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Research questions

This study was designed to estimate the impact of Don’t
Look Up (DLU) and a video from the film’s marketing
campaign, intended to amplify the climate message, on
a series of key climate mental states.

A O L

Preliminary Primary Primary

Research Question Research Question 1 Research Question 2

Who watched DLU and How does watching DLU What do we estimate

how did they receive it? and the marketing video the impact of watching
impact climate mental DLU was on the climate
states? mental states of those who

naturally watched it, and
what would the impact
have been if those viewers
had also viewed the
marketing video?
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https://www.netflix.com/title/81252357
https://www.netflix.com/title/81252357
https://www.youtube.com/watch?v=YEMaLsPTWlo

Research Methodology

This study investigated the influence of Don’t Look Up
and a video from its marketing campaign on film viewers’
climate mental states.

This study consisted of two phases:

Phase A: Randomized Experiment

1402 participants participated in a three-stage randomized field experiment consisting
of a pre-survey, in-field content viewing, and post-survey to assess the impact of watching
Don’t Look Up and the marketing video. Participants were recruited in May and June of 2022.

i 459 i 463 o i 480

in May and June of 2022.

i 893

Watched Watched 1 of 5 Previously watched
Don’t Look Up marketing video of Leonardo non-climate Don’t Look Up
only DiCaprio speaking about the film focused control films

in relation to climate change

For Phase A & B, study conducted in local languages in 10 countries:
e UK e USA e Canada

All analyses are weighted to represent the distribution of age, gender, and political orientation within each country and country population size

e Brazil e Mexico ® France e Germany

Analysis Strategy:
A

Primary
Research Question 1:

Preliminary
Research Question:

Assessed using regression with
Phase A data, improving precision
through baseline adjustment

Assessed using descriptive
statistics with Phase B data

For a detailed description of the methodology, see appendix on pages 23-25.
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® Spain

Phase B: Cross-Sectional Survey

1881 participants responded to a survey to profile those who did
(and did not) naturally watch Don’t Look Up. Participants were recruited

Having not watched
Don’t Look Up

i 983

e |taly e Australia

Primary
Research Question 2:

Assessed using transportation analysis
using Phase A and B data to adjust
experimental results to approximate the
population who naturally viewed the film
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Study Outcome Measures

The study allowed us to assess the impact of viewing
Don’t Look Up and the marketing video on the following

measures.

Climate action mental state measures were selected
based on a review of the academic literature to reveal if
the film had changed psychological drivers and leading
indicators of taking climate action.

Threat perception: certainty that climate change is a significant
threat to society

Self-efficacy: Believing you are capable of taking action which can
make a significant in difference tackling climate change
Collective-efficacy: Believing that people working together are
capable of make a difference in tackling climate change

Worry: worry about climate change

Personal normative belief: believing that people should take action
to address climate change

Empirical expectations: believing others are taking action to
address climate change

Normative expectations: believing others think people should take
action to address climate change

Behavioral intention: Reported likelihood of taking action to
address climate change

Cost willingness: Reported amount of sacrifice in time, money, and
effort willing to make to address climate change

Supporting government action: Degree of support (or opposition)
to the government taking action to address climate change
Climate voter: Reported unwillingness to vote for a candidate who
opposed significant action on climate change, even if in agreement
on all other issues

Email contact: Willing to sign up to receive information on taking
action to address climate change

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

Film-tailored climate mental state measures were selected to
represent the thematic climate messages of Don’t Look Up.

Degree each of the following is preventing
significant action on climate change:

* Fossil fuel companies

* Other companies

 Political corruption

* Public disinterest

* Social and political division

* Misinfo. and conspiracy theories

Amount of time and resources each of the

following is spending to address climate change:

* Companies

* Other people in your country
* Government

* News media

Collective ability of people working together
to influence the following to address climate
change:

* Government

* News media

* Companies

* Other people in your country

Threat of climate change to each of
the following:

* The economy

* Political stability

* Your way of life

* Other people in your country
* Wildlife and natural habitats

Ability to be friends with someone
who disagrees on climate change

Believing it is important to listen
to scientists on what to do about
climate change

Being willing to work with anyone
to find solutions to address climate
change, even if disagreeing with
them on other important matters
Believing that taking action on

climate change will stimulate
economic growth

Confidence in institutions ability
to work together to address
climate change
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Executive summary of findings

A

Preliminary
Research Question

Who watched DLU and how did they
receive it?

