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ABOUT 

 

This report provides guidance to Canadian parks and protected area organizations in the effective 

promotion of parks and protected areas as natural solutions to climate change. 

The objectives of this report are to: 

 Help parks and protected areas practitioners craft compelling messages for use in 

promotional, educational, and social media material that highlights the effectiveness of 

parks and protected areas as natural solutions, and 

 Serve as a resource of tools and information on parks and protected areas and climate 

change  

 

The Canadian Parks Council Climate Change Working Group was established in September 2016 with 

the goal of addressing the following objectives:  

1. To build on the previous work of the CPC Climate Change Working Group by promoting the 

concept of parks and protected areas as natural solutions through new approaches, tools, 

and communication opportunities. 

2. To provide a forum for cross-jurisdictional sharing tools, information and best practices for 

mainstreaming climate change decision-making into park and protected area management 

planning and operations, considering both mitigation and adaptation. 

3. To identify key common issues, challenges, and opportunities for federal/provincial/ 

territorial coordination and collaboration on climate change and parks and protected areas 

dialogues and initiatives (e.g. the Pan-Canadian Framework on Clean Growth and Climate 

Change; the Pathway to Target 1; and more). 

The Working Group met in Yellowknife in June 2018 to advance objective 1. This report delivers some 

of the key work accomplished at that meeting and presents information and resources regarding the 

role of parks and protected areas in mitigating and adapting to the impacts of climate change. The 

report also offers climate-related communication guidance, tools and best practices. 

 

 

 

Lead author: Austin Tahiliani 

Support: Elizabeth Nelson, Julia Thomas, Hilary Ta, CPC Climate Change Working Group 

Last revised: August 29, 2018 

Cover photo: Louis Barnes © Parks Canada  
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1. CONTEXT 

 

In 2013, the Canadian Parks Council (CPC) Climate Change Working Group published Canadian Parks 

and Protected Areas: Helping Canadians Weather Climate Change which demonstrates the potential 

of parks and protected areas to reduce the effects of climate change within and outside of their 

boundaries, using examples of Canadian parks and protected areas and how they play a role in 

climate change adaptation and mitigation.  

Promoting Parks and Protected Areas as Natural Solutions to Climate Change was first envisioned by 

the CPC in 2010 to provide a foundational communications guide for parks and protected area 

practitioners, illustrating the use of parks and protected areas as natural solutions and providing key 

messages for the use of parks and protected area practitioners. Engaged by the CPC in 2012, Stratos, 

a strategic communication consultant, developed the vision and approach used to implement this 

project, suggesting the creation of a communications manual to be shared, amended, and adapted 

for different audiences and jurisdictions.  

1.1 A natural solution 
The concept of protected areas as natural solutions to climate change emerged in the 21st century as 

an important reason to advocate for the continued establishment and expansion of protected areas 

around the globe. Protected areas are particularly suitable for implementing ecosystem-based 

climate change adaptation as they are already “managed to conserve biodiversity and maintain intact 

and functioning ecosystems; they are effective ways of retaining natural ecosystems and the services 

they provide; they form the core areas necessary for the long-term conservation of biodiversity 

within the broader landscapes and seascapes; and they provide opportunities for public engagement 

and learning” (CPC Climate Change Working Group, 2013).  Building on the role that protected areas 

play in mitigating and helping people adapt to climate change, the “natural solutions” narrative was 

adopted as one of the subjects of the global Convention on Biological Diversity’s Programme of Work 

on protected areas. Protected Areas and Climate Turnaround (PACT) 2020 was developed by the 

IUCN and launched during the IUCN World Conservation Congress in 2008, leading to the release of 

their 2010 report, Natural Solutions.  This report recommended that protected areas become a part 

of national strategies for supporting climate change adaption and mitigation and that this function 

of protected areas be recognized by the UN Framework Convention on Climate Change (UNFCCC).  

The North American Inter-Governmental Committee on Cooperation for Wilderness and Protected 

Areas Conservation (NAWPA), has also taken a collaborative approach to addressing the need for the 

conservation, restoration, promotion, and recognition of protected areas, which is outlined in their 

2016 report Conservation in North America: An Analysis of Land-based Conservation in Canada, 

Mexico, and the United States by NAWPA Agencies. Along with other protected area leaders who 

gathered at the World Parks Congress in 2014, NAWPA endorsed the three pillars of the Promise of 

Sydney. The third of these pillars is “We promise to invest in natural solutions” by building resilience, 

protecting ecosystem services, understanding and hoping to enhance carbon sequestration, 

http://www.parks-parcs.ca/english/CPC%20Climate%20Change%20Report%20FINAL%20engLR.pdf
http://www.parks-parcs.ca/english/CPC%20Climate%20Change%20Report%20FINAL%20engLR.pdf
https://www.iucn.org/sites/dev/files/import/downloads/natural_solutions.pdf
http://nawpacommittee.org/wp-content/uploads/2016/08/Conservation-in-North-America.pdf
http://nawpacommittee.org/wp-content/uploads/2016/08/Conservation-in-North-America.pdf
https://www.iucn.org/theme/protected-areas/about/promise-sydney
https://www.iucn.org/theme/protected-areas/about/promise-sydney
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promoting and adopting policies that cut carbon emissions, raising awareness of benefits of 

protected areas in combatting climate change, and inspiring people to take action. The Canadian 

Parks Council has also adopted this concept, as presented in Canadian Parks and Protected Areas: 

Helping Canada Weather Climate Change (2013).  This document outlines the benefits of an 

ecosystem-based natural solutions approach to climate change adaptation and highlights the role of 

Canada’s networks of parks and protected areas in “strengthening both our ecological and social 

resilience to climate change”, including:  “protecting large natural spaces, connecting these spaces 

through sustainably managed landscapes and seascapes, restoring ecosystems and habitat, building 

knowledge and understanding of impacts and opportunities associated with climate change, and 

inspiring Canadians to engage with nature”.  

So, how exactly are parks and protected areas part of a natural solution to climate change? 

1) Protected areas conserve species: Parks and protected areas are safe havens for 

species as they provide space for plants and animals to persist, adapt or migrate to 

as habitats change with the climate. 

