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Driving Positive Impact with CSIC: Opportunity Areas based on Climate
Change Understanding

We surveyed N = 5,355 people across 8 markets to examine the knowledge, attitudes, and

practices of people who did and did not have access to the Climate Science Information
Center (CSIC).

1 - Belief in climate change is high, but people in the US are more skeptical than people in
other markets. Perceived personal impact of climate change varies a bit more within and
between markets, but people who perceive more personal impact are also more likely to

7))

(7))

()

.
discuss climate change. 8)

2 - Climate change knowledge is generally poor on (a) myths, (b) impact of certain everyday
behaviors, and (c) effects on various popular food and beverages. However, Facebook is a key

place for people to get information related to climate change, so there is opportunity to build
knowledge through our platform.

3 - People in western markets are less likely than those in other markets to believe that
information provided in CSIC would be accurate and trustworthy. In addition, awareness of

CSIC is very low for users in western markets, even among those who have visited based on
engagement information.

Recommendations

relationship between conversations and perceived personal impact, providing a designated
space for people to productively engage with others about climate change could be a way

to iqg;gase people’s awareness of the effects of individual behavior on climate and the
ects of climate on things people rely on.
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1 - Given how many people use Facebook for information about climate change, and the Q)

e science myths are a problem across all surveyed markets, but people in non-
western '[\)a(kgf(s are more likely to trust information Facebook provides about climate
science/change. As a result, there is more opportunity to positively influence the beliefs and

actions of people in non-western markets and it may be valuable to target content to each
that addresses specific opportunity areas.
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arch Motivation

k launched the Climate Science Information Center (CSIC) in the US, DE, UK, and F._'-
w bat misinformation about climate change. While the team conducted user re -
scale (e.g,a survey) has been conducted to better understand impressions ofthe'

beliefs about climate change. y .

s t e first part of quantitative research program to explore the img

itudes, and practices.
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Questions

e the climate change knowledge gaps?
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responses were collected between February 4 and February 17, 2021, just before tt
: in Taiwan, Nigeria, Brazil, and India.

:V;US and Europe (UK, FR, and DE), both visitors and non-visitors were sz;m_/eyed. g :
any user who engaged with the hub in some way within 1 month of survey start.
Europe 7

(UK, FR, DE)*
N=923 __]
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0> Like () Comment > Share

- -this would be another one

that would be nice to slice by CSIC
visitors if possible.

Like - Reply

. -(he data suggests

visitors were _less_ likely to
believe in climate change and
more likely to not know what
climate change is. Grain of salt of
course -- sample sizes for these
groups are pretty small, especially
since we were only had visitor data
for European and US participants.

Like - Reply - 1w

. Oh right, survey was before
wave 2 launch.
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Notably more people in tk

@ change, while a large portior
knowing what “climate chang

United States
India

Europe
Nigeria
Brazil

Taiwan

Percent of Respondents

. 1 do not believe in climale change . | believe in climate change | 30 not know what cimale change means



Over half of the pe " i ally at least a

moderate amount. T & US again presenting itself
as the most :

Percent of Respondents

- A lol or a moderale amount . A lithe or not at all | am not sure
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dents who did not knaw what climate changs et 8
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e a week or less. People
ons, while

United States

Talwan

Europe

Brazil
owia There was a positive correlation
(r = .321, p <.001) between
india personal impact (excluding “not

sure”) and conversations. This
isn’t predictive, but it does suggest

0% 25 B
Percent of Respondents that enabling conversations could
be one way to get people to
. Never . Once or twice Three or more times recognize t!ie personal impact of

climate change.

Note: This excludes respondents who did not know what climate change meant= 9
—
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scebook is the second most common source fqr news related to climate change,
aiwan, Brazil, and Nigeria indicating more: i ncg,m;it;he US and Europe Indlcatmg less 1
those who say they do not keep upwnh - : 2 ¢ angq news, 41% are from the US.

