehicles.

Atlantic residents Less likely to feel negative emotions about heat pumps and EVs.

Table 1. Regional and demographic patterns in perceptions of heat pumps and electric vehicles.

Barriers and opportunities to communicating 
electrification policies 
Survey results show skepticism about incentives and fairness concerns, particularly for low-income households, 
continue to shape public perceptions of electrification policies. The following are key trends in public perceptions of 
electrification policies: 

Yes, affordability is a top concern for electricity but reliability is a  
growing concern 
Affordability remains the top priority for Canadians regarding electricity, with nearly half (49 per cent) ranking it as their 
primary concern, unchanged from 2023. 

However, reliability is a growing concern, up five per cent over 2023. Reliability is a number one priority for people living 
in Quebec, those over 65 years of age and people who intend to vote Liberal. 

Meanwhile, environmental sustainability has declined as a priority, with only 10 per cent ranking it first, a drop of seven 
percentage points.
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49% 39%

10%

Number one priority when it comes to electricity

“Which aspect is most important to you when it comes to your electricity?” #1 Priority (compared to 2023).
Base: All respondents (n = 2,000), 2% of respondents answered “Not sure” (displayed in grey).

RELIABLE
+5%  in 2024AFFORDABLE

no change in 2024

ENVIRONMENTALLY SUSTAINABLE
-7% in 2024

 Figure 2. Reliability concerns are increasing, while environmental sustainability is falling as a priority for the electricity system.

Skepticism about incentives  
is increasing 
Many Canadians remain skeptical about incentives for heat 
pumps and electric vehicles, particularly for those who prioritize 
affordability. Nearly a third (32 per cent) of respondents who 
prioritize affordability said financial incentives do not make 
heat pumps and electric vehicles more affordable, a five per cent 
increase from 2023. 

People over 45 years of age are more inclined to say that incentives 
do not make heat pumps and electric vehicles more affordable.

Incentives alone aren’t enough 
While 38 per cent of survey respondents say they would invest in a heat pump or electric vehicle if they had financial 
support, skepticism about incentives and whether they make energy technologies more affordable remains high. This 
means there is more at stake than just dollars and cents.

Incentives won’t work with low 
confidence in technology effectiveness 
People need to believe a solution works before they adopt it. If 
they are unsure whether a heat pump will keep their home warm 
in winter, have doubts about the capacity of electricity grids or 
worry about long-term cost savings, they are less likely to act, 
even with incentives. The survey shows that those who already 
own a heat pump or EV and see actual savings are far more likely 
to believe that incentives make these technologies affordable.

Government and utility efficiency 
programs need to support Canadians 
in accessing programs in ways that 
extend beyond incentives to include 
assistance with application processes. For 
many people, avoiding upfront costs is 
important, as they tend to discount current 
financial expenditures (loss) over potential 
gains.

When people have experience with 
heat pumps and EVs, they are your 
ambassadors. We’ve got to do much more 
to highlight their stories. It’s not just about 
tech and money. People want to know, 
“How does it work? How does it affect your 
life? What was the process like? How did 
you access incentives?”
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Do �nancial incentives make e�ciency 
upgrades more a	ordable?

“In the previous question, you indicated that ‘a
ordable’ is most important to you when it comes to 
your electricity. In your opinion, are existing policies that provide �nancial support to help cover 

the up-front costs of energy e�ciency upgrades, installing heat pumps, and switching from 
gasoline to electric vehicles making these options more a
ordable?”  (n = 970) Compared to 2023.

NOT MORE 
AFFORDABLE

+5%  in 2024
MUCH MORE 
AFFORDABLE
no change in 2024

SOMEWHAT 
MORE AFFORDABLE

-2% in 2024

-3% in 2024

MORE 
AFFORDABLE

32%

32%

15%

6%

Figure 3. Sixty-four per cent of respondents don’t feel incentives make technology more affordable or only somewhat more 
affordable, with perspectives worsening since 2023.

Public concerns about policy fairness still remain 
More Canadians agree that the clean electricity regulation is fair in 2024 than in previous years. However, fairness 
concerns remain, especially among those living in rural locations, in Alberta and Saskatchewan, those with a high-school 
or college education or those intending to vote Conservative. 

