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1.

2. Executive Summary

2.1. Termsof Reference

11SD has been contracted by the Government of Canada to develop a youth strategy for public
outreach on climate change, as part of the development of the Options Paper of the Public
Education and Outreach (PEO) Issue Table.

The PEO Issue Table has requested two components to this strategy:

Ralsng awareness among youth about climate change, its causes and potentia impacts, and
what individuas can do to reduce emissons.

Motivating youth to take actions in their own lives to reduce emissions and to encourage
othersin ther lives (peers, families, communities) to reduce emissions.

Our methodology for developing the strategy had five parts:
areview of the Youth Round Table recommendations and the Climate Change Strategy
Workshop with Métis Nation-Northwest Territories Environmentd Y outh Corps

areview of Canadian demographics and socid trends research
consultations with youth in ten focus groups across the country

L ocation Target audience

Winnipeg (3) high school; employed/unemployed youth; aboriginal (with rural
representation)

Saskatoon (1) university/college (with rural representation)

Vancouver (1) Employed/unemployed youth

Hdifax (2) high school (inner city, disadvantaged youth); university/college (with

rural representation)

Montreal (2) (both French- | university/college; employed/unemployed youth (participants who
Canadian sessions) came to the workforce session were outside the desired age range)

Toronto (1) combined (all age groups)

consultations with youth via the Climate Change Y outh Café on the Internet
interviews with youth organizations and groups communiceting on youth issues

In kegping with the PEO interest in strong youth involvement in the development of the drategy,

two of 11SD’syouth interns (one bilingud), and 11SD’ s youth program officer (ages ranging from
under 24 to 27) participated directly in the research and preparation of the strategy.

11SD, 1999, p1
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2.2. Communications, social marketing and engagement strategies

Based on our research, we believe that personal behaviour change alone on theissue
of climate change isinsufficient to lead to significant greenhouse gas reductions.
Therefore communications and socid marketing strategies, which tend to be designed for
people at risk (smoking, drinking and driving, get fit programs) are not sufficient for our
purposes. We have therefore looked carefully at amodd of engagement: how do we turn
knowledge into action, can smdl, individua actions be aggregated for greater benefit, and how
do we ensure that the actions will have longer term benefits for the community, the country and
the planet?

2.3. Target Audience

For the purposes of the strategy, we have defined the target group as young Canadians between
theagesof 13 and 29. In Canada, thereare 6.5 million youth between the ages of 15
and 29, or 22% of thetotal population of 30 million. Regiond, socid and culturd diversity
within thisgroup is extensive. With respect to socid and environmenta attitudes, values and
practices, it isworth noting that:

Onethird of young Canadians have respect for the environment and human rights, with
strong globa perspectives. But youth leaders noted that while environmental values were
strong, commitment to participate was “ soft”.

33% of young Canadians between the ages of 15 and 24 are more likely to be volunteers
than Canadiansin other age groups (although they spend less time volunteering)

Over 57% of youth between the ages of 20 and 24 are il living in the parenta home.

Y outh tend more than adults to walk, use bicycles, carpool with adults and friends and take
public trangt, either because they are not yet drivers or they can't afford their own cars.
On mediause: Canadian teenagers watch 17.3 hours of televison aweek; and televison
viewing seems to increase with age; Reported gatigtics of Internet use (daily or weekly)
vary between 25 and 30%.

2.4. Research Findings

From our focus groups, we learned that youth saw climate change as agloba problem, but they
found it difficult to make it “persona”. Asone participant said, “we don't know what to do
about it.” We discovered that jobs and hedlth were key triggers for them.

We aso found that those audiences most receptive to a climate change strategy would be youth
actively involved in high school studies and extra-curricular work (13-17); aborigina youth; and
the leaders or “early adopters’ of environmental messages -- youth dready involved in
environmenta and socia movements. Socid networks are strong among youth: with the
successful engagement of one or more target groups, messages and commitments to action may

well be carried to others.
11SD, 1999, p2
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Our focus groups participants dl indicated that they did listen and respond to TV ad campaigns.
They liked the anti-racism and drunk driving campaigns, and took notice of messages that were
shocking, with hard facts and graphic images. However, the knowledge — behaviour gap has
to be overcome. Almogt al of our focus groups identified this gap, pointing out that young
people know about recycling, but they don’t do it.

Another reason for the gap could bethat youth respond negatively to the knowledge-
behaviour gap in their edersand authority figures: why should they change, if no one
elseis? Youth have not seen many solutionsto global problems. Asaresult, youth
neither trust institutional mechanismsfor problem solving, nor do they have successful
models upon which to base their own actions. A climate change strategy must focus on
older Canadians and Canadian inditutions as well as youth.

Our focus groups commented again and again that young people need to be recognized,
respected and rewarded for their contributions and accomplishments. Throughout the Strategy,
we have attempted to identify opportunities for recognition and reward.

2.5. An Engagement Strategy for Canadian Youth : Goals and Objectives

Based on our findings, we are proposing a strategy that focuses on youth as leaders and as
participants working for change within their communities and country. Thisis an engagement
drategy rather than a marketing strategy. The goal isto engage the ener gy, enthusiasm
and values of youth to work with their families, school and work colleagues and friends
to reduce the 25% of emissions from personal lifestyles and to work with communities,
the private sector and gover nment to make significant inroads on reducing the 75% of
emissions coming from our businesses and industries.

The broad objectives are to provide young people with credible messages and access to further
information on climate change and what they can do about it, with opportunities to make a
difference, and with recognition and rewards for their work towards emissions reduction.

2.6. Key Messages

“The Truth is Out There” — scientific evidence for climate change now exids, cdimate change
is happening and it will have a 9gnificant impact on our lifestyle, and you can do something
about it.

Little actions can make a big difference, if practiced conastently over time.

Y ou can make aliving changing the world. Y oung Canadians have knowledge and skills that
can be put to use changing the world.

Y oung Canadians are doing the right things: the rest of us should follow their example.
Canada has to stland up straight on the globa stage: we have the worst problem; we can
make the biggest difference.

11SD, 1999, p3
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2.7. Specific objectives

To creste aconcept of environmentd citizenship among Canadian youth, through a blending
of information and opportunities for action. Thisintegrated sense of responghility,
knowledge and successful action iswhat will set Canadians apart in an eraof globaization.

To create and strengthen our young leaders, both to learn from them now and to prepare
them to become tomorrow’ s decision makers.

To reinforce and reward existing environmentaly friendly lifestyles among youth, thereby

delaying or reducing the adoption of greenhouse gas emitting practices among all
Canadians.

To strengthen and build upon exigting inditutions and services for young Canadians, both to
recognize and reward work aready being done, to support new work within those
ingtitutions, to avoid duplication, and to avoid drawing funding away from current activities.

To advance private sector support for youth work on climate change.

To gain globa recognition and support for Canada' s youth strategy.

2.8. Structure of the strategy
We recommend an gpproach which will focus on three interrel ated streams of activity:

1 information and awareness campaigns,
2. cgpacity building for youth, and
3. community actions.

We recommend aflexible, multiple project approach rather than investing in asingle nationa
campaign.

We propose three target audiences, based on the broadest possible categorization — how

they are occupied:
a) secondary school (our 13-17/18 age group)
b) college/university (our 17/18 —24 age group)
) employed and unemployed youth (our 17/18 to 29 age group)

Within these audience segments, multicultural perspectives, and in particular the
perspectives of aborigina youth must be incorporated; and specific regiond issues must be
responded to.

11D, 1999, p4
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Responghility for the eaboration and implementation of the strategy can be assigned or
contracted out at the stream leve, at specific audience segments within that stream, or at the
project category leve within the stream.

Intergenerationd: A climate change campaign should reach out to everyone.
Multisectord: Business and indusiry need to be part of the solution.

Inclusve: Y outh need to be involved in dl processes and stages of expanding and
implementing the Srategy.

2.9. Strategy Streams

We have built the youth strategy with information and awareness as the sarting point. As young
Canadians acquire a better understanding of the critical issues, opportunities should be
immediately at hand for them to acquire leedership and employment skills, in order to work
more effectively on the problem.  If information isthe “head”, then this capacity building
isthe“heart”: over and over, weread and heard from youth that they want to work;
they want to beengaged. Thisisakey “trigger” for the success of the strategy: by
creating theright programs and partner ships, we have an opportunity to engage young
Canadiansto work in the public and private sectorsto help us achieve our inter national
commitments. Findly, we have a stream for community actions, to keep climate change as
persond and close to home as possible.

Within each stream, we have provided a selection of campaign ideas and on+the-ground
projects. We have chosen these on the basis of their consistency with the objectives of the
drategy, ther practicdity (or their innovation!), and their potentia for intersecting with and
enriching other dtrategies being developed by the PEO Issues Table.

