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ABSTRACT 

Transition from fossil fuels to clean energy sources is urgent, given mounting impacts 

attributed to human-caused climate change. The positive economic effects of the transition are 

easier than ever to validate because solar, wind, and battery technologies now outcompete fossil 

energy in many parts of the world. However, communicating these realities in the face of 

political polarization is challenging. This paper focuses on three creative projects promoting 

clean energy in 2024-2026: a series of conversations with experts before a live audience, a pair 

of videos encouraging turnout in a public utility commission election, and a video advocating for 

a community solar bill. It describes each project’s idea origins, practical aspects, and 

media/technology considerations. Then it evaluates each in the light of communication theories. 

The paper’s conclusion considers all three projects in the light of challenges and opportunities 

for promoting clean energy in a politically polarized society. 
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1 PROMOTING CLEAN ENERGY 

1 INTRODUCTION  

1.1 Portfolio of Three Creative Projects 

This paper describes three communication projects to promote the transition from 

climate-disrupting fossil fuels to clean energy, offering specific actions that citizens can take. I 

developed them from 2024 through 2026. I describe each in turn, first by its design and 

development (e.g. the idea origins, the practical aspects, and the media and technology 

considerations). Then I evaluate my creative choices in the light of communication theories. The 

goal in each case is to show how those design decisions were strategically grounded and chosen 

for ultimate communication efficacy. In the paper’s conclusion, I consider all three projects in 

the light of challenges and opportunities for promoting clean energy in a politically polarized 

society. 

I entered the Master’s in Communication program at GSU wondering whether 

sophisticated knowledge of how people communicate can play a role in accelerating the energy 

transition. I learned that researchers across the social sciences are only beginning to answer this 

question. Surveying their work, I developed the three creative projects that comprise this thesis. 

 The first project, Conversations on Climate, spanned from July 2024 to July 2025. Its 

core was eight one-hour programs presented in January through March 2025 at Senior University 

of Greater Atlanta (SUGA).  

The second project, the PSC Ignores Cheap Solar videos, ran from August through 

October 2025 and resulted in two videos. A local non-profit, Science for Georgia (Sci4GA), 

reviewed the videos and agreed to host them as part of Sci4GA’s information campaign on 

energy and energy burden in Georgia, Georgia’s Energy Burden (Science for Georgia, 2026). 

http://georgiarocks.us/ConversationsClimateOutline.pdf
https://www.su-ga.org/about-us.html
https://www.su-ga.org/about-us.html
https://scienceforgeorgia.org/
https://scienceforgeorgia.org/knowledge-base1/georgias-energy-burden-2/
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They published the videos as For Lower Power Bills, Solar Could Be Here Now (on You Tube) 

and See the Future of Solar (on YouTube, TikTok and Instagram). 

Pleased with this initial encounter with the staff of Sci4GA, I approached them to 

collaborate on additional endeavors, including the third project of this thesis, the Homegrown 

Solar Act video. We began it in November 2025. In the first week of March 2026, Sci4GA added 

it to the Energy Burden campaign and published it as Homegrown Solar on YouTube, TikTok, 

and Instagram.  

1.2 Changing Political Contexts – from Climate Concern, to Action, to Its Repeal 

I have long believed that fossil fuel-caused disruption to climate is scientific fact, that a 

transition to clean energy is urgent and will be economically beneficial, and that these facts 

should unite everyone for common benefit, rather than drive a political wedge. To test these 

beliefs by acquiring more detailed knowledge, I took classes at Georgia Tech in 2017-2018 from 

a climate scientist, a biologist, and an economist. With a nuanced confirmation of the science and 

economics, I enrolled in the Master’s in Communication program at Georgia State to discern 

why the facts might or might not lead to unified action. 

Then, over the course of the three creative projects of 2024-2026, I watched politics 

move decisively away from the facts. The party which, in response to a clamor from its 

supporters, had with the Inflation Reduction Act (IRA) in 2022 taken a significant step on 

climate, lost the three branches of federal government to its competitor that labelled those actions 

a scam. The victors, citing tropes from the decades-long climate disinformation campaign that 

the fossil energy industry led (Oreskes & Conway, 2010), proceeded gleefully to dismantle that 

progress. They even accepted the loss of clean energy investments that the IRA had deliberately 

sited in the victors’ home districts and states.  

https://www.youtube.com/watch?v=mc40nkwkAn0
https://www.youtube.com/watch?v=jEA2ZYI9Lz8
https://www.tiktok.com/@sci4ga/video/7567452407672638733
https://scienceforgeorgia.org/solar-take-action/
https://www.youtube.com/watch?v=OfRB7SxcNh0
https://www.tiktok.com/@sci4ga/video/7613909993359822111
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When politics overwhelms truth, communication studies would seem highly relevant to 

the design of messages. It is not just a matter of optimizing the “formula” for persuasion for a 

particular audience, but of countering a highly successful disinformation campaign.  

1.3 Recognizing Disinformation Tactics: a Two-edged Sword 

Rasha Ramzy’s assignment on propaganda in my GSU Persuasion class provided an 

opportunity to apply a disinformation identification framework to The Mad, Mad World of 

Climatism (Goreham, 2013). I had acquired that book in the course of a 2016 email conversation 

with a self-identified “climate change skeptic.” 

Cook (2020) identified five disinformation tactics with the mnemonic FLICC: Fake 

Experts, Logical Fallacies, Impossible Expectations, Cherry Picking, and Conspiracy Theory. In 

my class paper, I identified four of those tactics on a single example page of Goreham’s book. 

Recognizing FLICC tactics is a two-edged sword. Besides giving insight into how a 

disinformation campaign may have misled members of your audience, it provides a check on 

your own rhetoric. Did I cherry-pick facts to make a point? Am I implying a conspiracy without 

evidence to back it up? Am I loading impossible expectations onto the opposition? Not just self-

perception of integrity is at stake, as some in the audience will be sophisticated enough to pick 

up on these tactics, and quick to reject the entire message based on their use. I will address 

integrity and credibility, and apply the FLICC test to my projects, in the Conclusion. 

1.4 Hayhoe Inspired Conversations, Then McKibben Inspired the Videos. 

Two leaders in climate communication, climate scientist Katharine Hayhoe and 

journalist/ activist Bill McKibben, have crafted messages and countered propaganda for decades. 

I built the projects on their foundation. Hayhoe’s watchwords, “talk about climate” (Hayhoe, 
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2024) inspired my Conversations on Climate. Then Here Comes the Sun (McKibben, 2025) 

inspired the “solar is cheapest” theme of my videos.  

Hayhoe is a Canadian climate scientist and evangelical Christian, and Distinguished 

Professor at Texas Tech University in Lubbock, Texas. Her 2018 TED talk, “The most important 

thing you can do to fight climate change: talk about it” has 4.2 million views. 

The daughter of a Christian missionary and science educator, Hayhoe is married to 

Andrew Farley, a pastor and Sirius XM radio host who leads The Grace Message, a Christian 

ministry. She credits the hours over two years that she spent persuading Farley of the scientific 

reality of global warming with improving her skills at persuading skeptical audiences (Kroh, 

2014).  Peer-reviewed studies have documented her effectiveness in changing the minds of 

evangelical audiences about climate change (Webb & Hayhoe, 2017; Hayhoe, Bloom, & Webb, 

2019). 

In her TED Talk, her book Saving Us, and her weekly blog (Hayhoe, 2018, 2021, 2024), 

she urges talking about climate change and describes how to do it effectively. As the TED Talk 

description summarizes,  

Hayhoe shows how the key to having a real discussion is to connect over shared values 

like family, community and religion -- and to prompt people to realize that they already care 

about a changing climate. "We can't give in to despair," she says. "We have to go out and look for 

the hope we need to inspire us to act -- and that hope begins with a conversation, today." 

(Hayhoe, 2018) 

Each of her blog posts (Hayhoe, 2024) has two sections, the first headed “Good News” 

and the second, “Not-So-Good News.” In this paper I will I describe how I designed 

https://www.ted.com/talks/katharine_hayhoe_the_most_important_thing_you_can_do_to_fight_climate_change_talk_about_it
https://www.ted.com/talks/katharine_hayhoe_the_most_important_thing_you_can_do_to_fight_climate_change_talk_about_it
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Conversations on Climate to emphasize shared values, evoke pre-existing concern about climate, 

and place good news ahead of bad. 

Bill McKibben not only introduced many readers to climate disruption with his The End 

of Nature (McKibben, 1989) and several subsequent books. He also founded organizations that 

led events such as the People’s Climate March on September 21, 2014, which turned out an 

estimated 311,000 people in New York City (Foderaro, 2014). I recall participating in his 2007 

effort, Step It Up, by publicizing it in a service at my congregation. McKibben and others on his 

Step It Up team went on in 2008 to found 350.org. It took its name from a climate study’s 

conclusion that atmospheric CO2 needed to be reduced from then-current 385 parts per million 

(ppm) to at most 350 ppm “to preserve a planet similar to that on which civilization developed 

and to which life on Earth is adapted.” (Hansen et al., 2008, p. 217). In October 2009 in advance 

of the Copenhagen Climate Summit, 350.org coordinated more than 5200 demonstrations in 181 

countries (Gremmler, 2009). In 2014, it was one of the two organizations launching the People’s 

Climate March. 

The group’s name resonates with a lab activity calling attention to CO2 ppm that, as a 

Fernbank Science Center instructor in 1998, I had designed for DeKalb County School students. 

I continue to call attention to this rising number. In 2021, when Clayton Felts assigned a self-

introductory graphic for the Applied Graphics Communication class, I produced a “timebomb 

timeline.” (Figure 1). 

McKibben’s latest book is Here Comes the Sun: A Last Chance for the Climate and a 

Fresh Chance for Civilization (McKibben, 2025). The book details evidence that solar and wind 

power have recently broken through to become the shortest and most reliable path to energy 

affordability. No longer a Whole Foods-like expensive energy source for the virtuous, they make  
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Figure 1. My self-introductory graphic for an Applied Graphics Communication class 

Note. At this writing, CO2 stands at 432 ppm (CO2.earth, 2026 
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up a Costco-like cheapest option, supplying more than 90% of the planet’s new electricity in 

2024, and poised to displace fossil fuels everywhere.   
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2 PROJECT 1 – CONVERSATIONS ON CLIMATE  

2.1 Opportunity to Reach an Audience of Seniors 

Senior University of Greater Atlanta (SUGA) began as Emory Senior University in 1979 

on the Emory University campus. Today it is an independent non-profit, meeting at a church in 

Tucker. I presented a Roadside Geology of Georgia book talk to SUGA in 2015. In 2018, I 

brought them a two-part Climate History of Georgia, a presentation that had been my 

Paleoclimatology class project the previous spring at Georgia Tech under Jean Lynch-Stieglitz.  I 

covered the geologic record of climate in Georgia for the last half-billion years, illustrating the 

factors that drive climate change, and concluded with the need to end carbon pollution through 

policy changes such as a price on carbon. 

Periodically after that program, SUGA would approach me about offering a full eight-

week course, which I would decline as too large an effort. But when an invitation came in early 

2024, I had piloted “Lessons in the Aftermath of Hurricane Michael” as a potential research 

thesis at GSU. During two independent study courses with Carrie Freeman in 2022-23, I had 

interviewed seven people, five of them seniors, in Jackson County, Florida. They had lived 

through the devastating Hurricane Michael that crossed the Florida panhandle into Georgia in 

2018. I had listened for their attitudes on that extreme weather event and concluded they were 

only weakly receptive to connecting it to fossil-fuel-driven climate disruption.  

