DEEP CANVASSING FOR
CLIMATE SOLUTIONS
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60% POLLING WITH US
40% POLLING AGAINST



ELECTION DAY:




Small Crew Thousands of

Of Organizers Volunteers

Can we talk? Can we be honest?
Can we decrease homophobia and

persuade?






PROVEN IMPACT

Same-Sex marriage
Transgender Rights

Abortion
Immigration

Persuasion in 2020 US
Presidential Race

LARGE persuasive
Impact
INOCULATION -

withstands later fear
messaging
LASTING change - 9

months or more




GetanlID
Yes/No/Undecided

Train canvassers to use
a script

Canvasser delivers a
message

Deep Canvass







c3 Deep Canvass Tests - Examples of Impact




WHEN WAS A TIME YOU LISTENED TO SOMEONE. INSTEAD
OF DOING THE TALKING, AND 6OT A NEW PERSPECTIVE

o \WHAT HAPPENED?
e HOW DID YOU AFTERWARD?
e HOW DO YOU THINK THE OTHER PERSON ?



Let's see 1t



https://www.youtube.com/watch?v=_tdjtFRdbAo







The Challenge

From Climate Access & Climate Narratives 2021



CLIMATE & ENERGY PILOT PROGRAM

TRAIL,BC




Key Elements for Success

1. Script that works as roadmap for persuasive

conversations /

2. Training program to help canvassers flex a few
key skills



Montana
Engagement
Partnership

'#.LF FROGARAK OH
Climate Change
Communication







Overwhelmed by scope of climate change

Don't trust governments
Don't trust environmentalists
Don't think solutions are possible
Doesn't feel urgent
Identity rooted in extraction industry

Concerned about financial cost






Key Script Learnings

1. Acknowledge identity & pollution success story
the community is familiar with first to build trust

o Let them know their neighbours care too

2. Personal climate stake stories need:
e Impact of climate change that the canvasser has
personally experienced
e Name how that impact felt for canvasser
e Name and resolve any canvasser cognitive dissonance
canvasser
e Canvasser must share story first to model



Step 1: O-10 Scale - surface complexity

Step 2: Connect & Acknowledge identity

Step 3: Story Share - climate change personal story
e people-focused climate impacts with emotion

* haming our own cognitive dissonance

e helping them find & share their lived experience

Step 4: Make the Case & Help Process Dissonance
Step 5: 0-10 Scale - understand impact
Step 6: Campaign Ask






Key Elements for Success

1. Script that works as roadmap for persuasive

conversations /

2. Training program to help canvassers flex a few
key skills



Volunteer Recruitment

Skills building workshops Dating apps
Past campaign volunteers Pitches
Supporter Calling Personal networks

Website pop-up Student practicums






Use the FAB Model

Recruitment & Confirmation

Friend
Lift up the volunteer prospects personal stake in climate change, by sharing your
own story, being curious, and asking questions.

Activist

Move them to action by communicating urgency. Describe what is at stake (the
dream and the nightmare) and demonstrate why taking action can't wait.

Banker

Make a strong and direct ask. Avoid passive language, and be prepared to

pushback if necessary:.
Pushback

Uncover underlying hesitation and needs, empathize, re-motivate with urgency, ask again.



JUNE CLIMATE ACTION
SKILL BUILDING SERIES

teiresty - Storytelling for Climate
8 Action

Wednesday - Compassionate Curiosity
15 for Climate Action

tere> Canvassing for Climate
22 Action




Key Elements for Success

1. Script that works as roadmap for persuasive

conversations /

2. Training program to help canvassers flex a few
key skills



Specific
Script

Debrief calls

Side-by-side

Escalation




HYBRID
DEEP CANVASS

ONLINE/PHONES & DOOR
KNOCKING OPTION FOR
EXPERIENCED CANVASSERS IS
EFFECTIVE

e Volunteer canvassers do
best starting with
phone/online program

e Gives location, mobility,
comfort, and covid
flexibility

e Campaign deadline created
urgency



85 VOLUNTEER
CANVASSERS

8 LEADERS DEVELOPED




OVERALL IMPACT
BY THE NUMBERS
-

Overall Persuasion Rate



OUTCOME: POLICY CHANGE

CITY OF TRAIL COMMITTED TO
100% RENEWABLE ENERGY TRANSITION
ON APRIL 25, 2022




e T0 HEAR WHAT BELIEFS PEOPLE DIFFERENT THAN YOU HOLD IN
THEIR CORE
© FOR MASS COMMUNICATIONS
o [N CONVERSATIONS
o HOW ELSE COULD YOU USE THEM?






Solutions Journalism: livinghere.ca

articles




MOST KEY key takeaways

Get out of fact land

More data and info will not win the argument, change
their minds, or build connection

Get into story sharing land

Meet people where they are at, name the observed
climate impacts, name your feelings, name what agree
on/your internal contflict

Get clarity on project goals

To determine if you need to use deep canvassing method

or just apply its principles; be clear on what you are trying
to change




JUN14
JUN21

JUN2S8

JULS

www.neighboursunited.org