2) Protected areas provide ecosystem services: Parks and protected areas provide us 

with clean water and air. They also provide protection during extreme weather 

events, such as droughts or floods brought about by climate change. 

3) Protected areas play an important role in carbon dynamics: Parks and protected 

areas play an integral role in Canada’s carbon balance, absorbing carbon dioxide 

through photosynthesis and releasing it through natural processes. 

4) Conserving and restoring protected areas makes them resilient: Parks and protected 

areas conserve natural infrastructure and maintain networks between places, 

ensuring that ecosystems are more resilient to change. 

5) Networks are key: Connections across ecosystems are important for species as they 

help living things adapt to changing climatic conditions and expand into new habitats. 

6) Protected areas are living laboratories: Ecosystems like those found in parks and 

protected areas are important for scientific discovery and provide us with a 

benchmark for measuring change. 

7) Indigenous knowledge gives us a more complete view of climate change: When 

combined with scientific knowledge, traditional Indigenous knowledge can better 

explain social and ecological changes over time. 

8) Parks provide human health benefits: Parks and protected areas provide people with 

places to get outside, relax, and exercise; promoting mental and physical wellbeing. 

9) Protected areas inspire people: Parks and protected areas allow people to 

experience and discover Canada’s incredible natural beauty and can inspire people 

to take action. 
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This document is intended to support Canadian parks and protected area representatives across all 

jurisdictions to increase public awareness of the contributions of parks and protected areas as part 

of a natural solution to climate change, through cooperation, collaboration, and sharing of 

knowledge.  

 

2. NINE ROLES OF PARKS AND PROTECTED AREAS AS 

NATURAL SOLUTIONS TO CLIMATE CHANGE 

 

2.1 Protected areas conserve species 
Protected areas are essential for conservation as they provide safe havens for plants and animals to 

adapt to changing conditions. Climate change will alter species’ habitat ranges through changes in 

weather patterns and an increased frequency of disturbance regimes such as forest fires and pest 

and disease outbreaks. In some cases, parks and protected areas also include refugia – places which 

support isolated populations of species whose ranges were once more widespread. 

2.2 Protect ecosystem services 
Wilderness and protected areas protect, restore, and provide essential ecological, social, and 

economic services. Good and services vital to human communities such as clean water and air, 

temperature and humidity regulation, soil conservation, and opportunities for recreation and 

exploration in a natural setting are all benefits provided by these areas. (NAWPA, 2012). 

2.3 Protected areas play an important role in carbon 

dynamics 
Through photosynthesis, vegetation in natural ecosystems captures and stores carbon dioxide, a 

major greenhouse gas. Trees in forests and phytoplankton in oceans do a great job at this, but they’re 

not the only carbon “sinks.” Wetland plants in salt marshes along Canada’s coast appear to store as 

much carbon per hectare as many forested lands. As with all ecosystems, protected areas can also 

be carbon “sources”, due to carbon release from natural processes such as decomposition or wildfire. 

Understanding this balance is important to greenhouse gas accounting and guiding management 

actions (Parks Canada, 2018). 

2.4 Conserving and restoring protected areas makes them 

resilient 
By conserving and restoring protected areas, Canada’s parks and protected area agencies support 

local biodiversity and keep ecosystems in a resilient desired state. Land use managers aim to 

establish, maintain, restore, and connect protected areas in ways that help increase their resilience, 

resulting in ecosystems that can buffer climate change impacts, provide habitat for native species 
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over a longer period, and continually evolve and adapt to new climatic conditions. (Parks Canada, 

2018; NAWPA, 2012). 

2.5 Networks are key 
In addition to creating and expanding parks and protected areas to provide more effective refuges 

for wildlife, linkages between protected areas are essential considerations in conservation. Isolated 

“islands” of protected areas are not adequate to maintain long-term biodiversity. Canada’s objective 

to protect 17% of land and inland waters by 2020 will achieve landscape-level conservation that 

exceeds what individual protected areas can do on their own.  (CPC Climate Change Working Group, 

2013; Parks Canada, 2018). 

2.6 Protected areas are living laboratories 
Scientists in our national parks monitor changes in ecosystems—including melting glaciers, shifting 

migration patterns and trends in wildfires, thus contributing to the big picture on climate change. 

This research in protected areas improves the understanding of ecosystems’ and species’ response 

to climate change, informs planning and management decisions and helps communities adapt (Parks 

Canada, 2018; NAWPA, 2012). 

2.7 Indigenous knowledge gives us a more complete view of 

climate change 
The knowledge of Indigenous peoples is a well that runs countless generations deep. Learning from 

Indigenous peoples strengthens our understanding of climate change and guides us in our choice of 

adaptation strategies. Traditional knowledge and scientific knowledge, considered together, can 

better inform parks and protected area management and community-level decisions (CPC, 2013). 

2.8 Parks provide human health benefits 
Higher summer temperatures and other factors associated with climate change increase the 

potential health risks to Canadians. Heat waves pose a growing health risk, especially to those living 

in urban areas. Other health risks associated with climate change include increased prevalence of 

certain diseases, with some evidence indicating that climate change may also have a negative impact 

on mental health. Recreational parks and protected areas can provide cool, green spaces where 

people can escape the heat of urban environments, experience an increased sense of well-being, and 

benefit physically and mentally from connecting with nature. Parks and protected areas also provide 

opportunities to work collaboratively with local groups to promote spending time in parks as a 

healthy habit. 

2.9 Inspire people 
Our parks and protected areas inspire us to do something about climate change—and give us the 

knowledge we need to make a difference. When people visit parks, they develop unique memories 

that can last a lifetime. These memories can inspire people to think more about the inherent and 

personal value of nature to people. Parks and protected areas also inspire people to experience 
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nature in different ways, whether through art, music, literature, sport, or any other way. These areas 

also display the importance of a healthy environment by fostering the public’s connection to nature 

through volunteer participation in research, monitoring, restoration, and other stewardship projects. 

By providing opportunities for direct involvement they motivate people to become better 

environmental stewards as they feel personally invested in the condition of natural spaces.  