I wondered whether, with gradual exposure to expertise, senior adults might see transition 

to clean energy as a high priority. I agreed to develop Conversations on Climate as a course: 

eight one-hour classes taught weekly. It would bring in experts I had encountered in my 

educational journey on climate. SUGA asked for a Fall 2024 course, but I knew I wanted to be 

active for climate in the 2024 election, so we agreed on Winter 2025.  

https://www.su-ga.org/about-us.html
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I planned to make fewer than half the sessions conveyers of “bad news,” namely the facts 

of climate disruption and its risks to humans and nature. Interspersed with them would be more 

hopeful sessions about the neutral and positive facts that show that humans are still capable of 

averting much of the risk. 

Instead of the typical format in which a speaker is uses most of the hour for a 

presentation, the speaker would provide a brief overview, then we would go deeper as I 

interviewed them.  I patterned this after radio programs and podcast series I listen to. Indeed, I 

hoped to create a Conversations on Climate podcast series, to be published alongside my Rock 

On Mother Earth. Begun as a class project for Doug Barthlow’s Fall 2023 Radio News and 

Podcasting course, that audio series blends my on-site conversations with staff and visitors at 

New Mexico and Arizona parks with later Zoom interviews of geoscience experts. Although I 

recorded seven of the Conversations on Climate interviews (one speaker asked not to be 

recorded) and have put many hours into transcribing them (both my own and those of a paid 

student), I have not yet found time to edit and publish any podcasts.  

Another unrealized ambition, which nevertheless shaped the course, was research. In line 

with my questions downstream of the pilot study in Florida, I hoped that after completing the 

podcast series, I could recruit a focus group from attendees of Conversations on Climate to listen 

to selections from the podcasts. With what I might learn from the focus group, I would recruit 

more subjects via the internet and survey those listening to podcast excerpts as compared to a 

control group. 

What I did not understand is the typical level of engagement of SUGA members. Unlike 

courses for credit, SUGA courses have no grades or attendance commitment. Course registration 

is optional to provide a general idea of class size. Though nearly all students are retired, most are 

https://rockonmotherearth.podbean.com/
https://rockonmotherearth.podbean.com/
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active and affluent enough to get away for travel. As I have observed as a SUGA student after 

teaching the course, few courses get consistent attendance of the same students for all eight 

weeks. I believe the attendance pattern I was able to measure with sign-in sheets is typical: 70 

individuals attended at least one class; 43 of them came to at least half the classes, but only nine 

attended every class.  

The research ambition did inspire me to implement weekly online opportunities for 

participants to mold the course, as described below. But only a handful of participants used them, 

and a sign-up sheet I posted for participating in future focus groups collected only a couple of 

names. I had to abandon the idea of audience members as the core of a research project.  

Eventually, I realized that the creative thesis option I had eyed when entering GSU was a better 

fit for the thesis hours I invested when developing Conversations on Climate. 

2.2 Invitations and Planning 

The initial ideas about the course crystallized into this email to Jean Lynch-Stieglitz on 

July 29, 2024:   

I wondered whether you’d consider speaking in January in a series I am hosting at Senior 

University of Greater Atlanta, in Tucker. “Conversations on Climate” will meet eight times on 

Fridays from 9:30-10:30 AM, beginning January 17. It is called “Conversations” because after a 

speaker presents a few key visuals, the remainder of the hour would be structured in an interview 

format.  I would collaborate with each speaker beforehand on determining the overall flow and 

key questions of the program. 

Ideally, I could use you for the first program on January 17. We would set the stage for 

the rest of the series by communicating how carbon pollution physically disrupts climate, and 

how paleoclimatology helps us anticipate the outcome of scenarios for curtailing or continuing 
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that pollution. Later programs would cover impacts on vulnerable populations and wildlife, as 

well as drivers of progress worldwide toward clean energy. 

I figured that if my teacher Jean accepted this invitation, I would be emboldened to reach 

out to the rest of my dream team list of guests. Eventually, with some jockeying of dates, all 

eight guests accepted. I did not have an initial candidate to speak about “vulnerable populations 

and wildlife,” but Jean suggested Isaiah Bolden, who turned out to be an excellent choice. 

I created a one-page overview (phrasing from the overview is in bold in this paragraph), 

updating it online as the course progressed (Figure 2). The overview opens with an upbeat 

depiction of the incredible heights human achievement has reached so far, offering a thrilling 

future in which the human adventure can soar even higher – if humanity overcomes carbon 

pollution’s threat to reverse human progress and becomes mostly powered by sunlight. I 

identify each class with a tag word and a question. Next, I mention my own background 

including working as a geologist for Shell Oil and as an educator, and my post-retirement 

studies. The lower half of the page is devoted to sketches of the eight remarkable guests.  

The sequential list of tag words, “Appreciation, Disruption, Possibility, Unravelling, 

Values, Policy, Catastrophes, Talk” makes visible how the “bad news” of Disruption, 

Unravelling, and Catastrophes were spaced out as programs 2, 4, and 7. The series opened with 

Appreciation, which acknowledged how geology plus blind luck unlocked fossil energy sources 

that powered modern achievements in transportation, medicine, communication, and 

information. It closed with Talk, covering how and why to talk about climate across political 

divisions. The Possibility, Values, and Policy programs envisioned or described broad-based 

support for a smooth transition to clean energy sources. 

 

http://georgiarocks.us/ConversationsClimateOutline.pdf


12 PROMOTING CLEAN ENERGY 

 

Figure 2 Summary page for Conversations on Climate as it appeared after the fourth 

week 

http://georgiarocks.us/ConversationsClimateOutline.pdf
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2.3 Developing Interview Questions 

I cleared each tag word and overarching question with the respective speaker and 

collaborated with each of them in planning the interview questions. In line with the goal of 

research as well as to improve the learning experience, I invited the audience to take part in 

proposing and selecting questions. 

For this I used a free tool, tricider.com, to set up a “tricision page” ahead of each session 

(Figure 3). Such a web page allows anyone to type in an idea and to cast votes for any ideas 

already on the page. Each page I set up used the tag and overarching question as the page 

heading, further listing potential questions that the guest and I had agreed we could cover. 

Participants could add their own questions and vote for questions they wanted answered.  

I anticipated multiple benefits of this procedure, keeping in mind the goal of recording a 

coherent podcast.  

1) As input to designing the speaker’s opening presentation 

2) To allow me to collaborate with the speaker on the order and priority of topics to cover 

3) To preempt the occasional speechmaking some audience members might undertake 

4) To cover the intended material in the allotted hour rather than be sidetracked 

5) To screen out questions that might better be deferred to a different guest in the series 

6) To anticipate awkward or controversial questions and allow the guest to decide whether 

to address them 

 

https://www.tricider.com/
https://www.tricider.com/brainstorming/2onFJ7QxnR3
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Figure 3 Tricision page posted prior to week 4 

 

Following is an example of an email to a guest setting up questions, prior to opening the 

tricider page to participants. 

Jan. 29, 2025 

Dear Isaiah, 

Thanks for your scheduling flexibility. I’m excited to have you as the fourth guest in the 

"Conversations on Climate" series...[date, time, location, contact information]  

Below is a list of questions to be placed on this web page by this Friday morning, so class 

participants can vote on the ones they would most like you to address, possibly contributing 

https://www.tricider.com/brainstorming/2onFJ7QxnR3
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questions of their own.  The voting will close Saturday night Feb. 1. On Sunday Feb. 2, I plan to 

email you with the updated question lists and the votes recorded. This will provide an opportunity 

for you to sort the list by priority to get to during the 45 or so minutes we will have after your 

introductory presentation. 

Could you let me know by tomorrow evening how well the below list will work for 

you - any questions you’d remove or suggest different wording - any to add? 

Questions that I’d like to have “built-in” to our program: 

What should everyone know about carbon pollution’s risk to ecosystems? (to be 

covered in your ~10 minutes of opening slides) 

How does your research fit into this knowledge? (initial question) 

Is there anything that we as individuals can do to help the carbon emission 

problem? (closing question for every session) 

Questions that I propose to post at this page for audience to vote on by Saturday night 

before talk (please let me know by Thursday if you prefer I eliminate any of these): 

1. What is an ecosystem? How are they resilient or fragile over time? 

2. What are the major human challenges to ocean ecosystems? Which would go 

away by solving carbon pollution, and how quickly? 

3. What are the benefits to humans from healthy ocean ecosystems? Which benefits 

are most impacted by carbon pollution? 

4. How does the risk to coral reefs compare to risk to other ocean ecosystems? 

5. You authored a study of teaching climate literacy to residents of a Pacific island. 

Any application of what you learned to spreading climate literacy here? 

6. How does the resilience of land ecosystems under the pressure of carbon 

pollution compare with resilience in the ocean? 

https://www.tricider.com/brainstorming/2onFJ7QxnR3
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7. Which benefits to humans from healthy land ecosystems are most impacted by 

carbon pollution? 

Obviously all of this is a bit of an experiment and will be presented as such. The audience 

will also get access to a form after the session to offer comments and any questions they would 

have asked if time had been available.  As I mentioned earlier, I intend to record our conversation 

for use in a podcast series that will be part of my Master’s in Communication work at GSU. If 

you are interested in doing so, we could add to or edit the conversation as recorded at SUGA 

using such feedback. 

Thanks for working with me on this. 

Bill 

In a follow-up after participants had voted and offered any suggested questions, I sent 

each guest a link to a Google Sheet (Figure 4) in which they could see all the questions and the 

votes they received, and prioritize them according to the following choices:  

1 - Cover in introduction 

2 - First question 

3 - Definitely include 

4 - Closing question 

5 - Include if time available 

6 - Remove 

 

https://docs.google.com/spreadsheets/d/1M4bTdejXw07n8e832kMAwWrtVe2QyNmO-LdwZFnuiW8/edit?gid=0#gid=0
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Figure 4 

Google Sheets page for collaborating on questions with guests. 

 

Figure 4 Google Sheets page for collaborating on questions with guests. 

 

The spreadsheet created a record of the question development process for sessions 2-8 (sorted 

with the most recent session to the top). As such the sheet records the (unfortunately meager) 

online participation in question development. Only five participants voted online for questions, 

and only three contributed questions online. 

Observing this, late in the series, I provided a participation opportunity on paper as well 

(Figure 5) and collected around 23 responses from the 36 Feb. 28 attendees.  
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Figure 5 Paper handout circulated after the sixth session 

 

Note. Totals of the weighted 1-3 ratings are listed in the column where participants were to write 

those ratings. 

 

This generated total scores for the four questions shown, which I had created. The prompt 

“Please write any questions” added the following 6 questions to the pool, all of which Mark was 

able to address:  
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1) How is our political environment now affecting weather reporting? 

2) Should broadcast meteorologists even mention climate change? Should they just restrict 

broadcasts to weather, not climate? 

3) In your opinion, if we as a planet don’t meet the set goals to reduce carbon emissions and 

the worst-case scenario happens, what do you believe the worst-case scenario to be? 

Floods, volcanoes, earthquakes, temps over 100 or below 0, or any other consequences? 

When will this potentially happen? 

4) When a predicted event /storm is not as severe as stated, why is there no discussion about 

why the actual event differed from forecast? 

5) There seems to be a trend to have attractive, well-dressed people [the questioner actually 

wrote “women”] doing TV weather reports. It makes me wonder how qualified one has to 

be in order to do TV weather reports. 

6) What is the consequence of the loss of land, coastal erosion etc. as concerns the migration 

of people? 

In most classes, we reached the end of preplanned questions before the hour ended, and 

the speakers were comfortable taking questions from the floor. Jean Lynch-Stieglitz received a 

question that was more appropriate to the following week’s speaker, Marilyn Brown. Reviewing 

the transcript later, she expressed regret for not having been more prepared, but I assured her that 

the question was outside the scope of her program and we had handled it correctly:  

Audience: Understanding that everything we read about this is not going to be 100% 

accurate, but going back several decades we were told by the scientific community that the earth 

had a tipping point or population. Also, based on that that every industrialized nation counts on 
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increasing population to sustain their economy, how do we justify that, with cutting back on fossil 

fuels, when fossil fuels are so necessary to sustain these economies?  

