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

Method
National survey of 4,232 Canadians in partnership 
with Abacus Data, fielded in English and French from 
September 12 to 19, 2025. All results are reported at the 
95 per cent confidence level (p = <.05). Totals may not 
add to 100 due to rounding. The data is weighted by age, 
gender, education and region. 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, 
with participants from Nova Scotia and Ontario.

The public opinion research was combined with a 
comprehensive review of international studies on best 
practices and social acceptance.
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Design: Leigh Peterson,  justafrog.net 
Research & analysis: Dr. Louise Comeau 
Reviewers: Dr. Louise Comeau, Amber Bennet
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Cover image: North Wales—A worker on a turbine tower on the Gwynt y Mor Wind 
Farm off the coast of North Wales during the Construction Phase in 2014. (PHOTO BY 
ROB A RNOLD / A LA MY)
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QUICK START: CHOOSE 
YOUR CHECKLIST 

Looking for practical actions right away? Start with the checklist for your role. Each checklist 
outlines key actions to help build social acceptance for wind and transmission projects. 

FEDERAL 
 GOVERNMENT 

DEVELOPERS

PROVINCIAL 
GOVERNMENT 

COMMUNITY  
GROUPS 

MUNICIPALITIES

COMMUNICATORS & 
PUBLIC ENGAGEMENT 

PRACTITIONERS

Return to the guide for the core pillars of successful communication and engagement.

https://reclimate.ca/wp-content/uploads/Re.Climate-Checklist-Govt-Federal-Getting-to-Yes-2026.pdf
https://reclimate.ca/wp-content/uploads/Re.Climate-Checklist-Developers-Getting-to-Yes-2026.pdf
https://reclimate.ca/wp-content/uploads/Re.Climate-Checklist-Govt-Provincial-Getting-to-Yes-2026.pdf
https://reclimate.ca/wp-content/uploads/Re.Climate-Checklist-Community-Groups-Getting-to-Yes-2026.pdf
https://reclimate.ca/wp-content/uploads/Re.Climate-Checklist-Govt-Municipal-Getting-to-Yes-2026.pdf
https://reclimate.ca/wp-content/uploads/Re.Climate-Checklist-Public-Engagement-Getting-to-Yes-2026.pdf


Overview         4

OVERVIEW: 
FAIR OR FAIL

Canadians are highly supportive of renewable energy in general, but support can fall when 
specific projects are proposed near to where people live.

This guide distills new research and best practices to help build social acceptance for large wind and electricity 
transmission projects in Canada. It is designed for communicators and all those involved in planning, approving, 
building, and engaging communities. Please see the checklists tailored for federal and provincial officials, 
municipalities, developers, community organizations, and communicators and engagement practitioners.

Key findings:
	h Community acceptance depends on a project being perceived as fair.

	h Trust is critical—once lost, it is extremely difficult to rebuild.

	h Concerns about projects are sometimes dismissed as “NIMBYism”—but the research shows they are rooted in 
fairness, trust and local impacts.

	h Residents are more supportive of projects that meet local needs than of those that serve outside interests.

	h People respond more positively to future-oriented narratives that emphasize shared opportunity and benefits.

	h Residents want to hear from people who have experienced similar projects.

	h Misinformation and disinformation should be addressed proactively and consistently.
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Contents: 
What proponents need to know

Four pillars for establishing social acceptance
PILLAR 1: Tell the story of Why: 

	� Connect projects to what people already care about (protecting nature, future generations, community 
prosperity). Highlight the support already among residents for renewable energy and the country.

	� Situate projects within a story about “time to build.”

PILLAR 2: Deliver on fairness: 

	� Community acceptance depends on a project being perceived as fair.

	� Fairness depends on authentic engagement; benefits (for individuals, households, other community members, 
nature and future generations); and trust in regulators and proponents. 

PILLAR 3: Community benefits: 

	� Well-structured community benefit plans, agreements and funds that provide financial benefits to households 
and the community can address concerns about personal finances and potential social harms. 

	� Benefit programs can increase perceived fairness when tailored to community needs and concerns.