 

3. COMMUNICATION BARRIERS 

 

Communicating climate change issues effectively is a difficult task. It requires an appreciation of the 

interconnectedness of ecosystem processes and climate science, as well as how they relate to our 

lives and daily actions. It is a challenge for communicators to accurately convey their message 

without oversimplifying the content, as 58% of Canadians do not possess basic scientific literacy skills 

(Council of Canadian Academies, 2014).  Misconceptions about climate change are an obstacle as 

they may make audiences less receptive to information that conflicts with their existing worldview. 

However, regardless of the audience, positive attitudes and beliefs in attainable solutions are shown 

to be catalysts for environmental action. This type of messaging fosters the optimism required to 

meet the CPC’s goals in promoting parks and protected areas as natural solutions to climate change 

(Akerlof & Kennedy, 2013).  

Similarly, people do not like to have their perspectives tested, especially if the discussion involves 

questioning their lifestyle and habits. Because of the political nature of climate change discourse, 

discussions have the potential to be met with skepticism, opposition, and denial. Consequently, this 

document targets audiences that are willing to listen and learn about climate change but may be less 

knowledgeable about the link between climate change and protected areas.  

Messages that show local social, economic, or environmental impacts are bound to garner more 

attention and encourage action, compared to abstract ideas that people cannot see affecting them 

(Moser, 2009). Providing short, succinct summaries of climate change impacts that affect their 

everyday lives demonstrate that climate change is not a distant problem whose effects are contested, 

but rather a current phenomenon that should be acted on. 

3.1 Complexity of the message 
Understanding how to frame climate change in a way that is clear and relatable to your audience is 

a primary barrier in climate change communication as many individuals are not adequately versed in 

the terminology, science, or discussion surrounding climate change. The statistics and measurements 

used in climate science are difficult for the public to visualize and uncommon in everyday dialogue—

people tend to relate to the world in the context of their own personal experiences rather than 

numerically. Analogies to everyday experiences like time spent driving a car and sentences using 

familiar vocabulary can put the impacts of climate change into context for the audience. Avoid 

messages that are too complex, difficult to understand, or overwhelming as they may invoke apathy. 
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Canadians demonstrate a high degree of awareness of certain words associated with climate change. 

92% of Canadians are aware of the term “species at risk”, 76% of them of the term “biodiversity”, 

and 66% of them of the term “ecosystem services” however it is unclear to what extent these terms 

are understood at a deeper level (Federal, Provincial, and Territorial Governments of Canada, 2014). 

Exercise caution when delving deeper into these types of terms in climate change communications 

targeted to the general public.  

 

3.2 Physiological distance 
Although considered a pressing issue, it is difficult for most people to visualize how climate change 

affects their daily lives. The general public sees climate change as “temporally, geographically and 

socially distant”, which limits the extent to which they perceive it as a problem (Council of Europe, 

2016; Spence, Poortinga, & Pidgeon, 2012). Risks perceived as being distant rarely lead to action, 

whereas immediate risks we resonate with emotionally compel us to act (Shome & Marx, 2009). 

Messages that convey community-level impacts in the near future, therefore, promote emotional 

engagement and make climate action seem more tangible (Spence, Poortinga, & Pidgeon, 2012). 

The timescale of climate change is another major challenge for climate change communicators. The 

rate at which the climate is changing feels slow by human standards, but is dangerously rapid on a 

geologic timescale.  People are more likely to take bigger risks on decisions concerning the future, 

but concerning themselves about the future only after satisfying immediate needs (Sagristano, 

Trope, & Liberman, 2002; Weber, et al., 2007) which makes incorporating short-term goals and 

benefits important in mustering long-term public and political support. The combination of perceived 

temporal and geographical distance add to the social detachment felt about climate change impacts 

and further demonstrates the need for climate change messages to illustrate impacts at a local level, 

and in a way in which people can observe its effects first-hand. 

Those hardest hit by climate change are often thought to be people in developing nations without 

the infrastructure and resources to cope with the shifting environmental conditions (Spence, 

Poortinga, & Pidgeon, 2012; Leiserowitz A. , Maibach, Roser-Renouf, & Smith, 2010). Though largely 

true, this message reinforces the notion that climate change only affects people in certain parts of 

the world. Here in Canada, Nunavut has already seen a nearly 60% higher increase in average 

temperature between 1948 and 2016 compared to the rest of the country (Ferguson, 2018).  

There is a great deal of interest in reducing our contribution of greenhouse gases to the 
atmosphere; consequently, there is an interest in ensuring that protected areas are playing their 
part in the carbon cycle. Healthy, growing vegetation takes up carbon dioxide – however, not all 
protected areas are carbon sinks. Natural processes that are an essential part of healthy 
ecosystems and tend to release carbon include disease, decay, and natural forest fires. When 
communicating about carbon and protected areas, it’s important to preserve the nuances of 
carbon sequestration by emphasizing that they contribute to the carbon cycle and that degraded 
environments tend to be greater carbon sources than conserved spaces. Avoid stating that all 
protected spaces are carbon sinks – the idea of balance is important. 
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Citizens of developed nations are the world’s largest emitters of greenhouse gases and are the most 

removed from climate change impacts, while also being the individuals whose lifestyle changes 

would have the largest positive impact on climate change (McDonald, 2016). In 2015, G20 members 

accounted for 74% of global greenhouse gas emissions (Climate Transparency, 2015), with Canada 

being the fourth highest emitter per capita of the group (Oliver, Janssens-Maenhout, Muntean, & 

Peters, 2016).  

3.3 Skepticism 
While the majority of Canadians accept the scientific reality of climate change, a significant portion 

remains unconvinced. A recent study found that 24% of Canadians believe that humans are not the 

cause of climate change, while 13% believe that it is not occurring at all (The Environics Institute, 

2015). Respectively, 31% and 20% of Americans share those beliefs (Pew Research Center, 2016). A 

vocal minority of skeptics fuel the public perception of disagreement among scientists (Langer, 2008), 

resulting in only 28% of Americans believing that climate scientists understand the causes of climate 

change very well (Pew Research Center, 2016). In reality, the only uncertainty among scientists, if 

any, is with respect to the magnitude of specific impacts and not climate change itself (Spence, 

Poortinga, & Pidgeon, 2012).  

