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AMANDA’S 	
  STORY	
  
	
  



ANXIETY 	
  
	
  

AMBIVALENCE	
   	
  
	
  

ASPIRATION	
  
	
  
	
  



WHAT	
  DO	
  WE	
  MEAN	
  BY 	
  “BEHAVIOUR	
  
CHANGE”? 	
  

	
  
(What 	
  are 	
  our 	
  assumpFons?) 	
  

	
  
Do 	
  people 	
  care? 	
  

Are 	
  people 	
  moFvated? 	
  
What 	
  makes 	
  people 	
  do 	
   th ings 	
  d ifferent ly? 	
  

What 	
  are 	
   the 	
   lead 	
  dr ivers 	
   / 	
   levers 	
  of 	
  
behav ioura l 	
   changes? 	
  

	
  
	
  



	
  
ANXIETY 	
  

(defences) 	
  
	
  

den ia l 	
  
pro jecFon	
  
d isavowal 	
  
sp l iWng	
  



	
  

THE	
  DISCOURSE	
  OF	
  GAPS 	
  AND	
  
BARRIERS 	
  

	
  
	
  

	
  
THE	
  VALUE-­‐ACTION	
  GAP 	
  

BARRIERS	
  TO	
  ENGAGEMENT	
  
	
  



WHAT	
  HAPPENS	
  IF	
  WE	
  REPLACE	
  	
  
	
  

GAP 	
  
	
  

BARR IERS 	
  
	
  

W I T H 	
  
	
  



A	
  TANGLE?	
  

COMPL ICAT IONS? 	
  
	
  

	
  D I LEMMAS? 	
  
	
  

ANX IET IES? 	
  
	
  	
  

	
  
(IT’S	
  NOT	
  ALWAYS	
  ABOUT	
  LACK	
  OF	
  CONCERN	
  OR	
  CARE.)	
  



	
  
	
  

MY	
  HYPOTHESIS	
  IS	
  THAT	
  MAN	
  IS	
  HAMPERED	
  IN	
  HIS	
  MEETING	
  OF	
  
THIS	
  ENVIRONMENTAL	
  CRISIS	
  BY	
  A	
  SEVERE	
  AND	
  PERVASIVE	
  
APATHY	
  WHICH	
  IS	
  BASED	
  LARGELY	
  UPON	
  FEELINGS	
  AND	
  

ATTITUDES	
  OF	
  WHICH	
  HE	
  IS	
  UNCONSCIOUS	
  	
  
	
  

HAROLD	
  SEARLES	
  



Joy	
  Garne].	
  Flood	
  (2)	
  (Strange	
  Weather	
  series)	
  2005.	
  
	
  



Joy Garnett, Evacuation (Strange Weather Series) 2005. 



Joy	
  Garne].	
  Plume	
  (Strange	
  Weather	
  Series)	
  2005.	
  



The	
  Myth 	
  of 	
  Apathy: 	
  PsychoanalyFc 	
  D imens ions 	
  
of 	
  Eco log ica l 	
  DegradaFon	
  

	
  
	
  

GREEN	
  BAY, 	
  WISCONSIN	
  



The	
  Great	
  Lakes	
  contain	
  21%	
  of	
  the	
  world’s	
  fresh	
  surface	
  
water:	
  5,472	
  cubic	
  miles	
  (22,810	
  km3),	
  or	
  6.0×1015	
  
U.S.	
  gallons	
  (2.3×1016	
  liters).	
  This	
  is	
  enough	
  water	
  to	
  
cover	
  the	
  48	
  conFguous	
  U.S.	
  states	
  to	
  a	
  uniform	
  depth	
  of	
  
9.5	
  feet	
  (2.9	
  m).	
  	
  
	
  
Why	
  are	
  people	
  not	
  doing	
  more	
  to	
  protect	
  and	
  restore	
  
the	
  Great	
  Lakes	
  and	
  tributaries?	
  
	
  
	
  
	
  
(Big	
  Idea)	
  
What	
  is	
  the	
  experience	
  of	
  ecological	
  degradaFon?	
  How	
  is	
  
it	
  made	
  sense	
  of,	
  felt,	
  experienced?	
  	
  
	
  
And	
  what	
  does	
  this	
  tell	
  us	
  about	
  what	
  we	
  call	
  
“engagement”	
  or	
  “acFon”?	
  	
  
	
  
	
  



HOW	
  DO	
  PEOPLE 	
  EXPER IENCE 	
  DEGRADAT ION?	
  	
  
	
  

HOW	
  MIGHT 	
  CONCERN 	
  SHOW	
  UP?	
  	
  
	
  

WHY 	
  MIGHT 	
  PEOPLE 	
  WHO	
  CARE 	
  ABOUT 	
  THE IR 	
  
ENV IRONMENT , 	
  NOT 	
  ENGAGE 	
  ACT IVELY 	
   TO 	
  PROTECT 	
   I T?	
  	
  

	
  
WHY 	
  DOES 	
  CONCERN 	
  ABOUT 	
  CL IMATE 	
  CHANGE 	
  NOT 	
  

TRANSLATE 	
   INTO 	
  ACT IONS?	
  