* Those who naturally watched
DLU had a largely favorable
impression and the film made
them feel surprised and
motivated over other emotions.

* Natural DLU viewers showed
higher levels of climate mental
states than non-viewers, but
also differed on demographics
and psychographics. This means
that the observed differences in
climate mental states may not
be due to the film.

Primary
Research Question 1

How does watching DLU (and the
marketing video) impact climate mental
states?

* Viewing the film alone showed
a mix pattern of impact,
increasing some climate mental
states statistically significantly
while having a non-significant
impact on others.

* Viewing film plus the
marketing video produced
larger impact and more
consistently statistically
significant effects across the
large majority of climate mental
state measures.

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

Don’t Look

Shifting
Climate
Beliefs

Primary
Research Question 2

What do we estimate the impact of
watching DLU was on the climate mental
states of those who naturally watched it,
and what would the impact have been

if those viewers had also viewed the
marketing video?

* We estimate smaller impacts

on those who watched the film
naturally as compared to the more
representative population who
watched the film in our experiment.

* This reduction of impact
among natural viewers occurs
when estimating both the impact
of DLU alone as well as the
hypothetical impact of those
viewers watching DLU along
with the marketing video.
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Viewer profile:

Who watched Don’t Look Up and how they received it.



VIEWER PROFILE

Demographic and political profile of DLU viewers

Don’t Look Up viewers were more likely to be on the political left, younger, and male

than non-viewers.

Men were more
likely to watch DLU

Watched DLU

@ Female @B Male

45.2%

54.8%

Did Not Watch DLU
52.3%

47.7%

Those 18-34 were more likely to watch DLU

Watched DLU

16.1% 15.5% 8.7% 9.0%

Did Not Watch DLU

12.4% 16.2% 17.4% 16.7% 16.1% 21.2%

Those on the political left were more likely to watch DLU

Watched DLU

17.2% 15.5% 5.3%

Did Not Watch DLU

17.2% 16.2% 13.1%

&— Politically to the Left Politically to the Right —>

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

Age group
B 524
B 25-34
B ss-44
B s5-54
W64
. 65+

On ascale of 1to
10, where do you
lean politically?

Il veryleft(1t03)

. Somewhat left (4 to 5)
. Somewhat right (6 to 7)
[l veryright(8to 10)

Don’t Know
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VIEWER PROFILE

Viewership habits of DLU viewers

Don’t Look Up viewers were more likely to watch content in general, including on

social issues and across genres.

How often do you watch films that focus on a social issue?

Watched DLU
11.6% 11.1% 22.8% 7.6%
. Very Rarely
. Rarely
Did Not Watch DLU B occasionally

. Frequently
. Very Frequently

02 20.1% 16.1%

How many hours do you spend in a typical week watching shows or
movies via a streaming service (e.g. Netflix, Amazon Prime Video etc.)

Hours spent per
Watched DLU week watching

shows via platform

Did Not Watch DLU Il 2-6hours

o 20.3% 13.3% 17.5% Bl 7-10hours
21.6% 3% 3% 5%

. <10 hours

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

Which of the following types of TV
show and movie genres do you prefer?

Did notwatchDLU Bl Watched DLU I

Comecies
Dramas [
sci-Fi & Fantasy [ -
Documentaries [T
vistory ™
Science & Nature -
Food & Cooking -
Adult Animation |[—
Stand-Up Comedy -
Reality -
Kids & Family [
Teen -

None h

Genre Preference (%) O 10 20 30 40 50 60 70
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VIEWER PROFILE

Viewer response to watching DLU

Research finds emotions are common motivations for action. Viewers reported the
film made them feel surprised and motivated more than other emotions. Viewers
generally reported enjoying the film and willing to recommend it, a possible path for

the social diffusion of the film’s impact.

