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Over the past 16 years, 
I’ve focused my career on 
sustainability and 
environmental education. 
These are practical, real 
world tips that I’ve used to 
communicate successfully, 
and I hope they provide 
some insight for you, as 
well. 

Professional Experience Communications Tips  

Mary Pat Baldauf 



The Challenge 

 The average person gets one information 
interruption every eight minutes. That’s 
approximately seven an hour and 50-60 per day. 

 The average American is exposed to 247 
commercial messages and 3,000 advertising 
messages each day. 

 When Pew Research Center asked Americans to 
name their top priorities for our nation, protecting 
the environment came in 11 of 18. (Global warming 
was number 18.) 

 



1. Emphasize Benefits   

 Instead of sharing 

facts and features, 

show your audience 

what’s in it for them. 

 May mean creating 

slightly different 

messages for different 

audiences.  

Examples:  

 Use Sustainability to 

Impact Your Bottom 

Line (Businesses) 

 Five Sustainable 

Practices That Can Cut 

Your Power Bill (Home 

Owners) 



2. Illustrate Your Message  

 Use infographics, 

graphs, charts. 

 Present in a “show and 

tell” format. 

 Use demonstrations, 

such as Enviroscape. 

 



Same Info, Different Formats 

     A Pew Research Center survey conducted in 

January asked Americans to name their top 

priorities for the president and Congress in 2013.  

     Unsurprisingly, strengthening the economy (cited 

by 86%), improving the job situation (79%) and 

tackling the deficit (72%) were at the top of the list. 

     A slight majority (52%) of Americans named 

protecting the environment as a top priority, putting 

it a little more than halfway down the list. This 

represented an 11 percentage point increase over 

2009 but below the highs of 57% in 2006 and 

2007. Nearly seven-in-ten (69%) Democrats named 

the environment as a top priority compared to 49% 

of independents and 32% of Republicans. 

     One component of environmental concerns — 

global warming — got least support from the public 

as a pressing issue for the president and Congress, 

with only 28% naming it as a top priority. 

 



3. Tell a Good Story  

 Stories make a point. 

 Stories make it 

memorable. 

 Stories make it 

meaningful. 

 Stories create and 

reveal emotions. 

 Stories build 

connections. 

 

Three basic guidelines to  

use when crafting your 

story: 

 Introduce the conflict.   

 Provide the causes of 

the problem.  

 Show HOW and WHY 

you solved the 

problem. 

 

 

 



4. Reach People Where They Are  

 Because we are true believers in the cause, it may 

be hard to accept that not everyone sees things as 

we do. 

 Don’t dismiss those with different priorities; these 

are the very people you need to reach. 

 Try to understand your audience, and tailor your 

message to their level, not yours. 

 Show respect for people’s differing views and their 

life circumstances. 

 



5. Don’t Use Alarming, Absolute Messages 

 While these types of messages have their place, 

they generally don’t work for the people we are 

trying to reach.  

 If you are too forceful or present to high level of a 

message, your audience will often just tune you out. 

 Emphasize common values and interests, like healthy 

communities and quality of life. 

 It’s okay not to mention climate change. 

 



6. Practice What Your Preach  

 YOU are a 

communications tool.  

 Be consistent with what 

you say and what you 

do. 

 Especially important if 

you deal with the 

same audience on a 

regular basis. 

 



7. Create Content People Can Use  

 Especially important in 
terms of printed 
communications.  

 Strive to create content 
that people will post of 
their refrigerator or 
bulletin board. 

 Use text frames, call out 
boxes, pull quotes, lists 
and other ways to make 
copy easy to read. 



8. Use Opinion Leaders or Champions 

 You are not always the best person to communicate 

your message. Consider using an opinion leader or 

champion – someone who relates well to your 

audience. 

 Select appropriate champion to deliver message 

and/or enhance your message. 

 In written communications, feature information from 

champions via quotes, stories, lists and/or 

infographics. 

 



9. Take Advantage of Technology  

 Develop a plan early and 
use it to tell a cohesive 
story.   

 Integrate social media into 
a larger communications 
plan. 

 Use social media to 
promote projects, engage 
with a fan base, and 
provide customer service.   

 Listen. Use social media to 
see what others are 
saying about your cause. 
Check often and answer 
questions.  

 



10. Don’t Try to be Everything to Everyone  

 The die-hards already 
think they know more 
than you, and they’re 
quick to let you know. 
Don’t try to one up 
them; thank them for 
their input. 

 Antagonists will find a 
reason to argue. Don’t 
argue back. Agree to 
disagree or 
acknowledge different 
opinions. 

When it comes to communicating sustainability,  

the people in the middle perhaps represent the best 

opportunity for education and engagement.   
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