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Executive summary 

 

In a context of general increased interest for the environment and sustainability, the 
impact of communication in conveying climate change to the public is paramount. 
The present research focuses on the role of framing in this discourse in the aim of 
identifying the frames that are more likely to resonate with millennials.                  
The study stems from numerous findings showing that younger generations are more 
attentive to environmental issues and more likely to engage in social responsible 
behaviour.                                                                                                              
Through the extensive analysis of a set of 10 environmental campaigns by the NGO 
Friends of the Earth, based on the model of the study Finding Danish Frames (L. A. 
Richey, R. Storm Braskov, L. B. Rasmussen 2013) and on the Value Compass (E. 
Kostelijk 2015), four main frames were identified (Leadership and cooperation, 
Hidden killer, The power of people and Preserving beauty and quality). The frame 
“Hidden killer” was subsequently excluded, based on evidence that negative images 
and concepts have a demotivating impact on people including younger generations, 
while optimistic thinking is positively correlated to motivation and creative problem-
solving, which could foster engagement in environmentally conscious practices and 
behaviour. The choice of the three frame packages also reflects five of the 7 
principles of Visual Climate Communication (A. Corner, R. Webster, C. Teriete 2015), 
namely “Tell new stories”, “Show real people”, “Understand your audience”, “Show 
local climate impacts” and “Show emotionally powerful impacts”. 
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Framing the Energy transition 

 1. Introduction and theory background 

 
Nowadays, our world, nature and its inhabitants are suffering from ecological 
problems. However, there are many companies and organizations that are trying to 
tackle and solve these problems by raising awareness and attention to existing 
climate change and its impacts. Recent studies showed that millenials are more likely 
to engage in socially responsible behaviour and to put more efforts in tackling climate 
change, thus the present work will concentrate on framings that will be more 
favourable for millenials. 
We decided to choose the NGO “Friends of the Earth” to analyze their framing 
strategy to communicate environmental issues.  
For our frame analysis we used a model from the report “Finding Danish Frames” 
written by Lisa Ann Richey, Ricky Storm Braskov and Lenne Bull Rasmussen.  
In their work the researchers examined how global poverty is framed, what values are 
emphasized and what solutions are proposed.(Richey, Braskov, Rasmussen, 2013) 
 
In our paper we will discuss which type of framing will resonate with millennials the 
most. Our research objective is to find out the best framing that would have the most 
influential effect on millennials.  
Our central research question is: What kind of framing is the most effective? 
Sub questions:  
1.What frames are used in campaigns when communicating about climate change by 
an NGO?  
2. What values help to shape frames in the campaign discourse? 
 
Millenials 
 
The concept of millennials includes a whole generation of people born from 1980 to 
2000, following the baby boomers (the generation of the birth explosion in the post-
war years). Usually millenials have a tolerant attitude to races, nationalities, religion 
and so on. For them, there is a world without borders. They take into account the 
uniqueness and exclusivity of each person. Self-esteem in such people is at a good 
level. They are likely to set global goals and prefer to reach long-term goals.(Travis J. 
Smith, Tommy Nichols (2015)) 
To raise awareness among Millenials on sustainability issues and provoke their interest 
on this topic, there is a need to use a so called framing. 
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Framing and Agenda setting 
 
Framing is a cognitive distortion, in which the form of presenting information affects 
its perception by a person. So, the same statement, depending on the wording and 
semantic accents, can be presented both in a negative and in a positive light (“The 
glass is half empty or half full”), as a benefit or loss. One of the best explanations was 
provided by Robert Entman, according to which the verb-term “to frame” in this case 
means “choose certain aspects of reality and make them more visible in the 
communicative text, thus popularizing a certain interpretation of the problem, 
interpretation of its causes, moral evaluation and its possible solution.”(R.M. Entman, 
1993). Although, at first glance, framing may resemble the agenda setting, there is 
still a significant difference between the two concepts: the agenda setting method 
provides that the media covers some and ignores other events, while framing means 
that the media while covering certain events, ignore some of their aspects but at the 
same time emphase others. According to the agenda setting theory the media have a 
significant impact on the public directly by the choice of what they are covering and 
the news is not just a display of reality, but a socially constructed, edited reality.( 
McCombs, M; Reynolds, A (2002). 
 