2.10. Time Framefor strategy roll out

Thisisa5-year drategy. By the end of five years, asgnificant proportion of the target audience
will be over 30 and anew generation of teenswill have entered this target audience. Changesin
vaues and attitudes will be inevitable (not to mention changes in technologies and
communications media). Therefore we recommend a complete evauation of the Strategy at the
end of five years, followed by the design of new approaches to engage youth, building on the
best practices from the origind srategy and looking for innovation in the new generation.

2.11. Evaluation

It isabsolutely essential to establish good baseline data at the beginning of this
strategy: otherwise, evaluation of increased levels of awareness and action at the end
of the strategy will be subjective at best.

We have made an effort to make the specific objectives of this strategy as tangible and
measurable as possible. For each objective, we have tried to identify severd indicators thet the
11SD, 1999, p5
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objective has been attained. But without good basdline data on car ownership, dternative
transportation, accommodation/living styles (and therefore household energy use), and more
details on environmenta views and vaues, we are reluctant at this stage to set percentage
targets for most of the objectives.

11SD, 1999, p6
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3. Termsof Reference

11SD has been contracted by the Government of Canada to develop a youth strategy for public
outreach on climate change, as part of the development of the Options Paper of the Public
Education and Outreach (PEO) Issue Table,

The PEO Issue Table has requested two components to this strategy:

Raising awareness among youth about climate change, its causes and potentid impacts, and
what individuas can do to reduce emissons.

Motivating youth to take actionsin their own lives to reduce emissons and to encourage
othersin ther lives (peers, families, communities) to reduce emissions.

In bidding on this project, 11SD noted that climate change is one of the mogt critica
environmenta crises facing our world — and if it is not addressed, its cumulative impacts will be
inherited by the youth of today, affecting their ability to make aliving and to thrive in the natura
environment surrounding them. A climate change strategy must therefore be developed which
engages young Canadians in understanding the issues and provides them with the knowledge,
the stimulus, and, most important, the opportunity to work towards emissons reductions.

Our objectivesin undertaking the assgnment were:

- to develop a broadly-based strategy that would inform and engage young Canadians, from
13 to 29 years of age, to understand climate change and work towards emissons
reductions,
to work directly with young people in developing this strategy;
to ensure that the messages for youth would be straightforward and redligtic; and
to include in the Strategy the measures for itsimpact and success.

Our methodology for developing the strategy had five parts:
areview of the Y outh Round Table recommendations and the Climate Change Strategy
Workshop with Métis Nation-Northwest Territories Environmenta Y outh Corps
areview of Canadian demographics and socid trends research
consultations with youth in ten focus groups across the country

L ocation Target audience

Winnipeg (3) high school; employed/ unemployed youth (including unemployed
youth) force; aboriginal (with rural representation)

Saskatoon (1) university/college (with rural representation)

Vancouver (1) employed/ unemployed youth

Hdlifax (2) high school (inner city, disadvantaged youth); university/college (with
rural representation)

11SD, 1999, p7
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Montreal (2) (both French- | university/college; employed/ unemployed youth(participants who

Canadian sessions) came to the employed/ unemployed youth session were outside the
desired age range)

Toronto (1) combined (all age groups)

consultations with youth via the Climate Change Y outh Café on the Internet
interviews with youth organizations and groups communicating on youth issues

In keeping with the PEO interest in strong youth involvement in the development of the Strategy,
two of 11SD’syouth interns (one bilingud), and [1SD’ s youth program officer (ages ranging from
under 24 to 27) were trained to lead and facilitate the focus group sessions. They dso
conducted the interviews with youth organizations, and prepared the recommendations and
drategy options based on their findings.  These findings are consstent with the views and
recommendations of the Y outh Round Table.

Selected gatistics on young Canadians are provided in Appendix I. Details on the
methodology, including the literature review, Round Table, workshop and focus group findings,
people interviewed, and notes on the Climate Change Café, are provided in Appendices|1-VII.
Additional project ideas not included in the Strategy are attached in Appendix VIII. Appendix
IX includes some recommendations related to education strategy and actions.

4. A Note on communications, social marketing and engagement
strategies

The god of communications and socid marketing strategiesis to bring about change from
adverse ideas and behaviour or adoption of new ideas and behaviour.! It is generdly accepted
that these drategies are most effective when media and information campaigns are combined
with persond interventions with the target group.

Based on our research, we believe that persona behaviour change aone on the issue of climate
change isinaufficient to lead to sgnificant greenhouse gas reductions. Therefore
communications and socia marketing strategies, which tend to be designed for people at risk
(smoking, drinking and driving, get fit programs) are not sufficient for our purposes. We have
therefore looked carefully at amode of engagement: how do we turn knowledge into action,
can smdl, individua actions be aggregated for grester benefit, and how do we ensure that the
actionswill have longer term benefits for the community, the country and the planet?

A number of elements are required for a strategy to be successful with the target group:

Preexigting attitudes and values in the group as awhole that can be triggered and reinforced
Multiple messages and actions thet are tailored for different sesgments of the target group
Absence of conflicting messages in the media used for the campaign

Mechanisms that enable the group to trandate mativation into action

! Kotler, p25
11SD, 1999, p8
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Positive results and rewards for changing or adopting the new ideas and behaviours and
engaging in action

In conducting our focus group sessions, we used amodified “ gppreciative inquiry” approach, in
order to look for these critica elements of success. We began by assessing the participants
understanding of the issue, we then looked for the positive and persond “triggers’ that would
lead them to act, and we asked for their ideas on what would encourage their friends and
colleaguesto act as wll.

5. Canadian Youth : A Profile

For the purposes of the strategy, we have defined the target group as young Canadians between
the ages of 13 and 292 In Canada, there are 6.5 million youth between the ages of 15
and 29, or 22% of thetotal population of 30 million. 3

According to the satistics and socid trends research, there is sgnificant diversity in the status,
socia conditions and persond Stuations of young Canadians. Additiona demographic
information is provided in Appendix .

Peopl€ s perceptions of young Canadians vary widdly. Many youth leaders and workers we
interviewed commented that youth are confronted with insecurity and ingability in their lives.
Many young people are primarily concerned with, even overwhelmed by, their education,
hedlth, employment and financia Situations. Mot youth today are preoccupied with day to day
issues. But while they face many challenges and barriers ahead of them, youth “tend to be much
more at ease than their eders with change and complexity.”* They have a strong sense of
individualism, vauing persond freedom, rights and power -- athough they do not necessarily
desire to work for the public good. ° But recent dtatistics show that Canadian youth between
the ages of 15 and 24 are more likely in the late 1990s to be volunteers, with a participation rate
of 33% -- higher than any other age group. And it is on the upswing, with an increase of 15%
since 1987.5 But the actud amount of time they soend volunteering islower than other age
groups, and that amount is dropping — 28% less time on average than 1987. Focus group
participants and the youth organizations we interviewed al commented on the sense of isolation
and lack of power that youth experience, and their need for respect from their peers,
communities and elders. Y outh leadersin particular seem to have a sense of frugtration and

2 There is no one standard definition of youth. For example, Statistics Canada defines youth as persons between the ages of
15 to 19, followed by adults aged 20-24 and 25-29; the United Nations defines youth as persons between the ages 15 to 24.
In our bid for the PEO RFP on the youth strategy, we suggested extending the age range to 29, partly to be consistent with
the UN definition. Our information on the UN age range was incorrect at the time; however, we do still wish to be
consistent with the federal Y outh Employment Strategy which defines youth as persons between the ages of 17 to 29. The
Canadian Y outh Foundation concurs that the standard definition of youth must be expanded to include youth between the
ages of 25-29 to reflect the changing reality of youth unemployment. Market researchers do not have a standard
segmentation for youth audiences.

3 Statistics Canada 1996 census

4 Adams, p102

® Bibby, 1992; Adams

© Statistics Canada, 1998, p30

11SD, 1999, p9
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despair, on two fronts. they can't get their own peers to keep working with them on
environmental and socia problems facing youth, and they fed that older Canadians, especidly
those in positions of power, are not listening to youth.

According to the report Today’ s L eaders, “youth have become socialized to aworld of quick
fix solutions to complex and deeply rooted economic, politica and socid chalenges facing
individuas and communities. For young people seeking direction in making life choices, current
society offers few foundations on which to build their futures””  Bibby, in Teen Trends, iseven
more blunt: “When you think about it, today’ s teens have not seen many solutionsin their
lifetime”®

6. Research Findings: Critical Elements of Successfor a Youth
Strategy on Climate Change

6.1. Caveat: Will thisstrategy lead to measurable reductionsin greenhouse gas
emissions?

In researching and developing this strategy, we discovered saverd obstacles, which could
prevent the successful attainment of information and behaviour change campagns for thisage
group. Even if a percentage of Canadian youth did become more conscious of emissions-
generating behaviour, we began to question whether campaigns targeted at this sector would
result in any sgnificant reductions to Canada s overdl emissons.  Individud lifestyle behaviours
account for 25% of our greenhouse gas emissions®. for example, use of cars (45%) and energy
consumption in homes (49%), not to mention airplane travel for pleasure and household wastes
sent to landfills. 'Y outh between the ages of 15 and 29 account for only 22% of the population;
therefore one could say that their share of emissionsis only about 5-6%. Infact, it is probably
even lower than that, because:

youth tend to live communaly, either with family or friends, sharing heat and power in the
home. Statistics Canada has noted recently that over 57% of youth between the ages of 20
and 24 are dill living in the parentd home°

youth tend more than adults to walk, use bicycles, carpool with adults and friends and take
public trangt, either because they are not yet drivers or they can't afford their own cars.