Scientists avoid statements of absolute certainty and conclude their studies with summaries of 

missing information and areas for further investigation. This results in messages that appear 

incomplete or lacking in confidence, making the general public and policymakers hesitant to pursue 

decisions based on these perceived margins of error (Council of Europe, 2016). Communication 

strategies should, therefore, focus on the overwhelming scientific consensus surrounding 

anthropogenic climate change (Cook, et al., 2013), while only briefly touching on the uncertainties 

that come with these projections to acknowledge that no climate model is perfect (Spence, 

Poortinga, & Pidgeon, 2012). Additionally, the precautionary principle should be employed to ensure 

action is taken on items that have strong scientific backing. As affirmed in the Rio Declaration of 

Environment and Development, “Where there are threats of serious or irreversible damage, lack of 

full scientific certainty shall not be used as a reason for postponing cost-effective measures to 

prevent environmental degradation” (1992). 

It is important to rethink how we frame “uncertainty”. The Council of Europe points out that 

“uncertainty” is not inherent to science and that every organization, business, and policy decision 

deals with a certain amount of risk when planning for the future (2016). When communicating 

climate change issues effectively, a key difference lies in word choice; the word “risk” instead implies 

costs and benefits whereas “uncertainty” can suggest a lack of knowledge, and therefore discourage 

trust and action (Council of Europe, 2016).  

Secondly, since the release of the Third Assessment Report of the Intergovernmental Panel on 

Climate Change, authors have suggested that science communicators employ a “verbal approach” to 

integrating uncertainty into their statements. For example,  
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“Many terrestrial, freshwater and marine species have shifted their geographic ranges, 

seasonal activities, migration patterns, abundances, and species interactions in response to 

ongoing climate change (high confidence). While only a few recent species extinctions have 

been attributed as yet to climate change (high confidence), natural global climate change 

at rates slower than current anthropogenic climate change caused significant ecosystem 

shifts and species extinctions during the past millions of years (high confidence).” (Council 

of Europe, 2016) 

 

To improve the efficacy of this method, Budescu et al., have shown that adding a numeric degree of 

certainty (eg. “It is very likely (greater than 90%) that hot extremes, heat waves, and heavy 

precipitation events will continue to become more frequent”) improves comprehension of the 

uncertainty (Budescu, Por, Broomell, & Smithson, 2014; Council of Europe, 2016). This is especially 

useful for messages targeting the general public, who benefit from a simple and understandable 

approach to explaining climate change. 

 

 

 

Graphs and representations also play 

a role in communicating climate 

change uncertainty to lay people. 

Figures displaying projected global 

surface warming are common but do 

not always give the viewer a sense of 

the predictions range of uncertainties. 

As the following graph illustrates, 

regardless of the severity of the 

scenario, each case shows an increase 

in warming, which can be used to 

nullify any arguments against the 

accuracy of the predictions. 

Figure 1: Projected global surface warming showing historical, 

Representative Concentration Pathway (RCP) 2.6, RCP 4.5, RCP 6.0, 

and RCP 8.5 scenarios with levels of uncertainty . From (IPCC, 2014; 

Council of Europe, 2016). 

3.4 Bridging the gap between awareness and action 
The final challenge in climate change communication is creating a connection between the message 

and the actions that need to follow. Making a clear link between the message, action, and result of 

the action will have the best chance of inspiring action by the audience. Also, note that the most 

effective messages and actions will vary between different audiences. 

As the Convention on Biological Diversity frames it, “meaningful experiences and connection with 

nature are key to engendering stronger valuation, support, and action for biodiversity conservation 

across generations, sectors, and societies” (CBD, 2018). Research has shown a positive relationship 
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between one’s involvement in nature-based activities and a concern for the resources those activities 

depend upon. For example, a hobby bird-watcher would be more concerned with the fate of a local 

park in comparison to a neighbour who does not spend time in the park (CBD, 2018). Further studies 

have found links between an individual’s attachment to places where they conduct nature-based 

activities and their pro-environmental behaviour, meaning that in order to bridge the gap between 

awareness and action, the use of place-specific examples are good tools to create a connection 

between an issue and the audience (CBD, 2018).  

When crafting messages that link climate change impacts to local examples, keep in mind that a 

sentiment of “anticipating care”, rather than “preventing doom”, maintains an air of optimism that 

inspires people to act on things they care most about (CBD, 2018). For example, when people are 

presented with a potential gain versus a potential loss, they will take more decisive and potentially 

risky actions to prevent a loss than to secure a gain. Crafting messages with this strategy is known as 

using “positive gains” (Ontario Biodiversity Council, 2017).  

For example, framing climate action into things that are possible and accessible to the audience like 

using fewer pesticides, planting local flowers for pollinators, and participating in a local restoration 

project are actions that reflect this sentiment, and that invite people to take better care of their 

immediate environment.  

 

4. BEST PRACTICES FOR CLIMATE CHANGE 

COMMUNICATION 

 

This section summarizes universal guidelines for communicating climate change and related topics 

effectively for park interpreters. 

4.1 Make climate change relevant  
When developing communications tools, it is important to link climate change to specific impacts or 

adaptation strategies relevant to your site or region rather than discussing it at a broader level. Steer 

clear of “tired” narratives like polar bears or melting glaciers (Corner, Shaw, & Clarke, 2018) unless 

Figure 2: Different ways of phrasing messaging to better inspire action. From the 
Ontario Biodiversity Council, 2017. 
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they are relevant to your site (NPS, 2016); these examples can feel generic or irrelevant if discussed 

arbitrarily. Ideally, begin a discussion about climate change with something that the visitors are 

observing (and likely want to talk about). If a group happens to spot an animal or geographic feature 

in a protected area affected by climate change, use it as a starting point for the conversation.  

Discussing climate change at a smaller scale also helps frame the message in a more positive light. 

Illustrating actions that can be taken by individuals to potentially lessen effects on a significant 

feature can be effective to provoke action or at least a second thought. The scope and scale of climate 

change at a global level can leave your audience feeling overwhelmed or disheartened (Climate 

Outreach and Tyndall Centre for Climate Change Research, 2017; Corner, Shaw, & Clarke, 2018; NPS, 

2016). However, the goal as a climate change communicator is to enlighten the audience on how we 

can work towards adaptation and mitigation strategies while encouraging them to take interest and 

get involved. 