To what extent did the film make you feel each of the following?

m
3
o
=]
o
=

\I

Surprised

Motivated

N

Sad

A\

Angry

Afraid

Hopeful

Disgusted

Happy

N N N

@)
o

20

w
o
N
o
a1
o
()]
o

Emotional Extent &— Notatall
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Ve 95% Confidence Interval

To what extent did you enjoy

watching Don’t Look Up?

The true value will land within this bar
95% of the time

70

80
A great deal —

Average enjoyment on 100 point scale

How likely are you to
recommend Don’t Look Up
to people you know?

Average Likely to recommend on a 100 point scale

90 100
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VIEWER PROFILE

Climate action mental states of those who watched DLU

Relative to non-viewers, Don’t Look Up Viewers gave greater endorsement to the
large majority of climate action mental states.

Climate Change
Worry about...

Threat to
society from...

Support gov.
action against...

Collective efficacy
to address...

Likelihood to take

action to address...

Willingness take
costs to address...

Self-efficacy
to address...

Lower bound valug [ Upper bound

Did not watch DLU | Watched DLU l

% Difference is statistically significant at p<0.05 95 % confidence interval

The true value will land within this bar
95% of the time.

1.6 2755

71314 | 75.8*

0.8 'l 73.7

s3.81f | 68.2*

=666

59.9 i} *

58.7 1} | 64.7*

55.9 o | 60.6*
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Percentage of people who endorse

People should take climate action
I F 88.7%
84.3%

Could not vote for politician opposing significant climate action
62.2% ; 64.8%

Willing to sign up for an email. about climate action

L)
49.6% m) *58.2/9*

Imagine 10 people you know...

How many of them
currently take actions to
address climate change?

atched DLU 4.4
id not

W

3

atchbLu 3.5

o

How many of them think:
“people should take actions to
address climate change because
it is the right thing to do”?

Watched DLU 5.7
o0 0090

Did notwatchDLU 4.8
iiiii
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VIEWER PROFILE

Film-tailored climate mental states of DLU viewers

Don’t Look Up viewers gave greater endorsement to the large majority of film-tailored
climate mental states, although most differences are statistically non-significant.

Lower bound vMaeISQ [ Upper bound

Did not watch DLU | Watched DLU

% Difference is statistically significant at p<0.05 95% confidence interval

The true value will land within this bar
95% of the time.

To what extent do you think the following are
preventing significant action on climate change?

Fossil fuel §160.2
companies 66.3 1f
Political corruption 66 || Ak
Public disinterest 64.7 || e
Social and fr 655
political division 63.5 f
Misinfo. and fre5.4
conspiracy theories 62.2 If

Other companies 59.9 || el
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How much time and/or resources do you think the
following are spending on addressing climate change?

News media 48.6 || 50.5
Other people ’ 47.8
in your country 47.0
Companies 44.9 l 44.8
Government 43.6 ' 43.9

To what extent do you think climate change is a
threat to each of the following?

Wildlife and d 77.8
natural habitats 68.6

The economy 68.6‘ 70

Your way of life . *l 70.2
Other people in f170.4
your country 66.4 s *

Political stability 57.100 hoi2 *

Page 12



VIEWER PROFILE

Film-tailored climate mental states of DLU viewers continued

Don’t Look Up viewers gave greater endorsement to the large majority of film-tailored
climate mental states, although most differences are statistically non-significant.

Lower bound\ 5"3?32 [ Upper bound

Did not watch DLU ] Watched DLU *
1
% Difference is statistically significant at p<0.05 95% confidence interval

The true value will land within this bar
95% of the time.

How confident are you that people like you - working
together - can influence the following organizations to
tackle climate change?

Other people

. i 62.4
in your country 55.4 i *
Companies 55.4 ** e
News media 55.3 ’ 2l
Government 56.9
53.0
0 20 40 60 80 100

100 point scale

How confident are you that the government, businesses,
and other institutions - working together - can tackle
climate change?

