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RELATORIO ESPECIAL EDELMAN TRUST BAROMETER 2022

CONFIANCA E MUDANCAS CLIMATICAS

Metodologia

Sondagem on-line
Periodo de coleta: 16 set. — 3 out. 2022
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PRINCIPAIS RESULTADOS DE 2022:

SOCIEDADE IMPOE BARREIRAS AS ACOES CLIMATICAS

Necessidades:

Cooperacéao global

Lideranca

Informacgao

Acéo individual

Mudanca cultural

Barreiras:

Nao confiamos que outros paises farao sua parte

Nao confiamos que nossos lideres atuarao corretamente

N&o conseguimos encontrar informacdes confiaveis e
compreensiveis

Nao queremos sacrificar nosso conforto ou conveniéncia

Receamos que um estilo de vida mais sustentavel seja sem graca
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PREOC O
SE AGRAVA




PREOCUPACOES COM MUDANCAS CLIMATICAS CONTINUAM

GRANDES EM TODOS OS PAISES E GRUPOS DEMOGRAFICOS
@ 0O ©

Paises 90 Mudanca entre out. 2021 e out. 2022
86 86 83

Porcentagem dos que se preocupam

81 80 79 78 77

71 71 70 66 64

Me preocupa que as mudancas

climaticas ocasionem secas,
aumento do nivel do mar e outros

desastres 09090 -00-00 >0
o o 4 |

4 ) (s % o
T Tn %y % e S %,
8, %, ° %. %
" & 4 7
Género | Idade | Renda ?
Global 14 92 88 88
80 i i 80 86
Homens Mulheres 18-34 35-54 55+ Baixa Média Alta
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PREOCUPACOES COM MUDANGCAS CLIMATICAS CONTINUAM
GRANDES EM TODOS OS PAISES E GRUPOS DEMOGRAFICOS

Porcentagem dos que se preocupam

Me preocupa que as mudancas

climaticas ocasionem secas,
aumento do nivel do mar e outros
desastres

Global 14

[ (%5

@ 0O ©

Paises Mudanca entre out. 2021 e out. 2022

90
86 86 g3 81 80 79 78 77

771 71 70 66 64

) DN - BON - X - BORO X - JORORON -

B % G K % o B Y €T R % %
e,y %y e 1, g % %, G T,
'9% Ql'ni%' %;‘4‘5 %ﬂr ﬁ"%l:r -ﬂa %
&
G @ o
Género | Idade | Renda °
81
75 79 77 78 76 79 79

O »w & 0 0 » 0 O

Homens Mulheres 18-34 35-54 55+ Baixa Média Alta

‘} Edelman 5



7 EM CADA 10 AFIRMAM QUE PRECISAMOS ACELERAR
ACOES CONTRA MUDANCAS CLIMATICAS

@ 0O ©

Mudanca entre out. 2021 e out. 2022

No que vocé esta -6
mais inclinado a 82 31 M 79
acreditar?

Global 14

; I e Precisamos agir mais
0% rapido para lidar com as 1 < B

mudancas climaticas

OU === = m— m— === Y.
%
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SENSACAO CRESCENTE DE QUE ESTAMOS PERDENDO
TERRENO NA LUTA CLIMATICA

Porcentagem dos que concordam , 0 O ©
Paises Concordancia aumenta em 11 de 14 paises Mudanga entre out. 2021 e out. 2022
c e 66 66 66 63 62
Foi feito pouco ou nenhum 59 57 56 54 54 53

progresso na luta contra as 49 46

mudancas climaticas

42
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Género | Idade | Renda () 7
Global 14
67 68 67 66
7 58 60
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5 0 é > é
Homens Mulheres 18-34 35-54 55+ Baixa Média Alta
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SENSACAO CRESCENTE DE QUE ESTAMOS PERDENDO
TERRENO NA LUTA CLIMATICA

Porcentagem dos que concordam

Foi feito pouco ou nenhum
progresso na luta contra as
mudancas climaticas

Global 14

570

@ O ©

Mudanca entre out. 2021 e out. 2022

Palses Concordéancia aumenta em 11 de 14 paises
66 66 66 g3
62 59 g7 56 54 54 53 49
46 4o
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Homens Mulheres 18-34 35-54 55+ Baixa Média Alta
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MAIORIA TEME QUE CRISE CLIMATICA AGRAVE
INJUSTICAS E DESALOJE PESSOAS

Porcentagem dos que concordam, no Brasil

Aqueles com menos educacao, dinheiro e
recursos estdo sendo injustamente onerados
com a maior parte do sofrimento, do risco

e da necessidade de se sacrificar devido as
mudancas climaticas

Brasil

04, «

Mudanca entre
out. 2021 e out. 2022

Me preocupa que as mudancas climaticas

levem a uma crise de refugiados conforme

as pessoas fugirem para lugares cujo clima é mais
moderado e menos extremo

Brasil

31
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MAIORIA TEME QUE CRISE CLIMATICA AGRAVE
INJUSTICAS E DESALOJE PESSOAS

Porcentagem dos que concordam

Aqueles com menos educacao, dinheiro e
recursos estdo sendo injustamente onerados
com a maior parte do sofrimento, do risco

e da necessidade de se sacrificar devido as
mudancas climaticas

Global 14

03 =

Mudanca entre
out. 2021 e out. 2022

Me preocupa que as mudancas climaticas

levem a uma crise de refugiados conforme

as pessoas fugirem para lugares cujo clima é mais
moderado e menos extremo

Global 14

[ 3
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INSTITUICOE




CLAMOR POR MAIS LIDERANCA,
PRINCIPALMENTE DOS GOVERNOS NACIONAIS E REGIONAIS

Porcentagem dos que afirmam, no Brasil @ O ®»

Mudanca entre out. 2021 e out. 2022

Esta instituicdo deveria tomar a

frente no combate as mudancas
climaticas

Governo Governo
nacional regional ONGs Midia Governo local Empresas
42
35

32 31 30
23
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AUMENTA CLAMOR PARA QUE TODAS AS
ESFERAS DE GOVERNO LIDEREM

Porcentagem dos que afirmam

0 0O ©

Mudanca entre out. 2021 e out. 2022

Esta instituicdo deveria tomar a
frente no combate as mudancas

climaticas
Governo Governo Governo
nacional regional local Empresas
54
43
36

Midia

28

ONGs

26
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POLITICA, E NAO CIENCIA, E VISTA COMO MOTIVADORA
DE POLITICAS CLIMATICAS

No que vocé esta

T <
mais inclinado a v o 9. 2%
acreditar? o %, Y % %5 %
% S o . W, %9 & U % . %, Co B Y %
%7 % % B % % G % T % % %Y % % N
As politicas climéticas neste pais séao
motivadas pela politica, 57
independentemente do que a ciéncia
afirme
ou
As politicas climaticas neste pais sao
motivadas pela Ciéncia e por 35 g7
idénci i ifi 40 40 40
evidéncias cientificas 48 4243 45 47

57 57
62 63
69
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FALTA VONTADE DO GOVERNO PARA IMPOR MUDANCAS

Porcentagem dos que concordam

Lideres governamentais néao estao
dispostos a aprovar legislacao rigida para
forcar empresas e pessoas a fazer mudancas
relativas ao clima
70 70 E
63 62 62

