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Transition to Sustainability: What did WWOOF
volunteers at an organic farm learn?
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Comic

Sans
Will Make

ANY

Sign Look

BAD

3 Take Me
Seriously. S

Comic Sa‘ns;1
Really?

New Album!

T promise, T will not use Comic Sans any more!
, T will not use Ce Sans any more!
, T will ot use Comie Sans any more!
T will not wse € Sans
o T will ot use G
I wﬁl not use c:-mu:
omic Sans any more!
ic Sans any more!
, T will not use Com San
will not use Sans any moce!
1 promise, T will not use L.Mnr Sans any more!

ONE DOES NOT SIM'PL KEEP
| CALM

AND

USE COMIC SANS DON'T USE
_OMIC SAN!
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http://cz.fontriver.com/
http://www.slunecnice.cz/sw/amp-font-viewer/
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http://jan.gfxs.cz/prace/files/typograf.rtf
http://cz.fontriver.com/font/recycle_it/
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http://www.fonts101.com/fonts/view/Dingbats/62542/Trees_TFB
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VsSechno je

manipulace
a

propaganda,
neni to
eticky prijatelné.

e Do no harm to others (physically, psychologically
o Treat everyone fairly and equally.

s Be truthful and transparent.

o Protect people’s privacy.

o Avoid stereotyping and scapegoating.

¢ Respect people’s dignity and free choice.

20.03.2021

Délame
dobrou véc:
zachranujeme
Zivoty lidi,
Zivot planety.
Vsechno je
dovoleno.

, or sacially).

o Use research-based evidence to make decisions whenever possible.

s Seek consensus on program goals, objectives, and strategies from involved

parties and stakeholders.

o Be inclusive during the program design phase.

e Conduct an ethical review of the program b

efore launch, preferably with

external representatives from the community or peer groups.
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Orientace v oborech

Environmental communicationfEIEIS e RiglsRItVle )Y

and practice of how individuals, institutions, societies, and
cultures craft, distribute, receive, understand, and use
messages about the environment and human interactions
with the environment.

This includes a wide range of possible interactions,

from interpersonal communication to virtual communities,
participatory decision making, and environmental media
coverage. And it also includes verbal communication.

From the perspective of practice, Alexander Flor defines
environmental communication as the application

of communication approaches, principles, strategies
and technigues to environmental management and
protection.

Wikipedia

20.03.2021
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environmental rhetoric and the social-symbolic
,construction” of nature

public participation in environmental decision making
environmental collaboration and conflict resolution
media and environmental journalism

representations of nature in corporate advertising and
popular culture

advocacy campaign and message construction

www.tandfonline.com/action/journalinformation?
journalCode=renc20&#.Uhm3H3867mg
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About The IECA Online Course
The IECA is a professional nexus of practitioners,

st articts and izath lhe next session of Environmental

teachers, scholars. students organizations Into Practice
engaged in research and action
and effective ways to communicate about beg'"s in September.
‘environmental concerns in order to move society This course will help you to understand what's distinct
towards sustainability ‘about environmental communication and why it's not
Our mission is to foster effective and inspiring necessarily the same as other types of public interest

or potical commurication. Wetl consider the unique
: and difficult challenges of commuricating well around
environmental affairs and sustainability Wel expicre

Re-MEDIAting the Wild

mlmmmmww

(COCE) "as y

June 21-24, 2021, online everywhere
The International Environmental Communication
‘Association (IECA} will hold the 16th Conference on
‘Communication and Environment (COCE) online
everywhere in June 2021 This conference will mark
IECAS 1oth anniversary. As atways. we will bring
together artsts. practitioners. scholars. students and

http://theieca.org
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PSYCHOLOGY | . k“““u“ 2
Behaviar
Analysis

FOSTERING
SUSTAINABLE
_ BEHAVIOR

Break Through
Wiy e ¢

Lawre Seviag.

www.bit.ly/epsy _literatura
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IMAGINE

BETTER

To change the world,
first imagine a better one.

www.wearefuterra.com

36
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Common Cause
FO UNDATI &N

HOME SURVEY BLOG DOWNLOADS

COMMON CAUSE FOUNDATION WORKS TO PLACE VALUES
THAT PRIORITISE COMMUNITY, ENVIRONMENT AND EQUALITY
AT THE HEART OF OUR CULTURAL, POLITICAL AND CIVIC
INSTITUTIONS.

Alarge body of evidence shows that values of are central importance in leading people to

i e oot auid et RN F SIGN UP TO OUR EMAIL LIST
by ing aspects of day-to-day i by i iti involved, or by First Name
volunteering.
A common set of values, which we call compassionate values, underpin such social and i1 Add

environmental concern. Everyone holds these values to some extent — indeed the majority of
people privilege these values above all others.

valuesandframes.org

37

VALE PROGRAM ON
) Climate Change
Communication About Research Publications  Visualizations & Data  News & Events

Research

Audiences

There is no one public response to climate change. Instead, there are different audiences or
"interpretive communities” within society who each respond in their own distinct ways. Our research
secks to identify and understand these different andiences as a critical first step to more cffective
education and communication.