Fairness perceptions of the federal 
Clean Electricity Regulation 

Acceptability perceptions of the 
federal Clean Electricity Regulation 

“Thinking about the federal government’s plan to regulate electricity suppliers so that by 2035 
they produce little to no greenhouse gas emissions, how fair is this policy measure to you?”  

Base: All respondents (n = 2,000).

“Still thinking about the federal government’s plan to regulate electricity suppliers so that by 2035 
they produce little to no greenhouse gas emissions, how acceptable is this policy measure to you?” 

Base: All respondents (n = 2,000).

VERY UNFAIR, UNFAIR SLIGHLY UNFAIR, 
NEUTRAL, SLIGHTLY FAIR

VERY FAIR, FAIR

14%

2022 2023 2024 2022 2023 2024 2022 2023 2024

23% 23%

48% 49%
43%

9% 12% 16%

VERY UNACCEPTABLE, 
UNACCEPTABLE

NEUTRAL VERY ACCEPTABLE, 
ACCEPTABLE

18%

2022 2023 2024 2022 2023 2024 2022 2023 2024

17% 18%

42% 43% 44% 44%

34% 33%

Figure 4. Fairness evaluations improved slightly in 2024, while unfairness evaluations held steady. Acceptability evaluations also 
held steady.
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Impact on lower-income households is the top fairness concern 
More than half of respondents (56 per cent) believe electrification policies harm low-income people more than high-
income individuals, a three-point increase since 2023. Rural residents, people living in Atlantic Canada or Alberta and 
Saskatchewan, those earning less than $60,000 a year and those who would vote for the Conservatives and the New 
Democrats are most concerned about the effects of the clean electricity regulation on low-income households. 

Financial risk is a bigger worry this year 
The second most common fairness concern is the risk to personal finances, with 36 per cent of the respondents 
saying this is a concern, compared to 34 per cent in 2023. Those with a lower income, high school graduates, females, 
people 45-to-64 years of age, and those intending to vote Conservative, New Democrat or who live in Alberta are most 
convinced their financial situation will get worse because of electrification policies. 

Declining recognition of Clean Electricity Regulation  
environment benefits
Public recognition of the benefits of clean electricity regulations for the environment and future generations has 
declined significantly. In 2022, 60 per cent believed these regulations would protect nature and future generations. This 
has now dropped to 36 per cent. 

Clean Electricity Regulation unfairness 
perceptions (strongly agree, agree)

Clean Electricity Regulation fairness 
perceptions (strongly agree, agree)

“Still thinking about the federal government’s plan to regulate electricity suppliers 
so that by 2035 they produce little to no greenhouse gas emissions, how strongly do 

you agree or disagree with the following statements?”  (Strongly agree, agree.) 
Base: All respondents (n = 2,000).

“Still thinking about the federal government’s plan to regulate electricity suppliers so that 
by 2035 they produce little to no greenhouse gas emissions, how strongly do you agree or 

disagree with the following statements?”  (Strongly agree, agree.) 
Base: All respondents (n = 2,000).

PEOPLE WITH LOW 
INCOMES WILL BE 
AFFECTED MORE 

THAN PEOPLE WITH 
HIGH INCOMES

MY FINANCIAL 
SITUATION WILL 

GET WORSE

I WILL BE WORSE OFF 
COMPARED TO OTHERS

2022 2023 2024 2022 2023 2024 2022 2023 2024

PEOPLE WHO CONSUME 
THE MOST ELECTRICITY 

WILL BE AFFECTED MOST 
STRONGLY

NATURE, THE 
ENVIRONMENT AND 

FUTURE GENERATIONS 
WILL BE PROTECTED

EVERYBODY WILL BE 
AFFECTED TO THE 

SAME EXTENT

2022 2023 2024 2022 2023 2024 2022 2023 2024

“Thinking about the federal government’s plan to regulate electricity suppliers so that by 2035 
they produce little to no greenhouse gas emissions, how fair is this policy measure to you?”  