8 88 g5 5

50 49 49

Global 13 I 40
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TRATANDO-SE DO CLIMA, CONFIANCA NAS EMPRESAS E TAO
BAIXA QUANTO NO GOVERNO O O

Desconfianga Neutralidade Confianga

MAIO 2022: EM GERAL, CONFIA-SE QUE OUT. 2022: EM RELAQAO AO CLIMA, EMPRESAS
AS EMPRESAS VAO ATUAR CORRETAMENTE SAO A INSTITUIQAO MENOS CONFIAVEL
Porcentagem dos que confiam que cada institui¢ao Porcentagem dos gue confiam gue que cada instituicdo atuara

atuara corretamente em geral corretamente no combate as mudancas climéticas

Confianca nas empresas é

17ptos menor em relagéo
ao clima do que em geral

Brasil Brasil

65

52 49 48
40

Empresas ONGs Midia Governo ONGs Midia Governo Empresas
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TRATANDO-SE DO CLIMA, CONFIANCA NAS EMPRESAS = O
E MEN OR DO QUE N O G OVERN O Desconfianca Neutralidade Confianca

MAIO 2022: EM GERAL, CONFIA-SE QUE

= OUT. 2022: EM RELACAO AO CLIMA, EMPRESAS
AS EMPRESAS VAO ATUAR CORRETAMENTE

SAO A INSTITUICAO MENOS CONFIAVEL

Porcentagem dos que confiam que cada Porcentagem dos que confiam que que cada instituicdo atuara
instituicao atuara corretamente em geral corretamente no combate as mudancas climéticas

Confianca nas empresas é
9 ptos menor em relacéo ao

clima do que em geral
62 59 61
>° 52 o6 53 52
Empresas ONGs Governo Midia ONGs Governo Empresas Midia
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HA PERCEPCAO DE QUE EMPRESAS ESTAO QUEBRANDO SUAS
PROMESSAS EM RELACAO AO CLIMA

Porcentagem dos que afirmam

Empresas estéo fazendo um trabalho
mediocre ou pior para cumprir seus
compromissos relativos ao clima em

Sua organizagao e comunidade E

76 74 74 79 71 20 20 50

63 62 g0
Global 14 53
43
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APESAR DE GANHOS, NAO HA CONFIANCA NA MAIORIA
DOS SETORES PARA COMBATE A CRISE CLIMATICA

Porcentagem dos que confiam, no Brasil O O @ O ©®

Desconfianga Neutralidade Confianga Mudanca entre out. 2021 e out. 2022

Confio neste setor econdmico para atuar corretamente
guando se trata de combater as mudancas climaticas
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APESAR DE GANHOS, NAO HA CONFIANCA NA MAIORIA DOS
SETORES PARA COMBATE A CRISE CLIMATICA

Porcentagem dos que confiam [ @ O ©®

Desconfianga Neutralidade Confianga Mudanca entre out. 2021 e out. 2022

Confio neste setor econdmico para atuar corretamente
guando se trata de combater as mudancas climaticas

10 dos 13 setores pesquisados ndo sdo confidveis em termos de ac¢des climaticas
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DESCO C
COLABORA



CETICISMO MUTUO REDUZ
DISPOSICAO PARA COOPERAR e 0 O

POrcentagem dOS que COﬂCOfdam Mudanga entre out. 2021 e out. 2022

Receio que outros paises descumpram seus
compromissos para reducéo de gases do efeito estufa e

que 0s sacrificios de nosso pais acabem
sendo em vao 82
67

574 73

Global 14 46
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NAO HA CONFIANCA NA MAIORIA DOS PAISES EM
RELACAO A ACOES CLIMATICAS

Porcentagem dos que confiam em cada pais, excluindo
entrevistados dos respectivos paises O @ O ©®

Desconfianga Neutralidade Confianga Mudanca entre out. 2021 e out. 2022

Confio nesse pais para atuar
corretamente no combate as
mudancas climaticas

11 de 14 paises ndo sao confiaveis em termos de acfes climaticas

65
58 58 60 62
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MAIORIA DOS PAISES NAO VE NECESSIDADE DE FAZER MAIS

Porcentagem dos que concordam

@ 0O ©

Mudanca entre out. 2021 e out. 2022

Nosso pais esta fazendo a parte que lhe cabe

para combater as mudancas climaticas
90

75 75
70

Maioria afirma estar 55

fazendo sua parte 53 52 52

50% - === mmmslmmmmeo oo - et

o) % < Q A & C & ) j
) ? Y S, (o) % (o) % 4 “0 < ®
P (02 ‘90 ¢ P 4 o o
6390 0*9 - 66 o/é, % & °
Q;‘O ‘?"Q % (7 %
Q
$




CRESCEM AS PREOCUPACOES COM

JUSTICA E SOBERANIA NACIONAL

Porcentagem dos que concordam, no Brasil

@ 0O ©

Mudanca entre out. 2021 e out. 2022

E injusto esperar que paises em
desenvolvimento adotem as mesmas
normas para gases do efeito estufa que os
paises desenvolvidos

63

Brasil 48

51% ©

Desenvolvidos Em
desenvolvimento

Ao assinar tratados globais sobre o clima,
abrimos mao demais de nossa
soberania nacional

Brasil

39% )

Desenvolvidos Em
desenvolvimento
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CRESCEM AS PREOCUPACOES COM

JUSTICA E SOBERANIA NACIONAL

Porcentagem dos que concordam

@ 0O ©

Mudanca entre out. 2021 e out. 2022

E injusto esperar que paises em
desenvolvimento adotem as mesmas
normas para gases do efeito estufa que os
paises desenvolvidos

63

Global 14
48

56% it

Desenvolvidos Em
desenvolvimento

Ao assinar tratados globais sobre o clima,
abrimos mao demais de nossa
soberania nacional

Global 14

46% 2

Desenvolvidos Em
desenvolvimento
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EM MEIO A CRISE CLIMATICA,
INDIVIDUOS AINDA ASSISTEM
DE FORA



MAIS PESSOAS RECONHECEM A NECESSIDADE
DE MUDANCAS DRASTICAS DE COMPORTAMENTO

Porcentagem dos que concordam Paises

@ 0O ©

Mudanca entre out. 2021 e out. 2022

80 78 78 77
e O 63 62 62
57

Ha& limites para o que empresas e 48
governos podem fazer para combater as

mudancas climaticas, as pessoas vao
precisar mudar seus habitos ‘ @ 9 @ ‘ @ 9 @ @ ‘ ' ‘ @ @

drasticamente
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% % ? S % %,
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Global 14 Género | Idade| Renda
Homens Mulheres 18-34 Baixa Média Alta
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MAIS PESSOAS RECONHECEM A NECESSIDADE
DE MUDANCAS DRASTICAS DE COMPORTAMENTO

Porcentagem dos que concordam Paises

@ 0O ©

Mudanca entre out. 2021 e out. 2022

80 78 78 77
70 66 65 63 g2 62
57

Ha& limites para o que empresas e 48
governos podem fazer para combater as

mudancas climaticas, as pessoas vao
precisar mudar seus habitos @ 9 @ @ 0 @ @ @ @

drasticamente

39
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Global 14 Género | Idade | Renda
Homens Mulheres 18-34 35-54 55+ Baixa Média Alta
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MAIORIA NAO ESTA TOMANDO MEDIDAS
SUBSTANCIAIS PARA REDUZIR SEU IMPACTO NO CLIMA