PILLAR 4: Address the concerns of older Canadians:

	� Older people worry about the economic fairness of projects and their household finances.

	� Older people are less enthusiastic about renewable energy and electrification and need reassurance and benefits 
that address their concerns.

Framing  insights 
	� Positive, future-oriented framing like “time to build” can increase support for wind and transmission projects.

	� Trusted messengers, especially those with experience with projects in their communities, are key to 
countering misinformation.

The evidence: This guide is based on a national survey of 4,232 Canadians and focus groups in Nova Scotia and Ontario, 
conducted by Abacus Data for Re.Climate in Fall 2025. That research was combined with a comprehensive review of 
Canadian and international studies on best practices and social acceptance.

This guide is a summary of the Technical Report: Building a Social Mandate for Climate Action: What it really takes to build 
social acceptance of wind and transmission Projects, Re.Climate, Feb., 2026. For details on any of the topics in this guide, 
please refer to the Technical Report and Literature Review. 

https://reclimate.ca/wp-content/uploads/Re.Climate-Technical-Report-Getting-to-Yes-2026.pdf
https://reclimate.ca/wp-content/uploads/Re.Climate-Literature-Review-Getting-to-Yes-2026.pdf
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WHAT PROPONENTS 
NEED TO KNOW

Canadians are highly supportive of renewable energy and tackling climate change, but it doesn’t always feel that way—most 
people wildly underestimate others' climate concerns.

You can build support by showing that many residents care about the same issues and by explaining how local projects 
address them.

Canadians feel pride in becoming a renewable energy leader.
Seventy per cent of Canadians feel more pride in becoming a renewable energy superpower than an oil and gas superpower.

Type of energy superpower

I FEEL MORE PRIDE THINKING 
ABOUT CANADA BECOMING A 
RENEWABLE ENERGY SUPERPOWER 
THAN I DO ABOUT CANADA 
BECOMING AN OIL AND GAS 
SUPERPOWER.

I FEEL MORE PRIDE THINKING 
ABOUT CANADA BECOMING 

AN OIL AND GAS SUPERPOWER 
THAN I DO ABOUT CANADA 

BECOMING A RENEWABLE 
ENERGY SUPERPOWER.

70%

30%

SOLAR HYDRO ONSHORE
WIND

OFFSHORE
WIND

GAS TRANSMISSION
LINES

LIQUIFIED
NATURAL GAS

NUCLEAR

Support for types of energy to supply your community

76% 75%

60% 59%
47% 46% 44%

37%
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Canada needs more electricity
We need much more electricity from sources that don’t pollute, like wind and solar. The need and the opportunity are 
both enormous.

	h Canada will need twice as much electricity by 2050 as the world moves to cut the heat-trapping pollution from 
burning oil, coal and gas.1 

Residents need 
more engagement
But only one in five Canadians says projects have been 
built, proposed, or discussed in their area.

	h Notable exceptions are Nova Scotia (51%) and Prince 
Edward Island (59%)

Projects take place in places people care about. 
While support for renewable energy is strong in 
principle, it is likely to dip when a project is proposed 
in a specific place. Support may rise once projects are 
operational if engagement and benefits meet resident 
fairness expectations.

Support for renewables is not 
unlimited: “rely on” versus “near 
where you live”

Generally speaking, how much do you support or oppose 
the following energy sources or supporting infrastructure 
to generate electricity that you rely on.

ENERGY SOURCE SUPPORT [SOMEWHAT, STRONGLY)

Onshore wind 60%

Offshore wind 59%

Transmission 46%

If a large-scale onshore or offshore wind or transmission 
project is proposed near to where you live. 

ENERGY SOURCE SUPPORT [SOMEWHAT, STRONGLY)

Onshore wind 42%

Offshore wind 42%

Transmission 35%

1  Canadian Climate Institute, 2022. The Big Switch.

Key concepts
SOCIAL ACCEPTANCE

(OVERALL SUPPORT)

Overall support for renewable energy across 
society, including how governments, markets, and 
communities respond to clean energy technologies 
and projects.