If thedriver behind the PEO Issue Table' s need for a youth strategy isto reduce
emissions within this group, one hasto point out that the net reduction may be
extremely limited.

” Des Granges, p. 8.

8 Bibby, 1992, p283

° Environment Canada. http://www.ns.ec.gc.ca/co2/worksheet.html

10 Statistics Canada, http:://www.statcan.ca/daily/English/990311/d990311.htm

11SD, 1999, p10
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Based on our review of socid trends research in Canada, our focus groups and our interviews
with youth organizations, we noted ether the lack of critical elements for success or significant
barriers to incorporating them into a strategy on climate change targeted at all Canadian
youth. At the same time, through the focus groups and our interviews with youth organizations,
we were encouraged by the enthusasm and commitment of many of those consulted. Hundreds
of ideas and recommendations were brought forward by young Canadians to make a climate
change strategy work.

The following obstacles to and opportunities for a successful strategy, and recommended
actions, are the direct findings of our research, our focus groups and our interviews. We have
made every effort to ground the Strategy goals, objectives, sreams and timeframe in these
redities. The bulleted recommendations are taken from our records of the focus group
sessions, the summary of the Northwest Territories workshop, and our notes from interviews
we have used the words of the youth we have consulted with as much as possible. Readers
may find some mixed sgnals and inconsstencies in the recommended actions; but we bdieve
this adds to the dynamic nature of developing the strategy with young people, and does not
invaidate our findings.

6.2. Preexisting attitudes and valuesin the group that can betriggered and
reinfor ced

Obstacles and opportunities

Many young Canadians do not perceive a problem with the climate or aneed for lifetyle
changes. Other concerns are of greater importance than the environment, especidly
unemployment.** According to Environics President, Michagl Adams, 67% of Canadian youth
are ether amless, thrill-seeking materidists or socid hedonists, with no desire to engage in
socid or environmental causes™  Reginald Bibby, in his 1992 survey, reported asignificant
lack of interest in youth groups. ** This observation is supported by young adult services
librarians, who noted that there are no environmental crusadersin today’s 13-17 group.** More
than haf of young men and women (18-34) indicate that they have no extratime to do morein
their lives than they are doing now.*

However, Adams discovered that onethird of young Canadians have respect for the
environment and human rights askey values. * There may be significant overlap
between this group and the onethird of young Canadianswho are volunteers. This
finding reinforces Bibby’ s earlier research in 1992 that youth born between 1973-77 (now aged
22-26) have strong environmental values and globa perspectives. When asked about what

! Bibby, 1995, p97

12 Adams, p212-217

13 Bibby, 1992, p189

14 Interview with Young Adult Services Librarian, Saskatoon Public Library, February 1999
15 Bibby, 1995, p90

6 Adams, pp 212-217

11SD, 1999, p11



A Youth Strategy for Public Outreach on Climate Change

Canada s priorities should be in finding solutions to globd problems, 73% of his survey group
placed environmental issues a the top of the list.*’

From our focus groups, we lear ned that youth saw climate change as a global problem,
but they found it difficult to makeit “personal”. Asone participant said, “wedon’t
know what to do about it.” In creating a cause and effect “treg’ for climate change, most
participants demondtrated a very basic understanding of the issue, but struggled with how
climate change might impact on them. We discover ed that jobs and health were key
triggersfor them. Y outh leaders noted that while environmenta values were strong,
commitment to participate was “ soft” — high turnover in environmenta youth groupsisa
concern. Participantsin the aborigina focus group were able to talk about the environment at a
more fundamentd, passonate level — they felt more connected with the earth. In areport from
the workshop held with Métis youth in the Northwest Territories the case was smilar. “Métis
youth easly identified with the impact of climate change in ther lives. Thisis because of their
connection with, and respect for the land.” We were not able to identify significant differences
between urban and rura points of view on the environment and climate change. Apart from a
somewhat stronger sense of “ecologism” on the west coast, we were also not able to identify
sgnificant regiond variations in awvareness and attitudes.

Actions recommended from focus groups and interviews

Reinforce youth’s current awareness of environmenta matters, rather than focusing just on
climate change. Encourage widespread dissemination of information on environmenta
issues to continue to raise awvareness among youth.

Encourage greater sharing of vaues and viewpoints of aborigina youth, and youth from
other cultures. Aborigind youth believed strongly that respect for the earth should be
everyone' s responsihility.

Northern youth believed that youth should lead by example and respect the land.

Highlight individual causes and effects of climate change. Produce more information
materias on dimate change illudrating its globa and loca dimensions, its origins, persond
impacts and how environmenta degradation effects the economy and our way of life.
Messages should come through the education system — “That’ swhere dl the kids are’.
Poster campaigns are effective; Schoolnet is accessible. Integrate environmenta education
into school curriculafrom Grade 1 on. Y outh should be educated on issues like climate
change in an interactive participatory environment where they have the opportunity to be
heard and to share their opinions and ideas as well asto be listened to. They are more apt
to accept information if they are involved in the process. Establish training programs for
teachers on the environmental aspects of their subject matter (not just science classes) to
enable them to educate youth concerning environmentdly friendly habits

Employment is aleading concern among youth. Connect the work needed to mitigate or
adapt to climate change to employment opportunities.

7 Bibby, 1992, p163
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Hedth isaleading concern. Show how an environmentaly friendly lifestyle will improve
their health, and make the world a better place at the same time.

Put anationa climate change strategy into agloba context. Build on the globa perspectives
and concerns of youth, but connect the strategy back to the community and their own lives.
Provide first hand experience to youth. They are more motivated to act or care about an
issue if they can see how it affects them persondly.

Reinforce current non-emissions producing behaviour (living commundly, taking public
trangt, etc.). Extend the number of years that this audience keeps alower consumption
lifestyle.

Setting examples can reach out to youth. Y outh may follow examples set in the schoals, the
community and by peers and cdebrities. Y outh will listen to young and famous persors
gpeaking to them about the issue. Encourage positive role models and messages.

6.3. Segmentation of thetarget group; tailoring of multiple messages and actions
for each segment

Obstacles and opportunities

Satistics Canada surveys data aone highlights the great diversity within the target group.
Devedopment and implementation of a climate change strategy to reach dl youth in dl age
segments, with differing levels of education, from dl culturd backgrounds, employed and
unemployed, in al regions of the country could be too smpligtic, difficult to measure effectively,
and codtly to run.

From our focus groups, we found that those audiences most receptive to a climate
change strategy would be youth actively involved in high school studies and extra-
curricular work (13-17); aboriginal youth and northern youth; and the leadersor “early
adopters’ of environmental messages-- youth already involved in environmental and
social movements. Social networ ks ar e strong among youth: with the successful
engagement of one or moretarget groups, messages and commitmentsto action may
well be carried to others.

Actions recommended from focus groups and interviews

There is no one dtrategy that will be effective in reaching out to young people on climate
change. Many approaches are needed at the same time. Campaigns, programs, policies that
affect youth must be built on an awareness and respect of the many differences among
youth, rather than on an assumption that al youth are dlike. The educationa system and
communities musgt implement a diversty of programs to involve youth.
It may be more effective to tailor the strategy to those youth most likely to listen and be
motivated to act. For early results, focusfirst on young leaders, on the “dready converted”
or “early adopters’ of environmenta vaues. Their messages and efforts will influence their
peers, families and communities.
Y oung Canadians vaue their individudity; they need awide variety of options to participate
in.
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6.4. Effective use of media

Obstacles and opportunities

Y outh are consumers of mass media. Canadian teenagers watch 17.3 hours of televison a
week; and televison viewing seemsto increase with age*®* But any TV ad campaign on
climate changeis going to run into direct conflict with other messages of consumption
and personal trangportation. How can a climate change ad providing information on
the negative impacts of cars compete against a Nissan Pathfinder ad which states that
their vehicle makes nature more civilized?

Through media awareness campaigns, youth are becoming more media savvy. As one person
putsit, “They have been deluged with advertisng since age two, and they have accurate crap
detectors. They don’t want to be dissed (disrespected) of their intelligence and &bility to
process a marketing strategy.” *°

Y outh do not rely soledly on mediafor ther information, tending to test mediainformation with
their friends (Did you see the ad for product x?) before responding to the ad by buying the
product.”’ They exchange Internet web site information in the same way. Thistwo step
information flow, media to friends, leading only then to action, should be considered in
the development and evaluation of the reach of an engagement strategy.

