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My (not typical) teen
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“You guys”



Concern for the environment is

Growing
Global

Multisector
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1 in 3 Americans blamed unusual 
2018 winter temperatures on Earth's 
changing climate.

Source: Gallup poll in March 2019
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Growing



More U.S. adults say protecting the 
environment should be a top priority 
for the President and Congress.

2008 41%
2018 62%
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Across the world
Across party lines
Across age & income groups
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Global



6 in 10 Americans say global climate 
change is affecting their local community. 
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45% said effects are evident in changes to the 
weather, including increasing frequency of severe 
storms, droughts, floods, and wildfires.

Source: Pew Research Center
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“This is not a Republican issue; this is not a 
Democrat issue. This is a human rights issue . . . I 
don’t want to live in a world where the future is 
unclear. I have big plans for myself . . . 
Unfortunately, adults haven’t done enough for 
us to make this future clear for me and for my 
peers. So we’re taking it into our own hands.”

Isabella Fallahi (age 15; sophomore, Carmel High School, 
Indianapolis)
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Even among 
Republicans, 
Millennials are less 
inclined than older 
generations to support 
increased use of fossil 
fuels to generate 
energy. 
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Boomers & older
75%
Millennials
41%



2/3 of consumers — across age and 
income groups — around the world now 
buy based on belief.

Source: Edelman Brand Study, 2018

@PublicPowerOrg #PublicPower16

Multisector



“In some ways, green and renewable 
is no longer an added value for 
brands but a requirement in the 
minds of consumers.” 

Source: CHARGE Energy Branding Blog

@PublicPowerOrg #PublicPower17



To address public sentiment, we must

Reiterate our roots
Educate

Engage
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- Community-owned
- Not-for-profit
- Customers have a voice
- No remote shareholders 

to answer to
- Community gets 

what it wants 

Reiterate Our Roots



Where we are now
Long-term plans
The consequences of change 
Everything we are doing to make a difference
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Educate







Since 2005, Southern Minnesota 
Municipal Power Agency has 
reduced 5.5 million tons of CO2
emissions

@PublicPowerOrg #PublicPower23

= 1.2 million cars off the road

= 6.5 million trees planted





2-way communication
Get customers to do their part
Start young
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Engage









“Middle school-aged students who learned 
about climate change were pretty good at 
getting their parents to think differently about 
the issue. Conservative parents and fathers 
showed the greatest change in opinion. 
Daughters were slightly more effective than 
sons.”

SOURCE: Research by North Carolina State University, reported by grist
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Taking it to Our 
Schools in 2019: 
Are YOU on 
Board? 



Now, talk 
about it!
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