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Using Media to Influence Agricultural
Perceptions on Climate Change

About 2:5 Americans do not believe in 
human-induced climate change

Our Approach
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Note: This study is based on nearly 700 farmers who live in Iowa, a state whose farmers 
produce over a quarter of state annual emissions (compared to the 7% national state 
average) (Arbucle et al., 2015).
Key:
[1] “Climate change is not occuring”
[2] “There is not sufficient information to determine if climate change is occurring”
[3] “Climate change is occurring and it is caused by natural causes”
[4] “Climate change is occurring and it is caused equally by both natural and human causes”
[5] “Climate change is occurring and it is caused primarily by human causes”
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Our Solution
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individual
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Media as a 
Solution

Responsible for 
between 10 and 
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perceptions

Low-cost 
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relative to other 

industries

Like national
perceptions, 

perceptions also vary 
amongst farmers

Pamphlet:
Pamphlet Focus:

1.) Informative

2.) Persuasive
3.) Accessible

Reaching Our Audience:

1.) Word of Mouth
2.) Through Trusted Individuals
3.) Printouts
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Suggestions:

1.) Weather App
2.) Farmers' 
Almanac
3.) Newspaper

Considerations: Decision:

PamphletTime Creativity
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