Lynch-Stieglitz: Yeah, that's a really great question. And, I think there does seem to be a 

contradiction between the science of sustainability, which says that there are some limits to what 

the Earth can sustain in terms of economic activity and the science of economics, which is as 

currently put based on growth. And that's on my list of things to do when I retire, is read some 

books on that and to figure out what the economists are saying about that, I don't know if you 

have something to add. 

Witherspoon: I've just been reading such a book by Marilyn Brown, next week’s speaker, 

and that'll be a really good question. You can go in and stick that question in her list of questions 

there. I'll make sure that she gets the chance to answer that because she's more of an expert on 

that. But what I understand from my reading is that at this point, in terms of new sources of 

supply of energy, for many purposes, solar and wind are actually cheaper than coal, for example, 

in some cases cheaper than natural gas to produce electricity. So it may be that the path for 

countries as we get more population and countries need to develop, that the path for them doesn't 

necessarily need to involve fossil fuels for them to be prosperous. But I think that's the kind of 

question that, you know, I've divided this up between, different people with expertise in different 

areas and questions like that I think will be really good for next week. So stay tuned on that.  

The following week, I put the question to Marilyn Brown in the following dialogue:  

Witherspoon: There was a question from last week that I thought was really good to defer 

to you. How can we justify cutting back on fossil fuels when they are so necessary to sustain 

growing economies and populations worldwide? So again, thinking where part of the moving 

target is that a lot of countries use very little energy right now, but you still -- How would you 

answer that question?  
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Brown: They are not necessary to meet growing demand for electricity and for our 

services. That would be my answer. So Australia, for instance, has done a fantastic job replacing 

its own fossil fuels with renewable, mostly sun, and battery options, so they've offset the 

intermittency of solar and wind by having enough battery and near time monitoring so that -- 

24/7. I also love the image of a global transmission grid. And that's a vision that could be realized 

by 2050 if there was, you know, the commitment. And that means that you could have sun 24/7 

from somewhere because the there would be transcontinental underground cables, direct DC, low 

resistance, efficient. You wouldn't lose so much in your electricity line losses. We've got this 

technology, it's here and now. You know, why not go the extra mile and do something like that? 

I don't think we have to have fossil fuels. Now, maybe we have to have fossil fuels in the 

next few years because they're the easiest thing to build. We're primed for natural gas, of course, 

not coal. We've got a lot of natural gas, but eventually we need to be in the position where we can 

commit to renewables. Doesn't have to be the global grid concept. And then short term we can 

have our own backup battery storage so that the renewable options work for us. And go electric, 

everything electric. 

 

Since I have explained the practical and technical aspects of creating Conversations on 

Climate, in the following subsection I will explain how I used communication theories as a key 

part of its strategic design. 

2.4 Communication Theory 

Conversations on Climate was a variation on Earth Science pedagogy I have developed 

into lessons as an educator. But layered on that, the Common Ingroup Identity Model, 

Inoculation Theory, and Extended Parallel Process Model all shaped creative decisions with the 

aim of persuading its senior audience to support an accelerated transition to clean energy.  
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2.4.1 Common Ingroup Identity Model: We All Have Benefitted from Fossil Fuels 

I first learned of Moral Foundations Theory (MFT; Haidt & Joseph, 2007) through the 

popular book, The Righteous Mind (Haidt, 2012). For a 2020 Issues and Perspectives term paper, 

“How can Moral Foundations Theory be useful in climate communications?” I examined MFT 

and critiques of it. MFT posits that humans base judgments of right and wrong on a small 

number of distinct foundations (five or six, it has turned out), to which different cultures and 

political groupings may assign different relative weights.  To reach beyond political liberals on a 

polarized issue such as climate, there is advantage in understanding how moral foundations differ 

across political perspectives. 

In an extension of his earlier study applying MFT to crafting messages (Wolsko, 

Ariceaga, and Seiden, 2016), Wolsko (2017) looked at the Common Ingroup Identity Model 

(Gaertner, Dovidio, and Samuel, 2000) in which “formerly competing groups, who are operating 

under a…superordinate identity and working toward a common goal, have the greatest chance of 

reducing intergroup animosity” (Wolsko, 2017, p. 289).  To apply this to the liberal-conservative 

divide, he crafted a “common ingroup” message to overlay onto the 2016 study.  

Conservative Values, Conserving the Environment: It is no secret that politically liberal 

agendas have tended to dominate discussions about the natural environment. Recently though, a 

large number of both liberal and conservative politicians, scientists, executives, and religious 

leaders have argued that traditionally conservative values are extremely well-suited for protecting 

the natural environment. (Wolsko, 2017, p. 290) 

On two out of three measures (the outlier will be discussed below), “connectedness to 

nature” and “conservation intentions,” reading this message reduced liberal-conservative 
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polarization, and even led conservatives to more pro-environmental scores than the purely 

conservative-tailored message.  

I intended two of the Conversations on Climate sessions to promote a common ingroup 

identity (Figure 6).  

For the opening session, “Appreciation: How have coal, methane, and petroleum helped 

humanity soar?” I recruited retired geologist Jacq-Marie Jack to repeat part of her engaging 

presentation about the history of petroleum. After she presented it to the Atlanta Geological 

Society, I had invited her to share it at an Energy Geoscience Literacy session at a 2009 

professional meeting. I don’t know her political leanings; she worked on the 2010 Deepwater 

Horizon oil spill for the Environmental Protection Agency, and she also expresses pride in her 

nephew, a rising young congressman closely aligned to Donald Trump. In any case, her 

presentation exudes enthusiasm about how in the twentieth century, access to petroleum changed 

civilization for the better.  

In her slideshow, Jacq-Marie brings out the role of geoscience in leading to the discovery 

of the vast quantities of petroleum that made aviation and the petrochemical industry possible. I 

hoped that this might blunt conservative skepticism of the geoscience that Jean Lynch-Stieglitz 

would present in the next session, including the bad news about climate.  I also hoped to nudge 

the whole audience to recognize that fossil energy has provided tremendous value, disarming 

liberal notions that a conservative perspective gets everything wrong.  
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Figure 6 Conversations on Climate and the Common Ingroup Identity Model 
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 Note: Phrasing intended to invite conservatives into a superordinate identity is marked in green 

and the common goal is in purple. Sessions and speakers chosen to promote Common Ingroup 

identity are in pink. 

We finished that first hour with a game I devised to connect on our age group’s 

experience, further supporting common ingroup identity. Spreading out on a table ten items that 

the fossil-energy-powered technological explosion had displaced (all of which I still owned 

except Jacq-Marie’s rotary-dial phone), we asked how to arrange them in order of the year each 

became obsolete. The correct order and dates turned out as follows: 

1972-Rotary-Dial Phone 

1977-Slide Rule 

1985-Movie camera 

1997-Answering machine tape 

2001-Slide camera 

2004-Encyclopedia 

2009-Street atlas 

2012-Star Map 

2015-Travel alarm 

2018-Compass 

For the fifth session, “Values: How can faith traditions spread an economics that protects 

people and Creation?” I invited my theologian and attorney neighbor, Paul Knowlton, to talk 

about his book, Better Capitalism: Jesus, Adam Smith, Ayn Rand, and MLK Jr. on Moving from 

Plantation to Partnership Economics (Knowlton & Hedges, 2021). As the subtitle implies, Paul 

and his co-author are themselves aiming to bridge political divides. Their “partnership 

economics” accepts neither the Marxist idea that capitalism by its nature undermines the public 



26 PROMOTING CLEAN ENERGY 

interest, nor the Milton Friedman dictum that a corporation’s only value should be to maximize 

profit.  

The book’s thesis, which the authors call a “relentless rule,” is that economic transactions 

must be of mutual benefit in order to benefit society. The authors claim that a careful reading of 

Adam Smith and even Ayn Rand supports that conclusion. At the same time, refuting a Marxist 

take on Christianity, they argue that Jesus’ Sermon on the Mount enjoined both haves and have-

nots to support one another.  

I hoped Paul could reduce political polarization by demonstrating, as Wolsko’s 

previously quoted survey condition stated, “...religious leaders have argued that traditionally 

conservative values are extremely well-suited for protecting the natural environment.” (Wolsko, 

2017, p. 290). Paul’s presentation, I hoped, would help us envision Americans teaming up to 

address climate disruption as “formerly competing groups, who are operating under 

a…superordinate identity and working toward a common goal.” (Wolsko, 2017, p. 289). 

I also asked Paul to speak about his book’s praise of Habitat for Humanity founder 

Millard Fuller’s “Theology of Enough” and Bill McKibben’s comment that humanity’s special 

gift is “the possibility of restraint.” I hoped this might remind the audience of their shared 

religious values that do not elevate greed as a virtue. 

2.4.2 Inoculation Theory: Recognize and Disarm Disinformation 

As I mentioned, on two measures, Wolsko (2017) found that a common ingroup identity 

message was effective in reducing polarization. However, measured on the 12-item climate 

skepticism scale of Whitmarsh (2011), the message not only left polarization intact, but also 

increased the climate skepticism of both liberals and conservatives (i.e. made liberals less sure of 

human-caused climate change and conservatives more dug-in against it)!   
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Wolsko attributed this contrasting result to the degree to which conservative media had 

succeeded in persuading conservatives of the factual nature of statements on the scale, such as 

“Many leading experts still question if human activity is contributing to climate change.”  

Such success could be an example of Inoculation Theory (McGuire, 1961), in that 

conservative media expose audiences to pillars of the scientific consensus on carbon emissions 

causing global warming, then use disinformation techniques to spread resistance to the idea. For 

example, when a conservative source mentions the “hockey stick” curve that aligns rising carbon 

emissions with global temperature increase, it is paired with the false claim that subsequent 

studies discredited it or even that it was exposed as a hoax (Goreham, 2013), when science has 

shown the opposite.  

Another trope of the disinformation campaign is that scientists fail to mention that 

climate change has always happened since long before humans. Therefore, any current rise in 

global temperature must be natural. I have been applying inoculation in my Climate History of 

Georgia programs to fight this logical fallacy. In it, I teach about the evidence for past climate 

changes on several time scales and identify what paleoclimatologists know about the causes of 

each.  When the presentation reaches the present time, I show Figure 7. It uses the overlap of the 

many studies of past temperatures to demonstrate how well the hockey stick is verified. Then, 

applying the factors that influence global temperature described earlier in the presentation, a 

subsequent slide (Figure 8) shows that climate models fail to produce the upturn of the hockey 

stick if they leave out the contribution of carbon emissions.  

So the paleoclimatologist from whom I learned provided the ideal introduction to the 

“bad news” about climate. I expected Jean Lynch-Stieglitz would inoculate the audience against 
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the “climate change is natural” trope. I further hoped that as an award-winning climate scientist, 

she would establish for most of them the fact of scientific consensus. 

 

Figure 7 Summary of Northern Hemisphere temperature reconstructions from IPCC 

(2007) 
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Figure 8 Forcings and their influence on global temperature 

 

Note. At top is a 1000-year record of forcings (influences of global temperature). At bottom, the 

colored curves show three climate models based on all the forcings and two that omit CO2’s 

forcing. The gray shows the temperature reconstructions as in Figure 7. (IPCC, 2007)  

 

2.4.1 Extended Parallel Process Model (EPPM): Fear, Denial, Efficacy 

A communication theory with the cumbersome name “Extended Parallel Process Model” 

(EPPM; Witte, 1994) may have identified a major hurdle in activating citizens to address climate 

disruption. EPPM says if an audience does not believe it can avert a danger (low perceived 
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efficacy), it will choose to minimize fear and guilt by denying the risk exists. It is difficult to 

present the scientific facts of climate disruption without triggering both fear and guilt, even (or 

especially!) for people (like my Florida interviewees) whom an extreme weather event has 

impacted. 