Value compass model 
In our analysis we used a Value compass model, that was described in the research 
“The Influence of Values on Consumer Behaviour: The value compass” written by Erik 
Kostelijk. The main issue in this work comes in the assessing the effects of brand 
values and personal values on consumer choices.(Kostelijk, 2015) 
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Framing the Energy transition 

 2. Methodology 

 
Our methodology design is based on the Finding Danish Frames- Communication 
Engagement and Global Justice (2013). This is an ideal example of how ideas about 
global development are framed and which values are promoted.  
First and foremost, we looked for a NGO with many successful campaigns on 
environmental issues. Following their experience, we hope to learn how to best frame 
environmental issue to the general public. Second, we analysed a set of 11 campaigns 
based on the Value Compass model to categorize them. Finally we divided these 
campaigns into different frame packages. We put the campaigns stimulating similar 
values together. Finally, our group selected the three most suitable frame packages 
for Dutch millennials. 
 

  
  
The reason why we choose Friends of the Earth is that it is an international NGO 
tackling global environmental issues with a diverse background of people. The 
experience they have to make the issue itself easier for general public to understand 
is crucial; however, the way to persuade people to join the petition, donation, and 
protest is more important. Judging from the campaigns they held and the diverse 
issues they focus on, Friends of the Earth is a perfect choice. 
  
The analysis focued on 11  campaigns over a time period of five years (2013-2018). 
 
The campaigns were analysed by focusing on their main goal, the values 
communicated, the images and words chosen, the actors presented, and the solutions 
offered. Subsequently, the campaigns were categorized based on the prevailing values 
they showed. In those categories, some of the campaigns were overlapping because 
one issue could refer to more than one value.  
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For instance, the campaign “Stop the Government Forcing Fracking on the 
Communities” shows values related to “Care and affection” as well as values related 
to “Stimulation”.  
Most of the campaigns that we found are ongoing and they appear on the 
NGO’s  official website, but we also included some older campaigns to diversify our 
sources. For example, Save the European Night Train is a campaign launched in 2014.  
  
Our main focus was on the verbal aspect of the campaign (description and slogan), 
the message styles and goals, the visuals (posters, videos, photos), and the most 
important one, the values stimulated in the campaigns. The questions we asked 
ourselves were: What kind of feeling do the words chosen communicate? What kind of 
message style do they use? Is it emotional or rational? What is the goal and purpose in 
each campaign? Is the poster corresponding to the words used?. With regards to the 
values shown in the campaigns, we use the values appearing on the Value compass 
model by Erik Kostelijk. 
  

Value Campaign 1 Campaign 2 Campaign 3 

Care& Affection Stop the Government Forcing 
Fracking on the Communities 

Sustainable 
Farming Campaign 

  

Stimulation Stop the Government Forcing 
Fracking on the Communities 

Save the European 
Night Train 

  

Social 
responsibility 

Save Sherwood Forest from 
Fracking 

Join #Plastic Free 
Friday 

Help save the 
bees 

  Brexit Impact on Climate 
Change 

Climate Change 
Campaign 

Food Waste 
Campaign 

  Sustainable Farming Campaign Save the European 
Night Train 

 Plastic Waste 

Safety Save Sherwood Forest from 
Fracking 

Sustainable 
Farming Campaign 
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Beauty Help save the bees     

Enjoying life Help save the bees Food Waste 
Campaign 

  

Prestige Brexit Impact on Climate 
Change 

    

Achievement Brexit Impact on Climate 
Change 

Climate Change 
Campaign 

Food Waste 
Campaign 

Hidden Killer Air Pollution Join #Plastic Free 
Friday 

 Plastic Waste 

 
The chart of values type in the campaigns 
 
In the chart above, we categorized the campaigns according to different values. Each 
campaign has more than one value in it. Social responsibility is the most frequent 
value used in the campaigns. When we started our analysis we already came up with a 
new theme: Hidden Killer (the environmental problem that gradual effect of 
environment leads to lethal killing), that we decided to add to our list.  
After the initial analysis, we put similar values together and connected them into a 
theme or frame package. For example, in the frame “The power of people”, the two 
campaigns beloning to it have the same value: Stimulation. We looked deeper and we 
found that both campaigns invoked a battle against authorities. What’s more, they 
both used petitions as a solution. Petitions help to unify people to take the 
centralized power back, therefore, the theme of the power of people is formed. The 
rest of campaigns fall into different themes, as shown in the chart below. 
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Theme Campaign 1 Campaign 2 Campaign 3 Campaign 4 

