
 

Urban densification has been cited worldwide as a potential 
strategy to reduce greenhouse gas (GHG) emissions and 
increase the sustainability of cities. This "green growth 
densification" concept represents the forward thinking 
approach required to address climate change  but as 
always, public opinion will determine the success of these 
initiatives. Using framing theory, this research will explore 
the current state of public opinion on densification in Ottawa, 
Ontario. Ultimately, this research will argue that in order to 
“sell” the idea of densification to the public, politicians must 
market density as a strategic climate change tool.

●  “Not In My Backyard” (NIMBY) attitudes            

●  Concerns of increased traffic and congestion, 

●  Fear of changing the neighbourhood's character    

●  High density areas as unsafe for individuals           

●  Expensive and inaccessible for families 

Ruming (2013)

A media content analysis was used to assess Ottawa 
residents' opinions on densification. News outlets play an 
important role in shaping opinion and can offer an insight 
into public perceptions. The local newspaper, The Ottawa 
Citizen was used to retrieve headlines for analysis. 
Headlines offer an overview of the full article's tone and 
style. Each individual headline was analyzed for 2 variables:
1) Tone: Whether the language used was positive, negative 
or neutral.
2) Content: Did the headline make the connection between 
climate change, the environment and density? 

The academic community has already made the 
connection between climate change and density. As 
evidenced by the media analysis, it is apparent that this 
narrative is not yet present among the public. In order to 
shift existing negative perceptions, this research 
proposes “green growth density” as an alternative frame. 
The OECD defines “green growth” as the simultaneous 
prioritization of economic growth with environmental 
protection.

Conclusion
Based on the negative perceptions regarding 
densification, the green growth concept was offered as 
an alternative strategy. Reframing densification as tool 
to induce environmental and economic benefits can 
change the current conversation on densification. 
Further research should be developed to determine 
how to better “market” densification to a public that 
already holds misconceptions of the issue. 

Results
The City of Ottawa includes densification targets in its 
land use plans therefore the densification is currently 
an issue for the public and politicians. The media 
analysis found that the majority of headlines were 
negatively framed. Furthermore, The majority of 
headlines did not make the connection between the 
environment and densification. 
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