





























Perceptions of climate impacts

Perceptions of climate impacts
on their life »

The survey also asked whether they experienced the climate impacts on various issues in
their lives. We see fewer people tend to think that climate change affects their local
community and their personal life.

Half the public (51%) agree with the idea that the state of the environment and climate is
affecting their local community. This is substantially more common among younger
people, Millennials and Gen Z, and people with children in their household. It is also more
common among university graduates and people of A/B social grade.

To what extent do you agree or disagree with the following statements? - The state of the environment and climate is
affecting my local community (%)

[l strongly disagree [l Disagree Neither agree nor disagree [l Agree [l Strongly agree

Silent and baby boomer generations 38 25 8
Millenials 15 54 16

Less than university 7 17 27 37 11
University+ 5 13 25 41 16

Less than 30K GBP 6 16 28 35 14

More than 30K GBP 7 17 24 41 11

A/B ) 17 20 42 16

c1 5 16 29 38 11
England _ 2k £ 2
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Approximately half (48%) of the public believes that the state of the environment and
climate is affecting their quality of life. This belief is more common among younger
people, Millennials, Gen Z, people with children in their household, and those with
university degrees.




Perceptions of climate impacts

To what extent do you agree or disagree with the following statements? - The state of the environment and climate is
affecting my quality of life (%)

[l strongly disagree [}l Disagree Neither agree nor disagree [Jij Agree [Jij Strongly agree

18-34 18 51 15

Silent and baby boomer generations 30 23 6
Generation X 12 18 23 32 75

Millenials 7 14 16 50 14

Generation Z 5
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Overall, 35% of the public agrees that the state of the environment and climate is
affecting their job/financial security. This view is more common among younger people,
Millennials and Gen Z, people with children in the household, and those with university
degrees.

To what extent do you agree or disagree with the following statements? - The state of the environment and climate is
affecting my job/financial security (%)

[l strongly disagree [l Disagree Neither agree nor disagree [Jij Agree [Ji Strongly agree

18-34 [ 22 20 38 14
35-54 10 7 25] 30 13

Silent and baby boomer generations |44
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In total, 41% report that the state of the environment and climate is affecting their
physical health. This is more common among younger people, Millennials and Gen Z,
people with children in their household, and those with university degrees.




Perceptions of climate disinformation

Perceptions of climate
disinformation <

The survey also asked respondents about whether they are concerned about climate
disinformation, where they are most concerned about seeing climate change
disinformation, whether climate change disinformation has contributed to confusion and
scepticism about climate change, and what actions they would take in response to a
brand engaging in climate disinformation. The data suggests the most concern about
disinformation is in social media, that a majority believe disinformation has led to
confusion, and most would take some form of action against a brand that engaged in
disinformation.

The survey asked respondents how worried they were about climate disinformation or
misinformation. Overall 17% were very worried, 39% somewhat worried, and 19% not
worried. A further 19% were uncertain, and 6% had not heard of the concept. Gen Z was
particularly likely to be very worried about climate disinformation and misinformation.
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Trust in brands on climate change

The study also explored how much people trust brands to follow the science on climate
change. The results suggest that only 12% report they trust brands to do so all the time.
Another 14% reported they trusted brands none of the time and 19% only when it suits
them. The remaining 55% reported that they trust brands to follow the science some of
the time. The belief that brands can be trusted all the time was more common among
younger people, Millennials and Gen Z, among people with children in the household, and
those with university degrees.

How much do you trust brands to follow the science when it comes to combatting the climate crisis? (%)

[l All the time  [Jiif Some of the time [l None of the time  [Jli] Only when it suits them

Overall 12 55 14 19

Male 14 53 14 19

More than 30K GBP 13 55 13 19

A/B 16 55 13 16
c1 10 61 10 19

c2 10 59 v 20

D/E 8 55 14 23

England 12 54 14 19
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Finally, the survey asked what actions someone would take if they knew brands were
either deliberately or accidentally funding climate disinformation through advertising.
Nearly half the public (45%) said they would stop supporting the brand. A further 22%
reported that they would stop supporting the platform. Only 30% reported that they
would take no action, and 3% reported that it would increase their support for the brand.

