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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, 
Re.Climate provides strategic services to help 
practitioners reach new audiences, overcome polarization, 
communicate urgency and motivate change.

Method
Re.Climate conducted a national survey of 4,232 
Canadians in partnership with Abacus Data, fielded in 
English and French from September 12 to 19, 2025. The 
short-form battery of the Five Canada’s Segmenter was 
integrated into the survey, and data was processed using 
the EcoAnalytics Segmenter tool. Three focus groups 
were held on November 18 to 19, 2025. The public opinion 
research was combined with a comprehensive review 
of international studies on best practices from Climate 
Outreach, Potential Energy and other organizations.

For details on research findings, please refer to the 
Canadians (Still) Care About Climate Change and  
Getting to Yes technical reports.
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OVERVIEW
The vast majority of Canadians are still worried about climate change and want leaders to keep their climate promises. 
But we feel alone and we mistakenly think others don’t care. That perception gap creates a spiral of silence.

People stop speaking up. Media coverage drops. Political, corporate and community leaders avoid climate action.

This is a guide to breaking the spiral of climate silence and building momentum for action. It outlines four clear pathways 
climate and clean energy communicators can take to increase literacy, issue relevance and support for solutions. 

4 Steps to Breaking Climate Silence:

STEP 1: SHOW PEOPLE THEY’RE NOT ALONE

Close the perception gap by demonstrating  
that climate is majority concern.

STEP 2: SHOWCASE CLIMATE ACTION

Millions of Canadians want action, want Canada to be  
a renewable energy superpower, and expect leaders to  

keep their promises even when it’s hard.

STEP 3: MEET PEOPLE WHERE THEY’RE AT

Use plain language. Make climate action relevant.  
Highlight trusted messengers. 

STEP 4: USE NARRATIVES THAT RESONATE

Show examples of people taking action. Provide solutions as  
well as sounding the alarm: “Time to build.”  
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STEP 1: SHOW PEOPLE 
THEY'RE NOT ALONE

Most Canadians are worried about climate change. You can challenge the false belief that our 
neighbours aren’t thinking about it much at all.

	h 75% of Canadians are concerned or “very concerned” about climate change.

	h 42% of Canadians think about tackling climate change more than once a week. 

	h But we believe we’re alone. We think only about 26% of our neighbours think about it that frequently: A 16-point 
“perception gap.”

IN ACTION 1

Seniors for Climate is on a mission to #BreakThroughtheClimateSilence. 
Proving that seniors are not bystanders, the organization holds climate 
cafés, intergenerational dialogues and constituency meetings with 
elected representatives. 

Three participants stand outside a public building in Red Deer, Alberta, as part of a local “Draw the Line” event organized by 
Seniors for Climate. (OCTOBER 2025, INSTAGR A M @CLIM ATESENIORS)

What you can do: 

1.	 Let people know they are not alone. Highlight that more than 30 million Canadians share their concern. 

	� Even where concern is lowest, more than two-thirds of residents say they’re concerned or very concerned (e.g., 
68% of Albertans).

2.	 Don’t assume people are not still looking for information: 

	� 80% of Canadians still feel they need more information about climate change in order to form a firm opinion.1  

3.	 Normalize talking about climate change in everyday spaces: work, social and community events.2  

4.	 Show a range of people who care, such as seniors, parents, rural and urban communities.

1  Learning for a Sustainable Future, 2025. https://lsf-lst.ca/wp-content/uploads/2025-National-Report-with-Trending-LSF-June-16-2025.pdf
2  Climate Outreach. Quick start guide: https://climateoutreach.org/btc/2025/toolkit/

https://lsf-lst.ca/wp-content/uploads/2025-National-Report-with-Trending-LSF-June-16-2025.pdf
https://climateoutreach.org/btc/2025/toolkit/


Step 1: Show people they're not alone         5

IN ACTION 2 

Protect Our Winters (POW) mobilizes outdoor enthusiasts, athletes, 
outdoor brands and influencers to generate climate conversations 
and action. POW works through traditional and social media, runs 
campaigns and its members meet with decision-makers. Over 20,000 
people, including Olympic athletes, called on the International 
Olympic Committee to stop fossil fuel sponsorship of the 2026 Winter 
Olympic games.

Skier @nikolaischirmer talks about the impact of climate change on winter sports and encourages public support for ending 
fossil fuel sponsorships through a petition. (JA NUA RY 2025, INSTAGR A M @PROTECTOURW INTERSCA NA DA)  

“A large majority of Canadians still want government to do more on climate 
than they think they’re doing now. And yet it’s not top of mind because they're 
not hearing about it.” 

David Coletto, Abacus Data. Feb. 12, 2026
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Climate silence stifles action. But a huge majority of Canadians want Canada to become a 
renewable energy superpower and think it’s possible to tackle climate change if we act together.