All working r 57.7
together 4.9
0 20 40 60
100 point scale

80 100

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

To what extent do you agree or disagree with each of
the following statements regarding climate change?

Could be friends with someone even if we disagree about climate

Watched DLU [ERE 33.9% 30.4% 14.9% 7.7%

Didn’t watch DLU k¥ 33.9% 36% 11.5% 7.6%

Important to listen to scientists about climate change

Watched DLU 42.4% 34.6% 15.3% .
Didn’t watch DLU 37.4% 35.5% 18.3% -

Taking action on climate change will stimulate economic growth

Watched DLU 27.2% 41.6% 19.8%
Didn’t watch DLU 22.4% 40.9% 25% 6.2%

Willing to work with anyone to find solutions for climate change

Watched DLU 23.2% 44.4% 22.2% -
Didn’t watch DLU 22.4% 40.9% 28% -

. Strongly agree . Strongly disagree D Neither agree
. nor disagree
. Agree . Disagree
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Experiment results:

The randomized experiment allows us to estimate

the impact of the film on a representative population.
Participants were randomly assigned to watch Don’t
Look Up, Don’t Look Up and the marketing video, or a
neutral control film. By comparing responses between
these conditions we can estimate the impact of the film
(and the marketing video) as compared to viewing the
neutral control film.



EXPERIMENT RESULTS

Impact of viewing DLU and campaign content on climate action mental states

While viewing Don’t Look Up alone shows a mixed pattern of results, significantly
driving some mental states but not others, viewing the film plus the marketing video

produces consistently statistically significant larger impacts.

Climate Change

Threat to
society from...

Willingness to take
costs to address...

Likelihood to take

action to address...

Worry about...

Collective efficacy
to address...

Support gov.
action against...

Self-efficacy
to address...

Estimated
Lower Upper
bound Ch;nge bound

DLUOnly == DLU + Marketing Video

Bars that do not cross O line are statistically significant at p<0.05
10.5

—— !

4.5

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

Imagine 10 people you know.
How many of them...

Think people should take action to address climate change
because it is the right thing to do?

| 41
0.08

Currently take action to address climate change
-0.02|

—gg-l.|—

)

Willing to sign up for an email about climate action

| 16'.9%
4.1%

Could not vote for politician opposing significant climate action
10.7%

5.1%

People should take climate action

| 5.0%
2.1%
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EXPERIMENT RESULTS

Impact of viewing DLU and campaign content on film-tailored climate mental states

Viewing Don’t Look Up alone showed a mixed pattern of results. Adding the
marketing video was more likely to produce statistically significant impact.

How much time and/or resources do you think the

Estimated

Lower \ Change ,~ Upper following are spending on addressing climate change?
DLUOnly wssfjmms DLU + Marketing Video B
Companies
3 0.7
To what extent do you think the following are Other people —
preventing significant action on climate change? in your country 24
-5.3
8.7 Government m

Fossil fuel ; -0,
companies B -5.4

- News media **
Political corruption _ -1.9

s -8 -6 -4 -2 0 2 4

Change on 100 point scale

To what extent do you agree or disagree with each of
the following statements regarding climate change?

6.2
Public disinterest —
5.7

Social and
political division

0.18

Can't have friends

P
5.2
5.4 who disagree
Other companies * 0.15
2.9
6.4

0.14
Important to

listen to scientists —

Misinfo. and 0.13
conspiracy theories ) . 0.13
. L . . . . Action V\{lll lead to ;
economic growth

Change on 100 point scale 0.06

Willing to work
with anyone #
-0.03

-1 0 N 2
Increase in agreement on 5 point scale

w

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment Page 16



EXPERIMENT RESULTS

Impact of viewing DLU and campaign content on film-tailored climate mental states continued

Viewing Don’t Look Up alone showed a mixed pattern of results. Adding the
marketing video was more likely to produce statistically significant impact.