Porcentagem dos que afirmam, no Brasil

O que vocé esta fazendo para reduzir

seu im_pacto pessoal nas mudancas Brasil
climaticas?
Brasil
Nada/ poucas coisas N 3
que economizam dinheiro ou sdo obrigatdrias - 42 2/3 ndo
(combinacéo) assumem O/
acoes que O
Algumas coisas exigem Mudanga entre
que n&o custam dinheiro extra ou que nAo s&o - o5 sacrificio out. 2021 e out. 2022
inconvenientes
Muitas coisas que requerem Ha uma distancia entre meu
mais gasto, inconveniéncias ou mudancas no estilo 33 estilo de vida atual e como eu

de vida (combinag&o) ] ]
gostarla que ele tivesse menos

impacto no clima
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MAIORIA NAO ESTA TOMANDO MEDIDAS SUBSTANCIAIS
PARA REDUZIR SEU IMPACTO NO CLIMA

Porcentagem dos que afirmam, no Brasil

O que vocé esta fazendo para reduzir
seu impacto pessoal nas mudancas Global 14
climéaticas?

Global 14
Nada / algumas coisas
. X ) . . 32
gue economizam dinheiro ou séo obrigatorias . O
(combinagao) 70% n&o O

assumem
Algumas coisas acles que Mudanca entre
que nao custam dinheiro extra ou que ndo s&o - 38 exigem out. 2021 e out. 2022
inconvenientes sacrificio

| . Ha uma distancia entre meu
Muitas coisas qgue requerem . .
mais gasto, inconveniéncias ou mudangas no estilo 30 estilo de vida atual e como eu
de vida (combinagéo) gostaria que ele tivesse menos
impacto no clima
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BARREIRAS A ESTILOS DE VIDA SUSTENTAVEIS:
CUSTO, INFORMACAO, APOIO INSTITUCIONAL

Entre os 84% no Brasil que afirmam haver distancia entre seu estilo de vida atual e como gostariam que ele tivesse
menos impacto no clima, razdes consideradas importantes

5 principais razées, entre 14 Papel mediano Papel grande/muito grande

Opgcdes com menos impacto climatico custam mais do que estou disposto
a pagar

Opgdes com menos impacto climatico ndo estdo prontamente disponiveis
onde moro

.
.
Tenho duvidas sobre quais opgbes tém menos impacto climatico 78
N&o consigo arcar com um estilo de vida mais ecolégico 76
.

Falta apoio institucional: requer esforgo demais
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BARREIRAS A ESTILOS DE VIDA SUSTENTAVEIS:
CUSTO, INFORMACAQO, APOIO INSTITUCIONAL

Entre os 85% que afirmam haver distancia entre seu estilo de vida atual e como gostariam
gue ele tivesse menos impacto no clima, razdes consideradas importantes

5 principais razdes, entre 14 Papel mediano Papel grande/muito grande
Opcdes com menos impacto climatico custam mais do que estou disposto 80

a pagar

I
(]
~
~

Tenho duvidas sobre quais opgdes tém menos impacto climatico

Falta apoio institucional: requer esforgo demais

I I
o
\l
o

Falta informacao sobre como reduzir meu impacto climatico

OpcBes com menos impacto climatico Nao estao prontamente 44 72
disponiveis onde moro
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OPINIOES DIVIDIDAS SOBRE PAGAR A MAIS POR
PRODUTOS COM MENOS IMPACTO CLIMATICO

Mais de 10% 24
Quanto vocé esta disposto a
pagar a mais por produtos
gue tém impacto minimo ou ) _
nenhum impacto em termos de Ate 10% a mais 25

mudancas climaticas? No Brasil, 1/4 ndo estd
disposto a pagar a mais

Até 5% a mai 39 37
€ 5% a mais
21 33 32 32
26
21 e
Nada: o 14
Eu ndo deveria ter que 11 8
pagar a mais por produtos 4
bons para o ambiente I u
R A 4
%, % By S % Y % S, S By O

Global 14 LY & U R . )
Q 7 & A s O Q. %
’)pQ ’)Q% '))Qo 4 /OQQ 900 6‘,) "’/oo 6,‘9 % /";90 Q’é () ')Q
% °s, % % g 0,
0/ (o] O}( /'Q O/
® 60
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OPINIOES DIVIDIDAS SOBRE PAGAR A MAIS POR
PRODUTOS COM MENOS IMPACTO CLIMATICO

Quanto vocé esta disposto a
pagar a mais por produtos
gue tém impacto minimo ou
nenhum impacto em termos de
mudancas climaticas?

Mais de 10%

Até 10% a mais

Até 5% a mais

Nada;

Eu ndo deveria ter que pagar
a mais por produtos bons
para o ambiente

24

25

21

Global 14

Principais paises
desenvolvidos séo os
menos dispostos a pagar

a mais
| I 33 32 32
2, o 4: %, Y T, % %
K3 '."g:- % o %, b
% a:- %, %,
s %

18 17
1
11
8
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H -
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MEDO DE QUE SER ECOLOGICO SIGNIFIQUE
UMA VIDA SEM PRAZERES

Porcentagem dos que concordam ) _ 3
Paises em desenvolvimento sé&o

Paises :
0S mais preocupados
e . 66
Reduzir significativamente minha pegada 58 -
de carbono pessoal significaria abrir mao 40
de guase todas as atividades que 23
me d&o prazer navida I
& 45, & 9. & 49 b R A & <, 4]
Yy % T %, A % by By W By, By O %, By
? %, (<) ? % OO 6N 7 % % ) (o]
S 629(, % % % %
Género | Idade | Renda
Global 14 | Idade |
Mais de 4 em cada 10 jovens adultos
concordam
41
33 32 32 34 33 30
O :
O n/a I I l I
Homens Mulheres 18-34 35-54 55+ Baixa Média Alta
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MEDO DE QUE SER ECOLOGICO SIGNIFIQUE

UMA VIDA SEM PRAZERES

Porcentagem dos que concordam
Paises

Reduzir significativamente minha pegada
de carbono pessoal significaria abrir mao
de guase todas as atividades que
me d&o prazer navida

Paises em desenvolvimento sédo
0S mais preocupados

58

Género | Idade | Renda

Global 14

40y,

. - ; =) £
% 2 % 7 % e, % . %y W %, ‘?:r% A
(bé‘ 4 % *.S'Q
% /4
Quase metade dos jovens
adultos concorda
47
42 37 41 38 40 43
29
Homens Mulheres 18-34 35-54 55+ Baixa Média Alta
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SUPERANDO A
AS ACOES C



GOVERNO: PARA CONQUISTAR CONFIANCA EM ACOES
CLIMATICAS, ATENDER AS NECESSIDADES DE HOJE
E SE PREPARAR PARA AMANHA

Aumento percentual na propensao a confiar no governo para combater as mudancas climaticas quando o
governo é visto como bem-sucedido em cada item (mostrando os 4 principais)

Aumento na propenséao a confiar

Nno governo para combater as
Quando o governo vai bem em... mudancas climaticas

Equilibrar acdes climaticas com as necessidade energéticas +10.0%
de nosso pais ’

Fazer as empresas reduzirem as emissdes 7,3

O governo deve promover

Coordenar solugdes climaticas com governos locais 7,1 mudancgas sistémicas em todas
as instituicoes

Subsidiar novas tecnologias que combatam as mudancas climaticas 6,7
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EMPRESAS: PARA CONQUISTAR CONFIANCA EM ACOES _
CLIMATICAS, MOSTRE COMO POSSO SER PARTE DA SOLUCAQO

Aumento percentual na propensao a confiar nas empresas para combater as mudancas climaticas quando as empresas
sao vistas como bem-sucedidas em cada item (mostrando o0s 4 principais)

Aumento na propenséao a confiar

nas empresas para combater as
mudancas climaticas

Quando as empresas vao bem em...

