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PRESS RELEASE 

 
Environmentalists are typically passionate about nature and are its main defenders; yet 
when they communicate their wonder of ‘beautiful nature’ to others, this idea connects 

much more with ‘Climate Citizens’ than with ‘Sceptics & Uninvolved’1.  
Addressing Al Gore’s plea: to use branding which connects the climate crisis ‘with most people’ 

Montreal, Apr 28th 2009 

About 
In late-September/early-October 20082, Haddock Research 

conducted a wide-ranging public opinion survey about how the 
public think, feel and act towards climate change. This 
included an investigation into the power of 6 branding 

concepts used within 'green marketing', which were about: 
 

• Beautiful nature 
• Positive human relationships 
• Empowering technical low-carbon solutions  

• Guilt-free luxury 
• Zen-like simplicity 
• Anti-consumerism  

 
The study was run amongst nationally representative samples 
of over 1,000 people per country in Canada, England and the 

USA. 
 
Key Findings 

A striking observation, from an analysis of the 6 environmental branding ideas tested in this 
research, is how little difference there is according to which country people come from. Certainly 
there are some sub-group differences in the relevance of different ideas to move people, but it is not 
predominately related to people’s country of residence.  Taken as a whole, Canadians, English people 

and Americans are pretty similar when it comes to which environmental branding ideas they find 
powerful, and which they do not. What we do find is that there are often differences between what 
men and women find motivating. We also see some differences according to age, whether there are 

children in the home, and lifestyle/interests.   
 

                                                   
1 A segmentation, developed within the Environmental Choices 2008 study, has classified people into 3 types according to 

their attitudes towards climate change – from Climate Citizens (who are most engaged with climate change), to Mild Greens 

(who are moderately engaged) to Sceptics & Uninvolved (who are least engaged). More details are found within section report 

1a ‘Attitudes towards Climate Change’ of Environmental Choices. 

 
2 Conducted as part of the Environmental Choices 2008 study, see http://www.haddock-research.com/public_opinion_monitor 

“Be a green consumer! You 
have choices with everything 

you buy between things that 
have a harsh effect or a much 
less harsh effect on the global 

climate crisis. Consider this. 
Make a decision to live a 
carbon-neutral life. Those of 
you who are good at branding 
I’d love to get your advice and 

help on how to say this in a 
way that connects with the 
most people.” Al Gore, TED 
talk, February 2006 
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We also see a striking difference in how powerful the “beautiful earth” idea is perceived to be 

according to the 3-fold climate segmentation developed within this Environmental Choices study. 
Climate Citizens tend to find this image very powerful, whereas Sceptics & Uninvolved are much less 
engaged with it, particularly those from the USA. The “empowering technical low-carbon solutions” 

idea has much broader appeal. 
 
Overall, the vast majority of people (95%) are engaged with at least one of the environmental 
branding ideas presented - with the remaining 5% thinking that they all have “little” or “no appeal”. 
The majority (66%) of people who are “not engaged” with any environmental idea fall within the 

Sceptics & Uninvolved group - 12% of Sceptics & Uninvolved are “not engaged” in this way. 
 
In the final section of this document are charts which provide supporting evidence for this press 

release.  
 
Further information on this topic can also be found at www.haddock-research.com and look for 

Environmental Choices 2008, Section report 3.h, Branding and Climate Change.  
 
  

About communicating the idea of ‘beautiful nature’ 

In ‘An Inconvenient Truth’, Al Gore movingly describes Planet Earth within an extraordinary expanse 
of time and space; in the vastness of the galaxy, all of human history took place within the tiny spec 

of Planet Earth – and that tiny spec “is our only home”3. Elsewhere, Al Gore describes how the Apollo 

8 mission, 40 years ago, meant that humans could see the Earth from space for the first time – and 
how this new perspective inspired the modern environmentalist movement4.  

Through his passion for the environment, Al Gore has become the leading influencer on people’s 

attitudes towards climate change in each of Canada, England and the USA5. To address the climate 

crisis, he has inspired the Alliance for Climate Protection6 which so far has 3 active projects – 
‘Repower America’, the ‘We Campaign’ and ‘This is Reality’.  

                                                   
3 An Inconvenient Truth, Al Gore, 2006, p.300 

 
4 How astronauts went to the Moon and ended up discovering planet Earth, 20 December 2008;  

http://www.guardian.co.uk/science/2008/dec/20/space-exploration-usa-earth-moon 

5 See Haddock Research & Branding, Environmental Choices 2008, Section report 2.a, Influencers on climate change & social 

tipping points, www.haddock-research.com 

6 http://www.climateprotect.org/  
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Yet, during a speech in 2006, Al Gore made a plea for help in communicating his campaigns: 

“Be a green consumer! You have choices with everything you buy between things that have a harsh 

effect or a much less harsh effect on the global climate crisis. Consider this. Make a decision to live a 
carbon-neutral life. Those of you who are good at branding I’d love to get your advice and help on 
how to say this in a way that connects with the most people.” Al Gore, TED talk, February 20067 

 
The challenge that Al Gore faces about communicating the climate crisis is one faced by many 
environmentalists and other Climate Citizens working to create a low-carbon economy. A 

fundamental problem is that their passion about nature is not matched amongst the people they are 
trying to influence.  

 

Commentators, such as George Marshall8 and Will Hutton9, have argued that other ideas need to be 
employed to connect ‘making good environmental choices’ with most people. This research provides 

evidence to support these viewpoints. The good news is that the vast majority of people in Canada, 
England and the USA (c.95% overall) are moved by at least one of the six environmental ideas 
tested in this research. 

 
 
About Haddock Research & Branding, Inc. 

Haddock Research & Branding Inc. is a full-service market research agency focusing on climate 
change and the low-carbon economy. Making use of the latest advances in survey design, Haddock 

advises businesses on how best to develop profitable low-carbon opportunities; and provides 

governments with the vital information they need to mobilize people to take action on climate 
change. For further information, visit our website - www.haddock-research.com 

 

For enquiries, please contact Peter Winters, President, Haddock Research & Branding, Inc. 
peter.winters@haddock-research.com . Free summaries of the survey are available from the 

Haddock website10.  

 

 

 

                                                   
7 TED talk, Al Gore: 15 ways to avert a climate crisis, February 2006, minutes 9.29-10.00 

http://www.ted.com/index.php/talks/al_gore_on_averting_climate_crisis.html 

 
8 Jeremy Clarkson and Michael O’Leary won’t listen to green cliches and complaints about polar bears, George Marshall, 9 

March 2009;  

http://www.guardian.co.uk/environment/cif-green/2009/mar/09/denial-climate-change-psychology  

 
9 Source : The environment is too important to be left to the green movement, Will Hutton, 12 April 2009;  

http://www.guardian.co.uk/commentisfree/2009/apr/12/will-hutton-environment-green-movement  

 
10 Visit the Free Reports section of www.haddock-research.com; and registration is required to download the free reports. 

More detailed results are available in the paid reports. 
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