Hidden Killer Air pollution Join #Plastic 
Free Friday 

 Plastic Waste   

Preserving 
beauty and 
quality 

Help save the bees Food Waste 
Campaign 

Save 
Sherwood 
Forest from 
Fracking 

Sustainable 
Farming 
Campaign 

The Power of 
People 

Stop the 
Government Forcing 
Fracking on the 
Communities 

Save the 
European 
Night Train 

    

Leadership 
and 
Cooperation 

Brexit Impact on 
Climate Change 

Climate 
Change 
Campaign 

    

 
The chart of Themes for Frame packages. 
 

 

 

 

 

 

 

 

 

 



 

Framing the Energy transition 7 
 

Framing the Energy transition 

3. Campaigns’ analysis 

Air Pollution and the campaign for clean air (2017) 

The aim of this on-going campaign is to unveil and raise awareness on a dangerous 
threat to our health and well-being: air pollution. The theme of the campaign 
(“hidden killer”) is two-pronged: on the one hand, air pollution kills without being 
seen, on the other hand, with our daily actions we contribute to pollution without 
realizing it.  The causes, as well as the impacts are clearly presented, adopting a 
factual informative approach, for instance through the section “Air pollution facts and 
figures”, the visual illustration of the chemical structure of the main pollutants and a 
map of the most affected areas. The prevailing message style is rational, but it 
becomes emotional when mentioning the main victims of air pollution  (the elderly 
and children) and when talking about the main actor, the government (guilt and 
blame appeal). The main cause identified is road traffic and in particular the 
emissions from diesel cars.  The English government is pointed to as the responsible 
for failing to address this scandal. The NGO invokes to take immediate action, 
picturing this tension as a “battle” between the government and the people. People 
are invited to join a grass-root movement, claiming more “clean air zones” and more 
investments in electrical public transport from the government, as well as adopting 
simple practices such as turning off the engine when stuck in traffic. A powerful 
slogan is “ditch diesel” (informal term meanining “give up”), inviting people to take a 
conscious effort to cut air pollution.The terrible effects of air pollution are also 
portrayed through a vivid comparison: air pollution kills more people than alcohol and 
obesity every year representing a significant burden for the health care and economic 
systems. The campaign relies on a gloomy set of powerful images: foggy metropolis 
and people wearing masks to avoid breathing toxic air or holding their chest, 
suggesting the correlation with cardiovascular diseases.The photos portraying either 
suffering people or solitary landscapes and the choice of dark pictures and colours 
(grey, black,blue) even in the design of the website of the campaign reinforce the 
feeling of oppression and a looming danger.  
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Brexit and the environment: protecting what we have (2016) 

 

An independent report commissioned by the NGO showed evidence that Brexit could 
deeply weaken English environmental laws, 80% of which are currently European laws. 
The aim of the on-going campaign is to raise awareness about this threat and mobilize 
people to make pressure on the government to stick to its pre-Brexit environmental 
policy.The solution promoted by the campaign is to appoint an independent body (the 
Greener UK Coalition) that would act as a “watchdog” to make sure the withdrawal 
from the Eu won’t impact on the environment. One of the main themes of the 
campaign is to presenting Brexit as a challenge as well as an opportunity: the UK 
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should take it as a chance to become an international leader in fighting climate 
change, adopting even better environmental policies and still cooperating with the 
European Union towards this objective. That’s why this campaign goes under the 
frame package “Leadership and Cooperation”: People are encouraged to participate 
as well, by spreading the word and writing to  local MPs to voice their concerns.      
The main two actors in the campaign are the English government, seen as the “bad 
guy” and the EU, depicted in positive terms, as it boosted many environmental 
measures from protecting and preserving the natural heritage to significantly 
improving air quality, just to mention a few.The images chosen feature natural and 
agricultural English landscapes, leveraging on concepts such as beauty, simplicity, 
tradition . The colours are almost romantic and nostalgic. No human presence disturbs 
the beauty of nature.The language chosen is quite rational, with the only metaphors 
being that of the “green watchdog that must have teeth” (referring to the Greener UK 
Coalition), “Green Brexit” and “dirty man” referring to England before joininig the 
EU.  The tone becomes emotional when it comes to what the EU has done for Britain, 
by taking care of its flora and fauna and carefully looking after them. The emotional 
appeal prevails In the videos shown on the website as well, where individual cases of 
people taking action to protect their loved local sites (e.g. Fig. 2a).The main slogan 
used in the campaign urges a “Green Brexit”. 

