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Climate change is perceived as the main
challenge of our time
A new report from Vattenfall has found that the public believe climate
change is the main challenge of our age - ahead of any other global
issue such as war, conflict or economic recession. Business and
governments are expected to lead on climate change as they are felt
to be the most able to slow it down. It was also felt that a balanced
climate conversation can inspire to action.
In the report people in Sweden, Germany, the Netherlands, Denmark, Finland, France and
the United Kingdom answered a survey about the emotions they experience in relation to
climate change. More than a third believe that climate change is the most pressing global
issue of our time and more than 40 percent of respondents identify with the feeling of
anxiety.
The report also analysed media coverage of climate change in the last year and found that
a large share of coverage actually focuses on the severity of the issue and therefore are
negative in tone. A second tier of coverage was found to be particularly negative in nature
and highlights in emotive terms the already visible catastrophic consequences of climate
change. The report also found a substantial amount of positive news on initiatives to slow
down climate change or political developments that strengthen the framework that governs
the climate.
Respondents however recall a larger volume of negative reporting on climate change than
is present in the media landscape and admit that they are more likely to share negative
news on social media. This may lead to a feeling of powerlessness.
For the report, Vattenfall has consulted American psychologist Renee Lertzman. She said:
“A balanced conversation on climate change, allows for all responses: we can be both
vulnerable and scared, and brave and activated. A balanced public conversation allows us
to acknowledge the full spectrum of these responses. We no longer have to choose
between feeling afraid or feeling inspired. We no longer have to play the ping-pong game
between hope, optimism and despair. We can hold both and many more of these truths
together, knowing that our attempts to put our feelings and responses into boxes is set-up
for failure”.
“It is clear that our emotions towards climate change have passed a tipping point in
society. As a company that produces and supplies energy, our ability to make an impact is
considerable and this report highlights that. We are fully committed, throughout our entire
20,000-person business, to make fossil free living possible within one generation and to
help partners and industries to electrify transports and processes and thereby replace
fossil fuels”, says Magnus Hall, President and CEO, Vattenfall.

Vattenfall is a leading European energy company, which for more than 100 years has electrified industries, supplied energy to people’s
homes and modernised our way of living through innovation and cooperation. We now want to make fossil-free living possible within one
generation. That's why we are driving the transition to a sustainable energy system through initiatives in renewable production and climate
smart energy solutions for our customers. We employ approximately 20,000 people and have operations mainly in Sweden, Germany, the
Netherlands, Denmark and the UK. Vattenfall is owned by the Swedish state. For more information: group.vattenfall.com

Other highlights from the report:
•

Many consumers are already making modifications to their daily lives, and the
purchasing decisions they make, specifically with the aim of improving their
climate footprint. However, there remains a large untapped segment of the
population who say they are not yet doing so but would like to.

•

The barriers for action can be practical – the availability and cost of climatefriendly options – but can also stem from the media and social media
environment they are exposed to. In particular, negative reporting induces a
feeling of individual powerlessness to stop the problem. However, when
coverage highlights positive examples of progress on fighting climate change
– this often has the opposite effect.

•

The emotive impact of predominantly positive coverage is especially high,
specifically in the way it leads to individuals feeling inspired to act by the
examples they see from others.

•

More negative and emotive reporting can also stimulate action on climate –
especially when it leads to a feeling of anger at what we are collectively doing
to the planet.

The full report including an executive summary is attached.
Also the report is available here.
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