What actions would you take if you knew brands would either deliberately or accidentally funding climate disinformation
through advertising? (%)

[l Stop supporting the brand i}l Stop supporting the platform No action [l It would increase my support
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Perceptions on false narratives

The world needs to rapidly decarbonise and achieve net zero by 2050 to ensure the prosperity and welfare of humans
across the world (%)

i True [llFalse | Dontknow [l Never seen this claim

Silent and baby boomer generations 1)
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Generation X 49 15 29

Millenials 48 15 27

Generation Z 46 13 25

No children in household 53 17 24
Children in household 50 13 27

Less than university 51 14 26

Northern Ireland/ Scotland/ Wales 51
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In total, 37% of the public believes in the disinformation that reducing emissions is a form
of self-inflicted harm that punishes its citizens. A third of the public believes this to be
false, and a quarter (26%) is uncertain whether this is true or false. The belief is relatively
more common among men than women, younger people than older people, and those
with children in their household.

Reducing domestic emissions is a form of ‘self-inflicted harm’ that punishes citizens (e.g. through lifestyle changes,
rising prices, livelihoods, etc (%)

i True [llFalse | Dontknow [l Never seen this claim

Less than university 37 32 28
University+ 37 39 21
Less than 30K GBP 38 30 29
More than 30K GBP 38 38 22
A/B 37 39 22
ci 37 32 29
England 37 33 27
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When it comes to the point that taking action is pointless, because climate change has
passed a threshold wherein it is irreversible, the data suggest that 18% of Britons believe
in this piece of disinformation. This belief is relatively more common among men,
younger people, Millennials, people with children in their household, and people of A/B
social grade.










Conclusion
Conclusion-

The research findings presented in this report underscore the complex and multifaceted
nature of public perceptions on climate change in the UK. While there is widespread
recognition of the human impact on climate change, a significant portion of the
population underestimates its extent or holds misconceptions about its causes and
consequences. This vulnerability to disinformation is exacerbated by a lack of
understanding of key climate concepts and a reliance on potentially unreliable sources of
information, such as social media.

The prevalence of false narratives about the economic and social impacts of climate
action, as well as the efficacy of measures like net-zero emissions, is particularly
concerning. These misconceptions, often fueled by disinformation campaigns, can hinder
public support for climate policies and undermine the urgency of addressing the climate
crisis.

However, the study also reveals a high level of public concern about the impacts of
climate change on various aspects of life, including the economy, health, migration, and
food security. This concern, coupled with a growing distrust of brands that engage in or
enable the spread of climate disinformation, presents an opportunity for businesses and
policymakers to engage with the public in a more transparent and responsible manner.

Addressing the challenges posed by climate disinformation requires a multi-faceted
approach. This includes investing in education and communication initiatives to improve
public understanding of climate science and policy, promoting media literacy and critical
thinking skills, and holding social media platforms, media owners, and advertisers
accountable for the spread of misinformation.

For businesses, the message is clear: aligning with climate science and distancing
themselves from disinformation is not only an ethical imperative but also a strategic
necessity. Consumers are increasingly demanding transparency and accountability from
brands, and those that fail to meet these expectations risk losing consumer trust and
market share. By prioritising accurate and responsible communication about climate
change, businesses can contribute to a more informed and engaged public discourse,
while also safeguarding their own long-term interests in a world grappling with the urgent
challenges of climate change.




About CAN

About Conscious
Advertising Network

CAN is a UK-based international coalition of over 180 advertisers, agencies, tech
providers and civil society groups.

We’re breaking the economic link between advertising and the harmful content that
divides communities, excludes diverse voices, exploits children, and undermines
scientific consensus.

CAN is working with media owners and tech platforms alongside members to
implement climate misinformation policies aligned to the Conscious Advertising
Network Climate & Sustainability manifesto. This has helped lead to climate
misinformation policies developed by Google, Pinterest, Meta and Tik Tok

To join CAN, please visit https://www.consciousadnetwork.com/ or email
hello@consciousadnetwork.org