 

Climate change campaign: Sunset for coal, oil and gas (2018) 

 

 

This is a general campaign involving many different aspects related to climate 
change: from the need to stop burning fossil fuels to switching to renewable energies 
in order to meet the targets set by the Paris agreement (solutions).The victims whom 
are hit the hardest are the poor people living in areas where the effects of extreme 
weather phenomena are frequent and devastating. These people who have no means 
to cope necessitate the aids and resources that rich countries can provide to them. 
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The main cause of climate change, resulting in an increase in global temperature, is 
the greenhouse effect for which the main responsible are fossil fuel companies.The 
campaign’s objective is to raise awareness and offer a solution. The solution is two-
folded: to get international politicians and organizations to financially support the 
people affected by climate change and to help them to adapt on the one hand and to 
promote a shift from coal, oil and gas to renewable energies enabling a seamless 
transition to a green economy, which makes sense environmentally as well as 
economically, on the other hand. The language tone is informative and sometimes 
emotional, when it aims at generating  involvement in the public, by using guilt and 
pity appeals (e.g. when poor countries are mentioned). The language style is far from 
beign flat: the frequent use of idioms (e.g. “climate change has hit home”) and 
metaphores contibutes to easier reading and reception of the message. The campaign 
is built on contrasting images and metaphors. For instance, grass-root movements, 
which are gaining success worldwide, are seen as  “ordinary people achieving 
extraordinary things”, using a play on words based on an oxymoron. The pictures and 
the video on the campaign’s website communicate strong emotions: from tragedy 
(solitary lives and landscapes devastated by the consequences of climate change, 
sombre colours ) to collective hope and action (people demonstrating in the streets; 
people installing solar panels, bright colours). The metaphor “the tide is turning” 
reinforce the values of initiative, resourcefulness and change. This campaign’s 
dominant frame is the one of Leadership and Cooperation, because those two 
complementary values are significantly stressed; individual actions are encouraged, 
but success can only be achieved through a coordination of single efforts by those who 
have the power to do so: the governments. 

 

Stop the Government Forcing Fracking on the Communities (2018) 
  

  
 
The campaign purposes are to raise awareness of how serious fracking will affect and 
the compassion for the local people and our environment. This campaign uses the 
emotional message style, trying to reach out to people’s emotion as much as possible. 
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For example, the use of word “trample” on the website description indicates that the 
government is a superpower giant crushes the minor power of local people, 
communities, and council. The unbalanced battle between government and the local 
people stimulates a sense of human nature: helping others. This message style also 
trigger the effect of encouraging people to join the petition, the solution of the campaign. 
The poster for the campaign is in gloomy sketch. In the picture, lots of pipeline is 
stretching underneath the ground like an evil creatures’ craw trying to grab something. 
The complexity of countless pipelines and drilling rigs gives the impression of tension 
urgently searching for change and help. The drawing style is contrast to the simplicity of 
slogan: Let communities decide. It is corresponding to frame package’s theme: The 
power of people. Its aim is to unleash the centralizing power of government to the hands 
of people. 
  
  
 
Save Sherwood Forest from Fracking (2018) 
  

  
This campaign is also like the “Stop the Government Forcing Fracking on the 
Communities” campaign. Both of them have the same cause, effect, and solution. This 
campaign even use the same message style: Emotional message style. The campaign 
highlight Sherwood Forest as the home of Robin Hood, the well-known English 
folktales, trying to build the correlation between this forest and everyone and connection 
between this issue, the fracking, and everyone’s concern. The home of Robin Hood and 
many different species of plants and animals is an excellent touching point to people’s 
heart. Using a well-known character to depict the campaign will cause a ripple effect in 
many people. The image of cute little animal could pops up when people recall the 
Disney animated film called Robin Hood. Or people could remember the common 
theme of Robin Hood, according to Wikipedia, that a champion of the common people 
fighting against injustice, whilst remaining loyal to the rightful ruler. Either way of 
thinking will help this campaign to provoke a sense of social responsibility. It cares not 
just about human itself but also about animal and planets. This will also trigger the 
compassion for the forest and the awareness of this issue. The use of word” hunt” in the 
website description is corresponding the move of Robin Hood. In the poster, there is 
also a related point to connect to him. The arrow represented Robin Hood’s has the 
sense of hope to rescue the forest. In addition, the slogan with red is contrary to the 
green forest background, which is obvious and eye-catching. 
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Save the European Night Train (2014) 
  