Ensinar as pessoas a reduzir seu proprio impacto climatico +5,6%

Adotar metas climaticas baseadas na ciéncia 45

Empresas devem colocar a
4.3 propria casa em ordem, usar

Garantir que fornecedores reduzam seu impacto climatico
sua influéncia e inovar

4.1

Inventar produtos e tecnologias com menos impacto no clima
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ONGs:

ESTABELECER PARCERIAS PARA FACILITAR MUDANCAS
@ O ©

A~ p Mudanca entre out. 2021 e out. 2022
No que voce esta

mais inclinado a

acreditar?
o 79
A melhor forma de ONGs ambientais 7311
Global 14 aumentarem seu impacto é... 69 1 69 Il 63 M 65 [ - 53
60 60 59 58

trabalhar em parceria com
corporagOes para que estas
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DIGA-ME AS SOLUCOES E ME DE INFORMACOES NA
QUAIS EU POSSA CONFIAR E QUE EU POSSA ENTENDER

Porcentagem dos que concordam, no Brasil
o 0O ©

Mudanca entre out. 2021 e out. 2022

Brasil
Nao basta divulgar na midia as E muito dificil encontrar E quase impossivel encontrar
solugdes para as mudancas informagdes confiaveis sobre informagoes sobre mudancas
climaticas as mudancas climaticas climaticas que eu consiga

entender com facilidade

57+ 62+ 4742
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DIGA-ME AS SOLUCOES E ME DE INFORMACOES NAS
QUAIS EU POSSA CONFIAR E QUE EU POSSA ENTENDER

Porcentagem dos que concordam
o 0O ©

Mudanca entre out. 2021 e out. 2022

Global 14
N&o basta divulgar na midia as E muito dificil encontrar E quase impossivel encontrar
solugdes para as mudancas informagdes confiaveis sobre informagoes sobre mudancas
climaticas as mudancas climaticas climaticas que eu consiga

entender com facilidade

59,7 6042 4543
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AJUDE-ME A FAZER ESCOLHAS ECOLOGICAS

Porcentagem dos que concordam, no Brasil

As empresas deveriam parar de
anunciar produtos e de estimular
atividades que sao ruins parao
meio ambiente

Brasil

09.

Os produtos deveriam ter um réotulo ou QR
code para permitir que as pessoas
vissem seu impacto ambiental com

facilidade, seguindo uma classificagdo
de 6rgao independente

Brasil

(1
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AJUDE-ME A FAZER ESCOLHAS ECOLOGICAS

Porcentagem dos que concordam, no Brasil

As empresas deveriam parar de
anunciar produtos e de estimular
atividades que sao ruins parao
meio ambiente

Global 14

00

Os produtos deveriam ter um réotulo ou QR
code para permitir que as pessoas
vissem seu impacto ambiental com

facilidade, seguindo uma classificagdo
de 6rgao independente

Global 14

04
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PARA QUESTOES CLIMATICAS, USE PORTA-VOZES CONFIAVEIS

Porcentagem dos que confiam em cada porta-voz para falar a verdade sobre mudancas climaticas

e sobre o que o pais deveria estar fazendo para prevenir suas piores consequéncias, no Brasil
O @O ©

Desconfianga Neutralidade Confianga Mudanca entre out. 2021 e out. 2022

83
75
63
49 48
37

33

3 @ 0 © @ ©6 @0 ¢

Meu CEO CEOs Lideres

Brasil

Cientistas e Pessoacomo Diretores de Autoridades Ativistas/ Jornalistas
especialistas vocé ONGs ambientais  defensores do governamentais
nacionais clima

em clima
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PARA QUESTOES CLIMATICAS, USE PORTA-VOZES CONFIAVEIS

Porcentagem dos que confiam em cada porta-voz para falar a verdade sobre mudancas climaticas e
sobre o0 que o pais deveria estar fazendo para prevenir suas piores consequéncias

] @ O ©

Desconfianga Neutralidade Confianga Mudanca entre out. 2021 e out. 2022

Global 13
excl. China
76
67 , .
62 60 Lideres governamentais e CEOs
58 nao sao confiaveis
53
46
44 41
Cientistase Pessoacomo Autoridades Diretores de Ativistas/ Meu CEO Jornalistas Lideres CEOs
especialistas vocé ambientais ONGs defensores governamentais
em clima nacionais do clima
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AS PESSOAS RECONHECEM QUE SOLUCOES CLIMATICAS
DEVEM ABRANGER OFERTA, DEMANDA E FINANCIAMENTO

Porcentagem dos que afirmam, no Brasil

Esta seria uma solucéo util para combater
as mudancas climaticas (5 principais de 16)

Brasil

Proteger e restaurar habitats naturais

Investir em fontes de energia limpas e renovaveis

Paises desenvolvidos financiarem iniciativas climaticas em paises em
desenvolvimento

Desenvolver solugdes para reducao de carbono

Definir metas baseadas na ciéncia para a reducéo de emissdes

85

85

74

74

1
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AS PESSOAS RECONHECEM QUE SOLUCOES CLIMATICAS
DEVEM ABRANGER OFERTA, DEMANDA E FINANCIAMENTO

Porcentagem dos que afirmam, no Brasil

Esta seria uma solucéo util para combater
as mudancgas climaticas (5 principais de 16) Global 14

Proteger e restaurar habitats naturais 72

71

Investir em fontes de energia limpas e renovaveis

Desenvolver solugdes para redugcéo de carbono 64

Paises desenvolvidos financiarem iniciativas climaticas em paises em

desenvolvimento 62

Individuos mudarem comportamentos e habitos de consumo 61
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MOSTRE OS BENEFICIOS PARA A SOCIEDADE E PARA
AS PESSOAS INDIVIDUALMENTE

Porcentagem dos que afirmam, no Brasil

Solucgdes atuais para as mudancas climaticas
gue estao tendo impacto positivo em...

Brasil
. - Maioria enxerga beneficios

Desenvolvimento de novas tecnologias importantes e 18 COLETIVOS: inovacio, satde

. publica, seguranca econdémica
Seguranga energétlca do nosso paiS _ 61 e energética
Nossa saude no longo prazo e e0
Geragéo de empregos I 57
Competitividade global do nosso pais e s
Minha satde e bem-estar I - | Menos convencidos do

impacto positivo

Qualidade de vida dos meus filhos I - INDIVIDUAL
Meu conforto pessoal I 4:
Minha capacidade de viajar I 4
Precos de combustivel e energia I 3
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MOSTRE OS BENEFICIOS PARA A SOCIEDADE E PARA
AS PESSOAS INDIVIDUALMENTE

Porcentagem dos que afirmam, no Brasil

Solucgdes atuais para as mudancas climaticas
gue estao tendo impacto positivo em...

