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USING GAMES TO ENGAGE 
PEOPLE ON CLIMATE CHANGE



In order to be engaged, it is not enough for people to know 
about climate change; they also need to care about it, be 
motivated, and able to take action.

but…

“For many people, global warming simply fails to evoke 
visceral, emotional reactions. Without powerful emotions, 
there cannot be powerful responses.” – Seed Magazine



RESILIENCY CARDS

 Trump card style game

 Goal: learn about potential climate change impacts (Events) and 
what you can do to be prepared (Actions)

 Points are scored based on how appropriate (helpful, 
preparatory, etc.) an action is related to an event



RESILIENCY CARDS – EXAMPLE



RESILIENCY CARDS

Objective: To be the player with the most 
points at the end of the game.

The overarching goal is for players to learn about potential climate 
change impacts, represented on Event cards (blue front and raindrop 
pattern on back) and ways in which people can become more resilient 
to these impacts, represented on Action cards (green front and stripe 
pattern on back).



SET UP 

• Get into groups of 2-4

• Shuffle Event cards and place deck face-down

• Shuffle Action cards and deal 5 to each player; place 
remaining deck of cards face-down in the middle

• Have scoring booklet within reach of players

• Review Instructions and Tips document

• 15 minutes to play
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POLICIES ABOUND AND AWARENESS 
IS HIGH, BUT CITIZEN ACTION IS LOW

74%

9%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Think climate change will cause
extreme weather events to happen

more frequently

Have taken precautionary measures to
protect themselves and their homes

from the effects

Source: 2014 RBC Canadian Water Attitudes Study



RECOGNIZE ANY OF THESE?



GAMIFICATION 101

 The use of game elements in traditionally non-game 
environments to promote desired behaviours 

 To achieve one or more of these 3 main objectives:

 Increase engagement (e.g. employee-of-the-month)

 Change behaviour (e.g. customer loyalty)

 Stimulate innovation (e.g. crowdsourcing) 

 Key elements to maintain engagement:

 Accelerated feedback cycles (e.g. instant gratification)

 Clear goals and rules of play - empowers users

 Challenging but achievable tasks 

 Compelling narrative or heightened reality (e.g. HabbitRPG)





GAMIFICATION 101 – CONT’D

 Gamification comes in all shapes and sizes

 Loyalty programs 

 Employee-of-the-month schemes 

 Rebate programs (e.g. cereal boxes)

 Mobile apps

 Social media integration + a population glued to their 
smartphones = unlimited audience

 A wide range of motivations to get involved:

 Prizes

 Entertainment

 Social interaction

 Competition for leaderboard status



WHY GAMIFICATION + 
CLIMATE CHANGE?

 Issues related to engaging communities on resilience:

 Limited understanding

 Low-uptake of actions

 Limited sense of need

 Low sense of urgency 

 Gamification can be used to leverage involvement in areas 
that are conventionally difficult to get people involved

 Lots of opportunities - from having more engaged 
community members, to crowdsourcing innovation, or 
improving individual action 



8 CORE DRIVES OF 
GAMIFICATION



EXAMPLE: NEST

 Thermostat that adjusts automatically based on an owners 
movement within the home (when it doesn’t sense movement, it 
lowers the temperature)

 Encourages people to use less energy by providing customers with 
a comparison of how their consumption compares to similar Nest 
users and personalised tips on ways to save

• Change the temperature to save energy and you’ll be rewarded 
with a Leaf (Accomplishment)  

• Social app to compare consumption with other “Nesters”; users 
compete in challenges, win Leafs, etc. (Social Influence)

• Nest shows how much energy homeowner uses every day in 
Energy History and every month in an emailed Home Energy 
Report (Ownership and Empowerment)





ICLEI CANADA & THE CO-OPERATORS 
GAMIFICATION PROJECT

 The perfect match…
 ICLEI Canada: Climate change 

adaptation expertise and large 
municipal audience

 The Co-operators: Insurance 
expertise and community audience 

 Game development:
 Downspouts & Ladders – icebreaker 

 Resiliency cards – trump card style 

 Get Ready, Get Prepared! (in development)

 www.icleicanada.org/games

 www.icleicanada.org/jeux

http://www.icleicanada.org/games
http://www.icleicanada.org/jeux




For more information: 

Leya Barry, ICLEI Canada, 647-728-4390, leya.barry@iclei.org