According to the model, demonstrating both “response efficacy” and “self-efficacy” is 

required to avert a denial response. To elevate response efficacy, i.e. the idea that society can 

address the problem, I followed Jean Lynch-Stieglitz’s “Disruption” session with Marilyn 

Brown’s “Possibility” session. Marilyn focused on the solutions-oriented Drawdown Georgia 

Project, which her group at Georgia Tech helps lead for the Ray C. Anderson Foundation. 

Likewise, I followed meteorologist Mark Papier’s “Catastrophes” presentation, and concluded 

the series, with “Talk” by Flannery Winchester, Vice-President of Communications at Citizens 

Climate Lobby (CCL). She argued that talking to others about climate is a powerful way for 

individuals to have an impact (“self-efficacy”), in support of the citizen lobbying that CCL 

facilitates. 
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3 PROJECT 2 – PSC IGNORES CHEAP SOLAR VIDEOS 

3.1 McKibben and Sun Day: Cheap Solar Is Ready 

I volunteer with both CCL and Jewish Earth Alliance (JEA), which organize citizens to 

lobby Congress on climate. JEA organizes two virtual lobby days per year, into which I have put 

many hours. I helped plan the July 2025 kickoff program and was thrilled that Bill McKibben 

had accepted our speaking invitation. From the porch of his Vermont home, he delivered an 

exciting and hopeful talk. McKibben described his most recent book, Here Comes the Sun: A 

Last Chance for the Climate and a Fresh Chance for Civilization and an upcoming worldwide 

event to be called “Sun Day.”  

McKibben created Sun Day on the fall equinox, September 21, to spread his message that 

solar and wind power have crossed an economic threshold. No longer a Whole Foods-like 

expensive energy source for the virtuous, they make up a Costco-like cheapest option, supplying 

more than 90% of the planet’s new electricity in 2024, and poised to displace fossil fuels 

everywhere.  I immediately thought about how this message might be put in play in connection 

with Georgia’s November Public Service Commission (PSC) election.  

The Georgia PSC has long aligned itself with the utility industry’s commitment to fossil 

and nuclear energy, with only token support for solar. It had just greenlighted a plan to expand 

generation using gas turbines and to delay closing coal-fired plants in order to meet anticipated 

data center-driven demand growth. Challengers in a statewide vote for two seats criticized this 

decision and pointed out that the incumbents repeatedly voted to approve rate increases. Could I 

make a video on Sun Day that would connect rising power bills to the PSC ignoring the cheapest 

option for electricity supply? 
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The Sun Day website listed few events near me. The nearest September 21 event was 

more than an hour’s drive away in Athens. A September 22 Atlanta event would host local solar 

providers at Georgia Tech’s solar-powered Kendeda Building. But since that evening of the 

22nd, I and fellow Jewish activists would be occupied in Rosh Hashanah Eve services, I 

considered organizing a September 21 Atlanta Sun Day event and publicizing it to fellow 

members of Congregation Bet Haverim (CBH) and beyond. I hoped to make a video of it to 

upload to Sun Day’s website, and then to try to promote that video to Georgians ahead of the 

PSC election. 

Although I was unable to bring this about on Sun Day, the plan evolved into the PSC 

Ignores Cheap Solar videos. Emory University seemed a likely location for a solar backdrop 

near CBH.  Coincidentally, CBH would be renting its High Holidays location from Emory for 

the first time that year. Examining satellite view to seek solar panels on Emory’s campus, I 

discovered that the very parking deck that Emory had designated for CBH use is topped with a 

three-quarter acre solar canopy. It was striking that I had often driven past Fishburne parking 

deck and even parked there, exiting by driving under the shade of the solar panels without 

recognizing them! 

3.2 Solar Opportunities Hidden in Our Cities 

The solar canopy’s previous invisibility to me inspired a second theme of the video, that 

solar opportunities are hiding in our cities in plain sight.  What is usually missing is the view 

from above. Recent experiences as a retired but active geoscience educator led me to the idea of 

combining a drone camera with Google Earth satellite image capabilities.  The previous summer 

I had led a geology field trip at Arabia Mountain. Two participants, who had brought drone 

cameras to capture aerial images, also used them to take a group photo.  
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I envisioned drone video footage that would begin as a group shot at the eye level of 

people in front of the canopy. The camera then would rise to reveal the solar panels. Participants 

would hold up signs spelling out the message, “Support Georgia’s Better Power Plan.” (Figure 

9). 

 

Figure 9 Four 11” X 17” signs for use in the video. 

 

Continuing to rise, the camera angle would rotate to straight down, which would 

transition to satellite view in Google Earth.  

I had learned how to capture Google Earth zooming out and “flying” between locations 

when making geology videos. So further zooming out, Google Earth would fly to other solar 

installations around the Emory campus. Then it would fly to other selected locations around 

Atlanta to make the point of the many acres of parking lots and rooftops available for 

solarization. At each such location, the video would post a label showing the number of homes 

that solar installation could power, a calculation I could make based on the performance of the 

Fishburne canopy listed on the website of Emory’s Office of Sustainability Initiatives.  I knew 

how Google Earth’s overlay capability could make solar panels appear over each site by using 

images captured from the satellite view of Emory’s canopy. I could transition between “before” 

and “after” views in PowerPoint and capture its ripple transition effect on video to dramatize the 

change at each site.  
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Then, looking ahead to planning a Sun Day event, I contacted that Emory office to 

describe what I had in mind for Fishburne deck and to invite someone to speak about the solar 

canopy. Though my contact declined the speaking invitation as outside his work week, he 

connected me to Emory’s solar provider, Cherry Street Energy, and to the leader of a climate 

activist student group, the Emory Sunrise chapter.   

As already mentioned, no Sun Day event happened at Fishburne deck. Among other 

issues, the forecast wind speeds and lack of an experienced drone pilot for that date required a 

change of plans. But one of my geology colleagues who had flown his drone at Arabia Mountain, 

Scott Harris, would be available on October 15.  

3.3 Planning the Opening: The Secret That Solar Is Cheapest 

Since I intended the video to encourage turnout in the Nov. 4 PSC election, shooting the 

video on October 15 implied a tight timeframe for reaching potential voters.  I put together the 

Google Earth portion of the video early in October and planned what would precede it.  The 

following voiceover, reinforced by blocks of text on screen, would convey McKibben’s 

surprising and encouraging facts, as well as a criticism of the PSC’s actions, while promising to 

reveal a “secret.” 

The owners of fossil fuel energy resources have a secret.  

They don’t want us to know that the world now makes twice as much solar 

electricity as it did just 3 years ago. Solar and wind have become the cheapest way to 

make electricity, all over the planet. In 2024, more than 90% of the planet’s new 

electricity came from renewables. In the US, it was 96%. They must be worried to realize 

that by April 2025, burning gas and coal was making less than half of all American 

electricity.   
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Despite this new energy landscape, in July 2025, Georgia’s Public Service 

Commission unanimously approved a plan to get new electricity mostly from gas. Gas 

turbines are expensive, and currently in such short supply that Georgia will turn to an 

even more expensive source, keeping old coal-burning plants running, to meet projected 

electricity needs. We ratepayers will keep paying for more gas and coal, year after year 

after year.  

But solar is now the cheapest electricity and Georgia factories are among those 

turning out panels. There is no fuel cost ever, because SUNLIGHT is free. So far, big 

scale solar in Georgia has covered acres of cheap land far from cities. This requires miles 

of transmission lines that can increase cost and wait times for connections. But here, 

unseen by thousands of commuters driving by Emory University, and through the rest of 

this video, we discover the acreage right where power is used. 

The visuals progressively reveal the solar canopy during the one and a half minutes of 

this narration, as follows: The opening shot illustrates “they don’t want us to know” by showing 

ten people under the canopy, wearing dark glasses and holding fingers to lips in a “shhh” gesture. 

The visual mystery continues as the “Support Georgia’s Better Power Plan” signs arrive. Two 

sign carriers drive up in an electric vehicle and get out to open the hood, where most viewers 

would expect an engine, but instead reveal the signs’ storage place. The camera shifts to the view 

from under the canopy as the carriers take out the signs. The carriers walk out from under the 

canopy and face away from it as they hold up the signs. The “sunglasses people” display 

curiosity and walk out to read the signs. At this point the drone camera takes over, letting the 

viewer to read the signs as it gradually rises to reveal the solar panels atop the canopy. By the 
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time the voiceover reaches “thousands of commuters” the adjacent North Decatur Road is also 

visible. 

To recruit participants from CBH, CCL, and the Emory Sunrise group, I shared this plan 

along with the Google Earth video as it existed so far. Here is the invitation that went to the CCL 

Atlanta Chapter chair, Bob James:  

Dear Bob, 

I am making a video that I hope will encourage people to vote in the PSC race while 

informing them that solar is ready for action and cheaper that Georgia Power’s gas and coal plan. 

A first draft of the video, minus the people it needs in the opening shots, is at this link. 

I can use people wearing sunglasses this Wednesday evening, as well as at least one EV, 

at the solar panel canopy atop Emory’s Fishburne Parking Deck. You reach the deck by turning 

off North Decatur Road just west of the Schwartz Performing Arts Center. That gate opens for 

free visitor parking at 6 PM.  

My friend with a drone camera will capture a shot that reveals that what looks like simple 

shading over the deck is, in fact, a 3/4 acre solar array. Some people in the shot will hold up four 

signs that together say “Support Georgia’s Better Energy Plan." (see attached). 

Might you be available? If all goes well it should not take more than 30 minutes. Sorry 

for the short notice. 

Please pass this along to others you think might be interested. 

Bill 

3.4 Editing, Narration and Music 

I was grateful that 12 people turned out, the majority from CCL. We rehearsed the 

actions, then Scott captured the drone footage and I shot the video from under the canopy.  The 

high-contrast, low-angle lighting of the cloudless late afternoon was a minor issue, with glare 



37 PROMOTING CLEAN ENERGY 

making the signs unreadable in much of the drone footage, but I was able to edit around most of 

the kinks.  

I preferred another narrator to my own voice for the voiceover, so over a Zoom call, I 

recorded a friend, Bettye Harris, whom I had met through giving talks to the Sierra Club. Bettye 

had experience voicing recordings for the blind. 

I thought a break in narration would be appropriate for the flyover part of the video, with 

text boxes providing any needed messages. Music was needed. Videos I had made during the 

pandemic used recordings of the CBH chorus, of which I am a member, with permission from 

our director and music producer, Will Robertson. I chose our recording of Be Here Now by Ray 

LaMontaigne, because its smooth instrumental sections seemed to fit the flying between 

locations, and its choral crescendos might drive positive feelings. The song inspired part of the 

video’s subtitle, “...solar could be here now.”  Will gave his permission as arranger and producer 

of the piece, but cautioned that LaMontaigne’s associates might give it a “strike.” He said if that 

happened, it would be apparent as soon as YouTube screened for copyright violations prior to 

making it available online.  (It passed). 

I wanted the video’s tour of Atlanta to finish with a congenial hangout at a potential solar 

site. Toco Hill Shopping Center, less than two miles from Emory, turns out to have 27 acres of 

parking and 16 acres of rooftop, which if covered with solar panels could power 1700 homes. An 

announcement for a fun-sounding talk there from Science for Georgia (Sci4GA) caught my eye. 

It would be at Wild Heaven Beer, a pub at a tree-shaded courtyard I had not noticed at Toco Hill.  

Previous emails had alerted me to Sci4GA’s work on climate justice, data centers, and 

monitoring the PSC. I figured a pub amenable to hosting their events might be favorably inclined 
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to the video. So I emailed Sci4GA about the video I was making, asking for a Wild Heaven 

contact to approve my mentioning the pub.  

3.5 Science for Georgia as Partner (Publisher) 

I also conceived of Sci4GA as a potential partner. According to the website, 

Science for Georgia is a non-profit that works to ensure Georgia understands, 

values, and engages with science. We are dedicated to bridging the gap between scientists 

and the public through training, outreach, and advocating for the responsible use of 

science in public policy. 

