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What can | do for you?
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Will there be computing shame?

Is precision sacrificed for sustainability?
What about publish or perish?
»Strive to become a role model (...)
in everyday life”
Touches people’‘s identities
Asks people to engage in
difficult conversations
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Why don’t we make progress?

btw: The search for .
.ﬁ& 50 ends right here!
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The facts are clear and easy

UYL
/

Carbon dioxide in the
atmosphere traps heat.

We are adding more CO,
to the atmosphere.

The rest is details.

Michael Mann (The Madhouse Effect)




(Maybe they

Onlt faCtS Work? are not drastic

enough yet?)

Christopher Schrader . "é"}‘é‘chen
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Why don‘t facts work?

Climate Change is If so then facts and

a problem deeply rooted . data should be
in natural sciences.

Je| n decisive, right?

(necessary, not sufficient condition)

Information-Deficit-Hypothesis:
Supply missing knowledge until
people put ,,two and two together”
and start acting accordingly




Why don‘t facts work (by themselves)?

Climate Change is If so then facts and
a problem deeply rooted data should be

) . .
in natural sciences. ' e.n decisive, right?

(necessary, not sufficient condition)

Climate Change
has to morph from a
scientific reality
to a social reality
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Why isn‘t technology enough?
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Justice

,Die Art und Weise, wie wir den
Klimawandel aktuell hauptsachlich
bekampfen und erforschen — namlich als
Problem der Physik —, [greift] viel zu kurz.
Naturlich brauchen wir eine Transformation
dessen, wie wir Energie gewinnen.

Vor allem aber brauchen wir eine
Transformation dessen, wer wie am
gesellschaftlichen Leben teilnimmt, wie
MI':‘“:APl'I'ALISMUSs politische, wirtschaftliche Macht genutzt

nASSlSN“;sz 3‘}“:N AT wird, wer wie Entscheidungen trifft.” o
Uberg
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Why doesn‘t action follow information?
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Rationality and Emotions

Elephant-Metaphor

You have to address
(Jonathan Haidt/NYU)

e all three layers

Rider = rational, conscious, deliberate,
thorough, slow

Elephant = emotional, automatic, fast,
saves effort, follows the group

Path = surroundings and circumstances

—

cf Kahneman: TF nr{.ing
¢\ fast and slow

Christopher Schrader




Cognitive dissonance

Starting point: Solution 1: Solution 2:
Own behaviour Change the behaviour Change the attitudes
doesn‘t meet until it fits until they fit

SES —
< L
- |
)
&

own attitudes
- —_—— ':& .\Ja

the attitudes the behaviour

A Christopher Schrader 28.7.25 16 K



Knowing all that, isn‘t enough either

Information-Deficit-Communication 2.0:

Understand, take into account and inform on
the psychological and sociological barriers
in the climate crisis

and just like that ...



Instead of an Outline — an Earworm

Das Sesamstrafsen-Lied

Der, die, das,

wer, wie, was,

wieso, weshalb, warum,

wer nicht fragt, bleibt dumm




Instead of an Outline — an Earworm
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Know your audience & target group

Possibly very diverse:

under no circumstance do they want to be called , Klimaschiitzer
A ... or ,Klimaschiitzer:in“

Christopher Schrader 28.7.25 21 Klima
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Get to know your target group

Integral part of planing: How do | reach and talk to this target group?
For you: Maybe you already know them well, but not on this topic

In general: Prepare for talk or workshop by talking to the people who
invited you or the group’s leadership about:

What is important to participants (Values!), what moves them (Emotions!),
what is happening, what do they want to achieve, to prevent?

Pick people up emotionally, make yourself likeable (without twisting
yourself), build up trust, form a group (humor!)