What you can do: 

1.	 Position renewable energy as a source of economic growth and national pride. 

	� Clean energy creates the careers and economic future for the next generation.

	� 70% of Canadians say they feel more pride in becoming a renewable energy superpower than an oil and 
gas superpower.

2.	 Speak up—ask people to join over 30 million Canadians who are worried 
about climate change and want action.

	� 6 in 10 Canadians strongly believe leaders should keep their climate 
promises—even if it’s harder than expected.

3.	 Normalize talking about climate action and show its benefits.

	� Show examples of people already taking action and building community.

	� Taking action together, such as attending demonstrations or joining a 
campaign, makes people feel happier and more connected.3 

4.	 Show that action is possible and effective. 

	� 74% believe it’s possible to tackle climate change (only 26% think it’s futile).

	� 67% believe collective action can tackle the causes of climate change.

5.	 Emphasize that the public expects governments to regulate polluters. 

6.	 Counter efforts to frame vehicle emission standards, industrial carbon pricing or pollution regulations as 
government overreach.

	� 70% agree that polluters should be regulated. 

7.	 Demonstrate the level of concern directly to elected representatives. 

	�  Meet your MP, MPP, or city councillor in their riding, or write or call their office.

	�  Tell them you’re concerned and want action, and that other Canadians want action too.

3  How to motivate collective action on climate, 2026. https://sustainability.stanford.edu/news/how-motivate-collective-action-climate

STEP 2: SHOWCASE 
CLIMATE ACTION

Climate solutions work: 
In a national survey of 
Canadian heat pump 
owners, 91% said they would 
recommend them to friends 
or neighbours.
—Clean Energy Canada, 2026

https://sustainability.stanford.edu/news/how-motivate-collective-action-climate


Step 2: Showcase climate action         7

IN ACTION 3

Mission Mégawatt is an initiative by the City of Lac-Mégantic that brings 
together residents, businesses, and the municipal government around 
a shared energy transition plan. Residents and the local government 
pledged to build back greener after the catastrophic oil train disaster in 
2013. The city built a local microgrid and hosts public events, an annual 
energy transition week, and supports home retrofits and electrification to 
normalize climate action in everyday life.

A Mission Megawatt float moves through Lac-Méganti during a community parade. (NOVEMBER 2025, 
INSTAGR A M @VILLELACMEGANTIC)

IN ACTION 4

Citizens Climate Lobby shows political leaders that Canadians expect 
climate action. The organization trains climate leaders and its members to 
meet with elected representatives throughout the year and on concerted 
Lobby Days. “Politicians don’t create political will, they respond to it.” 

Photo credit: Citizens Climate Lobby Canada (M A RCH 2026, FACEBOOK)

“The role you play right now is even more important than when climate change 
is the number one or number two issue… Meet your MP in their riding and get 
organized with other folks to do that.”

Steven Guilbeault, Member of Parliament, speaking to Seniors For Climate, Mar. 2, 2026

https://www.facebook.com/CCLCanada
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STEP 3: MEET PEOPLE 
WHERE THEY’RE AT

Climate change impacts the people and places we care about and affects many aspects of our 
lives. You can make the problem and its solutions tangible by connecting them to what your 
audience already cares about.

What you can do: 

1.	 Use plain language, avoid jargon.

	� People don’t resonate with technical and coded language. When possible, use everyday language and balance your 
communication between warnings and opportunities.4 

IF YOU FIND YOURSELF SAYING: BALANCE WITH:

Decarbonize Get rid of pollution
Net-zero No pollution
Economic/Energy transition Opportunity
Emissions/GHG Pollution
Extreme weather Deadly heat, destructive storms
The environment Air, water, food
Progress Solutions
Policies Solutions, values

2.	 Connect local climate impacts to the burning of fossil fuels causing the “pollution blanket” in the atmosphere. 

3.	 Connect local projects to the opportunities from the global shift to clean energy. 

	� Support programs like the Youth Climate Corps, which connect climate action to skills, careers, and affordability, 
making the conversation less polarized.

4.	 Connect clean energy to everyday household benefits: safer, healthier, cleaner, more efficient.

5.	 Balance alarm and solutions: Climate action can make lives better.

6.	 Highlight trusted messengers

	� Whenever possible, profile trusted messengers to deliver messages or validate stories: medical professionals, 
independent researchers, scientists, front-line workers, people who have already adopted clean energy and people 
from communities with renewable energy projects.  

	� Community members who are weighing the benefits of renewable energy and transmission projects say they want 
to hear from other communities who have experienced similar developments.