After Sci4GA had obliged with Wild Heaven contact information, and as soon as I could 

provide a link to the completed video, I invited them to post it. I documented its facts and 

numbers and pointed out that it was non-partisan. They accepted and embedded the video in a 

web page headed “Power and the Public Service Commission.” As of April 2026, it has 275 You 

Tube views.  

3.6 Second “Ladder” Video for TikTok and Instagram 

To reach a broader and perhaps younger audience, I thought of TikTok and Instagram. 

Videos posted there, I noticed, are oriented in portrait view (long vertically) and frequently have 

a speaker addressing the camera.  They are also short: under 60 seconds seems typical. I knew I 

could not reduce the 5:39 length of the YouTube version that far, but I looked for ways to 

shorten it, ultimately getting it to 3:45.  When I asked them, Sci4GA expressed interest in a 

version for those platforms, so I set about making a second video. 

I reached out to find a younger person than me to speak, but was unsuccessful, given the 

brief time remaining ahead of the PSC election. The Fishburne deck venue still seemed right, but 

this time I wondered whether a stepladder would suffice to see the top of the canopy.  It turned 
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out that a CBH friend, Craig Gilbert, who had participated in the previous Fishburne shoot, was 

willing to bring his pickup truck loaded with two long stepladders. We met at Fishburne on a 

misty Monday evening, Oct. 27. 

I thought a shot from the ground of an old guy like me up a ladder would be an eye-

catching way to begin a vertically oriented video. “From up here I can see the future. Anyone 

can,” I began. We had set up my ladder at the edge of the solar canopy. From the other ladder at 

the edge of the deck, Craig helped with the next shot. It panned from a view of North Decatur 

Road to reveal the solar panels, along with me atop the first ladder, as I remarked that few 

passersby realize the solar canopy is present.  

Next, I addressed the camera from the foot of the ladder as I spoke about the PSC failing 

to choose solar, the cheapest energy option. “It’s too bad Georgia’s five Public Service 

Commissioners did not climb this ladder before they voted this summer to get new electricity 

mostly from gas.”  

That was all the camera work needed. The editing consisted of connecting that with a 

reformatted “tour” part of the other video.  To shorten it, I skipped showing the other Emory 

solar sites and nearly all of the movement between sites around town. Instead of music, there was 

my voiceover. Each time the video made solar panels “appear” on a site, I accompanied the 

PowerPoint ripple effect with an iMovie sound effect called “Electricity Surge”. The video was 

complete the following afternoon, ready for Sci4GA Director of Advocacy Michael Czajkowski 

to add subtitles and post to social media sites. By November 5, the day after the election, it had 

2200 views (to date, it has 2900) on TikTok and 394 on Instagram.  

In the next subsection, I explain how theory informed my strategic choices for the design 

of the two PSC Ignores Cheap Solar videos. 
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3.7 Communication theory 

3.7.1 Theory of Reasoned Action: Pros and Cons, Norms and Perceived Control  

The Theory of Reasoned Action (TRA) focuses mainly on producing a behavior that is 

specific in terms of action, target, context and time.  The PSC Ignores Cheap Solar videos’ 

request meets TRA criteria: a specific action (vote), target (for candidates favorable to solar), 

context (in the PSC Election) and time (November 5).  

TRA recognizes three strands of belief that must join to produce reasoned action: 

behavioral, normative, and control.  Behavioral beliefs can be viewed as a list of pros and cons 

about the requested behavior, with relative strengths assigned to each. The video attempts to 

strengthen the priority a potential voter assigns to support for solar. The “pro” is introduced that 

more solar is a route to lower electricity bills. Conversely, this should diminish a potential “con”: 

“though I like the idea of solar, I can’t afford to pay more for electricity.”  Shifting this belief 

about solar is in fact the long-term goal of the series of videos.  

For a more environmentally attuned segment of the audience, the urban focus in the video 

should diminish the con, “Though I like solar, I’m less motivated to support solar candidates 

because solar arrays and transmission lines in rural Georgia are displacing nature and 

agriculture.” It should add the pro, “I like candidates who will promote solar in cities, because it 

can shade parking areas and minimize the need for new transmission lines.” 

Normative beliefs are the product of a perception of what “salient others” want you to do 

and your motivation to comply. The first video states that fossil energy owners are keeping the 

secret of solar’s low cost from the public to increase profit. Viewers who are not those owners 

presumably will prefer the norms of those who don’t want to pay more than necessary for 

electricity.   
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Finally, TRA identifies perceived behavioral control as the product of control beliefs and 

perceived power. Assuming the person believes they can get to the polls to vote (control belief), 

this statement in the second video multiplies it with perceived power: “In a sleeper election like 

the one happening right now, your vote can go a long way toward bringing the future’s cheap 

electricity to big roofs and parking lots.” 

3.7.2 Narrative Policy Framework: First Video Tells a Story 

The Narrative Policy Framework (NPF; Jones, McBeth, & Shanahan, 2014) “posits that 

narratives have important policymaking effects occurring simultaneously at individual, group, 

and cultural levels.” (Jones & Peterson, 2017, p. 6). It identifies the following storytelling 

elements: a setting relevant to audience time and place, a plot, characters they can identify with, 

and a concluding moral (you’ll see that I bolded these elements in the following paragraphs). 

Gustafson, Ballew, Goldberg, Cutler, Rosenthal, & Leiserowitz (2020) applied the NPF with 

more than 900 self-identified conservatives, providing the treatment group with a 90-second 

radio story featuring a down-to-earth North Carolina fisherman recounting recent loss of 

recreational opportunities due to climate change. They found stronger belief in human-caused 

global warming and its risk to self, future generations, wildlife, and fishing among the treatment 

group than those who did a control activity. 

Guided by the NPF (Figure 10), I opened the first video at a parking deck, a familiar 

urban setting, except for its mysterious cover structure. On zooming out, that proved to be a 

solar canopy, unseen next to a busy road on a well-known local university campus. Next, the 

video set the canopy in time by showing past satellite images revealing its installation in 2023. 

To keep Atlanta viewers oriented to the settings that followed, Google Earth flyovers connected 
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them, passing by a 3D Stone Mountain, en route to an Amazon warehouse in its shadow, and 

pointing out the proximity of the next stop to Six Flags Over Georgia. 

 

Figure 10 Narrative Policy Framework storytelling elements in the first video. 

 

I recruited people to be in the video, which I hoped would be more relatable than simply 

speaking talking points to a camera (This, as it turned out, the second video did). In the hoped-to-

be suspenseful plot, recruits would be characters in a pantomime: ten sunglasses people who 

were keeping a secret, until the arrival in a white EV of two sign carriers. The curiosity that 

sunglasses people showed about the signs conveyed to viewers the importance of reading the 

message. 

As the video concluded at Wild Heaven Beer, a fountain outside it was the setting for 

two of the sunglasses characters to show the “Support Georgia’s Better Power Plan” signs. Here 
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the video mentioned the plot element of their arrival to celebrate the potential of solar, before 

concluding with the moral of the piece, to vote in the PSC election with solar in mind.  

3.7.3 Source and Channel: Narrator in First Video, Shift the Channel in the Second  

The Classic Input-Output Framework (McGuire, 2013) is a useful prism to consider a 

couple of design decisions in PSC Ignores Cheap Solar. It divides variables of persuasive 

communication into source, message, channel, and audience (I have bolded these elements in the 

subsequent paragraphs).  

I’ll briefly mention a source-related decision for the first video and then how channel 

directed changes for the second video. Message was consistent in both videos. 

“Source–audience similarity (such as age or ethnicity) tends to increase persuasive 

impact,” wrote McGuire (2013, p. 137), a point that he also noted is rather obvious. Thinking of 

Georgia voters whom I hoped to reach (audience), I asked Bettye Harris (source) to narrate the 

voiceover in the first video. Among other desirable qualities, I found her voice to be 

recognizably southern and African American. 

I made profound changes in channel for the second video. Though other factors came 

into play – Sci4GA has three times as many TikTok followers as YouTube subscribers, and the 

two services use different algorithms to feed viewers content – I suspect some of the channel 

changes may have helped the second video achieve more than seven times as many views. 

The obvious change was to shift from You Tube to TikTok and Instagram. This cascaded 

into several related choices (Figure 11).  
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Figure 11 Connections to the Classic Input-Output Framework in the “ladder” video 

 

All my video experience has been creating for YouTube in landscape format, to be 

watched on a computer or TV. But younger voters (audience) are more likely to watch videos on 

their phones. TikTok and Instagram default to portrait view, because people generally hold 

phones with the long dimension vertical. I would have to switch from landscape to portrait. (This 

meant minor inconvenience for editing in iMovie, where stills and videos had to be turned on 

their side.) The ladder as centerpiece of the opening shots was inspired partly by this change.  

Another video that Sci4GA posted alongside my first video helped inspire talking to the 

camera. On the Power and the Public Service Commission page Sci4Ga shared a YouTube video 

by Montana-based influencer Hank Green, who has 3 million YouTube subscribers. Green’s 

https://scienceforgeorgia.org/knowledge-base1/power-and-the-public-service-commission/
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video, urging Georgians to vote in the PSC elections, already had more than 800,000 views. It is 

completely different in style from my YouTube video.  

Green addresses the camera directly throughout – no cutaways, no music. He even seems 

to be using jump cuts deliberately. These are splices between takes in which his image jumps 

noticeably. I was taught to avoid them – use cutaways to images or shifts in camera distance to 

cover splices – and found them distracting. But perhaps they are normalized among users of 

TikTok and Instagram, which facilitate quick, talk-to-the-camera videos that users create with 

minimal effort. Though avoiding jump cuts, I took the lesson of having someone directly 

addressing the camera (source). Given the looming election as deadline, that someone turned out 

to be me. 

A further difference in channel was a consequence of making a shorter video. Although 

Green’s piece was over 9 minutes long, I read that for TikTok and Instagram, the recommended 

length is a minute or less. Though I could not achieve that, I shortened it by dropping the 

characters and plot of the opening, most of the flyovers and all of their music, leaving my voice 

and the Electricity Surge sound effect as the only audio. 
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4 PROJECT 3 –HOMEGROWN SOLAR ACT VIDEO 

4.1 Inspired by Czajkowski’s Election Video 

I was gratified to see that the PSC Ignores Cheap Solar videos together got more than 

2,500 views, but humbled that Sci4GA’s Michael Czajkowski’s two-minute message on the PSC 

vote got more than 30,000 views just on TikTok over the same few days. I found Michael’s 

video both clever and simple in laying out why “you should go vote.”  

• Some groups are pushing a massive gas pipeline expansion driven by data centers 

• Data centers already use more electricity than all the residential customers in Georgia 

• Georgia Power is a monopoly that makes profit by building power plants 

• The Public Service Commission is supposed to guard ratepayers but has let them down 

• Georgians get a chance to vote about this on Tuesday.  

An engaging twist was that what appeared to be two people conversing from the front 

seats inside a parked van was actually Michael in both seats, as a passenger wearing glasses and 

a driver wearing long earrings.  The ‘Michael’ behind the wheel had apparently just heard the 

passenger’s strange story and asked about each of its points, for example, “And you are telling 

me that the only thing that keeps Georgia Power from raising our rates arbitrarily is something 

called the Georgia Public Service Commission?” The other ‘Michael’ would nod and reply 

“That’s right.”  

What impressed me most was how imaginatively and succinctly the video conveyed the 

election scenario without talking down to the viewer. The ‘Michael’ who did most of the talking 

appeared to be learning along with the audience, experiencing incredulity at the outrages that the 

politically powerful assumed they would get away with. 

https://www.tiktok.com/@sci4ga/video/7568329186486570295
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4.2 Approaching the Science for Georgia Organization to Add Solar Content 

As I was to highlight in the Homegrown Solar Act video, what was supposed to be a 

sleeper election for two PSC seats turned out 1.5 million voters and went against the incumbents 

by 63 to 37 percent! From what I could see, Sci4GA was an important contributor to the 

coalition that raised enough awareness to achieve that result. I decided to offer them financial 

support and my time (and I hoped, skills and creativity) as their volunteer.  I anticipated having 

fun and learning from their expertise in the process. 