4.2 Frame the message conscientiously  
The way an outreach strategy is framed may radically impact how receptive people will be towards 

the message (NPS, 2016). Find ways to frame the complex problem of climate change such that a 

variety of people with varying ideas can relate to the problem and agree upon a need for action. For 

example, three universally appealing frames include the need to reduce waste (of natural resources 

in households or industry), taking a sensible and balanced approach to climate issues, and the need 

to conserve protected areas because they possess great ecological, social, and economic value (NPS, 

2016). 

Link problems to solutions and encourage individuals to engage in conservation in a meaningful way, 

such as volunteering with a local environmental group. Focus the discussion on how parks and people 

can help adapt to and mitigate climate change’s effects, emphasizing that climate change is a 

phenomenon that already affects people in the present day and location.  

Being proud of nature has been shown to be more effective at prompting actions to combat climate 

change than a love of nature (Ontario Biodiversity Council, 2017). Connect people to their nearby 

parks and protected areas by pointing out why they should take pride in and ownership of such 

important natural areas (Ontario Biodiversity Council, 2017). Mention local nearby citizen science 

initiative where locals can learn about the spaces they take pride in. 

4.3 Develop scientific literacy  
It can be difficult to simplify science without losing its subtleties. Ensure that the statements to the 

public are always unbiased and scientifically accurate! Most of all, if you are unsure about something, 

then be transparent about it (NPS, 2016). It’s okay not to have all the answers - even experts are 

learning new things about climate change every day (Climate Outreach and Tyndall Centre for 

Climate Change Research, 2017). By embracing uncertainty, the audience may actually find the 

communicator more relatable and credible as it demonstrates that they are willing to acknowledge 

the unknown complexities of climate change (NPS, 2016). 
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The audience will likely be composed of individuals with varying levels of scientific literacy. Adapting 

the conversation to a level where the audience can understand the material is critical – if you need 

to, encourage developing their scientific literacy by starting with the basics of climate change and the 

scientific method, and work up to more complex concepts from there (NPS, 2016). 

4.4 Use a narrative format 
Communicate climate change by using compelling imagery and stories (Ontario Biodiversity Council, 

2017). This makes it easier to create memorable (Ontario Biodiversity Council, 2017) and vivid mental 

models and images (Climate Outreach and Tyndall Centre for Climate Change Research, 2017) for the 

audience. By giving protected areas and climate change a story, the issue becomes more “human” 

and can draw the audience into the story of the people (eg. scientists, Indigenous Peoples, 

volunteers) who are working to adapt to and mitigate climate change there.  

 

5. AUDIENCES 

 

Two key audiences are identified—people who care about parks and protected areas and senior 

decision makers and officials. These audiences were selected because they have the greatest 

influence on the establishment and management of parks and protected areas, and are best placed 

to share the natural solutions message. The general public was originally included as a key audience, 

but there was a recognition that the selected audiences were likely broad and inclusive enough to 

encompass a diversity of perspectives, and that the general public was not targeted enough. In order 

to achieve specific communications objectives, these audiences should be further segmented so that 

messages can be tailored appropriately.   

5.1 People who care about parks and protected areas 

Because of their knowledge and connection to nature, people who care about parks and protected 

areas (e.g. visitors, conservationists, recreationists, etc.) play an important role in engaging their 

broader communities. Messages that build off of these values and knowledge can inspire people to 

act and engage others as part of the climate change solution.  Members of this audience vary in their 

beliefs of the importance of natural spaces in comparison to recreational opportunities. Therefore, 

it is important to ensure that target audiences receive messages that are relevant to them. 

Parks and protected area visitors are key members of this audience, and they come from around the 

world to witness Canada’s natural beauty. Studies have suggested that visitors in American parks are 

more knowledgeable and aware of climate change impacts than the general public (Thompson, Davis, 

& Mullen, 2013) —Canadian park visitors may hold similar attitudes. The Climate Change Education 

Partnership, developed by the National Science Foundation and other American federal agencies, 

assessed how parks staff and visitors perceive climate change. It found that 50% of park visitors 

considered themselves “Alarmed” or “Concerned” about climate change (Thompson, Davis, & 

Mullen, 2013), compared to the 39% of the general American public that fell within the same 
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categories (Leiserowitz A. , Maibach, Roser-Renouf, & Smith, 2011). This reveals that park visitors 

differ from the general American public with respect to “their knowledge and opinions on climate 

change, willingness to take mitigating actions, perceptions of climate change impacts, and desire for 

climate change education, communication, and engagement” (Leiserowitz A. , Maibach, Roser-

Renouf, & Smith, 2011).  

Some suggested messages for parks and protected area visitors from the 2012 Stratos 

Communications Report:  

 Canada’s parks and protected areas are not only protecting animals, fish, forests, and plants, but they are 

also working for Canadians - providing essential services such as clean air and water and reducing risks and 

impacts from storms and floods. 

 By visiting Canada’s parks and protected areas, you can experience the relief offered by these natural 

havens and learn more about how important these spaces will be in Canada’s future efforts to address 

climate change impacts. 

5.2 Senior officials and decision makers 
Decision makers include two key groups: Decision makers for parks and protected areas (e.g. park 

managers and superintendents), and decision makers with broader responsibilities (e.g. climate 

change decision-makers, politicians, etc.) 

5.2.1 SENIOR PARKS & PROTECTED AREA OFFICIALS AND DECISION MAKERS 
This demographic of stakeholders have the largest influence in the management, purpose, and vision 

of parks and protected areas. Persuading them to consider the benefits of parks and protected areas 

as natural solutions to climate change will require focusing on how they can best expend their 

financial and human resources to strengthen the capacity of their business unit to adapt to climate 

change.  