Global 14
_ - Maioria enxerga beneficios
Desenvolvimento de novas tecnologias importantes - 70 COLETIVOS: inovacdo, satide
) publica, seguranca econdémica
Nossa saude no longo prazo . e0 e energética
Competitividade global do nosso pais P 57
Geragdo de empregos I 55
Seguranca energética do nosso pais* P sa
Qualidade de vida dos meus filhos I | Menos convencidos do
impacto positivo
Minha salde e bem-estar I INDIVIDUAL
Meu conforto pessoal I 5
Precos de combustivel e energia I /0
Minha capacidade de viajar I /0
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SUPERANDO AS BARREIRAS AS ACOES CLIMATICAS

1 2 3 4

Nao so divulgue,
congregue

Conecte-se com os anseios e
medos que as pessoas tém em
relacdo as mudancas
climdticas para angariar
participagdo nas solugbes

Promova
cooperacéao
Internacional

Empresas e ONGs podem usar
seu posicionamento
multinacional para catalisar a
confianga em solugoes
multilaterais

Mostre minhas
vantagens

Enfatize os beneficios pessoais
das agdes climdticas e mostre
a satisfacdo de ter um estilo de
vida sustentdvel

Forneca
iInformacodes que
possibilitem acoes

Proporcione para as pessoas
as orientagdes e solugbes de
que elas precisam para
efetivar mudancas
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CONFIANCA NAS INSTITUICOES, POR PAIS

Porcentagem dos que confiam em cada instituicdo para atuar corretamente em relacéo ]
as mudangas climaticas Desconfianca Neutralidade Confianca

5 | 2 \ = 2

sl | EEl s 8 g5 |EE| .| B ]| 8] €ecs

c | 53| 2 | 28| & | S| 6 |Sa|&2| 2| & | 2| & | & &5

+/- out. 2021 a out. 2022 o5 | 4/-

;Jgé‘airizi:ades e instituicoes de 72 - |76 -|es - |75 - |79 -|63 - |8 - |65 - |82 -|es - |66 - [8 - -1 - |69 -
Ativistas e defensores do clima 65 - |70 - - 173 - 169 - -186 - |64 - |77 - - -180 - |3 -|76 - -
Autoridades ambientais nacionais* 64 +5|62 -9 +9[80 +7|66 +9(|(66 +6| - - |63 +5|85 +11 +7 +13( 79 -2 |42 +7]|63 O +3
Organizagéo das Nagdes Unidas 63 +7 |66 +1|49 +11|64 +4 |63 +4 +4 [ 85 +13| 69 +4 |74 +8 +9 | 49 +13| 80 -2 |44 +11|70 +4 |60 +10
Meu empregador 62 +2 -11 +7 |73 | +2 -3 0180 +8 |42  +4 |70 +1 |60 | -6 +3|78 5|38 +3|66 +6|63 +4
ONGs 61 +4 |62 -6 |47 +5|68 | +8| 65 +4 +12| 81 +10| 60 | +2 | 73 | +6 +6 +9|78 -3 |39 +2]|68 +6 +5
Unido Europeia 60 +7 +3 |49 +8 |63 +7 +5 +7 | 77 +11| 63 +4 [ 71 +6| 49  +6 +17| 74 -6 | 44 +10| 65 +3 +10
Cidadéos do meu pais - |47 - (48] - | 74| - |48 - - |87 - - |73 - - - |77 - |36 - - -
Governo +7 36 0 |44 +5[82 +4 |49 +19 +10( 91 +6 +4 |82 +8| 46 +3 |48 +11| 76 -1 | 37 +11| 46 +10| 46 +5
Governo central/federal* +8 |40 +5| 46 | +8 82  +9| 47 +12 +14| - - +3 83| +2 |49 +6 |48 +16| 78 +1| 36 +10| 49 +12| 45 +1
Meu governo regional/estadual* +8 |39 47|48  +8 |76 | +4| 42 +9 +13| - - +10| 79 | +1 +4 +14| 76 0 | 40 +8| 48 +16| 49 +5
Meu governo local/municipal* +7 |38  +4| 48 | +9 [ 80 |+10| 42  +7 +4 - - +5]81 +2 +2 +16| 75  +2 | 39 +8| 48 +15( 48 +4
Empresas +7 +4 |45 49|66 +8 |48 +7 |43 +9|83 +12| 45 | +6 |65 | +6 | 47 | +5 | 45 +12| 70 -4 | 39 +9 +8 | 43 +1
Midia +7 +1 |40 +2 |71 +13 +9 | 45 +6 |82 +12[ 43 +8 |70 +11| 44 +4 |37 +9|70 -1 |33 +11 +10[ 39 +1

‘> Edelman 55



CONFIANCA NOS SETORES, POR PAIS

Desconfiangca Neutralidade Confianca

Porcentagem dos que confiam em cada setor para atuar corretamente em relacdo as mudancas climaticas

3 o £ \ 8 2

sls | ElES| s | Bl g |e | BE| L | B s | & | & |es

G |%3| < | 8| & | 8§ | 6 |83 |&%| 2 | £ | 2| & | % |&5

+/- out. 2021 a out. 2022 | o5 | 4.

Energia renovéavel 76  +3 |77 -1 ]|170 +3|79 +3[84 +2 |65 +2|90 +6 73| +1[82 +2|66 +4 |67 +9([88 +2|64 +6|84 +1 |71 +5
Tecnologia 70 45|70 +6 |62 +3 |79 +5|73 +4 (62 +7 |91 +8 |69 +5|79 +5]|60 +1 +9 84 +2 |62 +8 | 70 +2 +1
Agricultura 67 +3 |74 -2 0 |82 +4([65 +4 |62 +8|87 +4 +2 181 +5|63  +4 |60 +13|85 -3 +3 |72 +5 -4
Companbhias elétricas +6 [ 43 0 |46 -3 [71 +4 +13 +10| 88 +12( 46 +6 | 76 |+12 +5 +15| 78 -1 | 45 +12 +4 141 -3
Alimentos e bebidas +1 -3 |46 +2 |65 -2 +3 | 46 +2 |84 +10|37 -4 |69 +4 |49 -2 |44 +7 |74 5|45 +7 0|48 -3
Automotivo +4 | 45 | +1 (38 | +4 | 67 | +4 | 45 +7 |45  +7 |83 |+19| 41 +4 |67 | +6 |47 | -2 |41 +8 |72 | -2 |49 +10|44 -3 |43 ©
Transporte +4 [ 43 42 [ 39 +3 |68 +5 |45 +7 |44 +4 |83 +15|38 +10|67 +3 |49 0 |36 -1 |70 -6 |45 +10| 46 +5|42 -3
Varejo +1 |46 | -2 |45 -1 +3 |48 +3 |43 +6 |82 +12|32 | -1 |61 | +1 |46 -2 |47 +5|72 -3 |36 +5|48 | -2 |44 -3
Oleo e gas 48 +5 |41  +1 |36 +8 |68 +5 |39 +2 (40 +11|84 +16|35 +7 |66 +7 |41 -1 |32 +6[70 -3 |39 +10|41 +4 |36 -2
Fast food 46 | - |40 | - |29 | - -4 -3 -|86 -|30] -]61 - |43| - |31 - |65 - |37 - |44 - [39] -
Moda 45 42 |42 -4 |29 -1 |63 +5|42 +1(33 +5|80 +12|34 +2 |61 +4 |42 0 |33 +4[66 -8 |34 +11|39 +3 (37 -3
Carvéo 44 | +6 |38 | 0 (32 | +7 |67 |+10[ 32 -1 |30 +6 |81 +18| 27 | +7 |60 | +8 |42 +1 |27 | +5(69 -1 |34 +11|40  +4 |34 -1
Mercado de capitais 44 4545 | +2 (27 +4 | 64 +13|38 +3 |34 +6 (80 +14| 29 +2 |60 +4 |39 +2 |29 +8 |66 -7 |29 +10| 43 +6 | 34 +1
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CONFIANCA ESTRANGEIRA EM CADA PAIS o