Transport competence AND warmth: plan for that, tell own story

sprechen



Motivation-Types

@D

Curious
Method developed/ Harmony
applied by:
Nymphenburg Consulting (Marketing) Iovers
Oro Verde (NGO fir Biodiversity)

Balance
z:& 28.7.25 23 K
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Motiv

+ enthusiastic
for new ideas

+ trial and error,
find new connections
Optimism overcomes
fear of risk

- systematie work

+ interested in
people >concepts
+ generous, care for
(future) others
change threatens
harmony: no go

Address these

Curious

Harmony
lovers

Christopher Schrader

Mixed audience?

eS

+ ambition for
personal goals

+ Success as important
as power
strong drive and
perfectionism

- get bored fast

+ honest, incurruptable

+ work systematically
on new concepts

+ take over responsibility,
value fairness
quality before
speed

28.7.25 24 K



Spectrum of actors

In reality

(and possible shifts) more Il;ke this

*®

7m D

Disagree
passive

;_"}S large Influence small small Influence large
Christopher Schrader 28.7.25 25 Kiima



Wie? (How?) — Pyramid of Values

/\ Values are important personal

Values goals and motivations which

/ Vet \ people want to keep stable
Orlentatlon across concrete situations.

Values themselves are very hard
to change (in a person or society).

But your goal in communication
can be: Show the target group
how climate action resonates
with their values (and yours).

= v Christopher Schrader 28.7.25 26 Klima
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Map of Values

Freedom it - * Equality UNIVERSALISM
Unity with nature ® ® Protecting the environment
Curious ® Inner harmony
Independent ® A world of beauty
Creativity
A world at peace o
STIMULATION )
Choosi Wisdom e
Daring ® 00sing
own goals ® A spiritual life
- ® Mature love
Variation ® Privacy
in life Helpful @ o Forgiving
® True friendship
in life SepSsres Meaning in life o © Honest
Enjoying life ® BENEVOLENCE
i i e Loyal
Self-indulgent ® o Intelligent Responsible ® oya
© Humble
[ HEDONISM | CONFORMITY
Capable @
Self-discipline ®
Sl Politeness @ © Honouring
Infl tial ®
nfluentia Ambitious ® o Healthy of elders Detachment
Family security ® © Respect ® Devout
ACHIEVEMENT Social order ® for tradition
Social ® ® Clean Obedient »
recognition ® Reciprocation TRADITION
Sense of ® of favours
belonging .
Wealth e © geactlm"]tal © Moderate
® Authority urity

Preserving my @
public image

Source: Common Cause/Shalom Schwartz

o Accepting my
portion in life

SECURITY

CQANON  from schwartz, S.H. (2006).

Redrawn with permission for aus

Christopher Schrader

Circumplex

AN

v

Neighbours

<

See-saw effect

28.7.25 27
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Climate animals
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Bees

Ve
®

Ny,

Sulking.- - Goat

Startled Chicken

Furious Gorilla

Talk a/b
emotions,
w/o talking

Shocked®® Meerkat

© Susanne Salmen & Andrea Kowalski, Studio it’s about (KlimaX-Austellung)
https://klima-x.museumsstiftung.de/#klimatier
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Humans are story
creatures: myths,
fairytales, novels,
movies

Stories allow us to see
(from) the perspective
of others.

* Help, where
arguments fail.

* Dampen to urge to
challenge facts.

* Are already used be
the ,other side”.

Two important variants:
1) personal w/ Hero —
Villain — Victim, plot,
twist, conflict, lesson.

2) Narratives are
patterns for stories,
broad frames, in which
arguments fit: eg
,economic consequen-
ces of climate action”.

... oder ,,Habecks
Heizungshammer”

They also determine
who to listen to.

L B B B0 SR o RGO RS B P

How? — Tell Stories

Storytelling is the idea
and practice of
packaging facts and
knowledge to make
them more attractive.

Centrally important:
Stories tell of ,,people
like me“, who carry out
plans of solutions
instead of whining
about the problems —
and thereby inspire the
audience.




How? — Framing

Realitat

Everytime we use

e words and expressions

e arguments and metaphors

* narratives,

we position language in a frame the
audience (possibly) already knows.

It can shake their heads or nod just b/c
of that frame (and all it carries).

Using the wrong frame means working
against yourself.

Using your own frame or an estab-
lished one helps the message.
(No magic!)

