Attitudes of Europeans
towards air quality
14%

60% 47%

of Europeans do not of Europeans think of Europeans think
feel well-informed air quality has air quality has
about air quality. deteriorated over the improved.

past ten years.

Source: Eurobarometer (2022)




Why are we communicating?



Help schools in our pilot cities use air-quality -
data to protect children's health.

By June 2027, reach 5,000 parents with a one-page "what
the colours mean" guide, distributed through schools.

By March 2027, at least 30 schools have adopted an -~ e
outdoor-activity protocol based on Life CityTRAQ data Objective 2 -,

By December 2026, 80% of school principals in
the four pilot cities can correctly identify what
action to take on a poor air qualitxday'.)

Objective 1
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You talking to me?



Audience
segmentation

One message does not fit all.

Different people.
Different concerns.
Different reasons to care.
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Group A

Shared interests
and needs

Group B

Shared interests
and needs

Group C

Shared interests
and needs
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4 Types of Audience
Segmentation

Science Communication

Demographics

Age, education, location, language,
cultural background, and other
basic characteristics.

Knowledge & Literacy

Prior knowledge of the topic, scientific
literacy, confidence with data, and
familiarity with scientific terms.

Psychographics
Values, beliefs, concerns, motivations,

interests, and trust in science or
institutions.

Behaviors & Media Habits

How people seek information, what
channels they use, when they pay
attention, and how they act on
scientific information.



Do your messages move people to act?



Inverted pyramid

Put the most important message first.

THE BODY

The most important information

Deliver your key message first
Make it short, clear, and relevant
Hook the audience — make them care

The less important information

Adds context, data, quotes, and
evidence

Keep it clear and focused — don’t
overload

The least important information

NICE TO KNOW

NEED TO KNOW



Choose the frame based

on two things — your goal

Children’s issue

the air our kids breathe
on the way to school

e o e e © Heating issue
J how we move s I, h
o o al s oW we warm our
through our cities > Ty

0/‘ Economic is.»sue e AII: ®-. eOOO Equality issue
health costs, sick days, Quallty ~ )4 R ——
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and productivity worst air, and where

and your audience. o
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G s Livability issue a Policy issue
# | whether a place feels H decisions we make

worth living in ——1 together




Every message
ends with a door.

Risk without action creates fear.

Risk with clear advice creates confidence. J:EL




@ Start with purpose,

not the message

Five things to

take home ,Oo  Picka

M priority audience
% Translate,
don’t repeat

‘ Lead with
what matters

E[I Every message

ends with a door
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