Desconfiangca Neutralidade Confianca
Porcentagem dos que confiam em cada pais para atuar corretamente em relacdo as mudancas climaticas,
excluindo entrevistados dos respectivos paises
g - :__:; c 3 _ s -§ é 0 © o

s | 83| £ | 83| % T 2 | s_| 28| « e © g £ | 22

= = o 9 o @ P ] = S R=] E = - 3 ° ] <) [T

) ot 2091 6 out. 2092 O] <L © < <w» m O O ownm L < L L = — = @ >

% | +-

Canada 65 +3 | 61 +11|( 71  +5 | 64 +3 - - 72 +8|63 0 |83 +6| 61 +4|60 +9 |73 -6 1|41 +4 |78 +1 |61 +3
Alemanha 62 +3 | 60 - - 75 | +9 -1 +9 |76 +4 |62 -1|8 +5 |47  +4|60 +9 |73 -5]43 +3 |72 +1 +4
Reino Unido 60 +6 | 63 42 |+13| 72 | +8 +4 +6 | 70 +6 +6 | 77 | +4 +3 |46 +10( 73 -8 |42 +7 (69 +5| - -
Franca +5 48 +10| 66 | +8 +2 +14| 76 +8 +4 | 72 | +6 | 48  +2 - - 75 -3 140 +6 |65 +1 |49 +4
Japéo +5 43 1 +8 | 79  +6 | 64 +6 +9 |65 +11| 35 +8 |85 +5 |48 +4 |45 +9 |79 -4 - - 69 +1 |44 +1
EUA +4 34 | 49 | 67 | +7 +4 | 42 +9 | 64 +8 1|70 +4 | - - |33 +8 |73 -6 |36 +6 |62 +10( 41 +1
Coreiado Sul 46 +4 | 41 32  +8 | 68  +8 | 48 +10| 34 +5 | 71 +13| - - 71 49| 38 +3 |28 +3 |63 -10| 15 +6 | 61 +11( 31 -3
Brasil 38  +3 | 35 17 | +1 +6 - = 25 45| 73 +15| 22 0 +6 | 30 -2 |21 +4 |68 -3|19 +9 |44 +9 |22 -6
Africa do Sul 38  +4 - 21 | +2 +8 |34 +4 | 27 +3 |69 +12| 18 -1 +7 |32 +3 |24 +3 |67 -2 |17 +6 | 44 +13| 26 -5
Emirados Arabes 38 | +2 | 42 21 | 44 | 75 +7 | 41 45|20 +2 | 71 +10| 26 | +2 - - 25 -1 118 +1 |67 -7 |19 +7 +9 122 -8
México 36 42| 32 19 | +3 +7 | 30 -2 |27 +6 |69 +11| 22 +3 +6 |32 0 19 43164 9|18 +4 - - 24 -6
Arabia Saudita 35 | +1 | 35 16 | -1 - - 34 +6 | 17 +1 |71 +11| 24 +1 |76 | +4 | 24 O 14 -2 |65 -6 |18 +7 |45 +8 | 21 -6
india 31 +3 | 31 17 | +4 | 47 | +3 | 28 +3 ] 20 +3 | 62 +15| 18 -1 +1 |28 -3 |17 +4 - - 18 +6 | 41 +11| 24 -1
China 30 | +1 | 39 17  +1 |1 63  +8 |32 +3 | 17 O - - 14  +2 162 +10|1 21 | -1 | 15 +1 |43 -12| 10 +5 |48 +4 | 16 -5

‘} Edelman 57




TECHNICAL




2022 EDELMAN TRUST BAROMETER SPECIAL REPORT: TRUST AND CLIMATE CHANGE

SAMPLE SIZE, QUOTAS, AND MARGIN OF ERROR

Weighed Sample Size!

Unweighted Sample Size

Quotas Set On®

Margin of Error?

Global 14 14,000 13,957 Quotas set at the market level J:r//__ (ig %iﬂii?]ttz%i %%iil:]ttz tr?;?cl s:;w;l:
Brazil 1,000 1,012 Age, Gender, Region ://'_ ii ?)((::tt r;ttss tr?;il ;:rrnng)lls
Canada 1,000 1,001 Age, Gender, Region 1//-. ii l;)(étt F;))ttz tr?;il ::Qals
China* 1,000 1,000 Age, Gender, Region J:r//'_ ii F;)Cctt L:)ttss tr?;?cl ::::&ls
France 1,000 998 Age, Gender, Region J:r//'_ ii F;)Cctt L:)ttss tr?;?cl ::::&ls
Germany 1,000 1,000 Age, Gender, Region .0t pre. it sample
India 1,000 1,002 Age, Gender, Region J:r// 3;1 ?)Cctt F:)ttss tr?;il ;:255
Japan 1,000 1,001 Age, Gender, Region 1// ii F;)itt F;ttss tr?;il Ss;rﬂn&l:
Mexico 1,000 1,003 Age, Gender, Region J:,// ii F[))((::tt F;)ttss tr?ztai‘l Ss;a::;l:
Saudi Arabia 1,000 942 Age, Gender, Region J:,//_. ié F[))(c:;tt Fp))ttss tr?ztail Sssrrr?pzls
S. Africa 1,000 1,001 Age, Gender, Region J:,// ii F;itt Fp))ttss tr?ztai‘l Ss;a::;l:
S. Korea 1,000 996 Age, Gender, Region :-//_- 3:1]4-1 I[JJ((::tt F;Jttss tk?;ﬁl sszz:nr?gllee
UAE 1,000 977 Age, Gender, Region J:,// i',i I[J)((::tt F;Jttss tﬁé?f' sS:nT;F))IIee
UK 1,000 1,002 Age, Gender, Region 1// ii p;cctt F;ttss tﬁ;ﬁl Ss:m;))llee
u.s. 1,000 1,022 Age, Gender, Region 1// ig ‘;Cctt r;)ttss tﬁ;ﬁl Ss:mgllee
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2022 EDELMAN TRUST BAROMETER SPECIAL REPORT: TRUST AND CLIMATE CHANGE

DEFINITION OF DEVELOPED AND DEVELOPING MARKETS

Markets were classified as “developed” or “developing” based on the
International Monetary Fund’s 2022 World Economic Outlook.