COMMUNITY ACCEPTANCE

(PART OF OVERALL SUPPORT—LOCAL PROJECTS)

Community support for a specific project, such 
as a wind farm or an electricity transmission line 
(influenced by the engagement process, trust and 
fair distribution of benefits and costs).

SOCIO-POLITICAL ACCEPTANCE: 

(PART OF OVERALL SUPPORT—PUBLIC AND POLICY) 

General acceptance of technologies and policies by 
the public, key stakeholders and policy makers. 

“I don’t hear anything about these projects at all!” 
—Focus group participant. Female, 41, Halifax, Nova Scotia
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PILLAR 1: TELL THE 
STORY OF WHY

Explain how projects fit into the bigger picture of why we need renewable energy and how an electricity-based future will 
benefit people.

Transmission projects are a tougher sell than renewable energy. These especially need a larger context about reliably 
connecting renewable projects to power our future, where vehicles, homes and industry run on electricity. See the 
“Framing insights” section in the guide for additional messaging guidance. 

People who believe that electricity is the future:

	h Express much higher support for wind projects. 

	h See national electrification as a smart policy. 

	h Expect projects to increase the supply of non-polluting 
power, help lower bills and bring community and 
social benefits.

People who are more worried about climate change:

	h Are more supportive of transmission projects. 

	h Are more optimistic about an electric future.

Actions for proponents:
Connect the dots so the big “why” and local benefits are kept in view—e.g., jobs, municipal revenue, local energy.

Use values-based language: Connect the project to shared values like community pride and future stability, not just 
abstract energy policy.

“They did send us out like a little 
paper in our mail, just saying, like, 
‘Hi’ ... I didn’t even remember the 
company’s name.”  

—Female, 36, Truro, Nova Scotia

Workers are dwarfed by the almost 50 metre 
turbine blades that were installed in the wind 
farm at Tumbler Ridge B.C. DAV ID DODGE/
GR EEN ENERGY FUTUR ES
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PILLAR 2: DELIVER 
ON FAIRNESS

Fairness is the key to community acceptance for wind and transmission projects. A project is perceived to be fair when 
the engagement process is genuine, the proponent and regulators earn trust, and its benefits are worthwhile.

Three foundations for 
community acceptance
1.	 Engagement

a.	 Early engagement is vital, ensuring residents’ participation 
and influence.

b.	 Follow a fair and participatory process that accommodates concerns 
instead of the more common approach of “decide-announce-defend” 
(procedural fairness). 

c.	 Respect for place and historical context. A location is more than a good 
wind site or transmission corridor.

d.	 Build long-term relationships with communities, aiming to be 
good neighbours.

2.	 Trust
a.	 Proponents and government officials must be transparent and 

demonstrate accountability and competence.

b.	 Avoid perceived bias by being credible, reliable and acting with integrity.

c.	 Facilitate access to neutral, fact-based sources of information.

d.	 Ensure robust regulation to protect health and the environment.

3.	 Benefits
a.	 Protection of the environment and future generations—this is actually 

the strongest predictor of support for wind projects (intergenerational fairness).

b.	 Resolve concerns about personal/household finances (distributional fairness). Residents often worry about 
issues such as property values or power bills and want a reasonable sharing of benefits and burdens (more on 
community benefits in the following section).

c.	 Create partnership and equity ownership opportunities (e.g., with Indigenous communities, 
municipalities, cooperatives).

d.	 Address impacts on neighbours (e.g., people living near projects, low-income residents).

e.	 Provide financial benefits to households, neighbours and the community. Provide employment and job training.

Key concepts
PROCEDURAL FAIRNESS

Do I have a real opportunity 
to participate, be heard, and 
shape decisions?

DISTRIBUTIONAL FAIRNESS 

Will I be worse off? Will I be 
affected more than others? Will 
the project harm others, e.g., 
nearby residents or residents 
living on low incomes?

TRUST 

Do the proponent and 
regulator seem competent, 
act in the public interest, 
make fair decisions and share 
information openly?

