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sustainability & sustainable development 

• holding up, maintaining, supporting
• the capacity to endure
• long-term maintenance/stewardship of the planet, along intersecting 

environmental, economic, political, cultural, societal dimensions

“Sustainable development is development that meets the 
needs of present generations without compromising 
the ability of future generations to meet their needs.” 

~ WCED, Brundtland Report (1987)

Roots & Culture
Tract on Money Reform (1923) “in the long run, we are all dead”

Economic Possibilities for Our Grandchildren (1930) 
 early (mainstream) conceptions of SUSTAINABILITY
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intersecting influences               
(science, policy, values) and powers 

that shape climate discourse(s) via media
are artifacts/manifestations of competing 

perspectives, histories, priorities. 



conditions of engagement

“The deficit model is dead…long live the deficit model.” ~ Brian Wynne (2008)

“providing information and filling 
knowledge gaps is at best necessary 
but rarely sufficient to create active 
behavioural engagement.”

~ Susanne C. Moser(2009)



“We…must stop viewing climate change as yet another 
opportunity to apply our existing tool kit.” ~ Mike Hulme (2009 )

Morgan et al (1999)

communicating (& confronting) climate change

‘finite pool of worry’ meets varied risk management strategies



communicating (& confronting) climate change

New York Times 11 May 2013New York Times 20 Aug 2013



‘news holes’ & agenda‐setting in the public sphere



the lines are the same length

perception is reference dependent

Muller Lyer (1889)

(1)

(2)

(3)

Which line is longer?



risk perception, human choices & climate change

‘Cultural Theory of Risk’ meet ‘views of environment’ Douglas & Wildovsky (1992)

fatalist capricious

fragileresilient



the role of mass media
as climate change messengers

“Few things are as much a part of our lives …a[n] instant historical record of the 
pace, progress, problems, and hopes of society.” ~ W. Lance Bennett (2002)

mass media (n. pl)
(1)means of public communication reaching a 
large audience

(2)publishers, editors, journalists, and others 
who produce, represent, interpret and 
disseminate information, through 
newspapers, magazines, television, film, 
(digital) radio, mobile phones and the Internet



changing media landscapes

traditional/legacy media
(1) ‘one‐to‐many’ (often one‐way) communications 
(2) centralized ‘broadcast’ communication  gatekeeping
(3) influential content production  dominant communication through television

digital/new/social media
(1) fundamental shift to ‘many to many’ interactive webs of communications 
(2) promotes interaction thru user‐led decentralized communication 
(3) democratized content production  blogs, Twitter, Tumblr, Reddit, Kapost etc.



media representations over time
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RESONANT THEMES:
• ecological/meteorological events and issues
• scientific events and issues
• cultural events and issues
• political events and issues



text

7 Sept 1784



4 Dec 1841



Washington Post
23 March 1913



resonant themes examples:                   
heavy rainfall, floods, hurricanes as ecological/meteorological events

Boulder Daily Camera (2013)



updated monthly at  http://sciencepolicy.colorado.edu/media_coverage/

recent trends:
30% increase from  

Aug 2013 to Sept 2013
attributed largely to 
IPCC AR5 WGI release

recent trends:
still 50% decrease from  
Feb 2007 to Sept 2013
comparing releases of 
IPCC AR4 WGI (Feb ‘07),                 
IPCC AR5 WGI (Sept ’13)



humans contribute 
to climate change

(a) (b)

‘contrarians’, 
‘skeptics’, 

‘denialists’

‘alarmists’, 
‘global warming 
fundamentalists’ ‘contrarians’, 

‘skeptics’, 
‘denialists’

??