Soon after the election, I asked to meet with the staff. Would they work with me on that 

basis to promote the message about solar that Bill McKibben had inspired? 

We agreed at that meeting to begin in January virtual meetings every two weeks. Our 

initial goal would be a video timed to support solar legislation during the next Georgia legislative 

session. No solar bill was given much chance in the 2026 session, but we agreed that asking 

Georgians to support a piece of legislation was a good way to emphasize the role of the PSC and 

the legislature in realizing the potential of solar to bring down electricity rates. 

4.3 Georgia Homegrown Solar Act 

The 2025 Georgia Homegrown Solar Act (GHSA) had lodged in the House Energy, 

Utilities & Telecommunications Committee. Solar advocates (correctly, as it turned out) had low 

expectations that the committee chair would even give GHSA a hearing during the 2026 session. 

But since such a bill could help realize the potential of adding solar to parking lots and rooftops 

as discussed in the PSC Ignores Cheap Solar videos, we chose it as the focus of our first 

collaborative video. By asking video viewers to call on the chair to allow a hearing, we hoped to 

build public support while improving chances for a similar bill in the next legislative session. 
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GHSA can be described as a successor to the Solar Power Free-Market Financing Act of 

2015, which allows solar providers to pay to solarize a property and then sell the electricity to the 

property owner. GHSA would allow the provider to install up to 25 acres of solar panels on a 

property and effectively sell shares in the panels to any Georgia Power ratepayers, who would 

receive a reduction in their electricity bill.  

The concept had attracted the label “community solar.” To me that suggested that if 

someone in my neighborhood with a favorable site installed solar panels, my neighbors and I 

could buy shares of the output.  But GHSA is more flexible in allowing any Georgia Power 

customer to buy in, as well as less intuitive in that the utility serves as intermediary. It could be a 

challenge to explain clearly.  

4.4 Initial Concept: Dialogue at the Park & Ride 

I decided that one of the potential solar sites from the PSC Ignores Cheap Solar videos 

could get the concept across most simply. Suppose a provider secured the rights to put a solar 

canopy over the 19-acre MARTA Indian Creek Park and Ride that had been the first stop on the 

Google Earth tour. The new video could revisit the image of solar covering that lot. Next, it 

could fly from the home of a hypothetical subscriber to the canopy, with a small rectangle added 

to mark the homeowner’s share of the project.  

I wanted to build on Michael’s dialogue approach. What if Michael’s van again would be 

the setting for a conversation, this time between the two of us? The dialogue would mention that 

we had made videos encouraging people to vote in what was supposed to be a sleeper election, 

and remark how gratified we were that people turned out. At some point the camera would pull 

back to reveal we were in the Indian Creek lot and then proceed to the Google Earth scenario just 

described.  



49 PROMOTING CLEAN ENERGY 

4.5 Collaborating on Design 

Michael’s initial reaction was that bragging on the earlier videos would shut down 

interest. Michael also worried that the election success was old news by now, dampened by the 

lame duck PSC in December unanimously finalizing its decision in favor of Georgia Power’s gas 

and coal proposal. 

When I pressed the point that building on our earlier videos was part of the explanation of 

how Homegrown Solar works, Michael agreed to go along with mentioning the earlier videos, if 

done in a self-mocking tone.  

Michael’s proposed opening was: 

WEARING big fancy rich people costumes 

B + M: We got rich and famous from making videos about the Georgia Public Service 

Commission.  

M: And now we are going to throw it all away to boost up legislation about solar.  

B + M: Booooring. But for a really good reason.  

B: Nobody talks about solar anymore, it’s a career nose-dive for heavy-hitting big time 

influencers like us. 

M: But this might be an even more important way to bring our power bills down and 

keep Georgia Power from crushing us.  

B: It’s as close as your phone. 

I thought the silliness was a good idea, but I preferred to mention the election turnout and 

not to deprecate solar as boring. I proposed we open this way: 

WEARING big fancy rich people costumes 

B + M: We got rich and famous from making videos about the Georgia Public Service 

Commission. 
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M: It’s SHOCKING how many Georgians turned up to vote in what was supposed to be a 

SLEEPER election. 

B: We’re back because there’s another way for people who care about their electricity 

bills to notch a victory.  It’s as close as your phone. 

We showed the script alternatives to Sci4GA Executive Director Amy Sharma, who 

suggested we shoot both versions so she could offer feedback.  

4.6 Shooting the Video and Editing First Draft 

Michael provided the “rich person costume” of a robe, hat, and “pearl” necklace, which I 

put on over a lavender shirt from my closet. I had visualized sitting inside the van, but given the 

sunny day, there would have been too much contrast to zoom out from a view of us through the 

windshield to show the MARTA lot. Michael proposed we stand in front of the van, and 

positioned the camera and tripod to shoot the few “B + M” lines that we spoke to the camera 

together.  Then, with each of us angled as if speaking to the other, the camera captured all of 

Michael’s lines as I held up the script, then all of my lines as Michael held the script. Thanks to 

Michael’s experience setting this up, it worked out as intended when I pieced the conversation 

together using iMovie.  

Where my script had the zoom-out to reveal the MARTA lot as Michael said, “And that’s 

where we are now, just waiting for the solar canopy to appear,” Michael suggested we ham up 

the line by saying it together to the camera and gesturing toward the sky.  

In editing, I built on that campiness. I set that shot as an inset within the satellite view of 

our actual location in Google Earth.  On the satellite view, I put the label “Rich and Famous 

Influencers” with an arrow to our position. First the satellite view zoomed in on that position 

from showing the entire lot, then the inset view of us zoomed out to reveal more of our 
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surroundings. Then, with the ripple and Electricity Surge effects, the solar canopy appeared in 

the satellite view. As if to show the canopy had blocked sunlight, the inset picture of us dimmed.  

4.7 Further Editing in Response to Comments 

In reviewing the first draft video, Michael wrote [italics show my edits in response]: 

I think both versions are cool, but could use like some silliness visually with the rich and 

famous gag. Overlay some money falling, have big goofy text, whatever. If we go with your 

version, the rich and famous influencers gag at the start needs this visual silliness/ emphasis more 

because we move on from the gag immediately and it’s a bit confusing to the audience why we 

are in the outfits. [I added to the opening shot the flashing text, “Rich and Famous Influencers” 

that had labeled our location in the satellite image, with arrows pointing to our heads.] 

Not the most important thing though. you might use some visual cues sooner to show 

people what they are hearing about. Not super essential but I think it’s helpful to break up what 

the audience is looking at. For instance: 

You could show a screenshot of a headline about the PSC when you mention them rubber 

stamping. [I found online a free-to-use cartoon of a kid holding a newspaper with a screaming 

headline, and tweaked it to read “PSC OKS RATE HIKE AGAIN!”] 

And you can show the same little images of our videos when I say “it builds on what we 

explained in two videos from before the election”… and you might add text on one saying “about 

solar” and the other saying “about the PSC”.[I made this change]. 

You could show a picture of a smoky coal plant and a dollar sign when I say “that will 

hurt the environment and we will pay huge monetary costs for" [I found an image of smokestacks 

and tweaked it to show green dollar signs streaming out with the billowing smoke.]  

In the Michael version, the word BOOOORING should be big onscreen when we say 

that. Emphasis and visual enticement.  [we did not use the Michael version] 
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In your version, the “shocking” line that I say near the beginning could use a zap sound 

effect. Just a fun thought. [I did this] 

love the “rich famous influencers" zoom in on the parking lot map. good stuff right there.  

Of course, they will need to be captioned. If you want,  I can do the captioning and 

maybe add some of these visual effects / extra images once you are done on your end. [with this 

reminder, I moved some inset text boxes out of the lower third of the image to avoid Michael’s 

captions; there had been conflicts like this with captions on the PSC Ignores Cheap Solar 

videos.]  

4.8 Developing Action Page and Launching Video 

As she had requested, I shared two video versions with the different opening lines with 

Sci4GA Executive Director Amy Sharma. She selected my version. I then created the following 

text for the Sci4GA web page to which an onscreen bit.ly link directed viewers.  

The Georgia Homegrown Solar Act is a bright opportunity to lower bills with clean, 

homegrown energy.  

Please help put this 2025 bill back in motion by reaching out to the Chair of Georgia’s 

House Energy, Utilities & Telecommunications Committee. He is Representative Don Parsons of 

Marietta. Click here to reach his Capitol Office at (404) 656-5143. You can leave a message like 

the following with his staff or on voice mail. 

“Please allow HB 507, the Homegrown Solar Act to move forward in the Energy 

Committee. By letting Georgians like me buy into what could be hundreds of mid-sized 

solar projects, this Act would increase electricity supply, lowering costs for all 

Georgians.” 

We emailed a link to the video to all members of the House committee a day before 

posting it publicly. The video generated 1,300 views on TikTok and 1,739 views on Instagram. 

https://scienceforgeorgia.org/wp-content/uploads/2025/03/2025.02.19-HB507-SB203_CommunitySolar_FactSheet.pdf
https://www.legis.ga.gov/members/house/184?session=1033
tel:+14046565143
tel:+14046565143
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Although as anticipated, the bill moved no further in the 2026 session, anecdotal evidence 

suggests we built awareness and generated calls. 

As I did with the previous two projects, I’ll explain in the next subsection how theory 

influenced my strategic design of the Homegrown Solar Act video. 

4.9 Communication Theory 

4.9.1 Pathos: Humor to Gain Attention 

I had used irony in my initial script: “Of course, only the people who want to save money 

would buy into something like that. Do we know anyone like that?” When Michael proposed a 

self-mocking portrayal of us as getting rich and famous from making videos about the PSC, I 

jumped on board.  

Using humor is a type of emotional appeal, part of the “pathos” in Aristotle’s ethos, 

pathos, and logos typology (Frymier, 2021). Frymier cites studies that show humor is a good 

attention-getter (p. 92) so Michael’s idea to use the gag to open the video fits well. Frymier also 

notes that humorous put-downs targeted at people we like are likely to offend. This may account 

for the popularity of self-deprecating humor.  I felt the humor was mostly directed at ourselves – 

we wore silly clothes and stood in front of an old van to emphasize that we had not gotten rich 

making videos.   

4.9.2 EPPM: Efficacy Demonstrated by Election Result, 2015 Bill Unanimous 

When I successfully held out for mentioning the PSC election turnout in the opening, I 

was advocating for demonstrating efficacy (Figure 12), based on the previously discussed 

Extended Parallel Process Model (EPPM; Witte, 1994). Since the video was non-partisan, I 

avoided claiming the outcome as a victory, instead mentioning the “shockingly” high turnout. 
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Since most viewers, especially those who voted, would know who won, I believed they would 

feel self-efficacy.  

Later in the video, we showed former Governor Deal’s picture as we said: 

B: ...right now a company could put solar here and sell the power to MARTA, just 

like one did for Emory. That only became legal in 2015, when Governor Nathan Deal 

signed the Solar Power Free-Market Financing Act. 

M: Enough people wanted the freedom to buy and sell solar that it passed the 

legislature unanimously. 

I mentioned this result to demonstrate response efficacy, i.e., Georgia is able to improve 

its laws about solar, as it did so before. Governor Deal’s picture appeared along with mentioning 

his name to remind viewers that the bill succeeded even under a Republican administration.  

 

Figure 12 Two types of efficacy in the Homegrown Solar video 
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4.9.3 Moral Foundations: “Free-market” and the “Freedom to Buy and Sell” 

The 2015 bill title, “Solar Power Free-Market Financing Act” likely smoothed its passage 

by resonating with the Liberty/Dominance foundation (Iyer et al., 2012) of Moral Foundations 

Theory (Haidt & Joseph, 2007).  Mindful of the opportunity to broaden the video’s appeal, I 

mentioned that title and had Michael refer to “the freedom to buy and sell solar.”  