Numerous jurisdictions of all sizes across Canada recognize the importance of protected areas in 

climate change adaptation, where many incorporate components of ecosystem-based-management 

as an approach to this end (Warren & Lemmen, 2014). Ecosystem-based park management is widely 

considered a sustainable strategy for managing parks and protected areas. It involves “a holistic 

approach in which decisions are made based on an understanding of the whole ecosystem rather 

than individual species or communities” (Parks Canada, 2017) by using a systems approach that 

combines social and ecological elements, managing  parks and protected areas in the context of long-

term integrity, establishing ecologically derived park boundaries, and committing  to implementing 

changes in the face of uncertainty (Quinn & Theberge, 2010).  

Communicating the benefits of ecosystem-based-management to parks and protected area 

managers utilizes two messages: monetary and ecological. Parks that incorporate ecosystem-based-

management solicit more tourism because of their increased natural value while potentially 

increasing the parks’ overall economic value due to higher visitation. Protecting natural ecosystems 

can be a cost-effective alternative to built (or grey) infrastructure in the parks’ climate change 

adaptation strategy (Dudley, et al., 2010), providing parks and protected area decision makers with 

an economic incentive to include ecosystem-based-management in their planning. 
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Some suggested messages for parks and protected area decision-makers from the 2012 Stratos 

Communications Report: 

 Wild spaces represent an enduring, practical and cost-effective way to reduce emissions and enhance 

resilience to climate change. Parks and protected areas are uniquely positioned because they benefit from 

long-term commitments and have available on-the-ground capacity and expertise. 

 Parks and protected areas are at the core of Canada’s tourism industry. Keeping parks and protected areas 

intact helps maintain $xxx billion in economic activity generated by outdoor recreation nationally.  

5.2.2 RELEVANT SENIOR OFFICIALS AND POLITICIANS 
Politicians and senior officials are at the forefront of implementing concrete laws and policies that 

guide how Canada responds to climate change. They have a responsibility in strengthening 

legislation, setting priorities, and making funding and resource decisions with respect to parks and 

protected areas and climate action. To initiate lasting change, this group needs to recognize the 

potential that parks and protected areas have as part of Canada’s public policy pillar on climate 

change (Stratos, 2012).  

Generally limited by budgets and public opinion while in office, it is necessary for relevant decision 

makers and politicians to see parks and protected areas as natural solutions to climate change 

through the lens of economic prosperity and of benefit to their constituents (Council of Europe, 

2016). To frame messages, the relevance, role, and value of parks and protected areas should be 

used to gain the support of parks and protected areas as natural solutions. 

Some suggested messages for relevant senior officials and politicians from the 2012 Stratos 

Communications Report: 

 Parks and marine and terrestrial protected areas are an important part of Canada’s response to climate 

change, both in terms of mitigation and adaptation. They are an asset in meeting the current and future 

challenges of climate change, contributing to and complementing other strategies. They are helping reduce 

greenhouse gas emissions by capturing and storing carbon. 

 Parks and protected areas play an increasingly important role in Canada’s economy. In Canada, xxx million 

tonnes of carbon are stored in parks and protected areas, at a value of between $xxx billion. This is the 

equivalent to the carbon footprint of xxx Canadians each year (or xxx cars per year). 

 Canadians benefit from a well-managed national, provincial, territorial and regional network of parks and 

protected areas. Strengthening and expanding Canada’s network of national, provincial, territorial and 

regional parks and protected areas can help protect and enhance Canada’s stock of natural, social and 

economic capital. Ultimately, this network can be leveraged and expanded to make an important 

contribution to Canada’s efforts to mitigate and adapt to climate change. 

 

6. TAGLINES 

 

This section provides a number of taglines that can be used as quick, attention-grabbing captions in 

a variety of media. The CPC Climate Change Working Group brainstormed these taglines at the face-
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to-face meeting in Yellowknife in June 2018 and validated these messages with a larger group of 

colleagues and conversations. 

The 9-square boxes on the left represent which of the 9 roles of parks and protected areas described 

in section 2 the tagline best reflects. Asterisks indicate feedback from a survey (N=24) on certain 

taglines and posters found in section 7. 

 

Roles Tagline Description Explanation 
 

1 2 3 

4 5 6 

7 8 9 

 

Parks and 
protected areas 
are natural 
solutions to 
climate change 

 
This all-encompassing tagline 
introduces the “natural 
solutions” concept to the 
audience and invites them to 
think about how parks, 
something they may take for 
granted, contribute to the 
solution of one of the world’s 
most complex issues. 
 

 
Detailed explanations of each of the 9 roles parks and protected 
areas play as natural solutions to climate change can be found in 
section 2.  

 
 

1 2 3 

4 5  

   

 

Caution! Nature 
at work 
 
*The use of 
caution/attention was 
found to elicit a 
negative connotation, 
and may not be as 
inviting as other 
taglines. 

 

 
This tagline refers to the 
recognizable, “Caution! Men 
at work” construction sign. It 
emphasizes the dual values of 
nature by acknowledging the 
work nature does that benefits 
ecosystems and humans alike. 

 
We can group the ecosystem services that nature provides us 
into four broad categories: supportive (photosynthesis, nutrient 
cycling, food…), provisions (clean water, rare materials, and 
medicine), regulative (water, air, and climate regulation, 
pollination, moderation of extreme events…), and cultural 
(recreation, education, mental and physical health…) (WWF, 
2016). You could use any combination of these in messaging to 
illustrate how much nature does for us without us giving it a 
second thought. 
 

 

1 2  

4 5 6 

 8  

 

The climate is 
changing… but 
some things 
shouldn’t change 
 
* Some respondents 
highlighted the risk of 
oversimplification by 
saying that “… some 
things shouldn’t 
change”, and that this 
statement could be 
easily misunderstood. 

 
This tagline reinforces the idea 
that climate change threatens 
things such as biodiversity and 
species’ habitats. This tagline 
can be used to emphasize the 
role of permanent protected 
areas to ensure that wildlife 
have a safe space to weather 
climate change and adapt for 
the future. 
 

 
Activities that accelerate climate change such as unsustainable 
agriculture, transport, and fossil fuel use and extraction pose a 
significant threat to the earth’s biodiversity in the coming 
decades. Anthropogenic activities have caused species’ 
populations to decline 58% between 1970 and 2012, and are 
projected to decrease to 67% by 2020 (WWF, 2016).  
 