Lower Estimated Upper

bound \Cthe [ bound

DLUOnly wssfjmss DLU + Marketing Video

How confident are you that people like you - working To what extent do you think climate change is a
together - can influence the following organizations to threat to each of the following?
tackle climate change?

| 3.1 6.8
Government * Political stability *
4.6 6.5
. 3.5 Other people in 7.1
News media * your country #
3.1 5.7
1.8 5.3
Companies * Your way of life *
3.6 3.9
1.4 5.2
Other people * The economy '
in your country I .
1.3 2.1
4.8
Wildlife and |

natural habitats *
0.4

How confident are you that the government, businesses,
and other institutions - working together - can tackle
climate change?

| 3.1

All working
together 2

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment Page 17



Transported results:

Transportation analysis allows us to reweigh the findings
in the randomized experiment to approximate those
who viewed the film naturally outside the study (natural
viewers). While the randomized experiment can speak
to the impact of the film on a representative population,
this analysis allows us to estimate the impact Don’t Look
Up had on natural viewers as well as what the impact
would have been if those natural viewers had also
engaged with the marketing video.



TRANSPORTED RESULTS

Transported estimates of actual impact of DLU on natural viewers’ climate action mental states

The estimated impact of Don’t Look Up on natural viewers’ climate action mental
states was generally smaller than in the general population. The estimated hypothetical
impact of if actual viewers had also watched the marketing video also became smaller
than the general population, but was more likely to remain statistically significant.

Lower

bound \

DLUOnly wssfjmms= DLU + Marketing Video

Climate change

7.6
Threat to | : |
society from... o7
Worry about... [
2.8
- 5.4
Willingness take
costs to address... #
1.6
7.6
Support gov.
action against... *
1.9
4.7
Likelihood to take |
action to address... Y T
-0.2
4.3
Collective efficacy #
to address... 15
0.5

Self-efficacy
to address...

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

9.1

Estimated

Cthe [

Upper
bound

Imagine 10 people you know.
How many of them...

Think: people should take action to address climate change
because it is the right thing to do?
| .46

#

.10
Currently take action to address climate change

e

026 |

Willing to sign up for an email about climate action

| 13.'1 %
4.9%

People should take climate action

4.5%
+ !
0

Could not vote for politician opposing significant climate action

| 13.'6%
2.7%
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TRANSPORTED RESULTS

Transported estimates of actual impact of DLU on natural viewers’ film-tailored climate mental states

The estimated impact of Don’t Look Up on natural viewers’ film-tailored climate mental
states was generally non-significant. The estimated impact if actual viewers had also
watched the marketing video also became smaller and was also generally non-significant.

Estimated
Lower Upper
bound \ Change bound

DLUOnly wssfjmms= DLU + Marketing Video

To what extent do you think the following are
preventing significant action on climate change?

Misinfo. and

35
conspiracy theories #

-1.3
Public disinterest
Other companies

Fossil fuel
companies

4.7
5.4
3.3
7
4.5
29
2.7
3.6

4.4
Social and b
political division 3.9

-2 0 2 4 6 8 10

-6 -4

Political corruption

Change on 100 point scale

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

How much time and/or resources do you think the following
are spending on addressing climate change?

-3.2
Other people S
in your countr
Y Y -3.2
-14
Companes —
.66
-5.6
Newsmedia | ep—
-3.7
-3.9
Government ——eee
-0.2
10 -8 -6 -4 -2 0] 2 4 6

Change on 100 point scale

To what extent do you agree or disagree with each of the
following statements regarding climate change?

0.18
Important to
listen to scientists
0.11

Action will lead to
economic growth

0.15
0.19
0.10

Willing to work
with anyone
0.09
0.12
Can't have friends
who disagree #
0.09
-1 0 0.1 0.2 0.3

Increase in agreement on 5 point scale
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TRANSPORTED RESULTS

Transported estimates of actual impact of DLU on natural viewers’ film-tailored climate mental states continued

The estimated impact of Don’t Look Up on natural viewers’ film-tailored climate mental states was
generally non-significant. With the exception of increased belief in the various threats of climate
change, the estimated hypothetical impact of if actual viewers had watched the marketing video also
became smaller than the general population and was also largely non-significant.

