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Le Quéré et al. 2020 Nature Climate Change 10, 647-653



Grubler et al. (2018) Nature Energy 3,  515–527

Limiting warming to 1.5°C requires 45% 
reduction in CO2 emissions by 2030 (IPCC 2018)

Very rapid emission 
reductions needed to
meet public policy goals

Typically framed as a
supply-side problem
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Diffusion of innovations



Types of social influence help  diffusion through social communication

How do early adopters help cross the chasm? 

Gladwell, 2000. Sourced www.greenbanana.com

Opinion 
leadership Highly heterophilious Low clustering

‘The slow pace of diffusion is often a 
result of network structures” Valente (2010)
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Looking back over the last six months, please tell 
us the first name or initials of up to 5 close friends. 

Name generator
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Results: Social network and communication behaviours
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Summary

Strategies?



The bigger picture- why does it matter?

Image : Moran et al. (2018) Climate Policy
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Thank you for listening