Klima
sprechen



Frammg Facts/Theorles MERLTIEES

as example)
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Framing:

Berliner OTte die es 5O nicht meht gibt.

triellen und kulturellen Aufschwungs:

unzdhlige Menschen magisch anzog:

A WINDOW 1O THE PAST

Our nostalgic chocolates show Berlin
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https://eur-lex.europa.eu/legal-content/DE/TXT/HTML/?uri=CELEX:01976L0211-20190726#tocId14

Framing: Unsicherheit = Ungewissheit

e

over the next slide in my

o encourage you to not
it“ when taking

tific results in

| largely skipped
talk. It is meant t
use the word ,,Unsicherhe
about uncertainty in scien
German. preferable would be

,,Ungew'\ssheit” because it at least the

Framing of Sicherheit/Security. | would
have argued with the gquote from an
editorial in suddeutsche Zeitung, that
the Framing ,,Unsicherheit“ can even
contain notes of ,not well thought

through”.

_gg—




Framing: Unsicherheit = Ungewissheit

e »Eine Regierung, die zum wiederholten
Mal nach Protesten rasch ihre

Das passiert nicht einfach so
S re— Beschlisse widerruft, erweckt den

Eindruck, diese vorher nicht wirklich
durchdacht zu haben. Damit strahlt sie
Unsicherheit aus. Nichts aber fragen
die Leute in aufgewuhlter Zeit weniger
nach als Unsicherheit. Und so meinen
offenbar immer mehr, nach Belieben

Schleswig-Holstein. (Foto: Screenshot X)

Kommentar: Siddeutsche Zeitung, 5.1.2024 mit ihren Reprasentanten umspringen_
Ll s

A zu dirfen.” Wi
Klima e




human. e :> ﬂ,
= L
mistrust (or in the air) the R
o |
errors (or be able to m
In that case: transparency, ®

How? — Build trust
(Rationality and Emotion)
audience will ramp up its Ll
explain the content to l
small steps and a culture ﬂ k

1) Be expert and Better like this? Or
2) If there is already
rational analysis to find
others later).
A of errors T L8

lilkesth

Oz)

Tl
U')

o
34 KI|m .
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What — ... the ball is in your court

Christopher Schrader



What? — Problems? Solutions!!!

. Talking
about problems

makes problems

grow. Talking
about solutions

makes solutions

grow."
Steve de Shazer

igo

Wi
=

. Uber
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What? — the, good life”

g

| skipped over this part in my talk. It
deals with the concept of ,a good
life“ which today is often deeply
connected to activities related to
GHG-emissions. It needs to be
redefinedina postive way, eg by
presenting ttractive visions of the
future. The following slides show
visions like that from Paris and
Hamburg. The book on 2045
contains more as do many
illustrations by gifted artists.




Before After

"if?_"./
A |but beware of making this a/b individual behaviour only | Ubﬁ
Christopner scnracer R Klima .




© Nicolas Bascop for Paris en commun

VR

ver (G
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https://www.nicolasbascop.com/parisencommun2026

What? — Redefining ,, good life”

bastian VOlImar
Zeadies  UteSENNS v
Lino'
seellaSchalle

ZukU ﬂft

.
enting
?l’f,egouew

Noans=

BYSA 4.0, Forto

Christopher Schrader

© 2045: realutopien.de (CC-BY-NC-SA 4.0)
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What? — Doubt and Disinformation

People have the expectation or

suspicion that climate action will We have
Cclrllrsrzgt_e be uncomfortable, burdensome, to start
now expensive und unjust. acting
what?

In that case they can find
emotional relieve from claims
that the climate crisis was neither
urgent nor dangerous — even
when those claims are BS.

That means there is
demand for doubt and
disinformation, not just a lot of o

A supply.

sprechen



Doubt and Disinformation

| largely skipped over this ‘
partin my talk. The pdf
contains info on recurring
patterns of disinformation
and a preferred (and
scientifically grounded)
method of debunking to
avoid strengthening the
deniers’ framing.

g
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Types of Disinformation: FLICC

Recurring Patterns

Fake experts (4)

Logic Fallacies (10) m\ Sl E{’ﬁ%

Impossibe Expectations (2)
Cherry Picking (3)

Conspiracy Theories (1)
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Typen der Desinformation: Verzogerung

Grundgedanke:
N uLE * Inzwischen ist plattes Leugnen kaum noch
Nicht jetzt. glaubwiirdig.
Nicht so.  Stattdessen sind ,,Argumente®, Einwande
Zu spat. und Diskurse zu erkennen, die Klimapolitik

verzogern sollen.