Base: All respondents (n = 2,000).

66%

53% 56%
49%

34% 36%
33%

22% 26%

69%

43% 42%

60%

32% 36% 35%

21%
26%

Figure 5. The first three columns represent personal and social fairness concerns, while those on the right show social and future-
generation fairness concerns.

Gain versus loss framing 
Framing matters when communicating climate policies, especially in the context of affordability concerns. A slight 
wording shift in the 2024 survey from saying electricity bills “will not increase” to “will decrease” coincided with a slight 
improvement in fairness perceptions. 
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Research3,4 suggests that  gain framing (e.g., saves money) is most effective for highly engaged progressives, 
and for people who already own or engage with climate change solutions while loss framing (e.g., risks 
losing money if not done) works better for less engaged groups, especially when paired with efficacy 
messaging. Re.Climate will continue to focus on the issue of loss/gain framing and investigate the conditions under 
which loss, non-gain or gain framing is most suitable. Re.Climate will continue to focus on the issue of loss/gain framing 
and investigate the conditions under which loss, non-gain or gain framing is most suitable.

Un/convincing narratives 
Re.Climate tested four narratives to counter weak efficacy and rationalizations about why Canada is not an important 
player in cutting the carbon pollution from burning oil, gas and coal.

Narratives tested in focus groups 

CANADA IS MAKING PROGRESS

Research shows Canada’s carbon pollution is shrinking, and investments in solutions like wind, solar, and 
battery storage are growing. Consumers are buying plug-in hybrids and electric vehicles, and installing cold-
climate heat pumps that work in -30°C temperatures. Rules are being set to regulate critical minerals mining 
and to ensure vehicle and battery recycling. All these actions are part of a growing global trend. But the work 
isn’t finished. We need more clean energy to power our communities, clean up the air and water, and protect 
our health, here at home and around the world. When we say yes to clean electricity solutions, we control 
climate change before it is too late for our kids.

EVERY TONNE COUNTS

Some people argue Canada should do less to cut the pollution unbalancing the climate because we generate 
only 1.5 per cent of global emissions. They say Canada’s actions don’t matter because China and the United 
States are the world’s biggest polluters. In fact, according to Environment Canada, Canada is the second 
highest per capita emitter in the world, and we rank in the top 12 of all countries in total emissions. It is also 
true that one-third of global emissions are produced by countries emitting 1.5 per cent or less of global 
carbon pollution. The hard truth of climate change is that the world needs to eliminate all fossil fuel pollution 
quickly, if we are to avoid making extreme weather worse. Every tonne counts, including Canada’s.

3  Bosone, L., & Martinez, F. (2017). When, how, and why is loss-framing more effective than gain- and non-gain-framing in the promotion of 
detection behaviors? International Review of Social Psychology, 30(1), 184–192. https://doi.org/10.5334/irsp.15
4  Armbruster, S. T., Manchanda, R. V., & Vo, N. (2022). When are loss frames more effective in climate change communication? An application of 
fear appeal theory. Sustainability, 14(7411). https://doi.org/10.3390/su14127411

https://climateinstitute.ca/news/canada-is-making-progress-toward-climate-goals-greenhouse-gas-emissions-data-confirm/#:~:text=According%20to%20the%202021%20inventory,below%202005%20levels%20by%202030.
https://www.canada.ca/en/environment-climate-change/services/environmental-indicators/global-greenhouse-gas-emissions.html
https://doi.org/10.5334/irsp.15
https://doi.org/10.3390/su14127411
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KEEPING UP WITH CHINA

According to the International Energy Agency, in 2023, China commissioned as many solar photovoltaics 
(solar panels) as the entire world did in 2022, while its wind additions also grew by 66 percent year-over-year. 
China is now the world’s largest investor in wind and solar, followed by the United States, Germany, and 
India. Canada’s investments in renewable energy are growing, but not at the same pace as these countries or 
at levels high enough to reach our pollution-reduction and electrification goals. There will be costs to renew 
our electricity system, but these are worthwhile investments for our future competitiveness and the health of 
people and nature.

