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 Greenhouse Gas Education & Public Awareness Working Group

Meeting #1:  May 6, 2004, 10 am-3pm

Chewonki Foundation

Meeting Summary

Attending:
Peter Arnold, Chewonki Foundation; Tatiana Brailovskaya, Nereus Communications; Andy Burt, Maine Council of Churches; Mark Hays, NRCM; Saskia Janes, Maine Public Health Foundation; Dan Thompson, Advanced Management Catalyst, Inc.; Peter Cooke, Deb Avalone-King, Malcolm Burson (convenor), Maine DEP.

Unable to attend:  Jon Reisman, University of Maine-Machias

After introductions and a brief warm-up, the group settled in to a discussion of the first agenda item, What role should an Education and Public Awareness group have in developing and implementing a greenhouse gas / climate change Plan for Maine?  As the discussion evolved, among the issues raised were

· Are we assuming that Maine citizens already perceive the benefit/utility of addressing climate change?

· What approaches have other outreach efforts (such as City of Burlington, VT) taken?

· To what extent should our report in the Plan discuss the value of education in meeting the goals, and be directed at legislators who will read the Plan?  That is, should our focus be the legislature or the public?  Is our job selling the Plan or “educating the public?”

· Should we include a longer-term feedback mechanism on progress toward meeting the GHG reduction targets once the Plan is adopted?

· Where did the funding for the Rhode Island effort (Brown University) come from?

· Is an appeal to the “high moral ground” or “common good” likely to get us anywhere?

· A good focus might be that actions under the Plan are directed toward “a cleaner, healthier Maine.”

· Most of the actions that this group might recommend would not in themselves be “scoreable” in terms of direct or indirect carbon savings

Peter Cooke produced a schematic (see next page) to describe the universe of our work.  Several participants presented information about the so-called “social marketing” approach to increasing public awareness with the intent of changing behavior.  

Eventually, the group adopted the following purpose statement:

To develop an outreach, education, and marketing strategy with specific actions designed to communicate the purpose, goals, and benefits of the Action Plan; and to foster its adoption by policy makers, and implementation by businesses, organizations, communities, and the public.

The group agreed that many of our likely recommendations would “tag” or be directly linked with specific mitigation options in the Plan.   Members agreed that adding education, outreach, and public awareness recommendations to the options will add credibility to that option.  With this in mind, we determined that our primary efforts should be to “score” each of the options presented to the SAG at the June meeting for their awareness/outreach components.  E.g., if one of the options were vehicle “feebates,” we would analyze what sorts of public awareness/education would likely be needed, and if possible, estimate costs.

In this light, the group reviewed the two items referred to it by the Buildings, Facilities, and Manufacturing WG.  Both describe currently active programs within Maine, and are examples of the kind of “tag” already noted.  The group also reviewed the middle-school curriculum developed by Prof. Reisman’s student.

The group agreed that it should meet at least once more before the June SAG meeting, to further refine the approach above and begin to draft recommendations.

Next meeting:  Thursday, May 27

10:00 am – 3:00 pm, Chewonki
The group also set aside Tuesday, June 22, for an additional meeting if needed.

With regard to membership, it was agreed that additional members, particularly representing business interests, would be good.  Mark agreed to solicit Maine Businesses for Social Responsibility for a potential member.
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