‘ Behaviors & Actions
climatecommunication.yale.edu

38

19


http://valuesandframes.org/
http://climatecommunication.yale.edu/

COMMUNICATION

GEORGE MASON UNIVERSITY
? CENTER for CLIMATE CHANGE HOME ABOUT PROGRAMS RESOURCES DONATE

Our Mission

Our mission at 4C is to develop and apply social science

www.climatechangecommunication.org
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MEDIAR RETAILEK  MEDIA  MARKETING  REKLAMY PR LIDE KATOVNA  PODCAST  PRACE Q

operativni
Nabidka operativniho leasingu v 7
mimoFédné nabidka na modely Polo/Golf a u‘tos ef
easing
UTERY 28.2. Novy interaktivni pofad Forum chystd online televize DV TV. Provazet jim bude Filip Horky, vidét je

v dramatické upoutdvce. Jeho hostii se budou moci ptat i divaci. Poprvé v 1tery 28. inora ve 20.00.

e IR T

Mluvéi Alzy bude  Gratis denik zacal

~ » » »
Qadiva nn »n neadavat ecnacial

www.mediar.cz

40
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MEDIAHUB h

MEDIA  KOMUNIKACE =~ ROZHOVORY  KOMENTARE

AKTUALNE | 24 HODIN | 3DNY | 7DNi

McDonald's si v nové reklamé strili z
kavovych hipstert (video)

Serial Temny kraj nabral vic divaka nez
u prvniho dilu

Proc je reklama pro seniory tak obtizna?

Serial o ¢eskych 1ékarich Doktori ptjde
do vysilani 15. unora

Facebook dovoli zobrazovani reklam ve
videich. Chce vice konkurovat Youtube

BRAZOVAN] REKLAM VE VIDEICH, CAGE

41

? MEDIAGURU Clénky  Akce  Slovnik a mediatypy Sledute nds

Vie  Akwalty TV Intemet&Mobil  Tisk  Rédio  Outdoor  Marketing  Retal Reklama PR  Vyzkum  Lidé  Spoleénost  Specidly  Slovensko

Vydavatelé zacinaji ve svété . influencery Like
experimentovat s WhatsAppem House, upravi program

10
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Oportilu  Proinzerenty ~ OFocusAgency  Parnefi  Kontakt  Mapa stranek Prihlasit  Registrace
3 7 b X
marketing Animovana videa =¥l
journal.cz * pro firmy V/

| 4 zvoure osbosi whieETEvWRAZ [ I sledujie nas: [[] W

pred 19 hodinami
NS

New Media
V44D, Inspiration: Jak si
2 777 poradit se svétem \
i / 7 faleSnych zprav a )
Ly/ \ socialnich bublin

| Jak prasknout socialni bubliny ovlivnéné

| propagandou &ifenou pres Facebook? Oc\,_\g/
Reénici na New Media Inspiration zkusili o p
paift adnovsdi _ 4
Reportize

(=
WWwWW.m-journal.c7
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NEJNOVEJS! CLANKY

,

O VECECH, KTERE HYBOU TRHEM A SPOLECNOST(

Z konicku prace (ne tak) snadno a rychle! Sexy rousky aneb marketing po asijsku
Kavérna co hleds jméno, Radlicks kufturni sportovna a multiG¢elovy Davy asijskyich turistd se vall ulicemi, ozbrojeny kvalitnimi fotaky a.
nenctar Unitrnhinck ta ufarhnn enniiil dud iména — laliih 7aiie 2 admid rrirauntnimi raEleami Tu la wEak narhrinl nanza nfad aurnnelnimi har
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Colgate
OPTIC

WHITE

Colgate
OPTIC," _s=mmemw,

WHITE | s

WHITER TEETH
IN 5 DAYS™

> negativni poptavka

> neviditelné benefity

> benefit pro treti stranu

> zmény vyzaduji hodné Casu
> kulturni konflikt

> omezené prostredky

> omezena moznost zménit ,produkt”

Tyson, Hurd: Social Marketing Environmental Issues

20.03.2021
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Give up an addictive behavior (e.g., stop smoking)

Change a comfortable lifestyle (e.g., reduce thermostat settings)
Resist peer pressure (e.g., be sexually abstinent)

Go out of their way (e.g., take unused paint to a hazardous waste site)
Be uncomfortable (e.g., give blood)

Establish new habits (e.g., exercise five days a week)

Spend more money (e.g., buy recycled paper)

Be embarrassed (e.g., let lawns go brown in the summer)

Hear bad news (e.g., get an HIV test)

Risk relationships (e.g., take the keys from a drunk driver)

Give up leisure time (e.g., volunteer)

Reduce pleasure (e.g., take shorter showers)

Give up looking good (e.g., wear sunscreen)

Spend more time (e.g., flatten cardboard boxes before putting them in recycling
bins)

Learn a new skill (e.g., create and follow a budget)
Remember something (e.g., take reusable bags to the grocery store)
Risk retaliation (e.g., drive the speed limit)

Lee, Kotler: Social Marketing

24