Climate change is sometimes used as an argument against fixed-
boundary protected areas, due to projections of rapidly changing 
ecosystems within their borders. However, long-term protection 
is the most effective way to ensure resilience to climate change 
and to maximize biodiversity over time — permanent protected 
areas are safe havens for species to survive and thrive. 
 
*A similar tagline was developed at the face-to-face workshop 
that communicates a similar idea, but has a stronger emphasis 
on permanent protected areas despite projected changes in 
species distributions: “The actors are changing – the stage must 
remain the same”. This tagline could be used in combination or 
as an alternative approach 
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1 2 3 

4 5 6 

7 8 9 

 

More than just a 
pretty place 
 
* This tagline was 
highly favoured 
among the survey 
respondents 

 
This tagline plays off the 
idiom, “more than just a 
pretty face”, suggesting that 
parks and protected areas are 
more than just pretty places 
because of all the things they 
do to combat climate change, 
in addition to being treasured 
sights. 
 

 
You could use this tagline for any number or combination of the 
key messages. Further information on each is found in section 2. 

 

1 2 3 

  6 

 8 9 

 

Canada without 
parks… 
 
* Respondents found 
that mentioning a 
location “without” a 
park/wildlife/feature 
seemed alarmist and 
negative, and doesn’t 
inspire action. May 
also be confusing to 
the audience. 

 
This tagline exemplifies how 
parks and protected areas 
contribute to Canada (or a 
province/territory, city, 
region…) by showing what the 
place would be like without 
parks and protected areas. 
This tagline is very useful for 
portraying how parks and 
protected areas solve 
problems caused by climate 
change at a local level. 
 

 
This tagline provides a flexible approach to demonstrating the 
many values of parks and protected areas – see section 2 for 
additional ideas. 
 
For example, you could associate a poster titled “Calgary without 
Banff National Park” with a photo of part of the Bow Valley 
Watershed without the Bow River, illustrating that Calgary 
would not have clean drinking water if it weren’t for the 
ecosystem services at play in Banff National Park.  
 
Another example could be a photo of the Vancouver skyline with 
the North Shore mountains missing, to demonstrate how the 
protected areas in these mountains are essential to the beauty 
and recreational opportunities of the city. 
 

 

   

   

 8 9 

 

Healthy parks, 
healthy people 
 
* Note that “Healthy 
Parks, Healthy People” 
is also the name of an 
international 
movement 

 
By using the same adjective to 
describe parks and people, this 
tagline creates a connection 
between the two that 
strengthens the idea that both 
are intertwined. 
 

 
As previously mentioned in section 3.4, fostering a link between 
individuals and the natural places they care about is key to 
inspiring environmental awareness and action. This tagline sets a 
good precedent for explaining the health benefits of parks, as 
they “foster physiological well-being, reduce stress, boost 
immunity, enhance productivity”, and are overall essential for 
human health over the long-term (Maller, et al., 2009). They can 
also play a role in providing cool spaces where people can 
escape heat-related health impacts. 
 

 

1   

 5  

   

 

Wildlife can’t play 
hopscotch 
 

 
This playful tagline elicits 
visualizations of bears or 
moose playing the childhood 
game of hopscotch, while also 
emphasizing that species may 
not be able to migrate across 
fragmented habitats.  
 

 
Fragmented landscapes result in negative impacts on species 
that require large, connected landscapes for migration and 
survival, as well as causing increased predation, competition, 
and other biotic and abiotic factors due to a higher “edge” 
habitat ratio, and isolation effects that reduce genetic diversity 
and access to resources (The Wildlife Society, 2014).  
 
This tagline could be best depicted with an aerial image of a 
fragmented landscape such as an urban setting with little 
interconnected greenery or a landscape heavily affected by 
logging, to illustrate how wildlife are expected to migrate in 
disconnected habitats. This tagline could also be used for 
children’s educational material, with the option of using cartoon 
wildlife or other creative illustrations (like a moose actually 
playing hopscotch!). 
 

 

   

 

Grey matter 
needs green space 

 
This tagline brings to mind the 
importance of parks for 

 
While there may be no studied relationship between time spent 
in nature and the health of grey matter in the human brain, 

http://www.hphpcentral.com/
http://www.hphpcentral.com/
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 8  

 mental wellbeing by creating a 
connection between spending 
time in nature and one’s 
mental health.  
 

there is plenty of evidence supporting spending time in parks 
and nature as important components of one’s mental health.  
 
A study showed that an increased number of parks and green 
spaces within walking distance (defined as 1.6 km from one’s 
home) has a positive effect on mental health. This study also 
noted that larger, regional parks (> 20 ha) had a greater positive 
effect on mental health than small parks (< 0.4 ha), but that both 
sizes of parks had a statistically significant increase on mental 
well-being (Wood, Hooper, Foster, & Bull, 2017). This makes this 
tagline relevant to parks at all scales. 

 

1 2 3 

4 5 6 

 8  

 

Protected areas – 
helping us 
weather the 
change 

 
This tagline plays on the 
theme of climate change by 
using the verb “weather” as a 
synonym for “overcome”. 

 
Information throughout this document elaborates on how parks 
and protected areas help humans (and other species) overcome 
the effects of climate change by providing a home, ecosystem 
services, protection from major natural events, and refuge for 
the mind and body. For more material, see section 2. 
 

 

 
 
 

 2  

   

 8 9 

 

The games are 
changing — 
protect your 
playground 

 
This tagline evokes a theme of 
sport and refers to how 
recreational opportunities are 
changing across Canada, 
emphasizing the need to 
protect those spaces so 
outdoor activities can 
continue. 
 

 
This tagline is appropriate for protected spaces that have a 
strong recreational component to their management objectives, 
as climate change effects may challenge the integrity of natural 
and built recreational infrastructure.  
 
In the case of Mount Rainer National Park (MRNP) in 
Washington state, glacial retreat required a major road to be 
stabilized, as it was parallel to a stream bank whose rocks began 
to shift during extreme weather events (Brice, et al., 2017).  
 
Parks in the Cascade and Rocky Mountain ranges could see an 
increase in the frequency and duration of park visitation by over 
10% under certain climate scenarios, due to more inviting 
weather conditions throughout the year (Richardson & Loomis, 
2004). Therefore, the integrity of the infrastructure connecting 
visitors to their recreational destinations is an important safety 
consideration in the face of climate change impacts. 
 

