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CAN ART CHANGE MINDS ABOUT CLIMATE CHANGE ?
New Research Says It Can—But Only If It’s a Very Specific Kind of Art
Researchers have found that art on show in Paris during the 2015 United Nations climate change summit did change people’s feelings about the environmental crisis, but only if it contained a hopeful message.
In a new paper published in the journal Psychology of Aesthetics, Creativity and the Arts, Laura Kim Sommer and Christian A. Klöckner of the Norwegian University of Science and Technology have identified a narrow set of parameters for what makes activist art effective in altering public opinion.
The study surveyed 874 visitors’ reactions to works on view at the ArtCOP21 climate change festival, which saw artworks scattered throughout the city of Paris to coincide with the World Climate Change Conference. It looked at their emotional reactions, the relevance of each work of art to their daily lives, and how much the works inspired personal reflection or action, according to Pacific Standard. Based on the results, researchers were able to divide the show into four categories: “the comforting utopia,” “the challenging dystopia,” “the mediocre mythology,” and “the awesome solution.” 
In the end, only three works among the 37 on view made people feel like they were able to do something about climate change. All three, which were categorized under “the awesome solution,” were “beautiful and colorful depictions of sublime nature that are showing solutions to environmental problems,” Klöckner and Sommer wrote.
Two of the works, by Eric Tourneret  took biodiversity as their subject matter, while the third, by Cicia Hartmann featured a hanging array of flowers made from upcycled materials.
To the researchers surprise, the participatory works on view did not have much effect on visitors. “It did not make them reflect much on their own role within the climate crisis or the consequences a changing climate would have for them,” Sommer told artnet News in an email. “It just gave them a sense of belonging, which is why we called it the ‘comforting utopia.’ I was expecting that offering people a way to participate would lead to more engagement. But it seems that people want to be made aware of something awe-inspiring by someone that thinks differently, rather than be part of the creative process.”
Meanwhile, playful and colorful works, however optimistic, did not inspire reflection when visitors did not rate them highly on their artistic quality. Gloomy and dystopian works left people feeling depressed and uninspired to take action of their own. The use of mythological themes was judged to be boring.
It’s a difficult task, the researchers say, but if a work of art manages to strike the right balance of emotions, artists do “have the potential to retell the stories of climate change in a way that activates the slumbering potential in our societies.”

Sarah Cascone, https://news.artnet.com/, July 26, 2019 


1. introduce the documents.
2. Who is who? Christian A. Klöckner 
*


* journalist


Eric Tourneret

*


* researcher 


Sarah Cascone

*


* artistic
3. Here are some expressions. Can you pick up equivalents in the article?
a. framework, criteria (l. 5-10)

b. classified (l. 15-20)
c. extremely impressive (l.15-20)
d. reused in a creative way (l. 20-25)
e. sleeping, dozing (l. 35-end)
4. Find the odd man out each time. 
a. feelings – emotions – a physical reaction – a feature
b. comforting – challenging – reassuring - heartening
c. to be part of – to participate in  – to go for – to enrol in – to engage in
5. Explain in your own words what Smmer and Klöckner’s study consists in.
6. Here are some adjectives. Say what they refer to. 
a. uninspiring and boring
b. colourful and optimistic
7. Say if the following statements are right or wrong and justify your answer by quoting from the text.
a. All the artworks illustrating climate change had a very deep impact on viewers.
b. More than 10% of these artworks made people reflect on their own impact in terms of pollution.  
c. The artistic quality of the artworks did not influence the viewers’ opinion.
d. The more disturbing the content of the artwork was, the more powerful their impact was on visitors.
e. It was essential for visitors to be part of the creative process. 
8. “ But it seems that people want to be made aware of something awe-inspiring by someone that thinks differently, rather than be part of the creative process.” (l. 29-31) To what extent do you agree with Sommer’s statement?
9. Answer the following questions in complete sentences.
a. On which occasion was Sommer and Klöckner’s study carried out?
b. How many categories could the artworks fall into?
c. What qualities should an artwork have to influence visitors in a positive way? 
d. Which category turned out to be the most effective? Can you explain why? 
e. What was the effect of poor quality or gloomy, dystopian works on visitors? 

10. “… If a work of art manages to strike the right balance of emotions, artists do “have the potential to retell the stories of climate change…” (l. 36-37) Give your own definition of this ‘right balance’.