‘alarmists’, 
‘global warming 
fundamentalists’

international greenhouse gas 
emissions reductions agreements 

will have an effect on the economy

convergence/divergence  of views 
in climate science and governance

‘the (great) global warming debate’
(with associated questions of legitimacy, expertise, authority)



understanding media amplification 
of climate contrarian views

“The reason [climate change as an environmental issue] has staying power is it’s got so much 
money. And when you get into clean energy, so called clean energy, it just becomes this whole 
ideology. It’s a whole funded movement, and it corrupts the science…It’s the madness of our 
age; man made global warming fears.”  ‐‐Marc Morano (ClimateDepot) at ICCC, 2011

• mapping contemporary stances onto pro-privatization, anti-
regulatory neoliberal political stances

• modern-day Copernicuses? or contemporary courtesans…
from Boykoff & Olson (forthcoming) ‘‘Wise 

Contrarians’ in Contemporary Climate Science-
Policy-Public Interactions’ Celebrity Studies



implications ‐ an increasingly polarized 
and tangled atmosphere

climate contrarianism



Dunlap and McCright, “Organized Climate Change Denial” (2011)

“anti‐environmentalism has 
been, from the start, a 
keystone of neoliberal 
antiregulatory politics. But the 
perceived threats posed by 
climate change discourse 
intensified this opposition, 
mobilizing energy companies 
and other related industries 
and broader free‐market 
forces….”‐ Antonio & Brulle (2011) 

machinations of  contrarianism



a PARADOX 
MORE media attention ≠ MORE public understanding/clarity

New York Times 11 February 2010

weather events
(e.g. snowstorms)

 technical capacity issues 
(e.g. specialist training)

ethical perspectives & stances 
(e.g. utilitarianism)

 cultural differences 
(e.g. trust in science & media)

political econ drivers & factors   
(e.g. media consolidation)

 journalistic norms, pressures 
& values (e.g. balance)

CONTRIBUTING INFLUENCES
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from Boykoff (2007) TIBG; Boykoff & Boykoff (2007) Geoforum

how do journalistic norms & pressures shape 
media representations of climate change?



processes of framing

Schuefele (2009)



continuing & formidable challenges:         
translating complexities of  culture, politics & climate change

‐ participatory & comparative studies across place/context and time 

‐ navigation through AND valuation of varying ways of knowing: 
observational/experiential access to understanding vis‐à‐vis ‘expert’ knowledge

‐ engagements with power of new/social media (e.g. democratizing content 
production; addressing signal‐to‐noise considerations)

‐ mobilizations of metaphors & analogies; accurate, effective & appropriate ‘hooks’



burgeoning research engagements:         
translating complexities of  culture, politics & climate change



going INSIDE THE GREENHOUSE

THE PROJECT: 
provides a living laboratory and intentional space for 
development and experimentation with creative 
modes to communicate, evaluate and confront    
climate change through a range of mitigation and 
adaptation strategies

ASSOCIATED UNIVERSITY COURSES: 
“Climate Change: Science & Expression through Video‐
Production & Presentation” (ATLS 3519/EBIO 4460) 
http://vimeo.com/cuebio/channels (Safran)

“Inside the Greenhouse: Using Media to Communicate 
Positive Messages about Climate Change” (ENVS 3100) 
www.insidethegreenhouse.net (Boykoff/Osnes)

‘Inside the Greenhouse’ EVENTS & PROGRAMS: 
Inspired by Inside the Actors Studio, events draw out 
process, motivations & creative communications 
surrounding engagement w climate change



“All the world's a stage, and all the men 
and women merely players. They have 

their exits and their entrances…”                              
~ William Shakespeare in ‘As You Like It’

considerations of ‘who speaks for 
climate’ via media are as 

important as formal climate 
governance architectures 

themselves to the long‐term 
success or failure of 

environmental decision‐making

Fight Semantic Drift:                         
discourse (& material) matters

a key challenge: SMARTENING UP, not 
DUMBING DOWN communications



“…if things are made 
rather than found, 
then the possibility 
exists for them to be 
unmade, or made 
differently.” 

~ Stephanie Rutherford, 2007

‘Our Common Future’:                         
carbon‐based lives & livelihoods

(2013)

(2014)
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