Y outh are dso consumers of dternative media, which tend either not to carry messages of mass
consumerism, or advocate strongly againg it (for example, Adbusters and its Buy Nothing Day
campaign.) They arethe early adopters of the Internet: reported statistics of Internet use (daily
or weekly) vary between 25 and 30%. In 1997, an Angus Reed study of 16 to 30 year olds
concluded that 6 in 10 report internet access at home (58%), at school (43%), at work (23%),
or through a public library (12%).2* Eight out of ten students use the Internet.2

Our focus groups participants dl indicated that they did listen and respond to TV ad campaigns.
They liked the anti-racism and drunk driving campaigns, and took notice of messages that were
shocking, with hard facts and graphic images. They aso liked poster campaigns in schools,
athough they noted that there are dready too many of those campaigns around. With respect
to the Internet, it will be more difficult to use the Internet as a primary outreach vehicle for youth
—youth are avid users of chat rooms for meeting people and taking about sports, stars, etc —
but they do not engage in discussion groups on environmenta and socid issues. We observed
this problem with our Climate Change Y outh Café — we had a number of “lurkers’, looking for
information, but very few youth actualy submitted acomment. However, many of our focus
groups participants stated that they use the Internet extensively for information and research.

18 Statistics Canada, http://www.statcan.ca/english/pgdb/people/culture/arts23.htm

19 (Shelly Reese, the Quality of Cool Error! Bookmark not defined.)

20 Interview with Reginald Bibby, February 1999.

2 Information provided by Environment Canada Climate Change Bureau staff

22 Nielsen Media Research and the CBC, cited in the Globe and Mail, November 26, 1998.
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Actions recommended from focus groups and interviews

“No cheesy ad campaigns’ was one clear message from 13-17 year olds. Ads should be
meaningful and should not talk down to youth.
A hard hitting TV campaign might be influentia, so long asit is not the principa focus of the
drategy, and clearly provides an opportunity for youth to respond with concrete actions.
TV campaigns do not seem to be as big an issue with aborigind youth, athough they noted
that aborigina radio and the new cable channd will be excdlent vehicles to send messages
to this audience.
Very targeted ad campaigns on individua channels (MTV, Discovery, Cartoon Network,
efc.) could be effective, if they are focused on a single cause and effect of climate change
and reinforce messages they are dready hearing. For example,

“Plant atree: breath easier” (with shots of car exhaust, smokestacks etc, in the

background)
Nationa ad campaigns on education, training, volunteer and future employment
opportunities in the climate change field may dso be effective:

“Learn how to make a difference for the world”.
Specific outreach activities that reach youth are necessary, such as programs at the YMCA,
having speakersin classrooms or through popular TV shows such as Bill Nye the science
guy, cartoons, and Street Cents.
Conflicting messages within TV programs should be changed (“Why does no one on
Beverly Hills 90210 take the bus?’). Thereislesssmoking in TV programs than there used
to be; and everyone puts on a seatbelt. Maybe something could be done on climate change
messages.
Campaigns need to become affiliated or integrated with events dready known to youth such
as Earth Day or Canada Day.
Northern youth believed that educating people by word of mouth, in the far north, isan
effective, affordable and acceptable way to mohilize communities.
Y outh may respond well to a cool video game on climate change or an interactive CD-
ROM. Climate change web steswith solid content, hard facts, and practical information on
what they can do will be needed.

6.5. The knowledge-behaviour gap: trandating motivation into action

Obstacles and opportunities

The knowledge — behaviour gagp hasto be overcome. (For example: 80% of sexudly active
teens see AIDS as a problem; but 1 in 3 admit it hasn't led them to dter their sexud
behaviour.®) Almost all of our focus groups identified this gap, pointing out that young
people know about recycling, but they don’t doit. Trendsin volunteering — Sgning up for
more volunteer events, but not spending as much time, may aso be symptomatic of the

% Bibby, 1995, p71
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knowledge-behaviour gap. Y outh have identified that they often either don't know how to get
involved, or they need to be asked by someone they know before joining volunteer activities*

Another reason for the gap could bethat youth respond negatively to the knowledge-
behaviour gap in their eldersand authority figures. why should they change, if no one
elseis? Also, asnoted above, youth have not seen many solutionsto global problems.
Asaresult, youth neither trust ingtitutional mechanismsfor problem solving, nor do
they have successful models upon which to base their own actions.

Our focus groups consstently noted problems with our current ingtitutions, which make it even
more difficult for youth to turn motivation into action:
- Government support for youth activitiesin any fied isincongstent and short term
“flavour of the month” funding.
Educationd inditutions are inflexible, partly through insufficient resources, but aso
curriculum development isrigid, with little opportunity |eft for teachers to be cregtive
and to engage youth in longer, hands-on projects that might last awhole semester.
Multi-disciplinary programsin colleges and universties are il limited.
Although the economy is rdatively good, youth unemployment is dill high: thereisa
sense among youth that private sector businesses do not want to employ youth, and
when they do, they are not open to the ideas and new approaches, technologies, etc.
that youth can implemen.

Actions recommended from focus groups and interviews

A climate change strategy must focus on older Canadians and Canadian institutions
aswell asyouth. Youth must seereal commitment and action on behalf of their
eldersand their ingtitutions befor e they will begin to respond in greater numbers
themselves. Thisdoesnot preclude creating opportunitiesfor youth leadersto set
an example; but we believe that in order to engage broader youth participation in
climate change work, and to keep the commitment of youth leaders, there will need
to be visble commitment and action from other Canadians.

Northern youth noted that youth should lead by example; that youth to youth education is
necessary, asis youth to community for broader education. It isour interpretation that
participants in the northern workshop are recommending that youth can and should take
opportunities to influence adults.

The strategy must increase forms of partnerships between the government, private sector,
educationa system, NGO’ s, churches, sports groups, and so forth to promote mgjor
initiatives for emissons reduction for, by and with youth. Develop collaboration,
communication and coordination between the stakeholders.

Build more partnerships among youth organizations and reach out to other potentia partners
who ded with Smilar issues.

24 Caring Canadians, involved Canadians, p30.
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Fan activities that can involve more youth, but for shorter periods of time — requiring less
time commitment. Work with the “snowball” effect: the more young people involved, the
more of their peers who will help too.

In order for youth participation to be effective, involvement must be meaningful. Y outh will
become involved if theissues or decisons are interesting and stimulating. Give them
opportunities to research, organize conferences, work on science projects, meet the people
working on the issues and directly work on the issues themsalves.

Provide mechanismsto dlow youth to be involved in decison making: hire more youth in
policy and planning pogtions (both in the public and private sectors), and give them
opportunities to participate in internationa conferences and high level meetings. Avoid
tokeniam.

Promote volunteer programs, training programs for environmental technologies and
management. Connect this with future employment opportunities.
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6.6. Pogtiveresults and rewardsfor changing old ideas and behavioursor adopting
new ideas and behaviours

Obstacles and opportunities

With climate change, there is an enormous gap between action and gratification, or tangible
results while ayoung person who stops smoking might experience an immediate improvement in
hedth, an individud who garts taking the bus everyday is not going to see an immediate
dtabilization of wegther patterns.

While youth may not see an immediate reduction and corresponding environmental
response/reparation, there may be other ways to reward their actions.  Our focus groups
commented again and again that young people needed to be recognized, respected and
rewarded for their contributions and accomplishments.  In particular, there needsto be vdue
attached to their volunteer work, in order to engage youth a the community leve.

Actions recommended from focus groups and interviews

Identify good environmenta/climate change practices, what works and what doesn’t work,
and reward what does — through prizes, press releases, Internet communications, and so
forth. The srategy should provide incentives and rewards for youth who are making an
impact in their community to reduce green house gas emissions because it reinforces their
positive behavior. Inspiring stories of other successes are important to let youth know that
they are working as ateam with other peers and with older Canadians, not only as
individuds.

Focus on community projects, on the little things people can do to have an impact on
climate change.

Northern youth noted in particular that actions should focus on changing transportation
habits, reducing home energy use and improving insulaion, and better handling of waste
(including not burning plagtic or rubber, and proper digposa of toxics like paint and ail).

A persond “CQO2 caculator” or environmental impact monitor could be designed for grade
school and high school students, so they can measure each day the effect they are having on
their surroundings, both positive and negetive.

Profile in the media the environmentdly friendly lifestyles of youth: 'Y outh actions will be
rewarded through the media attention; but the attention will aso send positive messages to
adults about better lifestyles.