INTERGENERATIONAL FAIRNESS

Will the projects protect 
nature, the environment and 
future generations?
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SOCIO-POLITICAL AND
COMMUNITY ACCEPTANCE

FAIRNESS GROWS

• Competence
• Care for the public 
• Openness   
• Risk control
• Minimizing bias

perceptions

TRUST

• Nature and future 
generations

• Household & 
community value

• Local protection
• Partnerships & equity

BENEFITS

In�uence of fairness on socio-political and community acceptance

ENGAGEMENT

• Early engagement
• Fair & transparent process
• Respect for place 
• Long-term relationships

Process design is crucial: 
When people think the process is not transparent or authentic, they feel they’re being treated unfairly.

	h Start well or get bogged down: First impressions are hard to overcome, and the beginning stage of a public 
engagement process is critical. 

	h Participatory: Residents need authentic engagement—a sense that the government and developers are willing to 
modify projects to address concerns.

	h Follow a “consult-consider-modify-proceed” process, not “decide-announce-defend.”

Key findings:
	h Avoid dismissing concerns as “NIMBY-ism” (Not In My Backyard). Locations are never just good sites or routes 

for a project—they are places people care about. A lack of respect will generate resistance, regardless of the 
project’s merits.

	h Residents want to hear from people like them. Organize testimony from people who have experienced well-built 
projects. These could include residents, mayors, councillors or community economic development officers. 
These messengers are trusted in ways developers and regulators are not—they can counter misinformation and 
address concerns.
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PILLAR 3:  
COMMUNITY BENEFITS

Community benefits programs are much more than financial handouts—if they are well-structured and respond to local 
circumstances, they increase perceived fairness and boost support. But without trust, offers of community benefits can 
look like bribes.

Community benefit categories:
	h Financial compensation (direct payments to landowners, tax revenue, energy bill reductions or credits).

	h Funding for environmental, social, or community projects; scholarships; and infrastructure upgrades.

	h Local ownership or revenue sharing.

Local power or exports?
People are more supportive of projects that contribute to 
local needs and skeptical of projects that are purely for 
exporting power.

	h Eighty-one per cent of Canadians say that domestic 
consumption is very/extremely important to them 
(50%) or somewhat important (31%).

Large-scale projects benefit from community energy
A mix of large-scale projects alongside locally owned, community-led, or household-level projects may help address 
concerns that these energy projects primarily serve as exports or corporate profit.

Actions for proponents:
	h Avoid hype. Provide measured, fact-based information 

about the potential for community benefits for careers, 
households, etc.

	h Be transparent about the different benefit structures 
(plans, agreements, funds).

	h Highlight credible, fact-based opportunities for local 
jobs, economic development, new infrastructure, and 
community funds as direct results of the project.

“Who benefits from it? Is it going to 
end up benefiting the States? Will it 
come back to our power grid?”  
—Female, 46, Sydney, Nova Scotia

“A little energy democracy will 
take Canada a long way toward the 
energy transition.”   
—Dr. Louise Comeau
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PILLAR 4: ADDRESS THE CONCERNS 
OF OLDER CANADIANS

Older Canadians deserve particular attention. Older community members often remain skeptical of wind and 
transmission projects, even when factors such as fairness, trust and benefits have been addressed.

Older age groups are less convinced of the benefits of renewable electricity and are much more worried that projects are 
not financially fair. They are particularly concerned about impacts on household finances. Addressing personal financial 
concerns can reduce opposition to wind and transmission projects.

Younger Canadians and people in Atlantic provinces feel most proud of Canada becoming a renewable energy 
superpower. Canadians who oppose wind and transmission projects tend to be older and express concerns about birds 
(and bats), health risks, spoiling the natural landscape and effects on water (availability and quality).  

Project proponent guidance:
	h Address concerns about household financial impacts.

	h Emphasize intergenerational fairness, the next generation of careers and concrete examples of investment.

	h Connect older residents with younger residents to talk about concerns and opportunities.

	h Bring testimony from age-appropriate members of communities with experience of wind and transmission projects.

	h Use images showing real people.
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FRAMING 
INSIGHTS

Engaged communication makes a big difference. Even in focus groups, support for wind and transmission increased 
simply by discussing the pros and cons of possible projects. The principles increase the chance of success.