Developed Developing

Canada Brazil
France China
Germany India
Japan Mexico
S. Korea Saudi Arabia
UK S. Africa
u.S. UAE
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https://www.imf.org/external/pubs/ft/weo/2022/01/weodata/groups.htm

DATA ANALYSES EXPLAINED:

HOW WE DETERMINED THE IMPACT OF PERFORMANCE ON
LIKELIHOOD TO TRUST GOVERNMENT TO ADDRESS CLIMATE

CHANGE

In order to examine the impact of government performance regarding
climate-oriented behaviors on overall trust in government to do what is
right when it comes to climate change, we first measured respondents’
trust in government using this question and scoring:

ECO_TRU_INS: Below is a list of institutions. For each one, please indicate
how much you trust that institution to do what is right when it comes to
addressing climate change using a 9-point scale where one means that you
“do not trust them at all” and nine means that you “trust them a great dea
9-point scale, top 4 box = trust.

|”

Next, perceptions of government’s performance were scored as either
doing well or not doing well along 13 dimensions (shown on the right)
using the following question and scoring:

GOV_CC_PER: How well do you feel government is currently doing at
each of the following? Please indicate your answer using the 5-point scale
below. 5-point scale, top 2 box = doing well.

These performance scores were incorporated into a discrete choice
analysis to determine which behaviors, if done well, would provide the
greatest boost in likelihood to trust government to do what is right about
climate change.

The marginal effects on the likelihood to trust government associated
with government performing well on the indicated behavior are displayed
in the chart to the right. The coefficients for the significant drivers of trust
are bolded.

Government trust drivers

Increased likelihood

of trust
Balancing the need to address climate change with the need to ensure our country has access to reliable 10.01%
and affordable energy ) 0
Developing regulations, policies and incentives that effectively get businesses to accelerate the pace at 7 27
which they are reducing their greenhouse gas emissions ) 0
Coordinating with local and regional governments to execute policies and solutions to combat climate 7 12%
change ) 0
Subsidizing the development of new technologies that help combat climate change and its consequences 6.69%
Developing a clear set of standardized measures that can be used to determine progress in the fight against 4.81%
climate change both for the country as a whole as well as for individual companies ) 0
Developing regulations, policies and incentives that effectively motivate people to reduce their own carbon 4.20%
and greenhouse gas footprints ) 0
Balancing the need to address climate change with the need to support economic recovery and growth 4.01%
Making sure that people who are at risk of losing their jobs as the economy shifts away from fossil fuels get 3 59%
the retraining and support they need to transition into new jobs ) 0
Educating people about how they can reduce their own carbon and greenhouse gas footprint 3.21%
Focusing on preparing our country for living with the consequences of climate change that we will not be 2 4904
able to prevent or avoid 0
Educating people about both the need to address climate change and the challenges and tradeoffs involved 1 64%*
in doing so '
Treating climate change as a non-partisan issue and working across ideological divides to address the 1 46%*
challenge .
Partnering with NGOs and business to develop and execute solutions to combat climate change 1.40%*

*Non-significant effect.




DATA ANALYSES EXPLAINED:

HOW WE DETERMINED THE IMPACT OF PERFORMANCE ON
LIKELIHOOD TO TRUST BUSINESS TO ADDRESS CLIMATE

CHANGE

In order to examine the impact of business performance regarding
climate-oriented behaviors on overall trust in business to do what is
right when it comes to climate change, we first measured
respondents’ trust in business using this question and scoring:

ECO_TRU_INS: Below is a list of institutions. For each one, please
indicate how much you trust that institution to do what is right when it
comes to addressing climate change using a 9-point scale where one
means that you “do not trust them at all” and nine means that you
“trust them a great deal”. 9-point scale, top 4 box = trust.

Next, perceptions of business performance were scored as either
doing well or not doing well along 16 dimensions (shown on the
right) using the following question and scoring:

BUS CC _PER: How well do you feel business is currently doing at
each of the following? Please indicate your answer using the 5-point
scale below. 5-point scale, top 2 box = doing well.

These performance scores were incorporated into a discrete choice
analysis to determine which behaviors, if done well, would provide
the greatest boost in likelihood to trust business to do what is right
about climate change.

The marginal effects on the likelihood to trust business associated
with business performing well on the indicated behavior are
displayed in the chart to the right. The coefficients for the significant
drivers of trust are bolded.

Business trust drivers

Increased likelihood

avoid

of trust
Educating people about how they can reduce their own carbon and greenhouse gas footprint 5.55%
Adopting science-based targets and greenhouse gas emissions reduction goals to guide their climate-change strategies 4.52%
Applying any pressure necessary to ensure that their vendors, suppliers and business partners are working to reduce their impact 4.28%
on climate change ) 0
Inventing new products and technologies that help combat climate change 4.13%
Using their influence to generate public and government support for new policies and programs designed to redress climate 0

4.12%
change
Partnering with NGOs and government to develop and execute solutions to combat climate change 4.02%
Making sure that people who are at risk of losing their jobs as the economy shifts away from fossil fuels get the retraining and 3.88%
support they need to transition into new jobs : 0
Being willing to accept lower profits in order to make the investments necessary to do their part in the fight against climate o

3.77%
change
Putting climate change experts in leadership positions inside their organization to help develop and inform their climate-change 0

: 3.75%

strategies
Making safe, effective, and reasonably priced climate-friendly products readily available 3.32%
Coordinating with other businesses, and even their competitors, to develop and execute industry-level policies and solutions to 2 86%*
combat climate change : 0
Educating people about both the need to address climate change and the challenges and tradeoffs involved in doing so 2.31%*
Certifying and clearly labeling products or services that have a smaller carbon footprint so consumers can easily identify more 2 280
climate-friendly options ’ 0
Being transparent about their impact on the environment and the effectiveness of what they are doing to reduce their greenhouse 1.30%*
gas emissions ’ 0
Tying executive pay and compensation to meeting climate-change-related goals such as shrinking the company's carbon 0.43%*
footprint ’ 0
Creating products and services that will help us live with the consequences of climate change that we are not able to prevent or 0.17%

*Non-significant effect.
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

CLIMATE CHANGE ACTION

CLI_RFBr3. You are about to see a series of two choices. For each pair, we want you to choose the one that you are

more likely to believe.

Shortened

Full

We need to move faster to address climate change

Efforts to address climate change are moving too slowly. We need to move faster to avoid the worst consequences.

We need to move more slowly and make sure that we are not
doing more harm than good

Efforts to address climate change are moving too quickly. We need to move more slowly and make sure that we are not
doing more harm than good.
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

CLIMATE POLICY DRIVERS

CC_CHOICETrS. You are about to see a series of two choices. For each pair, we want you to choose the one that best

describes you or your beliefs.

Shortened

Full

Climate policy in this country is driven by politics, regardless of
what the science says

Climate policy in this country is driven by politics and what politicians feel they need to do and say to get votes regardless of
what the science says

Climate policy in this country is driven by science and scientific
evidence

Climate policy in this country is driven by science and scientific evidence
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

NEED FOR INDIVIDUAL BEHAVIOR CHANGE

CLI_AWR. Please indicate how much you agree or disagree with the following statements.