Active meaningful youth participation takes time and a youth strategy should take this into
congderation.
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7. An Engagement Strategy for Canadian Y outh

7.1. Goals and Objectives

Based on our findings, we are proposing a strategy that focuses on youth as leaders and as
participants working for change within their communities and country. Thisis an engagement
drategy rather than amarketing strategy. The goal isto engage the ener gy, enthusiasm
and values of youth to work with their families, school and work colleagues and friends
to reduce the 25% of emissions from personal lifestyles and to work with communities,
the private sector and gover nment to make significant inroads on reducing the 75% of
emissions coming from our businesses and industries.

The broad objectives are to provide young people with credible messages and access to further
information on climate change and what they can do about it, with opportunities to make a
difference, and with recognition and rewards for their work towards emissions reduction.

7.2. Key Messages

“The Truth is Out There’ — scientific evidence for climate change now exids, cdimate change
is happening and it will have a 9gnificant impact on our lifestyle, and you can do something
about it.

Little actions can make a big difference, if practiced conagtently over time.

Y ou can make aliving changing the world. Y oung Canadians have knowledge and skills
that can be put to use changing the world.

Y oung Canadians are doing the right things: the rest of us should follow their example.
Canada has to stland up straight on the globa stage: we have the worst problem; we can
make the biggest difference.

7.3. Specific objectives

Concrete, measurable objectives are required for any strategy. For each objective, we have
tried to identify severa indicators that the objective has been attained. Without good basdline
data, we were reluctant to set percentage targets for most of the objectives.

To creste aconcept of environmentd citizenship among Canadian youth, through a blending
of information and opportunities for action. Thisintegrated sense of responghility,
knowledge and successful action iswhat will set Canadians apart in an eraof globalization.
» Canadian youth aged 13-29 will recognize the strategy’ s messages, demondirate an
increased understanding of climate change and have an agreement with the
messages.
> Youth in this same group will participate in a least one hands-on activity within the
drategy streams for community action and capacity building for youth.
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To create and strengthen our young leaders, both to learn from them now and to prepare
them to become tomorrow’ s decision-makers.
» The numbers of young Canadians volunteering in environmentd activities will
increase; their average time commitment to those activities will increase.
» Therewill be an increase in youth employed in climate change — related palicy,
technology and management in Canada and abroad.

To reinforce and reward existing environmentaly friendly lifestyles among youth, thereby
delaying or reducing the adoption of greenhouse gas emitting practices among all
Canadians.

» Asareault of driver education programs and other transportation related projects,
young people will either buy a car a alater date or choose to buy a car that is more
environmentdly friendly; when they do buy a car, they will maintain it properly; dso
they will continue to use other means of trangportation (public trangt, bikes, etc.).

> Young people and older Canadians will become encouraged to travel locdly,
reducing arrplane travel.

» Through awards programs (such as the proposed GHG emissions reduction
certificate/award), there will be an increase in the number of youth who as aregular
practice, seek to improve the energy efficiency and reduce energy uses within their
homes and businesses.

To strengthen and build upon exigting indtitutions and services for young Canadians, both to
recognize and reward work aready being done, to support new work within those
indtitutions, and to avoid drawing funding away from current activities.
» Therewill be an increase in the number of volunteer and NGO projects and actions
related to climate change, among organizations both within and outsde of the
traditiond environmental community.

» Mechanisms will be created to communicate information about projects underway
and share knowledge about what works.

» More youth will become involved in organizations working on cimate change.

To advance private sector support for youth work on climate change.

» Therewill be an increase in the contracting and hiring of young Canadiansin priveate
sector work related to climate change.

» Through the leadership and participation of young employees, corporate cultures
will change: energy and waste audits will be conducted, aternative trangportation
options encouraged (public trangt, carpooling, work from home days), climate
change friendly office practices indtituted.

» More private sector funding will be available for community actions related to
climate change.
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To gain globa recognition and support for Canada’ s youth strategy
> Youth from other countries will learn about the work of Canadian youth; will
provide advice from their own experience and will join in internationa partnerships.
» Specific sreams and activities from this strategy will be utilized in / adapted for
other countries.

» Canadian youth activities will atract internationa sources of financing.

7.4. Structure of the strategy

We recommend an gpproach which will focus on three interrel ated streams of activity:
1. information and awareness campaigns,
2. cgpecity building for youth, and
3. community actions.

We recommend aflexible, multiple project approach rather than investing in asingle nationd
campaign. This approach is more responsive both to the diversity of youth and diversity of
funding and other resources available. We have grouped possible projects by broad
categories of actions.

Within the three streams, projects should be deve oped which account for the diversity of
Canadian youth. At this stage of strategy development, we propose three target audiences,
based on the broadest possible categorization — how they are occupied:

1. secondary school (our 13-17/18 age group)

2. college/university (our 17/18 —24 age group)

3. the employed/ unemployed youth(our 17/18 to 29 age group)
Within these audience segments, multicultura perspectives, and in particular the
perspectives of aborigina youth must be incorporated; and specific regiond issues must be
responded to.

Responsibility for the eaboration and implementation of the strategy can be assigned or
contracted out at the stream leve, at specific audience segments within that stream, or at the
project category level within the stream.

Intergenerationd: A climate change campaign should reach out to everyone. Opportunities
should be created for young people and adults to work together. Campaigns must be easy,
accessible and convenient for youth to participate. Projects need to encourage interaction,
information and knowledge sharing, and participation among the community as awhole.

Multisectord: Business and industry need to be part of the solution. Moreintegration
between the economy and the environment is needed.

Inclusive: Y outh need to be involved in dl processes and stages of expanding and
implementing the strategy. They need to know where their input will go and how it will make
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adifference (the kind of decisions or impacts they can affect, redigtic timelines for change,
and what they can expect to see). Y outh must participate further in the design, planning and
ddivery of an outreach campaign, ads, projects, and other aspects of this Srategy.

8. Strategy Streams

The following streams -- information and awareness, capacity building and community action --
emerged directly out of our research findings. An education stream was origindly built into this
srategy. At the request of the Y outh Working Group, we have removed this stream, which will
be dedlt with by the Education Working Group. Nevertheless, weremind the Youth
Working Group that we wererequested to develop thisstrategy in close consultation
with youth, and that as much as possible, youth should be the designers of this
strategy. Youth participantsin our focus groups without exception insisted that climate
change mugt be taught in the schools. Our emphasis on education asthe lead stream
came from the youth themselves. Education isalso important to the success of the
capacity building stream: young Canadians will need the climate change science and
socio-economic causes and impactsin their education and training in order to be able
towork in thisfield. We hope, therefore, that theideas brought forward on education
will beincorporated into an education strategy. We also hope that such a strategy will
be acted upon quickly.

Our youth participants dso commented on the demand for more information, and on the need to
make climate change practical and persona by providing opportunities for work and action
within the community, hand in hand with adults

We have therefore built the youth strategy with information and awareness as the starting point.
As young Canadians acquire a better awvareness of the critica issues, opportunities should be
immediately at hand for them to acquire leadership and employment skills, in order to work
more effectively on the problem. If information isthe “head”, then this capacity building isthe
“heart”: over and over, we read and heard from youth that they want to work; they want to be
engaged. Thisisakey “trigger” for the success of the strategy: by creating theright
programs and partner ships, we have an opportunity to engage young Canadiansto
work in the public and private sectorsto help us achieve our international
commitments. Finadly, we have astream for community actions, to keep climate change as
persond and close to home as possible.

Within each stream, we have provided a selection of campaign ideas and on-the-ground
projects. We have chosen these on the basis of their consistency with the objectives of the
drategy, their practicality (or their innovation!), and their potentia for intersecting with and
enriching other strategies being developed by the PEO Issues Table. The projects are drawn
from alonger list of ideas proposed by focus group participants, youth organizations we
interviewed, and our own strategy development team. Thefull list of project ideasisin
Appendix VIII. Projects, which may be relevant to the development of a separate Education
Strategy, are listed in Appendix IX.
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At the request of the Y outh Working Group, we have aso provided a very brief annotation on
the feasihility and impact of each project.

8.1. Stream 1: Information and Awar eness Campaigns

The information and awareness campaigns focus on increasing young peopl€e' s knowledge and
access to information on climate change. We have identified several broad categories of work

within this stream:

a) Mainstream media campaigns, both to profile and reward youth for their low GHG-emitting
lifestyles, and to catalyze youth to take notice of the problem and look for more information
and ways to become engaged.

b) Direct marketing tools— primarily the infrastructure of the cal centrefweb ste used in more
traditiona direct marketing campaigns, to provide information.

c) Web marketing campaigns, as innovative new ways to catch the attention of youth

d) Community awareness and education: youth using loca community media (locd

newspapers, local cable shows) to talk about climate change.
€) Specid promotions and events, emphasizing novelty and entertainment.