Time to build
The frame with the broadest appeal across focus groups was “It’s time to build in Canada.” This abundance-oriented 
frame raised support for wind projects by 12 per cent.

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.”    

“Time to build” is generally effective across all regions and demographics. An alternate frame focused on minimizing 
the “pollution blanket” of heat-trapping gases can also raise support.

“It gives a positive picture of what the effort is for… people are sick of 
negativity, and they want something positive.”  
—Female, 46, Sydney, Nova Scotia
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Impact of Pollution Blanket and Time to Build frames on support for wind and 
transmission projects

NO EXPOSURE
TO FRAMES

POLLUTION
BLANKET

TIME TO 
BUILD

50%
42%

54%

Wind projects

NO EXPOSURE
TO FRAMES

POLLUTION
BLANKET

TIME TO 
BUILD

42%
35%

43%

Transmission projects

An electric future
When it comes to an electricity-powered future, 
people preferred framing focused on “future growth in 
our economy.”

Communicators should be cautious about stating that it’s 
“inevitable” that electricity will take over from oil and gas. 
Less than half of the focus group participants agreed with 
that framing.

By contrast, almost two-thirds of participants agreed that “Future growth in our economy and careers will be driven by 
electrotech (like solar, wind, storage, and electric heating, cooling and vehicles).”

Most participants agreed that we have “a generational opportunity to leave our children cheap, abundant and secure 
energy, create jobs and careers that will last a lifetime, and create opportunities for business and new industries.”

Key findings
In Alberta, Manitoba, and Prince Edward Island, the “pollution blanket” frame was more effective than “time to build” at 
increasing support for wind and transmission projects among survey respondents who didn’t see a narrative.

Populist framing backfires for residents of some provinces and audiences. Narratives that focus on “unfairness” and 
profiteering triggered economic anxiety in focus groups. This drives participants to increase support for the existing 
energy system.

“It emphasized the whole 
Canadian-ness of this… this is a 
Canadian initiative.”  
—Male, 58 Sydney, Nova Scotia
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The Pollution Blanket frame resonates most in Alberta, Manitoba, and PEI

Frames impact on support for wind and transmission projects varies by province

POLLUTION BLANKET TIME TO BUILD

Alberta All other provinces 

Manitoba

Prince Edward Island

Actions for proponents:
Keep the tone hopeful and empowering; positive and future-oriented: emotional impact matters more than the 
technical content.

Make it feel real and local: people want concrete examples of jobs and careers where projects will be built. They want to 
know who benefits, and what it looks like in their communities.

VISUALS ARE IMPORTANT:   

Show images of people engaging with renewable energy projects (For tips, see: How to Bring the Energy 
Transition to Life). 

Note: The full Technical Report provides a breakdown of attitudes and responses by population segments, such as the 
Five Canadas, as well as specific findings by province, age, gender, rural, suburban, etc.

Addressing misinformation 
Opposition can be fueled by simple misinformation (unintentional error) and intentional disinformation. Trusted 
messengers are essential in countering the spread of misinformation.2

Effective interventions include “pre-bunking” anticipated false information.  Research also shows the importance of 
active debunking (some communicators advocate using a “truth sandwich,” in which factual information is provided 
first and last) and “nudging” people to become self-aware of the prevalence of misinformation.

Actions for proponents
Pre-bunking: Proactively address common myths and false claims before they circulate widely.

Credible Messengers: Use credible, local voices—not just government or corporate spokespeople—to deliver 
corrective information.

Bring in the voices of people who have experience with similar wind and transmission projects.

Keep it Simple: Corrective messages should be brief, factual, and avoid amplifying false claims by repeating 
them excessively.

https://reclimate.ca/energy-transition-visuals/
https://reclimate.ca/energy-transition-visuals/
https://reclimate.ca/wp-content/uploads/Re.Climate-Technical-Report-Getting-to-Yes-2026.pdf