  
 
This campaign use the rational message style. By using a statics to tell the striking 
difference between the carbon dioxide emission of night train and that of plane or car, 
this campaign have shown the predictable side effect of stopping the night train service. 
The campaign description provides a sense of waning. If it had not stop, there will be 
consequences to our environment, even though it won’t happen in the near future. The 
slogan, Say no to the plans to stop major European night trains, is related to this sense, 
but the poster is contrast to this alertness. In the poster it presents a feeling of tranquil. 
In the blue sky and green grass field, a train is on the endless road, heading peacefully 
to the sunrise. It’s a metaphor that the train service has a bright future, just like the 
result of campaigns. 
  
 
Join #Plastic Free Friday (2018) 
  

 
  
The message style of this campaign is rational. Similar to Save the European Night 
Train, the campaign use a simple statistic to describe the horrible result. The cause and 
effect are obviously mentioned in the campaign; however, the solution is somewhat 
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incomplete and unclear. Joining the campaign is merely raising awareness on the social 
media. If you sign up for communication, the Friends of the Earth will send you the tips 
about how to use less plastic. The results of this campaign is not clear about how 
effectively can it reduce the use of plastic and how practically does the amount of plastic 
is reduced. The poster is in the calm color background with straightforward way to 
present the cause (plastic product) and the solution (wooden product) with simplicity. 
One of the features of this campaign is the use of contrast word to demonstrate the 
enormous effect of your help. For example, small step you can take to make a real 
difference. 
 

 Help save bees (2017) 
 

 
 
The aim of this campaign to raise awareness on the importance of bees in our 
everyday lives. These little insects pollinate much of the food that we eat every day. 
However, a lot of species are currently in a danger of extinction. It can cause a 
serious impact on our world and on food we consume daily, especially food crops. 
Friends of the Earth already launched a campaign in 2012 to reverse bee decline and 
persuaded the Welsh and UK governments to draw up national Bee Action Plans and it 
appeared to be the first in the world. But Friends of the Earth mention that there is 
still a lot to do in order to eliminate this problem.  

The main cause of bee’s extinction are farmers that use pesticides in order to protect 
their crops from insect pests. Eco-friendly way of farming costs more and farmers do 
not simply have funds to adopt it. Government does a little to provide help and is not 
really aware of the damage that will occur in case they do nothing. The prevailing 
message style is mostly emotional, visuals are warm and provoke an emotion of 
sympathy. The campaign mostly focuses on the UK, providing an evidence of 
extinction of some species only referring to the statistics in the UK and blaming 
government for unawareness. However, the campaign also asks farmers abroad to ask 



 

Framing the Energy transition 14 
 

local councils to protect pollinators.Framing that is used here is saving our nature and 
planet, helping animals and bugs to preserve a stable ecosystem and mostly presented 
in emotional way, adding some facts and numbers.                                         
Emotional values: “By keeping the cycle of life turning, bees boost the colour and 
beauty of our countryside”- that is a warmth appeal. Visuals are warm, provoking 
thoughts about preserving beauty of nature, they are very warm and beautiful. There 
is also a video of a flying bee, pollinating flowers. This campaign is ongoing. 