Proj ect Description Target Feasibility &
Audience Impact
Mainstream M edia Campaigns
Youth to Adult Communications
National Prepared by professional ad agency. Profile youth Older Easy to
TV/magazine ad and their environmental awareness to adults: use Canadians; organize;
campaign youth asrole models. All youth expensiveto
execute; impact
will be
moderate.
Youth to Youth Communications
TV / magazine ad ‘Climate Change Ad Challenge’ in which youth All Time
competition for compete to produce locally and nationally broadcast consuming to
youth advertisements. Outletsfor adsinclude mainstream organize;
TV, specialty channels and aboriginal television, ads private sector
in movie theatres, poster campaigns, adsin youth sponsorships
market magazines. needed to
Sponsoring private sector corporations would reduce costs;
provide judges and funds to produce advertising impact will be
material. high.

Modeled on Health Canada’s Anti-Smoking
campaign

Note: video contest for K-9 already funded under
CCAF

Direct marketing
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Proj ect Description Target Feasibility &
Audience Impact
Climate Change Thiswould be the central point of information for All Easy to
“Call Centre” or youth (and adults) to get more information about organize; low
Information Centre | climate change, and to learn about projects they can impact but a
participatein, or individual actionsthey can take necessary
themselves. Environment Canada has already infrastructure
established a 1-800 line. Werecommend that this piece.
“call centre” be staffed by youth.
Key components:
a) Information pamphlets on causes and effects of
climate change
b) Database of projects by community/region so
youth would know where to go to get involved
¢) Individual actions suggestions
Climate Change Climate change facts posted on YTV, Much Music All Private sector
Facts Campaign and other youth-oriented programs; printed on fast support
food court tray inserts, on food packaging and in required; time
youth market magazines. consuming;
moderate
impact
Internet media
Climate Change An extensive Web site, or network of Web sites, will | All Essential to do.
Web site need to be established to complement all other Also easy to
aspects of the Y outh Strategy. organize;
moderate
Intersects with Climate Protection Solutions Web costs; high
site funded under CCAF. secondary
Environment Canada has contracted I1SD to impact.
prepare a separate report on how to develop a
Youth Climate Change web site. If any work isto be
done in building awareness and commitment among
young Canadians to help with climate change impacts
and greenhouse gas reductions, it is absolutely
essential that awell developed Web site be available
for them to consult and interact with.
Games and Develop an online and CD-ROM game where the Secondary Development
simulations effects of Climate Change are produced or mitigated School costs can
by universal patterns of consumption, exploitation, escalate when
agriculture, and other causes. Cool graphicsin programming
exciting ecological zones (rain forest versus alpine, games and
taigo versus maritime) would enhance its playability. simulations.
Independent decisions lead to catastrophe or Impact
redemption. Think Myst. restricted to
slightly
younger
audience (10-
16).
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Proj ect Description Target Feasibility &
Audience Impact
Set up a Climate Change Clock on the web, in the All Impact could
form of asimulation, aggregating current be high.
consumption and tying that to global climate Development
activities and catastrophes. costs may be
more
manageable if
variables kept
simple.
Internet Screensavers, wallpaper, and electronic postcards All Moderate
Advertising with climate change messages are distributed to design costs;
schools, organizations and companies. National or organizing
provincial design contests held in educational competition
institutions. straightforward
; easy to
deliver results;
impact
moderate
Ad Banners on Campaign designing web banners to appear on All Easy to do;
youth-market web Internet game sites. Launched through local moderate
sites (eg, Games community centres, art schools and design shops. costs; low-
sites, chat rooms) moderate
Modeled on [1SD’ s ad banner on Yahoo: Think impact.
Global Warming is a Good Thing? Think Again! ... Requires
with links to climate change information strong
predeposition
to theissue to
follow thelink
from the ad
banner.
Community Awareness and Education
Weekly Newspaper | Initiate aregular (weekly or daily) column in local Secondary Time
Column newspapers that discusses issues related to climate school consuming to
change with articles written by young people. Some | University / organize;
examples of possible topicsinclude: describing how | College requires
climate change has affected northern native land; Employed/ private sector
introducing some of the major playersin climate unemployed | support from
change politics; discussing proposed solutions such | youth newspapers,
as carbon tax; and illustrating the linkages between would benefit
environmental and other problems such as poverty. from strong
These articles can also be distributed either as a book link to
about climate change, on aweb site, or as ateaching education
resource package at variouslevels. strategy; high
local impact.
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Proj ect Description Target Feasibility &
Audience Impact
Community Cable Thisisparticularly popular and effectivein the north. | All Time
TV shows Y outh can devel op either full showson local climate consuming to
change impacts and ways to reduce emissions; or organize;
produce short clips that can be shown throughout requires
the cable broadcast day. private sector
support from
newspapers,
would benefit
from strong
link to
education
strategy; high
local impact
“Each one teach Northern youth identified oral communication askey | Focus on Time
one” to building community awareness. A “Climate northern and | consuming to
Change Awareness’ project could be designed along | aboriginal organize;
thelinesof literacy campaigns, using the “Each one | youth would benefit
teach one” approach. from strong
link to
education
strategy; high
impact with
very small
audience
Driver Education We believethat Driver Education and Training All High, broad
cour ses, offered through high schools, private impact; will
companies and associations, ar e excellent venuesfor bemore
informing youth about theimpact of emissionsfrom effectiveif
motor vehicles. Materialson proper car handling provincial
and maintenance, choicesin fuel, what to consider depts. of
when buying a used car, etc. could be developed for motor
inclusion in driver education cour ses. vehiclesare
involved.
Promationsand Events
Hands across the Thisisoneof our favourite conceptsfor a campaign: | All High, broad
Trans-CanadaTrail | It touchesthe preexisting environmental values of impact. Time
youth, their desireto get out and do things, the consuming,
connection with “stars’ (role models) and their needs private
ability to use new technologies and media to sector
communicate. Youth from all regions or eco-zones, support;
including aboriginal and rural communities, walk their involvesa
part of thetrail, videotaping the environmental multitude of
impacts. Tapes could be passed on to the next partners. A
“crew” and results posted on the Internet asthe trip lot of work,
progresses. but we think it
Canadian artists could produce theme music for the would be well
tour. worth it.
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Proj ect Description Target Feasibility &
Audience Impact
Climate Change An incentive program that rewards consumers with All Difficult to
Friendly Air Miles | pointsto enjoy local attractions or travel. execute —
requiresalot
of
negotiations
with travel
organizations
Climate Change Zero-waste Buses powered by Hydrogen Fuel cells, Secondary Easy todo:
Express with displays on climate change impacts on various school lots of
Canadian eco-zones, travel across the country to experience to
provide climate change resources to schools and draw on.
community groups. Low-moderate
As part of the program, bus staff provide impact.
opportunities for interactive learning through popular
theatre, aboriginal learning circles or participatory
games.
Modeled in part after the Global Change Game.
Demonstration Cars | The Solar Cars and Electric Cars developed by Secondary Needsalot of
and Races Canadian engineering students and the private sector | school; coordination
should be displayed at shopping malls. Climate University/ with car
change pamphlets / posters would be handed out, College designers, car
with contact information for the Call Centre. makers, and
More Corporate Sponsorship for the Solar Car Races venues for
and Electric Car Races should be encouraged. displays/race
S
We suspect that mor e awar eness of new low May have
emissions car s may encour age youth to delay greater impact
pur chasing automobiles until these carsareon the if combined
market. But pricepoint will beamajor barrier. [t with driver
will beamajor conflicting messageto youth if only education
older, well-off Canadians can afford “ environmental program
Booths at colleges | Multi media Exchange Tour already funded under Easy to do;
and tradefairs CCAF. low impact

8.2. Stream 2: Capacity Building for Youth

As mentioned above, thisisthe “heart” of the strategy. 'Y outh need to be provided with
opportunities to develop their kills, training and experience. Y oung people are concerned with
gaining meaningful employment. They aso need to be given opportunitiesto participate in
decisionmaking processes both at the nationa and international leve, to broaden their
perspectives and hone their leadership abilities. By encouraging youth to seek their own
answers and define their solutions, stakeholders can help youth to realize the impact and
sgnificance of their actions and decisions.
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Proj ect Description Target Feasibility
Audience
Employment Strategies
Climate Change Provide opportunities for recent graduates to gain Employed/ Models already
Internship and experience, and possible future employment, on unemployed exist; easy to
Exchange: National | climate change related policy, technology and youth establish
and International implementation in Canada and in other countries. program. Very
programs high impact with
The national program would provide young smaller audience
graduates with opportunitiesin both the public and (youth leaders,
private sectors. Theinternational program could be those trained in
set up as an exchange program where a Canadian climate change
organization would provide a Canadian intern to an work).
overseas agency; and receive ayouth intern from
that country in exchange; thereby creating more
opportunities for sharing knowledge about what
worksin climate change mitigation and adaptation.
Modeled on the federal government’s Youth
Internship program, and 11SD’s ‘ Young Canadian
Leadersfor a Sustainable Future’ Program
Indigenous Provide reciprocal opportunities for aboriginal youth High impact
Environmental to live and work overseas in other indigenous Employed/ with limited
Exchange communities to share experiences and knowledge on | unemployed audience
climate change and other environmental issues. youth
Upon return, participants transfer what they learned
to their home communities.
Y outh (including Provide grants/ low interest loans for self- Needs support
Aboriginal youth) employment opportunities for youth interested in Employed/ from financial
Environmental working in the climate change field such as providing | unemployed institutions;
Entrepreneurs environmental products or servicesto reduce youth oncethatisin
Program greenhouse gases. place, should be
straightforward
to administer
program. High
impact with
limited
audience.
Climate Change High school students job-shadow professionals or Secondary Needs
Career Program civil servants working on various aspects of climate school connection to
change, and receive course credits for participation. education
system; not
expensive to set
up but time
consuming;
impact low-
moderate
Climate changejob | Internet registry of Climate change related jobsin Model exists
bank both the private sector, include high tech sector, and | Employed/ now; easy to
the public sector, including policy and planning unemployed do; low cost;
positions, and positions within NGOs and youth: high impact with

universities.
Modeled on 11SD’ s SD Job Bank

limited
audience.