Shortened

Full

Business and governments can only do so much to address climate
change; people will need to dramatically change their habits

Business and governments can only do so much to address climate change; in the end, people will need to dramatically
change their way of life and their consumption habits to solve the problem
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

ACTIONS TAKEN TO REDUCE PERSONAL IMPACT ON
CLIMATE CHANGE

GRE_CUR_CHG. Which of the following statements most accurately describes what you are currently doing to shrink
your carbon footprint and reduce your personal impact on climate change?

Shortened Full

| am not doing anything to reduce my impact on climate change

Nothing / a few things that save money or are required (net) | am doing a few things to reduce my impact on climate change, but mostly because they save me money or are required by

law

| am doing some things to reduce my impact on climate change beyond what is required by law, but only if they do not cost

Some things that do not cost me extra money or are inconvenient . .
me extra money and are not inconvenient

| am doing many things to reduce my impact on climate change even though it often means spending more money or having

Many things that require more cost, inconvenience or lifestyle to deal with some inconvenience

change (net) I am doing a lot to reduce my impact on climate change even though it means making significant lifestyle changes and

investing a lot of money in technologies that help reduce my carbon footprint
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

BARRIERS TO SUSTAINABLE LIFESTYLES

ECO_BAR. How big a role does each of the following have in keeping you from closing the gap between how climate-friendly
your lifestyle currently is and how climate-friendly you would ideally like it to be?

Shortened Full
Climate-friendly options cost more than | am willing to pay Climate-friendly products and options cost more than | am willing to pay
| am unsure which options are more climate-friendly | am often unsure which product/service options are the more climate-friendly ones

| do not have the institutional support | need to do better. Things in this country are not set up or designed to make

No institutional support: it takes too much effort being climate-friendly the easy option. It always requires extra effort.

A lack of information about how to reduce my climate impact [ A lack of information. | do not know how to go about further reducing my personal impact on climate change

Climate-friendly options are not readily available where I live | Climate-friendly options and products are not readily available where | live

| can’t afford a greener lifestyle | cannot afford to live a more environmentally-friendly lifestyle

" Edelman 67



FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

ACTIONS FOR GOVERNMENT TO BUILD TRUST

GOV_CC_PER. How well do you feel government is currently doing at each of the following? Please indicate your answer

using the 5-point scale below.

Shortened

Full

Balance climate action with our country’s energy needs

Balancing the need to address climate change with the need to ensure our country has access to reliable and
affordable energy

Get business to reduce emissions

Developing regulations, policies and incentives that effectively get businesses to accelerate the pace at which
they are reducing their greenhouse gas emissions

Coordinate with local governments on climate solutions

Coordinating with local and regional governments to execute policies and solutions to combat climate change

Subsidize new technologies that combat climate change

Subsidizing the development of new technologies that help combat climate change and its consequences
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

ACTIONS FOR BUSINESS TO BUILD TRUST

BUS_ CC_PER. How well do you feel business is currently doing at each of the following? Please indicate your answer using
the 5-point scale below.

Shortened Full

Educate people how to reduce their own climate impact Educating people about how they can reduce their own carbon and greenhouse gas footprint

Adopting science-based targets and greenhouse gas emissions reduction goals to guide their climate-change

Adopt science-based climate targets ,
strategies

Applying any pressure necessary to ensure that their vendors, suppliers and business partners are working to

Ensure suppliers reduce their climate impact reduce their impact on climate change

Invent climate-friendly products and technologies Inventing new products and technologies that help combat climate change
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

CLIMATE SOLUTIONS AND INFORMATION ACCESS

CLI_AGR_UND. Please indicate how much you agree or disagree with the following statements.

Shortened

Full

There is not enough reporting in the media about solutions to
climate change

There is not enough reporting in the media about what can be done to fight climate change and address its
consequences

It is too difficult to find trustworthy information about climate
change

It is more difficult than it should be to find trustworthy information about climate change

It is almost impossible to find climate change information
| can easily understand

It is almost impossible to find information about climate change that | can easily understand
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

GREEN CHOICES

CC_PER_AGR. Please indicate your level of agreement with the statements below using a nine-point scale
where one means “strongly disagree” and nine means “strongly agree”.

Shortened Full

Companies should stop advertising products or encouraging | If we are to bring climate change under control, companies will have to stop creating advertising that actively
activities that are bad for the environment encourages people to buy products or engage in activities that are bad for the environment

CLI_AGR_UND. Please indicate how much you agree or disagree with the following statements.

Shortened Full

Products should have a label or QR code that allows people [ All products sold in this country should have a QR code or some other label, issued by an independent rating

to easily see its environmental impact, as rated by an agency, that allows people to quickly and easily see what the environmental impact of making and using that
independent agency product is
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

NGO PARTNERSHIP

CLI_RFBr2. You are about to see a series of two choices. For each pair, we want you to choose the one that you are
more likely to believe.

Shortened Full

The best way for environmental NGOs to increase their
impact is to work in close partnership with corporations to
reduce their impact on the environment

The best way for environmental NGOs to increase their impact and effectiveness is to enhance their collaborations with
corporations, working in close partnership with them to reduce their impact on the environment

The best way for environmental NGOs to increase their The best way for environmental NGOs to increase their impact and effectiveness is to be more aggressive and even militant
impact is to be more militant in holding corporations in holding corporations accountable for their behavior, and in disrupting corporate projects that will be harmful to the
accountable environment
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

EFFECTIVE CLIMATE CHANGE SOLUTIONS

ECO_TRU_SOL. For each of the strategies listed below, please rate how effective you think it is or would be in combating

climate change.

Shortened

Full

Protect and restore natural habitats

Protecting and restoring natural habitats; planting more trees and increasing biodiversity

Invest in clean, renewable energy sources

Investing more in clean, renewable energy sources such as wind, solar, and geothermal

Develop carbon reduction solutions, products and
technologies

Developing carbon reduction solutions, products and technologies in specific industries (e.g., aviation, shipping,

trucking, manufacturing, etc.)

Developed countries financing climate initiatives in developing
countries

Developed countries helping to finance global climate initiatives and projects in developing countries

Individuals changing their behaviors and consumption
patterns

Individuals changing their behaviors and consumption patterns in ways that significantly reduce their personal

carbon footprints

Set science-based targets for emission reduction

Businesses setting science-based targets (known as SBTs) for emissions reduction
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FULL TEXT FOR ANSWER CHOICES ABBREVIATED:

CLIMATE SOLUTION BENEFITS

CHG_LFE_IMP. What type of impact do you believe that current programs, policies, and solutions designed to combat climate
change are having, or are poised to have, on each of the following? (Please select one response for each.)

Shortened

Full

Development of important new technologies

The development of important new technologies

Our long-term health

The long-term health of our country’s citizens

Our country’s global competitiveness

Our country’s ability to compete globally

Job creation

Job creation and the availability of high-quality, good paying jobs

Our country's energy security

Our country’s energy security (the ability to ensure that our country will always have the energy it requires to meet
the needs of its people and businesses)

My health and wellbeing

My health and wellbeing

My children’s quality of life

The quality of life my children and grandchildren will have

My personal comfort

My personal comfort (being warm in winter, cool in summer, full access to hot water)

My ability to travel

My ability to travel when, where, and by the means | want to

Gas and energy prices

Gas and energy prices
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