	
  
	
  	
  



METHODOLOGY	
  
	
  
Use	
  of	
  survey	
  with	
  follow-­‐up	
  in-­‐depth	
  interviews	
  
	
  

	
  	
  	
  	
  	
  	
  Interview	
  design	
  (free	
  associaFve,	
  narraFve-­‐base)	
  
	
  

	
   	
   	
  Three	
  interviews	
  per	
  parFcipant	
  
	
  

	
   	
   	
   	
   	
  AffecFve,	
  narraFve	
  data	
  analysis	
  
	
  
	
  
	
  





LOSS 	
  
	
  

MOURNING	
  
	
  

MELANCHOLIA 	
  	
  
	
  

AMBIVALENCE	
  
	
  

CONFLICT 	
  
	
  
	
  

NOT	
  FEELING	
   INVITED	
  OR	
  ENGAGED	
  
	
  
	
  
	
  	
  





(application) 
 
Targeting the epeat Voice  
 
 
 
 
 
Challenge:  
Messaging for environmental electronics registry 
(new consumer brand) 
 
 



The	
  paradox 	
  of 	
  green	
  e lectron ics 	
  
	
  
	
  
[+ ] 	
  

Love, 	
   lust , 	
  p leasure , 	
  exc i tement 	
  
[ -­‐ ] 	
  

Tox ics , 	
  exp lo i taFon, 	
   suffer ing , 	
  waste 	
  
	
  
	
  



How	
  do	
  we	
  a l ign 	
  messag ing 	
   to 	
  address 	
  
consumers ’ 	
   la tent , 	
  unconsc ious 	
  d i lemmas? 	
  

[wei rd , 	
  eh?] 	
  



Fo r 	
   e x amp l e : 	
   	
  
Wa l k i n g 	
   t he 	
  m idd l e 	
   p a th 	
   ( no t 	
   t oo 	
   r ah 	
   r ah ) 	
  

	
  
	
  

We 	
   know 	
   t ha t 	
   you 	
   know . 	
  
We 	
   know 	
   t ha t 	
   you 	
   c a r e . 	
  

We 	
   know 	
   t ha t 	
   t h i s 	
   i s 	
   a 	
   b i t 	
   o f 	
   a 	
   d r a g . 	
  
	
  

We 	
   know 	
   you 	
  wan t 	
   you r 	
   p roduc t 	
   and 	
   t o 	
   do 	
   t he 	
   r i g h t 	
   t h i n g . 	
  
	
  
	
  



1.	
  MEETING	
  PEOPLE	
  WHERE	
  THEY	
  ARE	
  
(SENSITIVE,	
  NUANCED	
  COMMUNICATIONS)	
  

GUILT	
  

HELPLESSNESS	
  

FEAR	
  	
  



1.	
  MEETING	
  PUBLICS	
  WHERE	
  
THEY	
  ARE	
  

(SENSITIVE,	
  NUANCED	
  
COMMUNICATIONS)	
  

GUILT	
  

HELPLESSNESS	
  

FEAR	
  	
  

2.	
  DOING	
  RESEARCH	
  DIFFERENTLY	
  

DILEMMAS	
  

CONFLICTS	
  

CREATIVITY	
  

	
  
LISTEN	
  
	
  
GO	
  LATERAL	
  (NOT	
  FRONTAL)	
  
	
  
INTERDISCIPLINARY	
  TEAMS	
  
	
  
RESEARCHING	
  AFFECT/EMOTIONS	
  
	
  
CONTEXTUAL,	
  PSYCHOSOCIAL	
  METHODS	
  
	
  
NARRATIVE	
  AND	
  MEANING-­‐BASED	
  
ENQUIRIES	
  



1.	
  MEETING	
  PUBLICS	
  WHERE	
  THEY	
  ARE	
  
(SENSITIVE,	
  NUANCED	
  COMMUNICATIONS)	
  

GUILT	
  

HELPLESSNESS	
  

FEAR	
  	
  

2.	
  DESIGNING	
  MEANING-­‐BASED	
  
PROGRAMMES	
  (TAPPING	
  CREATIVE	
  
POTENTIAL,	
  INVITATIONAL	
  
ENGAGEMENT)	
  

(UN)	
  DESIRABLE	
  
ACT	
  

INCENTIVE	
  
(REWARD)	
  

BEHAVIOR	
  	
  

3.	
  DESIGNING	
  MEANING-­‐
BASED	
  PROGRAMMES	
  
(TAPPING	
  	
  
CREATIVE	
  POTENTIAL,	
  
INVITATIONAL	
  ENGAGEMENT)	
  

DILEMMAS	
  

CONFLICTS	
  

CREATIVITY	
  



“ I f 	
  you 	
  want 	
  people 	
   to 	
  change, 	
  you’ve 	
  got 	
   to 	
  
l i s ten 	
   to 	
   them. 	
  You’ve 	
  got 	
   to 	
  understand	
  what 	
  

s tops 	
   them	
  from	
  making 	
  changes 	
  or 	
  engagement 	
  
wi th 	
   i ssues , 	
  and 	
  you	
  find	
   that 	
  happens 	
   through	
  

s tarFng	
  conversaFons . 	
   ” 	
   	
  
	
  

Rosemary 	
  Randal l 	
  
Founder , 	
  Carbon	
  ConversaFons 	
  



	
  
1.  L ISTEN. 	
  BE 	
  CURIOUS. 	
  

CREATE	
  CONVERSATION-­‐BASED	
  PLATFORMS. 	
   	
  
( i .e . 	
  Carbon	
  ConversaFons) 	
  

	
  
2 . 	
  BE 	
  HONEST. 	
  D ITCH	
  THE	
  RAH-­‐RAH. 	
  

(THIS 	
   IS 	
  F ’ ING	
  HUGE. ) 	
  
	
  

3 . 	
  PARTNER. 	
  PARTNER	
  WITH	
  PSYCHOLOGICAL 	
  
PRACTIONERS. 	
  CREATE	
  GENUINE	
  

INTERDISCIPL INARY	
  TEAMS. 	
  
	
  
	
  
	
  