Networking Opportunities

11SD
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Proj ect Description Target Feasibility
Audience
Climate Change Form a North-South youth knowledge network on University/ Requires an
Y outh Knowledge climate change: this network of youth organizations | College institution to
Network working on climate change around the world will anchor the
address the issue from a youth perspective, looking Employed/ network;
at critical issues such as accessto credible unemployed International
information, advocacy work, communication barriers | youth funding may be
and technological applications. available; High
Based on I1SD and IDRC’ s work on Knowledge impact with
Networks. limited
audience.
Awardsand Funding
GHG reduction A competition in which youth have the opportunity Secondary Models exist;
Awards to win national recognition for their work on reducing | school Difficult to
greenhouse gas emissionsin their homes, schoolsor | University/ organize but not
workplaces. Private sector sponsorship. College costly to do:
Employed/ figuring out
unemployed how to measure
youth the reduction in
order to givethe
award will be
tricky.
Moderate
impact with
broader
audience
Y outh Climate Thisfund provides accessto funds Secondary Easy to do; high
Change Fund (sub- | a) for innovative academic research in the area of school impact with
fund under the climate change for undergraduate/graduate work | University/ limited audience
Climate Change b) school / community projects on climate change College
Action Fund) ¢) individual youth projects on climate change. Employed/
Only youth can apply. unemployed
youth

8.3. Stream 3:

Community Actions

We bdlieve that it isimportant to provide concrete actions that everyone in the community can
take to mitigate the effects of climate change. Y outh should not just be a target of the
message; they can be the bearers of the message by working with their family, friends
and neighbour sto persuade them to take action in their own lives. Inour research
findings, we noted the “two-gtep” process of communications among young people: from media
to friends. That process trickles down even further, into family and neighbourhoods. Projects
that support youth participation and promotion of sustainable liveihoods within their community
will be the most effective. We have selected four categories for action:

a) awareness— which intersects with the broader information and awareness campaigns above

b) transportation — of great interest to youth, who usualy don’t have their own cars, need
support for their aternative trangportation methods, and would often like to continue with
those methods rather than succumbing to the car culture.
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c) consarvation and nature — condstent with the persond, positive connections many youth
have with the environment (camping, sports and so forth).
d) Energy eficiency — one of the few areas in which it may be possible to measure more
concrete emissions reductions results.

Proj ect | Description | Target Age | Feasbility
Community Awar eness
Toolkitsfor Develop information kits for municipalities All Models exist;
Community Groups straightforward to
create but moderately
expensive to produce;
moderate impact.
Community youth Provide community groups such as Scouts & Secondary school Time consuming to
groups Guides with climate change information and organize but may be
requirements for earning a‘ Climate Change’ low cost and may
badge. have high impact in
this segment.
Transportation
Bike to Civic or organizational events either self- Secondary school If combined with
Work/School Days | organized or as part of aprovincial or national University/College event such as Earth
campaign. Employed/ Day, may be easy and
unemployed youth inexpensive to
organize and promote.
Moderate impact with
broad audience
Active and Safe Already funded under CCAF Secondary school
Routesto Schools
Municipal Transit Note: we struggled a bit with the issue of All Difficult to organize;
Contest municipal transit projects. our basic concernis impact may be limited
tofind waysto makeit easier for young peopleto
do simplethings (eg, ride a bike) for longer
periodsof time. Over and over we heard about
bike lanes, safe spotsto lock up bikes, cheaper
busfares, more buses, etc.
The problem comes back to whether municipalities
arewilling / able to respond.
Our proposal isamunicipal transit contest, where
youth submit their urban traffic planning designs
to show cities how to “green” their traffic
corridors.
Loca Travel Y outh-oriented travel agencies like Travel Cuts Secondary school May be difficult to
Promotions feature or promote local travel. University/College sell the concept to
Employed/ travel agencies who
unemployed youth make their money off

charters etc.

Conservation and Nature
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Proj ect

Description

Target Age

Feasibility

Y outh Turf:
Community Green
Spaces

Y outh managed community green spaces in which
school groups, environmental clubs or other
groups ‘adopt’ agreen space or create anew one
in the community.

Secondary school
University/College

Can beincluded in
Community Tool kit;
leaveit to
communitiesto pick
uptheidea. Low-
moderate impact;
needs longer time
frame to be useful

National Tree A ‘National Tree Planting Day’ where students Secondary school Again, could link to
Planting Campaign | and youth groups plantstrees. Thiswould be Employed/ another national
accompanied by an information session on climate | unemployed youth event, like Canada
change and the role of forestsin climate change Day. Moderately
mitigation. expensive, unless
private sector
sponsors the trees.
Risk of failureif trees
not cared for.
Aboriginal Earth Provide opportunities for urban aboriginal youth | Secondary school High impact with
Retreat Program | to reconnect with the environment. Building upon | University/College limited audience.
traditional practices of giving back to the Earth, Employed/ Funding will be
the program would allow urban youth to spend unemployed youth required.

time in the wilderness, revisit Aboriginal song and
dance and conduct traditional ceremonies.
Community elders would participate in this
program to provide guidance.

Aboriginal Earth Provide opportunities for aboriginal youth to Secondary school Non-native youth

Retreat Program 11 share their traditional connection with the University/College may be willing to
environment with non-native youth. Y outh Employed/ cover costs of their
participants would spend time in the wilderness, unemployed youth participation in the
learn Aboriginal song and dance and observe retreat; but difficult to
traditional ceremonies. organize; many risks;

nevertheless may

Traditional Northern and aboriginal values, of have high impact with
using all that you take and not wasting anything, limited audience.
could be emphasized in thisretreat.

Ener gy Efficiency

Community Energy
Efficiency Training
Programsfor Y outh

These short workshops would illustrate how
environmental technologies are usable in homes,
schools and workplaces. Information would be
included on topics as energy efficient lightbulbs,
appliances and energy saving tips.

Northern youth noted home energy use as a place
for effective and affordable action in the north.

Secondary school
University/College
Employed/
unemployed youth

Stronger if linked to
education system
(morelikely to get
youth participation).

9. Time Framefor strategy roll out

Thisisa5-year drategy. By the end of five years, asgnificant proportion of the target audience
will be over 30 and anew generation of teens will have entered this target audience. Changesin

vaues and attitudes will be inevitable (not to mention changes in technologies and
communications media). Therefore we recommend a complete evauation of the Srategy at the
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end of five years, followed by the design of new gpproaches to engage youth, building on the
best practices from the origind strategy and looking for innovation in the new generation.

Year

Stream

Description

Yearl

Focuson setting up the
resources and infrastructureto
support the strategy

Information and Awareness

Review existing 1-800 call service:
are materials relevant to youth;
can youth be employed to operate
the service?

Establish Y outh Climate Change
web site; development of games
and simulations

Approach provincial govt depts
of motor vehicles; driver
education programsto deliver
materials related to climate
change.

Initiate discussions with potential
private sector sponsors for
selected projects, including
community TV and newspaper
products, entrepreneurship
programs, the climate change
express bus and related
booths/exhibits/demonstrations
of solar cars, and so forth.

Capacity Building

Create funding structure for
international internship and
exchange program,

Set up Y outh sub- fund
under the Climate Change
Action Fund.

Create Climate Change job
bank

Community Actions

Develop Tool kitsfor
community groups

Work with youth groups (4H,
Scouts, Guides etc) to create
climate change projects and
badges

Evauation

Contract polling firm to
establish baseline levels of
youth awareness and
practice.

Establish evaluation
mechanisms
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Year 2
Focuson leadersor “early
adopters”

Information

Further development of “ Call
Center” and Web site (Build
CONTENT, roll out games
and simulations).

National TV and magazine ad
campaign (youth to adult
communication), profiling
youth choices.

