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Health as an Effective Message

Lessons from climate change research:
• Surveys conducted with >7,500 participants in 5 countries  

(China, Germany, India, UK, USA)
• Participants asked to read 5 pairs of statements, and asked 

which would make them more likely to support policies tackling 
climate change

Findings:
• Health* and Environmental framing increased support
• Economic framing had no effect
• Opportunity* framing increased support > Threat
• Present impacts more motivating than Future impacts

Focusing on current health impacts and opportunities in public 
policy messaging = more motivating to change behaviour

https://osf.io/preprints/socarxiv/372pk/
https://osf.io/preprints/socarxiv/372pk/


CAPE BC x BCTF 

Campaign
Dr. Lori Adamson:

• ER physician in Salmon Arm, BC
• Led a campaign to ban fossil fuel promotion 

by Fortis BC in BC schools
• Highlighted science behind health and 

climate harms of LNG extraction and use
• Gained almost 100 organizational 

signatories, including BC Teachers’ 
Federation, VIHA 

Impact:
• National media coverage
• Education Minister met with stakeholders + 

rightsholders to review, revise education 
resources policy

• FortisBC removed “Energy Leaders” 
curriculum from its website



PaRx:
Canada’s National Nature
Prescription Program

• Based in evidence behind the 
nature-health connection

• Parks Canada collaboration led to 
90+ national and international 
media pieces, reaching 
200,000,000+ people globally 
with 6,000,000,000+ media 
impressions

• Endorsed by CMA at COP15
• Over 10,000 prescribers, including 

> 5% of all physicians in Canada



Translating Knowledge to Impact

Refine the message:
• Novel and applicable
• Timely
• Controversial
• Evidence grounded in story

Partner effectively:
• Inter-sectoral
• Relevant
• Connect with community and advocacy groups to 

determine community needs and amplify science 
and messaging in creative ways

• Befriend media
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