.,‘».qﬁ 2&“'&“

How do you currently keep up with news or information related to climate change? (Select all that apply.)
Television News
Facebook
News Aggregators
Shows and Movies
Online Climate News Sources
News Publishers
Other Social Media Platforms
I dont keep up with news about climate change
Peer-reviewed Journals

Other




Climate Science:
Knowledge
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te a large proportion believing in climate change, people are largely unaware of 1
thus presenting an opportunity to expand knowledge of both scientific rigor behind and
. of climate science research/data.

Which of the following statements are myths? m“"

“Many scientists are lying about the

W severity of climate change.”

“There is no scientific consensus about
—e climate change.”

“Climate models that predict changes
in temperature are unreliable.”

“Nature will find a way to deal with
climate change.”

None of the above st:

2
Mean Number Correct (0 - 4)




0> Like (J) Comment #> Share

I

. Since none of these things appear
to be obviously myths to the vast
majority of the sample | think this
supports pre-bunking especially
during times of high climate
activity on the platform. E.g.,
proactively surfacing warnings of
the common myths, and, second,
refute arguments that are made by
the misleading information.

Like - Reply

. -do you have this

data sliced by CSIC visitors?
Ideally we could get cohort
analysis of before/after seeing
CSIC to adjust for self-selection
biases among people who visit,
but not sure if that's feasible.
Maybe we have other techniques?

cc

Like ' Reply : 2w
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all markets, there is an opportunity to expand awareness of how climate change in
various food and beverage products that people commonly rely on, since overall know
t reach even half the possible number correct.

Chocolate

The supply of which of these popular foods and b ag I by current trends In climate change?

—eo—
Coffee

Avocado

Potato
| Wine
—e—i Fish

None of the above

2 3 4 All items may be negatively
Mean Number Correct (0 - 6) N




npared to myths and foods, there is more variation in knowledge between markets f
behaviors that impact climate change. People in Taiwan and Europe seem a bit more knoy
than those in other markets.

Behavior

to current trends In climate change?

Eating beef
Smoking tobacco

Driving a car

Not turning the lights
off at home

Discarding food

None of the above

All behaviors are considered contrib

2 3
Mean Number Correct (0 - 5)
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I'Facebook App value (FAV) follows a pattern consistent with reliance on |
nge news: Nigerian and Brazilian perceptions of Facebook suggest a better chanc:
positive influence on people in those markets.

How much value do you get from using Facebook?

United States —e—

——

NOTE: Axis excludes None at all'and 'A great




m most countries generally believe that information about climate «

SIC will be at least moderately accurate. The US is the only country that stands out
here.

mummunm—-q
medommuﬂlmﬂ

United States ———y

Europe
Perceived accuracy was positive
related to FAV (r = .421, p <.001)
of information, so higher FAV
indicated higher accuracy.

A little accurate Moderately accurate

m:m.mmnlgunv- Ex

[US and Europe only] Relationship between accuracy and survey grou



ist in information related to climate change in CSIC was a bit lower thar
it information, with European countries and the US exhibiting much less trust th
countries surveyed.

Nwllmynw«bmlnﬂnﬂm“bmm“m-
provide In the Information center?

United States

Trust was positively related to Europe
both FAV (r = .475, p <.001) and
even more strongly related to T
accuracy (r = .686, p <.001), so tr—t—}
B2 hU‘Ief ad A little hkely Moderately likely
and accuracy.
NOTE: Axis excludes N atall iy and &

[US and Europe only] Relationship between trust and survey gre



New Posts From Experts

9.4..