4  Related: https://potentialenergycoalition.org/wp-content/uploads/2026/01/Five-simple-shifts-for-climate-communication-in-2026.pdf

https://potentialenergycoalition.org/wp-content/uploads/2026/01/Five-simple-shifts-for-climate-communication-in-2026.pdf
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IN ACTION 5 

Medical professionals are coordinating through 
the Canadian Medical Association (CMA) and 
organizations like the Canadian Association of 
Physicians for the Environment (CAPE). These 
organizations highlight the connections between 
climate change and our health while mobilizing some 
of the most trusted messengers in society — doctors, 
nurses and scientists. “The climate crisis is a health 
crisis,” says the CMA. “We need action now to ensure 
Canadians can get the care they need.” 

 PHOTO CREDIT" CA PE/GEOFF HOW E

IN ACTION 6 

Hair salons have become a “hub of trust” for low-
pressure climate conversations. Using simple prompts 
and visual cues, hairdressers in the U.K., Europe and 
Australia are being trained to initiate conversations 
about climate action.

PHOTO CREDIT: THE UNIVERSITY OF BATH (M A RCH 2026, 
 @UNIOFBATH.BSKY.SOCI A L)
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STEP 4: USE NARRATIVES 
THAT RESONATE

Focus groups and surveys show the importance of providing solutions as well as sounding 
the alarm. Good communicators connect policies with tangible aspects of people’s lives and 
demonstrate that progress is possible.

Frames and narratives
“Time to Build” is the narrative that increases support the most for renewable energy and transmission projects in 
public opinion testing. It frames the energy transition as an opportunity to build economic security and careers, and 
improve affordability. It significantly increases support for wind and transmission projects across most regions and 
population segments.

“Pollution Blanket” is the second-most effective narrative. It explains the causes and consequences of climate change 
and also increases support for renewable energy and transmission projects.

There are important regional considerations. The “Pollution Blanket” narrative actually increases support for wind 
power in Alberta and Manitoba even more than “Time to Build.”

Media and influencers
The information environment is increasingly fragmented. Communicating consistently through social media channels 
and platforms like YouTube is necessary for communicators and advocates. But news outlets remain important and their 
reporting is often the basis for stories on new media.

TIME TO BUILD:  

“It’s a time to build in Canada; a time to say yes to 
building clean, reliable, and affordable energy for all 
of us. Getting there requires that we say “yes” to new 
ways of making and using energy to power our homes, 
factories and vehicles. When we say yes, we build the 
careers of the future... Like our grandparents before us 
who gave us healthcare, our legacy to future generations 
would be reliable, affordable, abundant energy.”

POLLUTION BLANKET: 

“Burning fossil fuels is hurting everything we love. Every 
vehicle, furnace, industrial and power plant burning oil, gas 
or coal adds heat-trapping gases to the air. It’s like putting a 
pollution blanket around the earth… We need to phase out 
pollution from burning coal, oil and gas so the blanket will 
thin and we can get back to a comfortable temperature.”    

What you can do: 

1.	 Incorporate messaging around positive, future-oriented stories and how local actions fit into the bigger “why.”

	� Be careful not to overhype the potential. Stick with credible descriptions of the opportunity regarding careers and 
economic development.
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2.	 Engage with journalists and share backgrounders. 

3.	 Engage with climate stories in your day-to-day. 

	� Like, comment and share stories, especially soon after they’re published, to help boost their visibility.

4.	 Build relationships with influencers and content creators who can reach new audiences.

	� Take your time. These relationships are based on trust and consistent engagement.5 

	� Set aside budget and capacity to build and sustain these relationships over time.

5.	 Provide training to underrepresented voices and experts to act as communicators and spokespeople.

6.	 Journalists can include more context in stories about climate change and solutions.

	� Provide global context for domestic stories and vice versa.

5  Yale Program on Climate Change Communication. Creators and Climate Campaigns. https://climatecommunication.yale.edu/news-events/
creators-and-climate-campaigns/

IN ACTION 7

Independent journalist Rachel Gilmore creates reels, shorts and 
writes the Bubble Pop newsletter, transplanting dense material and 
investigations into engaging content.

Content-creator and journalist @r.gilmore explains research on the spread of misinformation during 
wildfires in 2023 (JUNE 2024, INSTAGR A M) 

IN ACTION 8

Covering Climate Now supports and trains over 500 news and media 
partners across 60 countries. “Good journalism humanizes, localizes and 
“solutionizes” the climate problem, says co-founder Mark Hertsgaard.

Photo Credit: Covering Climate Now (FEBRUA RY 2026, INSTAGR A M @COVERINGCLIM ATE)

Healthy skepticism: Be careful of equating skepticism with rejection of clean energy or 
climate change. Canadians say they want more information and skepticism can be an 
opportunity for engagement.

https://climatecommunication.yale.edu/news-events/creators-and-climate-campaigns/
https://climatecommunication.yale.edu/news-events/creators-and-climate-campaigns/