 

1 2  

 5  

   

 

Butterflies shop 
local – plant 
native flowers 
 

 
This tagline points to the fact 
that everyone has the ability 
to provide for native species 
through stewardship on their 
own lands. 
 

 
This tagline targets potential conservation partners who could 
support species and risk recovery work in surrounding areas. 
This tagline could also be edited to specify a species or a 
different species type (“monarchs shop local”, “bees shop local”, 
etc.). 
 
Studies show that backyard pollinator gardens attract a variety 
of butterfly species and support them through the life cycle 
(Majewska, Sims, Wenger, Davis, & Altizer, 2018). As for bees, 
these artificial homes “promote regional bee diversity in 
urbanizing regions” (Martins, Gonzales, & Lechowicz, 2017). 
 
You can find a detailed explanation of how to create your own 
pollinator garden here. 
 

 

   

   

 8 9 

 

Take your nature 
prescription 
today! 

 
This tagline invites the 
audience to take some time 
out of their day to enjoy 
spending time outdoors. Using 

 
While a prescription for a walk in the park is not unheard of 
(Nisbet, 2015; Wessel, 2014), spending time outdoors and 
enjoying the benefits it brings doesn’t require a doctor’s note. 
There is plenty of strong evidence that spending time outdoors 

https://davidsuzuki.org/queen-of-green/create-pollinator-friendly-garden-birds-bees-butterflies/


20 
 

 the term “prescription” 
implies that spending time in 
nature is healthy and should 
be done frequently for best 
results. 
 

has benefits for immediate and long-term mental and physical 
health. 
 

 

   

 5 6 

7  9 

 

Work together, 
adapt together 
 
* One survey 
respondent suggested 
the alternative tagline: 
“Learn from 
Indigenous traditions, 
adapt to a changing 
climate”. 

 
By emphasizing “together”, 
this tagline creates a solid 
connection between the 
group(s) mentioned. 

 
This tagline could be used when referring to Indigenous 
reconciliation, and the benefits of partnerships between 
Indigenous groups and park and protected area managers in the 
context of climate change adaption.  
 
Alternatively, it could also be used to reference the collaboration 
between scientists, volunteer groups, and ordinary citizens 
across Canada in their efforts to maintain and learn and benefit 
from their local parks. 

 

 2  

 5  

   

 

Making 
connections for 
climate resilience 
 

 
This tagline emphasizes how 
by linking parks and protected 
areas together, they share 
ecosystem services that 
increase the ecosystems’ 
resilience in the face of 
climate change. 

 
Connected protected areas support one-another by providing 
structure that supports the network as a whole. Linked areas 
provide channels for biotic (populations, species, genes etc.) and 
abiotic (water, nutrients, carbon etc.) factors to transcend 
boundaries otherwise present in non-connected protected areas 
(Fuller & Death, 2018; Gillis, Belshe, & Narayan, 2017). 
Increasing the diversity of these factors will help ecosystems 
“maintain or restore resilience and reduce the risk of 
catastrophic change” (CPC Climate Change Working Group, 
2013). 
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7. EXAMPLE POSTERS 
 

Examples of how the taglines, the nine roles of parks and protected areas, and the “natural solutions” 

messaging could be combined are demonstrated through a series of five posters. Feel free to make 

use of these layouts and text, and adapt them as they pertain to your park or protected areas. 

 

 



 

22 
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RESOURCES 

 

Parks and protected area and climate change documents from pan-governmental groups: 

Canadian Parks Council 

Helping Canadians Weather Climate Change – English and French 

Natural Solutions videos – English and French 

The North American Intergovernmental Committee on Cooperation for Wilderness and 

Protected Area Conservation (NAWPA) 

North American Protected Areas as Natural Solutions to Climate Change – bilingual - here 

International Union for the Conservation of Nature (IUCN) – World Commission on Protected 

Areas (WCPA) 

Natural Solutions: Protected areas helping people cope with climate change – English and French 

Parks Canada 

Climate change and Protected Areas- here - This includes links to other relevant articles 

Eight things you should know about Climate Change- article 

 

Climate change communication tools: 

Parks Canada 

Paul Zorn- Phenological miscue demystified video (also in French) 

Liz Nelson- How a canoe trip changed my life video (also in French) 

US National Park Service – Climate Change Response Program 

Climate Change Communication Guide: Knowing & Interacting with Your Audience - here 

My Site’s Story – worksheet to help you find your site’s stories – here 

Climate Change in National Parks Brochure (2017) - here 

Ontario Parks 

Communicating Climate Change and Biodiversity - here 

Council of Europe 

Communicating Climate Change and Biodiversity to Policy Makers - here 

 

  

http://www.parks-parcs.ca/english/CPC%20Climate%20Change%20Report%20FINAL%20engLR.pdf
http://www.parks-parcs.ca/french/CPC%20Climate%20Change%20Report%20FINAL%20fraLR.pdf
https://youtu.be/6MYVQ_9BVvQ
https://youtu.be/knUj0yt9hEo
https://nawpacommittee.org/nawpa-products/climate-change-working-group
https://portals.iucn.org/library/sites/library/files/documents/2009-045.pdf
https://portals.iucn.org/library/sites/library/files/documents/2009-045-Fr.pdf
https://www.pc.gc.ca/en/nature/science/climat-climate
https://www.pc.gc.ca/en/nature/science/climat-climate/huit-eight
https://www.youtube.com/watch?v=b6RvTxem8q0
https://www.youtube.com/watch?v=EAohNUh_xkw
https://www.climatechangecommunication.org/wp-content/uploads/2016/08/NPS-Climate-Change-Communication-Guide-Knowing-Interacting-with-Your-Audience.pdf
https://www.nps.gov/subjects/climatechange/upload/MySitesStories-July2015.docx
https://www.nps.gov/subjects/climatechange/upload/climate-change-unigrid-for-web-feb2017.pdf
http://ontariobiodiversitycouncil.ca/wp-content/uploads/Biodiversity-and-ClimateChange-August2017.pdf
https://rm.coe.int/16806c11bb
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