Estimated
L u
bound  ©"4'9° /” botind
DLUOnly wssfjmms= DLU + Marketing Video

How confident are you that people like you - working To what extent do you think climate change is a
together - can influence the following organizations to threat to each of the following?
tackle climate change?

0 5.0
Government | D e e
overnmen natural habitats 33
7.5
Other people in N | B
News media L
7 your country o
as 7.2
— Your way of life *
5.7 5.4
4.2 7.2
Other people The economy N =
in your country 29 4.6
-2 0 2 4 6 8 10 8.9
Change on 100 point scale Political Stablhty —
7.8
2 4 6 8 10 14

-2 0
Change on 100 point scale

Companies

How confident are you that the government, businesses,
and other institutions - working together - can tackle

climate change?

4.5
All working
together B

Change on 100 point scale

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment Page 21
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Methods a ppendix Phase A data collection methods

This study was conducted in two phases. Phase A was a randomized experiment with
a baseline where respondents were assigned to watch Don’t Look Up, Don’t Look
Up plus the marketing video, or control. Phase B was a survey of natural viewers and

non-viewers of the film.

Sample

Ipsos Mori recruited Netflix users who had
not seen Don’t Look Up as participants
from ten target countries (UK, Brazil,
Mexico, USA, Canada, France, Germany,
Spain, Italy, and Australia) in May and
June of 2022. Each country was sampled
proportional to its population but with
oversampling of the UK, Brazil, and the
United States to allow for moderate
confidence country-level inference in those
countries. Within each country, quotas were
used to ensure representativeness on age,
gender, region, and income. Participants
were screened based on quality checks,
including correctly answering one of

four film content questions, two of two
attention checks, as well as not speeding
or straightlining. While 2,734 complete
responses were collected, 1,332 failed at
least one attention check, leaving 1,402
remaining for analysis.

Design

Phase A consisted of three steps: pre-survey,
content viewing, and post-survey. In the pre-
survey, participants responded to a series of
questions measuring their demographics as
well as baseline climate action mental states
(see measures). During the content viewing
step, participants were randomly assigned to
one of three conditions to watch either Don’t
Look Up (n=459), Don’t Look Up plus a video
of Leonardo DiCaprio explaining the climate
connection of the film (n=463) [EN, FR, PT,
ET, IT, DE], or one of five control films for
stimulus sampling (Wells & Windschitl, 1999)
(n=480). The control films were Red Notice,
Love Hard, Bruised, The Unforgivable, and
The Lost Daughter, selected based on being
in the top 10 globally during Dec 20-Jan 9
when DLU was #1 on Netflix, globally released
and accessible, no major environmental,
apocalyptic, or seasonal themes, and from

a diverse set of genres. In the post-survey,
participants responded to the same baseline
climate action mental states as well as a set
film-tailored climate mental state measures.

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

Measures

The pre-survey included a series of measures
of demographics, content viewership habits,
and climate action mental states identified as
either important enablers or leading indicators
of climate action. In order to disguise the
intention of the study, these climate action
mental state measures were embedded in

a set of measures of other risks (terrorism,
poverty, racism, and food safety) selected
after a survey of major risk polls (e.g. Munich
Security Index) based on being significant
worries, climate-neutral, not related to the
film, ideologically independent, and having
some individual action component.

The post-survey included the same disguised
measures of climate action mental states as
well as film-specific knowledge questions to
gauge whether the respondent had in fact
watched the film. In addition, we collected