4.9.4 Conversation or Monologue? 

Perhaps the most obvious communication choice in the Homegrown Solar Act video as 

compared to the videos in PSC Ignores Cheap Solar was using two presenters in conversation 

(Figure 13). Conversation was also a deliberate choice in Project 1, in contrast to my earlier 

climate programming at Senior University. These choices were guided by observation (for 

example of Michael’s video, as well as a popular morning TV and radio format) rather than by 

any exposure to the literature that I can recall. Searching for “dialogue versus monologue” in 

Google Scholar or one of my textbooks (Frymier, 2021) was not helpful. It only turned up hordes 

of studies related to whether the source is engaged in two-way communication with the audience, 

versus simply addressing them. I tried a different tack in Google Scholar and was rewarded with 

a study (Strelow, Talke & Heitmann, 2021) that found positive results from using dialogues in 

advertising. I expect that browsing that article’s references would lead to a body of literature on 

the subject, but that can be research for another time. 
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Figure 13 Conversation vs. monologue 
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5 CONCLUSION  

5.1 Talk About Climate, or Only About Solar? 

Conversations on Climate took its title and direction from Katherine Hayhoe’s lead, “talk 

about climate.” But my subsequent video projects did not mention climate, advocating solar 

almost entirely on the basis that it is now more affordable than fossil energy. The communication 

theory I find most relevant to this shift is EPPM (Witte, 1994).  The theory says that any message 

that appeals to fear and/or guilt must establish personal and social efficacy to avoid backfiring 

with a “shoot the messenger” response. Hayhoe and others realize this and insist on every 

climate message being paired with “there’s hope.” Her blog entries all begin with a hopeful news 

segment. I too was conscious of the issue and designed Conversations with only three “bad 

news” sessions out of the eight. I created Conversations because I agree with Hayhoe that the 

most important climate action individuals can take is to talk about it to family, friends, co-

workers, and yes, politicians. Dropping it from public discourse can only drop it from policy 

agendas. But in individual videos promoting solar, omitting mention of climate would seem to 

soften the requirement to prove efficacy.  

McKibben’s point is that there is actual news to tell, which PSC Ignores Cheap Solar 

portrayed as the “secret that fossil energy owners don’t want you to know.” Solar and wind with 

battery storage have become the favorite source of new electricity worldwide, because they have 

cheaper capital cost and zero fuel cost, and can be delivered in months or less. Their nearest 

electricity competitor, the gas turbine, has higher capital cost, volatile fuel cost, and is back-

ordered in the face of rising demand from data centers. 

People already know that solar and wind are less polluting than fossil energy. So I did not 

plan to mention pollution or climate in the videos. But I deferred to a suggested edit that Michael 
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wrote for our collaboration, “It feels like we are stuck making this big mistake that will hurt the 

environment and we will pay huge monetary costs for” and Michael’s suggestion that led to the 

inset image I created of smokestacks and dollars.   

I admit that the current Democratic electoral strategy to speak almost exclusively about 

affordability influences me, especially heading into the 2025 and 2026 elections. I hope that after 

the 2028 elections, climate will have returned to the policy agenda as it was in 2020. By then, I 

would hope spreading awareness of solar and wind’s affordability will have improved the 

perception of efficacy, blunting the “shoot the messenger” risk of which EPPM warns. 

5.2 Who Is the Audience? 

In Conversations on Climate, the opening “Appreciation” session and the “Values” 

session were both attempts to acknowledge conservative values and forge a common ingroup 

identity. In the Homegrown Solar Act video, I mentioned the 2015 bill, showed Governor Deal’s 

picture, and touted “the freedom to buy and sell solar.” I did not actually expect this content by 

itself could enlist conservatives to support a transition to clean energy. So why bother?   

The Hidden Tribes study (Hawkins, Yudkin, Juan-Torres & Dixon 2019) by the 

organization More in Common contradicts the assumption that most Americans are polarized 

into liberal and conservative factions. It surveyed 8,000 Americans, weighted using census 

information to create a representative sample. The questions explored core beliefs around areas 

such as immigration, race, religion, and gender, around which polarization might be expected. 

Cluster analysis allowed the authors to recognize seven segments (“hidden tribes”) independent 

of any self-labeling as conservative, liberal, etc. They wrote that “understanding which segment 

an individual belongs to provides a better lens into their political views” than party identity, race, 

or gender, and “reveals the diversity of core beliefs within those traditional groupings.” (p. 22) 
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The authors found significant interest in listening and compromise in the middle four 

segments, which they tagged as “the exhausted majority,” as well as a split opinion in the 

remainder that they called the “wings.” Two-thirds of the exhausted majority, and half of the 

wings, agreed more with the statement “The people I agree with politically need to be willing to 

listen to others and compromise” than with “People I agree with politically need to stick to their 

beliefs and fight.” (p. 15) 

I believe that most of us – and especially those who are not activists for a cause - have 

competing ideological voices in our head. By seeking common ingroup identity that is 

compatible across ideologies, we turn down the volume of that debate and allow better listening 

to the case for a clean energy transition. 

5.3 Ethos, Pathos, and Logos 

Frymier’s (2021) textbook presents Aristotle’s view that ethos, pathos, and logos must 

combine for successful persuasion. Logos - logical argument – is a given when persuasion is 

about public policy as opposed to, say, a brand of breakfast cereal. If a video’s aim is both to 

promote that solar is affordable and to demonstrate that there is plenty of opportunity for it in 

urban settings, the logos will take time to lay out. I shortened that time from the first PSC 

Ignores Cheap Solar video to the second by cutting out the narrative plot and the flyover. 

5.3.1 Ethos – Integrity and the Double-edged FLICC Test 

Ethos refers to the credibility of the source of the argument. For a science organization, a 

reputation for integrity is a key asset. I approached Sci4GA to host my videos because I found 

their website resources credible and well-documented. When approaching them to post the first 

video, I provided a writeup of its sources and calculations.  
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I have described the propaganda techniques that Cook (2020) listed with the mnemonic 

FLICC as a double-edged sword. You can combat an adversary when you recognize them, but 

applying them to your own message will test your own integrity (Figure 14). Looking back, I 

flirted with conspiracy theory in the first video, “the owners of fossil energy resources...don’t 

want you to know.” Do the largest shareholders in coal and oil companies really know that solar, 

wind and battery technology are breathing down their necks?  Maybe not, but a conspiracy of 

fossil energy interests to hide facts they knew about climate is well documented, for example in 

Oreskes & Conway (2010).  

 

Figure 14 Two examples of self-critique applied to the videos. 

 

Note. Resorting to FLICC tactics can erode credibility (ethos). Stoking anger (pathos) can 

undermine collaboration. 
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Cherry-picking facts is a huge temptation in a policy controversy. It obviously runs 

rampant on both sides as political campaigns heat up. I worry about selling the transition to clean 

energy as if it were purely about how quickly solar, wind, and batteries can be deployed. In a 

recent Volts podcast (Roberts, 2026), host David Roberts interviewed Notre Dame professor 

Emily Grubert about her work on what happens in an economy that is moving away from fossil 

fuels but is still partly dependent on them (Grubert & Hastings‐Simon, 2022; Lappen & Grubert, 

2026).  

For example, where there are now three gas stations on a corner, declining demand might 

put all three out of business at the same time. A refinery that makes the feedstocks for plastic 

might close down because the plastics were a by-product of its profitable production of gasoline. 

Lower-income people may be left out in the cold, and political headwinds against the transition 

may mount. Grubert’s recommendation is to plan ahead for the transition, but she acknowledges 

this planning demands consensus that mounting climate disruption is causing bigger pain. 

5.3.2 Pathos, Social Media, and High Conflict 

Pathos – emotional appeal - as previously mentioned includes the self-deprecating humor 

in Homegrown Solar Act. On another positive emotional note, in the first PSC Ignores Cheap 

Solar video, I hoped the flyover motion, smooth guitar interludes and choral crescendos in “Be 

Here Now” might reinforce good emotions about the potential of solar.  

I designed the opening of that video both for suspense, and I think to carry some anger. 

Although the second video dumped the narrative structure, I spoke a line expressing similar 

anger: “It’s too bad Georgia’s 5 Public Service Commissioners did not climb this ladder before 

they voted this summer to get new electricity mostly from gas.” 
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Regarding anger, recently I listened to “The Human Cost of AI, Part 1,” an episode in 

theology professor Lee Camp’s No Small Endeavor podcast (Camp, 2026). The episode explains 

that social media algorithms favor rage over positive emotions, simply because the companies 

have learned that it keeps users on the social media sites longer. Camp interviewed Garrett Graff, 

a journalist and host of the podcast Long Shadow. 

Lee Camp: [Graff’s] recent season entitled “Breaking the Internet” traces 30 years in which 

the internet moved from civic promise to the attention driven economy we know today. In the early 

years, it capitalized pro-democracy movements [and] facilitated the Arab Spring. 

So how did social media evolve into a rage baiting machine? 

Garrett Graff: A very simple business decision that these tech companies make is they are 

not going to be user revenue driven. They're not going to be subscription based. As a Facebook user, 

you pay nothing for the service. And so what that means is you are the product and that you are the 

thing that Facebook is selling to someone else. 

Facebook turns to this advertiser-driven model, which means they need people to stay on the 

website for as long as they can in order to sell as many ads as they can. What they come to determine 

very quickly is content that makes us angry, content that we don't like seeing, content that enrages us 

actually makes us stick around longer, that people are more likely to engage with, and share, and 

react to, and comment on, and watch content that enrages them. 

Over time, these algorithmically driven news feeds on social media websites become 

incredibly, sophisticatedly curated and at one point Facebook is weighting in its algorithm, the 

equivalent of the dislike button five times as powerfully as they're rating and weighting the like 

button. So if you see something on your Facebook newsfeed that you don't like and tell Facebook 

that[,] you are sort of five times more likely to see more content like that than you are something that 

you actually want to, you know, that makes you happy and joyful, and kittens and unicorns and 

rainbows. 
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Lee Camp: Five to one, outrage over joy. Not because anyone decided to make the world 

angrier, but because anger kept people on the platform longer, and longer meant more ads, and more 

ads meant more revenue. 

Graff’s points imply that to get lots of views through social media (Facebook in 

particular), videos may need to increase polarization.  This also may increase turnout in political 

campaigns. Presumably, anger at the incumbents contributed to the PSC election victory for 

clean energy advocates. But if consensus will be required to persist through the challenges of the 

energy transition, stoking rage carries a risk. 

Marshall and Burgess (2022) demonstrated that “affective polarization” in which 

partisans “tribally dislike each other” is associated with a negative response to a climate proposal 

that partisans believe comes from the other side, and decreases the willingness of elected 

officials to collaborate on climate.  

Affective polarization over policy is one example of “high conflict” as explored by 

Ripley (2021). She contrasts healthy conflict, as “friction that can be serious and intense but 

leads somewhere useful” without “collapsing into dehumanization” with “high conflict,” which 

is typically “us-versus-them” and “becomes self-perpetuating and all-consuming,” leaving 

almost everyone worse off (p. xi). After illustrating the operation of high conflict in divorces and 

local politics, Ripley writes at length about how to return to healthy conflict by summarizing 

examples that include deescalating gang turf wars in urban Chicago, re-integrating rebels into 

Colombian society, and a surprising exchange project between New York synagogue members 

and Michigan prison guards. Much of the book, and a theme in the following principles that she 

presents in an appendix (p. 289-297), is about listening, both to investigate and to allow the other 

party to “feel heard” (I have bolded these principles in the subsequent paragraphs). 
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1. “investigate the understory”: seek out any hidden issues causing the conflict. 