Nicht ich Nichtjetzt Nichtso Zu spat

vorschnell

zu schwache Maf3nah- die Nachteile:
men propagieren CSetoner

kapitulieren

Christopher Schrader 28.7.25 43 K


https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz
https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz
https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz
https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz
https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz
https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz
https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz
https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz
https://www.klimafakten.de/kommunikation/poster-spiel-nicht-ich-nicht-jetzt-nicht-so-zu-spaet-mit-welchen-saetzen-klimaschutz

Types of Disinformation: Delay

Not me Basic principle:
* Flat denial of climate change has become
Not r.IOW. ) unbelievable.
Not like this. * In its stead there are ,arguments®,
Too late. ' objections und discourses to delay climate

action.

Not me Not now Not like this Too late

propagate measures emphasise the capitulate
that are too weak disadvantages prematurely
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Deniers at vour talk —what to do?

* Stay polite All of thjs is a litte
The deniers * Clearly deny false info n?OFe difficult With
themselves aré U * Unveil the manipulation discourses of delay,
your target: * Don‘t get sidetracked They contaip, a

(¢ will be practically Nucleus of tryth

Offer t ly facts lat
er to supply facts later But the

_ ible to
mposs! ' e imension
imp Politely return you dimensijo S,

ince them. .
convines == how attention to others :
he question 15 : : relations,
T ss to * When in doubt cite the
you come acro

in -
M ihc other people overyvhelmmg consensus Coneie
i of science on basic Clusions are
“ 0 : . . .
e findings on climate Wrong,
change.

Implications and




Denial — Consensus of Climate Science

Ten Words in English Twenty Words in German
(Tony Le:serow:tz/ Yale) (Deutsches Klimakonsortium)

1.Br ist weal
Sas 2 e sincl cbhie Ursache
713,87 ist ceitelhrlidy

L%, JROnnEn Nodn QTWES o
latest version: Six Truths with:,Others care ﬁ
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Widerlegen: Das Debunking-Sandwich

Beginnen Sie mit dem Fakt, wenn er klar, knapp und
FAKT einpragsam ist - machen Sie ihn einfach, konkret
und plausibel. Er muss zur Geschichte "passen”.

Warnen Sie vorab, dass eine Falschinformation
folgt... erwahnen Sie sie nur einmal.

Erklaren Sie, wie die Falschinformation
indie Irre fuhrt.

Bestatigen Sie am Ende den Fakt - wenn moglich
FAKT mehrfach. Stellen Sie sicher, dass er eine
alternative ursachliche Erklarung liefert.

content/uploads/2020/12/Debunking Handbook 2020 German.pdf
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The Debunking-Sandwich

Lead with the fact if it's clear, pithy,
FACT

and sticky—make it simple, concrete,
and plausible. It must "“fit"” with the story.

Warn beforehand that a myth is coming...
mention it once only.

Explain how the myth misleads.

Finish by reinforcing the fact—multiple
FACT times if possible. Make sure it provides
an alternative causal explanation.

ﬁ& https://climatecommunication.emu.edu/all/the-debunking-handbook-2020/
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© BBC

Self efficacy

Bob the Builder:
Can we fix it?
Yes we can!

We‘ve done it before!
No worries, we‘ll get it together.
Afterwards it will work just fine.

. Uber !-
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What? — Handprint und Footprmt

U

e

Handprint Footprint (tOdlay'S
Idea of an Indian NGO Popularized by BPJ 7P rcations
) ) mostly okay)
Measures your contribution to Measure own W
ﬁ&other people avoiding CO, ..  contributionto CO, . "s';".‘:chf



Finally — REAL TALK

Respect your conversational partner and find common ground
Enjoy the conversation

Ask questions
Listen and show you‘ve heard

Tell your story
Action makes it easier (but doesn‘t fix it)

Learn from the conversation
Keep going and keep connected

_Uber
Klima
sprechen



Thank you for your attention

NO ONE NO ONE
IS TALKING ABOUT IS TALKING ABOUT
CLIMATE CHANGE, SO CLIMATE CHANGE, SO
| WON'T BRING | WON'T BRING
IT UP.. IT UP... Christopher Schrader

csc@cschrader.eu
https://cschrader.eu
https://
klimakommunikation.
klimafakten.de

the
SPIRAL
SILENCE )

© John Cook / Skeptical Science
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