Plastic waste (2017) 
 

 
 
The aim of this campaign is to warn people about the dangers that plastic hides. A 
huge amount of plastic is not being recycled. Both soil and water are suffering 
nowadays, more than 12 tonnes of plastic are currently in the oceans. Sea creatures 
are dying because they eat plastic thinking that it is food or simply are getting 
trapped in plastic waste. Manufacturers of plastic products are presented in this 
campaign as improvident and selfish. Friends of the Earth are blaming companies for 
overusing the plastic. They are asking people to reduce the amount of plastic usage, 
raise an awareness of consequences that already exist and stimulate them to “start 
from a small step that can make a big difference”. In this campaign, Friends of the 
Earth provide a lot of possible ways to reduce plastic usage. They also try to make the 
government to put a ban on a microbeads in personal care products and on a  
microfibres that our clothes are shedding when we wash them - framing (hidden 
killer). They are trying to push the government to ban takeaway coffee cups that can't 
be recycled. “And we want a stop to the tsunami of plastic pouring into our oceans” - 
a strong message that invoke to make an immediate action concerning the plastic 
usage. Words “we”,”ours” provoke a sense of unity between people. Visuals are cold, 
presenting dead animals and suffering people. This campaign is on-going. 
 
 
 
Food waste campaign (2017) 
  
Food waste campaign is a campaign addressing the food waste and impact on 
environment. The campaign has a clearly defined problem (“Everything you need to 
know about food waste - and how we can stop it”), a clear message, and directly 
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presents individuals, government and corporations as the cause of the problem (“Why 
is food wasted?”). The campaign provides a lot of step-by-step solutions (“How can I 
cut food waste at home?”, “How can government and business help cut food waste?”) 
and motivates to become a conscious consumer (one can pledge to cut his/her food 
waste and eat better + positive imperative slogans as “Love your leftovers”, “Plan and 
store to cut food waste”).  Visually the campaign is accompanied by photos of wasted, 
“ugly” food but colors are mostly bright and warm. Anyway, these pictures are not 
really powerful or influential (maybe because we’re actually used to see wasted food 
every day) but still they provoke a feeling of a pity for the food we waste. Just real 
photos (direct visual approach) are presented in the campaign – no posters or another 
type of art. All in all, campaign is more focused on solutions: it appeals more to our 
rationality than to emotions (it represents facts about wasted food). It suggests some 
useful tips on how to reduce the waste of (e.g. 40 handy bread tips; Top tips for a 
beautiful food waste bin). It encourages being more socially responsible. It also 
provides statistics and gives an idea about how bad the food waste is and what we can 
do about it. The campaign has clear and coherent structure – it gives concrete 
answers on who, what, why, what’s next. Campaign also avoids negative tone and 
leaves positive feeling that could motivate for good actions.  

 

 
  
  
Sustinable Farming Campaign (2017) 

  
Sustainable farming campaign is a campaign addressing the problems of food production and 
impact on the environment. The campaign defines several clear problems (“What's the problem 
with pesticides and fertilisers?”, “Genetically modified food – what's wrong with it?”); it has also 
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a clear message (“How does farming affect our environment?”), and presents “bad” farmers that 
use pesticides, antibiotics (…) as the main cause of the problem. First of all, the campaign is 
aimed at increasing consumer’s awareness and calls him/her to certain actions. Campaign 
provides a concrete recipe for environmentally friendly farming (e.g. imperative positive 
messages as “Buy from local farms”, “Support fair food chain”, “Try organics” etc). There are not 
really disturbing visual elements within this campaign – all the photos (mostly, green, bright 
peaceful paysages) are nice and cute (even the photo with little pigs in the cell). Probably, the 
goal of this campaign was not to scare but to encourage the consumer to make more 
environmental friendly decisions.  That’s why this campaign,following “brief and to the point” 
message formula,is more focused on solutions and encourages being more socially 
responsible. It provides statistics and gives an idea about how actually “dirty” farming influences 
people’s and animal’s welfare and health. The campaign has clear structure and looks really 
convincing. It also avoids negative tone but calls for an action.  
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Framing the Energy transition 

4. Frames 

Leadership and cooperation 

Frame description 

Tackling climate change is depicted as a double-faced challenge, where individual 
entities can set the example and lead with best practices, but they must rely as well 
on international cooperation with governments and organizations. 

Causal reasoning 

Climate change constantly is both a threat and a reality. In one case, an external 
political decision (Brexit) could potentially bring about environmental degradation, in 
another case the cause it’s the traditional economic system based on fossil fuels as 
the main source of energy. In both cases, a change of paradigm is urged. 

Actors and roles 

The governments are identified as responsible for the current situation and for not 
doing enough to tackle the problem. Together with international organizations they 
should cooperate and encourage a shift towards a greener economy, setting the 
example to minimise the effects of climate change and adapt to them when they’ve 
already hit.On their side, individuals and countries can make the difference, seizing 
this opportunity to prove their leadership skills and offer innovative solutions. 