What You Can Do for the Planet )

0N

Climate Change by the Numbers

Recognized Organizations

A
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erall awareness of CSIC is very low for both
(based on engagement data) and non-
ors:

6% of visitors say they are not aware of

itional 19% of visitors say they are

wareness of the Climate Science Information Center (c

Europe (FR, UK, and DE)

Yes, I'm aware and I've visited it several times
Yes, I'm aware and | visited once
Yes, I'm aware but | have not visited it

No, ’'m not aware of it

United States

Yes, ’'m aware and I've visited it several times
Yes, ’'m aware and | visited once
Yes, ’'m aware but | have not visited it

No, I'm not aware of it

As of this survey, the CSIC had only launched in three European "
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Of the people who recall visiting, interest in CSIC content varies quite a bit; however, it trends toward |

the high end (i.e, “a lot”) and more than half of this small subsample considered the content at
least moderately interesting.

How much did the content in the information center interest you?

A moderate amount -

Not at all -

Not sure -

| |

o
w
o

Number of Respondents

was very low. R uld be taken with a grain of salt. 2%
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Unlike with interest, people are more split on how helpful CSIC content is to better understand J
climate change. e
) -'é
a How much did the content in the information center help you better understand climate change?
S k- —
O A mooo’at“ L ““"r ! _
S
O A little -
b
U M'al a”- —
O “ _
r
m : ' 2 30
-8 Number of Respondents
m this question was very low. Re hould be taken with a grain ofsalt. 22



Like - Reply

- This is incredibly interesting and helpful. So much good work to be done.

-

Like 9‘:[)‘/

. _but people in non-western markets are *more * likely to trust information
Facebook provides about climate science/change.”

Like - Reply

. wow lots of CC's! Il this is great, thanks so much for pulling together. Would

you be interested in sharing with the team in an upcoming standup?

Like  Reply

O P

Like Reply 6w

- This probably holds true not just on climate but other topics? Trust in FB is
higher outside US/UK/EU
O

O3
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» Climate Change Integrity Discussion
January 26 -

| searched ‘climate change’ in Watch on my FB app & portal and found some prominent results
of apparent misinformation - is there a better place to flag this?

The #2 video in my search results was climate misinfo from Turning Point USA, posted Jan 17
& already with 6.6M views: -

https://fb.watch/3fg8C6Cj70/
In app:

- Turning Point USA video appears 3 times in my search results (2 uploads to their page, one
from Jan 17 with 6.6M views, the other from Charlie Kirk's page)

- Media Bias Fact Check rate them a ‘questionable source'
https://mediabiasfactcheck.com/turning-point

“Overall, we rate Turning Point USA, Questionable based on the promotion of propaganda and
numerous failed fact checks. Note: on 4/10/2019 Turning Points USA failed their fifth fact
check, which moves them from Right Biased to the Questionable category.”

On my search of FB Watch Jon Stossell appeared prominently in search. Greenpeace have
previously flagged frequent misinfo in his climate focused content:

https://www.greenpeace.org/.../John—stossels.../

There was additional questionable misinformation style content from- present in
both search results

| -
CENTER FOR

INDEPENDENT
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- Hmm, also looks like the Neutral Inform Treatments (NITs) we're working on to
push people towards authoritative climate info might not apply to watch
posts/videos.- is this a known issue or just a config problem? For example,
I'm pretty sure this video should have had a NIT applied with our current pipeline
in testing, but it's not showing up: http v.facebook.com/watch/?
v=407282140373534

O |

Like - Reply

Not showing up in the scuba table at all:
https://fburl.com/.../electior ' ty_ke

Like - Reply

(not showing up for any other pipeline, either)

Like - Reply

who's going to look into watch videos &

O

Like - Reply

| don't believe CIRD covers Watch, though if someone sees the
video in their NF, it should have the treatment there.
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Like - Reply

- Is there a reason watch isn't included? Seems like a big hole

Like - Reply

It's a limit on the CIRD side, afaik. We can manually apply to watch
content.

Like - Reply

. _sounds like the general search was ok and brought up
CSIC but the video search didn't look so good?

Like - Reply

Like - Reply

- Discussion in post reshare:

https://fb.workplace.com/groups/684334745102019/perma|ink/16777885624
23294/
Like - Reply - 15w
i
Stassel with more misinformation using #EarthDay here:
https://fb.watch/AWFnOPVrgB/
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