Roll out Drivers Education
campaign

Community awareness media
projects: local newspaper
articles; local cable shows
Develop “each one teach
one” approach for climate
change communications

Set up and promote Hands
across Trans- Canada Trail

Capacity Building

Continue funding of youth
projects

Set up Climate Change Y outh
Knowledge Network

Execute International Climate
Change Internship Program.
Execute Y outh Environmental
Entrepreneurs Programs
Execute Indigenous
Environmental Exchange

Set up climate change career
program.

Community Action

Introduce tool kitsto
communities;

Introduce programs to youth
groups

Year 3
Focus on Information and
Learning

Information and Awareness

TV Ad competition for youth
Run the Trans Canada Trail
event

Y outh Climate Change
Express; Demonstration cars
and races; Booths at fairs etc.
Internet advertising

Ad banners on youth market
Web sites.

Capacity Building

Continue internships,
exchanges and
entrepreneurial program
Climate change career
program

Community Action

Aboriginal earth retreat |
Community energy training
program

Municipal Transit Contest
Bike to work days; Safe
routes to schools program
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Year 4
Focus on Community and
Continuation

Information and Awareness

Climate change facts
campaign

Ad banner youth market
Web sites

Climate change air miles

Capacity Building

Green house gas reduction
awards program
Continuation of existing
projects

Community

Aboriginal Earth Retreat 11
Transportation

Y outh turf community green
space

Local travel promations
National tree planting

Year 5 Focuson Evaluation;

Design of New Strategy

Evauation Year

Wrap up some of the existing
projects

Conduct evaluation

Have a national conference
for and by youth where
youth decide the future
direction of the strategy.

10. Evaluation

The strategy should have an impact eva uation system in place to learn the effect of the Strategy
on youth, and to provide means by which youth can provide feedback and inpuit.

Our research has indicated that assessing the impact of socid marketing campaignsis
problematic. It isdifficult to attribute attitude and behaviour changes soldly to such campaigns
when other extraneous factors can aso be strong influences on behaviours and attitudes As
well, it appearsthat a culture of evaluation is not well developed within organizations

implementing socid marketing campaigns. Most organizations surveyed did not have concrete
or established indicators of success or practised consstent evaluation procedures.

Also, it isdifficult to measure the success of youth participation efforts. Y outh participationisan
ongoing, developmental process. Early evauation may miss some of the long term benefits. It
isimportant to reflect on youth participation efforts on an ongoing basis while recognizing that
concrete outcomes take time.

Socid marketing campaigns are traditiondly evaluated for creating a postive and sgnificant
impact according to the following criteria

% Making a Difference: The Impact of Health Promotion Directorate’s Social Marketing Campaigns 1987-91, Error!
Bookmark not defined.
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Awareness— A broad awareness of the campaign, it theme and its basic messages
among youth

Attitudes— An generd acceptance of the campaign messages among youth
Interpersona communi cations —Demongtrated increased willingness and
commitment to disseminating information on the issues to others among youth
exposed to the campaign

Current use - Discernable differencesin behaviors that can be currently changed,
such astaking the bus, carpooling, using appliances efficiently and other persona
contributions

Trends— A development of generd long-term trends in attitudes and behaviors,
especidly among the targeted audience

Use of Campaigns as Models— Adoption of strategies or specific projects by
groups not included in the Strategy, or by groups wanting to adapt strategies or
specific projects for campaigns on different issues and topics and requests for
expertise or consultancies®

It isabsolutely essential to establish good baseline data at the beginning of this
strategy: otherwise, evaluation of increased levels of awareness and action at the end
of the strategy will be subjective at best.

Opportunities may exist with Regindd Bibby, author of Teen Trends, to insert questions related
to environmenta and climate change awvareness into his next survey of Canadian teens. It may
aso be worthwhile to contract a polling firm for a more comprehensive assessment of the whole
target audience (13-29).

It isalso important to note that throughout the duration of the strategy, some youth will
leave the age bracket of 13-29, so it will also be important to evaluate the strategy for
long term resultsin the adult community.

Tedting of indicators would be completed by the following quditative and quantitative methods:

- Tracking surveysfor individua projects

- Tracking surveys for the strategy

- Tracking surveys for youth to measure their increased
awareness and knowledge of climate change issues before the campaign, mid-way
and upon completion.

- Forma and informd discussions with young people and
adults, using focus groups, consultations, conferences, through out the time frame of
the strategy.

% hid.
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We have made an effort to make the specific objectives of this strategy as tangible and
measurable as possible. The strategy would be consdered effective if the indicators of success
listed under each objective were attained.

We would aso recommend that the agency responsible for implementing this strategy aso look
caefully at other methodologies for assessment currently in use within the federa government,
such as the results-based management gpproach now being used by CIDA.

In onefinal burst of creativity, we thought we might suggest the development of a
national emissions clock (smilar in concept to the Population Clock at the

I nter national Development Resear ch Centre) which will monitor every minute the
number of GHG emissions produced in Canada. In our wildest dreams and hopes, we
might see a turning point as the numberswaiver, and then dowly begin to drop.

11. Limitationsand Strengths of the Proposed Strategy

Some difficulties were experienced in developing the Y outh Public Outreach Strategy on climate
change. These are listed below:

Time Frame of the Project

More set up and promotiona time was required to obtain a better representation of youth
for the focus group sessions. We had alow turnout for some of the sessons.

More time was needed to survey youth organizations, both nationaly and internationdly.

We did not have time to vaidate the draft Srategy with the Y outh Round Table members or
with the other youth participants in the focus groups. We will post the strategy on our
Climate Change Y outh Café, but we do not anticipate receiving sufficient input before the
find verson of the strategy isto be submitted by the end of March.

Internet conference projects like the Climate Change Y outh Café require more set up time
and promationd time than was available.

Cogting out a dtrategy like this requires more time to arrive at as accurate a picture as
possible. Accessto thisinformation on the cost of TV advertising, PSA’s etc. aso takes
timeto obtain.

Available information

Mogt of the literature available on youth communications focuses on Strategies for youth at
risk such as the anti- amoking, anti-drugs, and anti-drinking and driving campaigns. Less
information is available on dternative communication strategies and on environmentd
communication srategies. Thisinformation had to come from phone interviews with

11SD, 1999, p36



A Youth Strategy for Public Outreach on Climate Change

organizations and from the youth themsdves. Much of the information on successtul
environmenta communications campaigns is not documented.

Basdine data on emissions generaing behavior for this age group is difficult to isolate. For
example we were unable to determine the level of persond car ownership in this group.
Useful measures of emissions reductions from smple actions like planting a tree are not
reedily available.

Staff Resources

We were fortunate to have two interns funded under another program to work with us on
this strategy. Without them, the budget would have been insufficient to provide the depth
and range of options we have gathered in this report.

I nternet

For this project, and thistopic, we found that the Internet was not an effective tool for
engaging youth. We can vdidate the fact that people use the Internet to obtain information:
the ratio of youth who signed up but did not participate to those who did submit comments
was about 4 to 1. We beieve they were more interested in listening to others (the “two
sep” flow), and obtaining information. More time is needed to engage people to participate
in aforum like this one.

Gapsin the information

The PEO Issues Table requested, and provided funding for, additiona focus group sessions
to draw out the opinions of youth in Quebec, the Atlantic Provinces, Toronto and
Vancouver. We were not requested to conduct a session in the far north; but we have
reviewed and incorporated the results of the Climate Change Y outh Strategy Workshop
with the Métis Nation — NWT Environmenta Y outh Corps.

Although we had input from youth from rurd areas, we didn’t find clear, notable differences
that would lead to strong recommendations on rura programs versus urban programs.
More work on urban/rura differences might be useful.

We would have liked to have more input from youth in Quebec. We made extensve
contacts with organizations prior to conducting the two focus sessonsin Frenchin
Montreal, but few people participated.

Strengths of the process and outcomes

The modified gppreciative inquiry methodology worked well in the focus groups. By asking
participants to look for the postive rather than the negeative, we found that many were able
to find in the end the persona connections with climate change. When this happened, they
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became more crestive in proposing communications ideas and strategies for mitigating
climate change.

The session with aborigina youth was a very positive experience — again, because of the
many other obstacles facing aborigind youth, their persond vaues and connections with the
environment were inspiring.

The session with teens at the YMCA in Hdifax was aturning point in the project. Thiswas
agroup of visgble minority, disadvantaged youth who had no knowledge of or concern for
environmental or socia issues, and no awareness of nationd or internationa events (eg, the
ice storm; Hurricane Mitch). To hear from youth who are not concerned with
environmental issues or who have not found opportunities to learn and discuss these issues
made us more aware of the need to focus this strategy on the education system and
participatory projects within the communities to engage these youth; while information and
awareness campaigns, and capacity building, might be more targeted at youth leaders.

Y outh-driven and youth based organizations surveyed by phone were very supportivein

taking the time to provide us with the necessary information. We could see ared potentia
for collaboration amongst these stakeholders.
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