WE’VE DONE THIS BEFORE

According to the Canada Energy Regulator, Canada’s electricity system grew ten-fold between 1950 and 
2000 to support a growing population and economy. Today, electricity supplies about 20 per cent of the 
energy we use in Canada. In the next 20 years or so, electricity will power 60 per cent of our energy as 
we switch to efficient technologies like heat pumps and electric vehicles. We will also make most of our 
electricity from wind, solar, and hydro rather than coal, oil, and gas. We’ve grown the electricity system 
before, and we can do it again, with less pollution. There will be costs, but these are worthwhile investments 
for our future competitiveness and the health of people and nature.

Key insights from the tested narratives
Missing opportunities for engagement 

The first thing to note about the narrative results is that the majority did not reject the narratives but rather expressed 
neutrality. This suggests that survey respondents are unfamiliar with the arguments but not necessarily opposed. In focus 
groups, participants were open to receiving new information and updating their understanding based on this  
new information.

Narratives appeal to different audiences based on regions, and geographic and socioeconomic differences. 

Rural, lower-income, and high-school and college or apprenticeship-educated respondents are generally more skeptical 
of these four narratives, while urban, higher-income and university-educated individuals are more receptive. 

British Columbia, Prince Edward Island, Saskatchewan and Newfoundland and Labrador prefer “Every tonne counts” 
over “We’ve done this before.”

Alberta, Manitoba, Ontario, Quebec, New Brunswick and Nova Scotia prefer “Canada is making progress”.

https://www.iea.org/reports/renewables-2023/executive-summary
https://natural-resources.canada.ca/energy-sources/powering-canada-blueprint-success
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CANADA IS MAKING PROGRESS

Unconvincing: 11% 
Neutral: 53% 

Convincing: 36%

KEEPING UP WITH CHINA

 Unconvincing: 13% 
Neutral: 58% 

Convincing: 29%

EVERY TONNE COUNTS

 Unconvincing: 13% 
Neutral: 52% 

Convincing: 35%

WE’VE DONE THIS BEFORE

 Unconvincing: 14% 
Neutral: 57% 

Convincing: 29%

Table 2. Narrative results (on a seven-point scale anchored by “very unconvincing” to “very convincing”).

In 2019, Radoslaw Gewlik installed a hybrid system 
with photovoltaic panels and a heat pump in his 
home, which now covers 100% of his family's 
electricity needs and provides hot water and central 
heating. (K ASI A STREK / CLIM ATE VISUA LS)
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SUMMARY
Re.Climate set out to explore how Canadians perceive the accessibility, affordability, and effectiveness of electrification 
technologies like heat pumps and electric vehicles, as well as their views on the fairness and acceptability of 
electrification policies. The research also studied narratives designed to counter arguments against taking action on 
climate change. 

Results suggest that while income, education, gender, community type, and vote intention influence opinions, people’s 
sense of agency, confidence in the reliability of technology, and fairness matter more in shaping support for 
electrification. Simply put, focusing only on dollars and cents is unlikely to increase engagement or support for policy, 
particularly among less-engaged segments of the population. 

The research shows that one of the biggest missed opportunities in public engagement is that many are unfamiliar with 
key facts and arguments in favor of electrification. There is a need to increase the frequency of messaging—telling 
more relevant stories and real-life examples, repeating key points on different platforms, and reaching out with more 
tailored messages to women, lower-income households and rural audiences. Messaging should focus on how 
people can switch to electrification technologies and access incentives, how others have done it and how it can benefit 
their finances and lives.

Skepticism about the reliability of electrification remains a key barrier. People need to trust that heat pumps 
will work in winter, EVs will get them where they need to be and the switch will save them money. Canadians who already 
own an electric vehicle or a heat pump are more likely to believe that incentives make these technologies affordable. We 
need to tap into technology adopters as messengers to make electrification feel more accessible and reliable. 



Re.Climate is Canada’s go-to centre for training, research and  
strategy on climate change communications and public engagement.  

We provide strategic services to help practitioners reach new audiences, 
overcome polarization, communicate urgency, and motivate change.

reclimate.ca