2. “reduce the binary”: discover shared identities, acknowledge movement toward the 

center, and avoid boiling the conflict down to either/or choices. 

3. “marginalize the fire starters”: listen less to voices on either side promoting “us 

versus them.” 

4. “buy time and make space”: allow time apart to cool down, and hone the ability to 

state the other’s point of view as articulately, accurately, and fairly as possible. 

5. “complicate the narrative”: develop the curiosity to ask what is oversimplified about 

the conflict and what each side wants to understand about the other. 

Considering what issues might lie hidden in the understory of the climate action debate, 

I wonder whether we entertain competing simplifications of capitalism/technology as either 

incapable of doing long-run good, or capable of overcoming every hurdle. The mix of upbeat and 

“bad news” sessions in Conversations on Climate was an attempt to dispose of both 

simplifications. 

In that project’s theory section, I discussed applying the Common Ingroup Identity Model 

to reduce the binary by building on shared identities in the audience, especially in the opening 

class, “Appreciation.” I described my “Values” speaker’s “partnership economics” as 

disavowing both Friedman and Marx, who could be considered the fire starters in today’s 

polarized discussions (Figure 15).    



65 PROMOTING CLEAN ENERGY 

 

Figure 15 Designing Conversations on Climate to defuse High Conflict 

 

It is a challenge, especially in the medium of short videos, to buy time and make space 

or to complicate the narrative. But I have tried, and will try, not to foreclose such possibilities 

in the interest of making a popular video.  

5.4 Preferred Communication Strategies  

The models of communication in this report are those I have written about in term papers 

since entering GSU’s graduate program in 2019. Guided by the purpose for which I entered the 

program, each paper dealt with some aspect of climate communication. In beginning to write this 

report, I compiled a table (Table 1) using one to three examples of communication concepts, 

models, or theories from each paper, each with its bibliography reference, and a few words that 

allowed me to remember the theory. To organize the list, I created categories based on the aspect 
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of personality in which a theory seemed to me to specialize: emotional, identity/ego, logical, 

moral, and social. I labeled those that did not seem to specialize “general.”  

Reviewing the table by categories helps me summarize recommendations to others who 

would make use of the literature on strategies for climate communication. 

 

Table 1 Communication Concepts I Explored in Coursework and Term Papers 

 

Category Communication Models/Theories/Concepts References 

general Pathos, Ethos, Logos speak to “the elephant,” 

representing pathos and ethos on which the logos, the 

rational mind, is only the rider 

Haidt (2012); 

Frymier (2021), p. 

65 

general McGuire’s Classic Input-Output all communication 

is structured with a source, channel, message, and 

audience 

McGuire (2013) 

general Reasoned Action assess beliefs about behavior – 

change or add new normative beliefs, change 

motivation 

Frymier (2021), p. 

343 

moral Moral Foundations care, fairness/ reciprocity, in-

group/ loyalty, authority/ respect, purity/sanctity, 

liberty/domination 

Graham et. al. 

(2011) 

moral dual systems reasoning pragmatic outweighs moral in 

business 

Leaptrott and 

MacDonald (2008) 
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identity/ego motivated reasoning a person filters and reinterprets 

to guard their social identity 

Hart & Nisbet 

(2012) 

identity/ego cognitive dissonance dissonance occurs with induced 

compliance, hypocrisy, decision making, & effort 

justification 

Frymier (2021), p. 

213 

identity/ego Social Judgment latitude of acceptance/ rejection/non-

commitment 

Frymier (2021), 

p.188 

emotional Narrative Policy Framework storytelling elements: a 

setting relevant to audience time and place, a plot, 

characters they can identify with, and a concluding 

moral 

Jones & Peterson 

(2017) 

emotional Extended Parallel Process Model (EPPM) fear 

appeal: severity, susceptibility, response efficacy, self-

efficacy 

Witte (1994); 

Frymier (2021), p. 

96-97 

emotional high conflict healthy conflict avoids dehumanization; 

high conflict is us-versus-them, self-perpetuating and 

all-consuming 

Ripley (2021) 

social Affective Polarization partisans tribally dislike each 

other 

Marshall and 

Burgess (2022) 

social Hidden Tribes Middle 4 out of 7 segments, “the 

exhausted majority,”: we need to be willing to listen 

and compromise” 

Hawkins et al. 

(2019) 
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social Common Ingroup identity formerly competing groups 

+ superordinate identity, common goal, reduce 

intergroup animosity 

Gaertner, Dovidio, 

& Samuel (2000) 

logical FLICC – disinformation tactics Cook (2020) 

logical Inoculation supportive plus refutational message most 

effective 

McGuire, 1961; 

Frymier (2021), p. 

128; Cook et al. 

(2022) 

logical Elaboration Likelihood Model motivation and ability 

to process message are key to stable change 

Petty and 

Cacioppo (1986); 

Frymier (2021), 

p.267 

logical Fast and Slow Thinking Experiential processing is 

reflexive and fast, analytical processing is reflective 

and slow  

Kahneman (2011) 

 

5.4.1 General 

Before attempting logical persuasion, I recommend doing the homework of considering 

other aspects of personality. Haidt (2012) compared Logos in Aristotle’s Pathos, Ethos, and 

Logos (Frymier, 2021) to the rider on an elephant. He made the point that to turn something as 

large as a human’s intentions you must “speak to the elephant”: address Pathos and Ethos to have 

a chance with Logos. 
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I find asking whether the Source, Channel, and Message are well-designed for a specific 

Audience (Classic Input-Output Model; McGuire, 2013) good preparation. If the 

communication is aimed at persuading the audience to take a specific action, I want to determine 

the necessary behavioral, normative, and control beliefs (Theory of Reasoned Action; Frymier, 

2021), as I discussed in connection with the Public Service Commission videos. 

5.4.2 Moral 

Recognizing that different people and subcultures place different weights on values such as 

Fairness and Authority (Moral Foundations Theory; Graham et al., 2011; Haidt, 2012) seems 

to me prerequisite to a constructive conversation across political divides.  But, for better or worse 

in business, pragmatism can overrule an individual’s personal morality (Dual Systems Theory of 

Reasoning; Leaptrott and MacDonald, 2008). 

5.4.3 Identity/ego 

Although I did not discuss it in this report, researchers have argued that the drive to maintain 

one’s self-image can have a powerful effect. Motivated reasoning (Hart & Nesbit, 2012) helps 

explain how presenting evidence to someone whose self is coupled to an ideology sometimes can 

drive them to cling more tightly to mistaken ideas about climate. ideological views, because 

ideology becomes equated with self. On the other hand, some researchers credit cognitive 

dissonance (Frymier, 2021) – the tension between an action demanded of someone and their 

self-image – with changing people’s attitudes. Despite its name, Social Judgment Theory 

(Frymier, 2021) is not about perceiving what one’s peers think about an issue, but about the 

range of positions an individual finds acceptable or unacceptable, which seems to me to be tied 

to identity. 
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5.4.4 Emotional 

I wrote about trying to harness the emotional power of story in the first PSC video 

(Narrative Policy Framework; Jones & Peterson, 2017). But I noted that in the shortened 

second PSC video, there did not seem to be enough time both to develop a story and lay out the 

logical argument for voting to support solar electricity.  

I mentioned that the Extended Parallel Process Model (Witte, 1994) may hold a key to 

why persuasion on climate can be so difficult. The more fearful the scenarios and personal 

experiences of a disrupted climate, the stronger the tendency to discount the evidence, unless a 

person believes they have agency.  

I also discussed the claim that social media is cultivating rage, which escalates 

disagreements into the destructive zone of High Conflict (Ripley, 2021).  I recommend that 

climate activists understand and apply Ripley’s recommendations to prevent the paralysis that 

High Conflict can cause.   

5.4.5 Social 

The present polarized political environment is popularly compared to the division of a 

culture into warring tribes. Marshall and Burgess (2022) studied how state legislators were able, 

or unable to work together on decarbonizing energy, depending on the extent of affective 

polarization, in which partisans tribally dislike each other. As I mentioned in postulating that 

most of us have competing voices in our head rather than totally identifying with a tribe, the 

Hidden Tribes work of Hawkins et al. (2019) found evidence that most Americans are in the 

“exhausted majority” who would prefer that partisans work together for the common good. I 

have described how the Common Ingroup Identity Model (Gaertner, Dovidio, & Samuel, 
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2000) inspired my attempts in Conversations on Climate to meld competing tribal voices, by 

touching base with conservative attitudes and stating a common goal. 

5.4.6 Logical 

Once one has “spoken to the elephant,” there is still the task of convincing the audience 

(rider) that a solution makes rational sense. Here techniques to recognize and defeat FLICC 

disinformation tactics (Cook, 2020) can be critical. I mentioned having analyzed Goreham 

(2013) for FLICC tactics in a Persuasion class assignment. I recommend consulting Cook’s work 

for antidotes such as analogies that demonstrate an argument’s absurdity. In that class 

assignment, I spoofed Goreham’s logical fallacy/non sequitur that carbon dioxide could not 

possibly cause warming because it only makes up around 0.04% of the atmosphere. I suggested 

offering him a steak that contains only 0.04% strychnine (0.005% is considered lethal). 

I discussed applying Inoculation Theory (McGuire, 1961) in Conversations on Climate 

by teaching climate history to inoculate against the idea that climate change is continuous and 

always natural. The theory recommends identifying and stating an opponent’s most persuasive 

sounding arguments, then refuting them. 

I have not mentioned in this paper the Elaboration Likelihood Model (ELM; Petty and 

Cacioppo, 1986), which has come up in several classes, or the popular work Thinking, Fast and 

Slow (Kahneman, 2011). Both postulate that logical thinking gets skipped over when people 

conserve brain energy by making quick judgments (ELM’s peripheral processing). Slower 

thinking including logic (ELM’s central processing) is more likely to form durable attitudes. 

People are likely to exert its greater necessary effort when a message is easy to process (aided by 

clear logic and repetition) and they are motivated to pay attention. These are also principles of 

good teaching, which I did my best to apply in Conversations on Climate as well as the videos. 
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5.5 A Look Ahead: Sunshine + Mapping 

As I conclude this paper, plenty of unfinished work beckons. For Conversations on 

Climate, after hours invested and some paid help from a student, there are readable transcripts of 

the “Disruption”, “Possibilities” and “Catastrophes” classes and the beginnings of edited audio 

from “Disruption.” I think completing some or all of the podcasts would provide a resource for 

others like me who are committed to action on climate.  

But especially in this election year, I see more potential in the collaboration with Sci4GA. 

Every two weeks since January, I have been meeting for an hour with three Sci4GA staff: 

Executive Director Amy Sharma, Director of Advocacy Michael Czajkowski, and Geographic 

Information Systems (GIS) and Data Analyst Jessica Owens. In addition to the Homegrown 

Solar Act Video, we have discussed how to capture GIS data quantifying and displaying 

potential locations of solar at urban sites.  I would like to help create a GIS Slide Show of such 

potential along the lines of this one that Jessica created for data centers. The data and maps so 

collected would also be news to publicize to the media and content for more videos that I would 

help Sci4GA make about solar in the lead-up to the 2026 elections. 

I attended, as a Sci4GA volunteer, the Georgia Interfaith Power and Light (GIPL) Green 

Team Summit February 7. There I learned from Sci4GA’s allies, GIPL and the Southern 

Environmental Law Center, about strategy and energy policy priorities at the PSC and state 

legislature. I assisted Sci4GA as a volunteer by attending at another all-day conference on May 

12, hosted in Covington by Georgia's Utility Scale Solar Siting Initiative. 

Amy named our regular meetings “Sunshine + Mapping.” By organizing map data and 

presenting it on the website and in videos, we aim to bring the stellar potential of solarizing 

https://experience.arcgis.com/experience/3751379ea3394b00ad8c8ae04d582d93
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Georgia into the sunshine. The communication theory and research that I learned about at GSU 

has illuminated the three projects of this paper and will continue to guide future work. 
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