Moral basis 

The values embedded and promoted in this frame are leadership and cooperation: 
grass-root movements, national and local initiatives and individual actions should set 
the example, but success can only be achieved through co-orchestrating independent 
efforts. Other recurring values from the Kostelijk model are environmental 
protection, caring and resourcefulness.   

Emotional basis 

Any threat or tragedy can also be seen as a challenging opportunity to change for the 
better. Any difficult situation can be turned in an occasion to come up with smart 
solutions. The prevailing emotions are therefore optimism, hope, sense of 
empowerment, desire to excel and work together to reach ambitious targets. 
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Possible solutions/actions 

Together with a network of partners, Friends of the Earth is responsible for putting 
pressure on the government to maintain or adopt stronger and binding environmental 
laws to ensure the transition towards a cleaner economy. Nevertheless people are 
invited to continue to do their part and come together to stand up for their local 
causes. 

Metaphors and choice of vocabulary 

This frame is built on contrasting elements and words that suggest change and 
resourcefulness (turn a difficult situation into a success). Some examples: dirty vs. 
clean energy, adaptation and protection, ordinary people achieving extraordinary 
things, stronger vs. weaker, the tide is turning. 

Visual devices 

Beautiful, natural and rural landscapes, suggesting either romantic nostalgia or 
devastation and loneliness.  Pictures that communicate strong emotions: from solitary 
tragedy to collective hope and action. Contrasting images, in line with the 
oxymoronic word choice. 

  

The Power of People 
  
Frame description 
This frame is the basic idea of David versus Goliath. Individual can’t fight along and 
raise the awareness in people. But if individuals fighting side by side can create a 
power in people, then they can knock down the giant, like big oil company or the 
government. 
  
Causal reasoning 
The change of policy leads to a situation more harmful to the environment. However, 
the authorities cannot see the dark side of effect of change. The campaigns, 
therefore, need to gather a louder voice in people to wake the authorities up. 
  
Actors and roles 
Two main actors are contrast to each other’s prospective. The government and the 
railway operator are the actors that initiate the change of policy without considering 
the environmental aspect. The people, on the other hand, are the minorities hoping 
to raise more awareness by petition and email campaign. 
  
Moral basis 
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Human nature are triggered. People, therefore, are willing to help. Because the harm 
to the environment is a damage to the collective good. According to the value 
compass, ‘’Stimulation” is involved. The sense of courage is also provoked in the two 
campaigns. 
  
Emotional basis 
Two campaigns use different strategies. One is using an unease tension, attempting to 
wake people up like an alarm clock. The other one has a positive background color, 
peaceful view, and metaphor that brings the hope to the people. Different emotions 
are driven by these campaigns. 
  
Possible solutions/actions 
Both adopt the strategy of making a bigger noise that the authorities cannot ignore 
and release the centralizing power holding in the authorities. No matter is through 
petition or via email sent by many people, the main purpose is to let their voice be 
heard and bring more attention to their focus. 
  
Metaphors and choice of vocabulary 
This two campaigns use different message styles. One is emotional, the other one is 
rational; however, the choice of word of both campaigns forms the unseen pressure to 
advocate more help. Both of the campaigns have the same vision to break the 
centralizing power in the authorities and unleash it back to the people. 
  
Visual devices 
The ultimate goal is to catch people’s attention. One is with gloomy and stressful 
sketch. The other one is using a bright light, indicating a brighter future. Each is 
effectively corresponding to its method of describing the issue to reach their aims 
 
 

 
Preserving beauty and quality   
Frame description 
This frame is about importance of preserving the beauty and quality of life. 
Individuals should appreciate all the goods we’re taking from the Earth and treat the 
planet with care.  
  
Causal reasoning 
Things like saving the bees or cutting one’s food waste could seem unimportant in 
comparison with big and obvious environmental disasters. However these little things 
could have bigger and harmful impact on the Earth’s climate and people’s welfare. 
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Actors and roles 
Individuals are shown as one of the main actors. Their irresponsible consumer 
behaviour towards nature leads to environmental problems and decreases their own 
level of life.  
  