a supplementary set of film-tailored climate
mental states measuring responses to the
film-specific climate themes. These measures
were not disguised, and therefore have a
greater threat of demand effects. They were
also not present in the pre-survey, meaning
our estimation of impact on them is less
precise. Both surveys included an attention
check to identify and exclude participants not
reading the questions presented. The survey
instrument is available here.
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https://www.google.com/url?q=https://youtu.be/YEMaLsPTWlo&sa=D&source=docs&ust=1658535544266056&usg=AOvVaw30o9BPARRQefSRMBMxJLHg
https://www.youtube.com/watch?v=yxPHzK_uAuc
https://youtu.be/WClJPHOsCMk
https://youtu.be/qDlj6XXzz1E
https://youtu.be/sm2u3knkntw
https://youtu.be/sm2u3knkntw
https://psycnet.apa.org/doi/10.1177/01461672992512005
https://www.google.com/url?q=https://securityconference.org/publikationen/munich-security-index-2021/&sa=D&source=docs&ust=1658793149834459&usg=AOvVaw280p5aL6Obrvv3UpxRZDhC
https://www.google.com/url?q=https://securityconference.org/publikationen/munich-security-index-2021/&sa=D&source=docs&ust=1658793149834459&usg=AOvVaw280p5aL6Obrvv3UpxRZDhC
https://rare.org/wp-content/uploads/2024/09/FINAL-DLU-Questionnaire-EN.docx.pdf

Methods appendix Phase B data collection methods

Sample Design Measures

Rare’s Center for Behavior & the In order to be able to estimate the relative This phase included the same demographic,
Environment recruited participants from ten prevalence of traits of Don’t Look Up viewership, and climate action mental states
target countries (UK, Brazil, Mexico, USA, viewers relative to non-viewers, we (both general and film-tailored) as found
Canada, France, Germany, Spain, Italy, and recruited a similar number of each (898 in Phase A. In addition, we also captured
Australia) in May and June of 2022. Each DLU viewers, 988 non-viewers). measures of viewers’ response to the film.

country was sampled proportional to its
population. Within each country, quotas
were used to ensure representativeness on
age, gender, region, and income, as well
as quotas for relative prevalence of Don’t
Look Up viewership within that country.
Participants were screened based on
quality checks including an attention check
as well as not speeding or straight-lining.
After applying these quality checks, the
sample included 1,881 total respondents.
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Methods appendix analysis methods

Viewer profile analysis

Data sources: Phase B, Number of Don’t
Look Up viewers in each country

The dataset was weighted based on the
within country gender, age, and political
orientation (as estimated by the World
Values Survey), Don’t Look Up viewership
prevalence, and total country population.
Means were then calculated comparing
those who did watch Don’t Look Up to
those who did not across demographics,
viewership habits, and climate mental
states, weighted to represent country-
level population size and within-country
distributions of age, gender, DLU
viewership, and political orientation. Means
of Don’t Look Up viewers were calculated
for emotional response, likelihood of
recommendation, and enjoyment with the
same weighting applied.

Experimental analysis

Data source: Phase A

This dataset was weighted based on within
country gender, age, political orientation,
and total country population.

To estimate the impact of Don’t Look Up
and Don’t Look Up plus campaign content,
we conducted regression analysis adjusting
for baseline levels of the target variable

to improve precision. As the film-tailored
climate questions were only in the post
survey, we did not have baseline to adjust
for. We therefore substituted in adjusting
for the baseline levels of the other climate
mental states as well as other political and
psychological baseline characteristics

to improve precision. We used these
regressions to estimate the impact of both
Don’t Look Up alone and Don’t Look Up
plus the marketing video relative to viewing
neutral control films.

Don’t Look Up Study, Prepared by Rare’s Center for Behavior & the Environment

Transportation analysis

Data sources: Phase A and Phase B

Transportation analysis was conducted using
the Generalize package in R (Ackerman et

al., 2019) using propensity score weighting.
This analysis starts by estimating the degree
to which each participant in the experimental
results corresponds to the population who
naturally viewed the film on a variety of
characteristics estimated in the weighted
analysis of our Phase B survey (in this case,
corresponding on age, gender, country,
viewership habits, and political orientation).
By then weighting responses based on the
inverse odds of trial participation, we are able
to estimate the impact of the film on the kind
of people who naturally chose to watch it. In
addition, we applied this same logic to the film
plus campaign content in order to estimate the
hypothetical impact of if those who watched
the film had also seen the marketing video.
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