Moral basis 
The moral basis is the intuitive will of human being to continue to enjoy the life 
knowing that you don’t bring harm to the nature but doing something god for it 
(universalism) 
  
Emotional basis 
The will to see the beauty of nature, feeling harmony with it.  
  
  
Possible solutions/actions 
Make people become aware of existing problems and make them change their 
consumerist attitude towards the nature and all the goods people produce.  
  
  
Metaphors and choice of vocabulary 
Words are accurate and concrete. Vocabulary is appropriated and convincing. There 
are a lot of imperative sentences that should encourage people to act immediately.  
  
Visual devices 
Visuals are not depressing, frightening or disgusting. Most of them are quite nice (cute 
animals, paysages, food) and emphasizes the initial strong beauty of the pristine (not 
spoiled by men) nature.  
 
 
 
Hidden killer 
 
Frame description 
Hidden killer means here that people are not really aware of what is happening on the 
planet Earth and what dangers every action of an individual is hiding. Everything has 
its own consequences. 
 
Causal reasoning 
In both campaigns (air pollution and plastic pollution) it is shown that an impact that 
is caused by such pollution is not obvious and is usually ignored. Dangers are seen as 
not so virulent and harmful, however the problem already exists. 
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Actors and roles 
The main actors are people who are not aware of the fact that with every plastic 
bottle they buy, they increase an amount of an inevitable pollution. They play the 
main role that can be both good and bad. They have the possibility to change the 
situation in their hands either in a good or a bad way.  
  
Moral basis 
Stimulating people to help to preserve environment, their own lives and lives of 
animals. Calling to take some actions, presenting consequences. 
 
 Emotional basis 
Prevailing emotions are the inevitability of the upcoming hidden threat that people 
are not aware of, on the other hand there is a hope for the better future.  
 
 Possible Solutions/actions 
Reveal the hidden killer and make it clear of the causes it hides. Make people become 
aware of the facts of danger that plastic and air pollution provoke.   
  
Metaphors and choice of vocabulary 
Message is very strong, mostly blaming people for their actions and unawareness. 
Mentioning animals that suffer from this pollution, the message becomes more 
sympathetic, adding number of species that died. Frame is also putting an emphasis 
on people suffering from their own actions and living with such problems and not 
noticing it.    
  
Visual Devices 
Dead animals, people in masks, causes of pollution, pictures are depressive, 
frightening and push people to think about causes. 
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4. Conclusion 

The research results showed that the best framings, which would have the most 
influential impact on millenials are “Power of the people”, “Preserving Beauty and 
Quality” and “Leadership and Cooperation”.  We assumed that these 3 frames would 
be the most effective for several reasons.  
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First of all, the visuals of the campaigns under these frames show common features 
such as telling new stories (Fig.1), showing real people (Fig. 2, 3), local climate 
impacts (FIg.6) and emotionally powerful impacts (Fig 7) and understanding our 
audience (millennials) (Fig 3, 4, 5),  which make these frames even stronger and more 
influential, in line with five of the seven principles identified by Climate Visuals, “A 
Climate Outreach project”. 
Secondly, these frames are united by an overall positive tone and message. Positive 
images and concepts are linked to stronger motivation, creative problem-solving and 
more pro-social behaviour, research has found (G. Oettingen, 1996); (A.M. Isen, J. 
Reeve, 2006); (N.A.Vasquez; R. Buehler, 2007). 
Finally, the choice of frames reflect another distinctive feature of the Generation Y . 
Unlike any other youth generation in living memory millenials “are beginning to 
manifest a wide array of positive social habits […] including a new focus on teamwork, 
achievement and good conduct” (N. Howe; W. Strauss, 2000). 
These values perfectly correlate with ones promoted by specific campaigns within 
“Leadership&cooperation” and “The power of people” frames. 
 millenials can be also described as optimists, team players, rule followers and smart 
(Howe & Strauss, 2006, p. 8-9). That is why we assumed that solution-orientated 
campaigns, featuring positive and colorful images and themes within “Preserving 
Beauty and Quality” frame could inspire and encourage millenials for having a “more 
sustainable lifestyle” that is both good for them as individuals and for the 
environment.   
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Fig. 3 a,b 



 

Framing the Energy transition 28 
 

 

Fig. 4 

 

Fig. 5 
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Fig. 7 


