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AMANDA’S STORY



ANXIETY

AMBIVALENCE

ASPIRATION



WHAT DO WE MEAN BY “BEHAVIOUR
CHANGE”"?

(What are our assumptions?)

Do people care?

Are people motivated?
What makes people do things differently?
What are the lead drivers / levers of
behavioural changes?



ANXIETY
(defences)

denial
projection
disavowal
splitting



THE DISCOURSE OF GAPS AND
BARRIERS

THE VALUE-ACTION GAP

BARRIERS TO ENGAGEMENT



WHAT HAPPENS IF WE REPLACE

WITH

GAP

BARRIERS



(IT’S NOT ALWAYS CERN 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 Garnett. Flood (2) (Strange Weather series) 2005.




Joy Garnett, Evacuation (Strange Weather Series) 2005.



Joy Garnett. Plume (Strange Weather Series) 2005.






The Great Lakes contain 21% of the world’s fresh surface
water: 5,472 cubic miles (22,810 km?3), or 6.0x10%°

U.S. gallons (2.3x101° liters). This is enough water to
cover the 48 contiguous 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 degradation? How is
it made sense of, felt, experienced?

And what does this tell us about what we call
“engagement” or “action”?



HOW DO PEOPLE EXPERIENCE DEGRADATION?
HOW MIGHT CONCERN SHOW UP?

WHY MIGHT PEOPLE WHO CARE ABOUT THEIR
ENVIRONMENT, NOT ENGAGE ACTIVELY TO PROTECT IT?

WHY DOES CONCERN ABOUT CLIMATE CHANGE NOT
TRANSLATE INTO ACTIONS?



 METHODOLOGY

Use of survey w

terviews
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WARNING: |
NO NORE SWINNING

NO MORE FISHING
NO MORE DRINAING WATER
iND
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WWW.HEALTHYLAKES.ORG

N EWI BEGINNING JUNE 1, ENTER THE GREAT LAKES PHOTO & STORY CONTEST.
| Visit www.healthylakes.org to win prizes.




LOSS

MOURNING

MELANCHOLIA

AMBIVALENCE

CONFLICT

NOT FEELING INVITED OR ENGAGED
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(application)

Targeting the epeat Voice

Challenge:
Messaging for environmental electronics registry
(new consumer brand)



The paradox of green electronics

[+]

Love, lust, pleasure, excitement

Toxics, exploitation, suffering, waste



How do we align messaging to address
consumers’ latent, unconscious dilemmas?

[weird, eh?]



For example:
Walking the middle path (not too rah rah)

We know that you know.
We know that you care.
We know that this is a bit of a drag.

We know you want your product and to do the right thing.



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

HELPLESSNESS



1. MEETING PUBLICS WHERE f.. >
THEYARE [
(SENSITIVE, NUANCED
COMMUNICATIONS) "~ >

2. DOING RESEARCH DIFFERENTLY

LISTEN

DILEMMA
GO LATERAL (NOT FRONTAL) >

INTERDISCIPLINARY TEAMS

CONFLICTS
RESEARCHING AFFECT/EMOTIONS

CONTEXTUAL, PSYCHOSOCIAL METHODS
CREATIVITY

NARRATIVE AND MEANING-BASED
ENQUIRIES



1. MEETING PUBLICS WHERE THEY ARE i} :

(SENSITIVE, NUANCED COMMUNICATIONS) :
DILEMMAS
FEAR

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

(UN) DESIRABLE
ACT

3. DESIGNING MEANING-
BASED PROGRAMMES
(TAPPING

CREATIVE POTENTIAL,
INVITATIONAL ENGAGEMENT)

INCENTIVE
(REWARD)

BEHAVIOR




“If you want people to change, you’ve got to
listen to them. You’ve got to understand what
stops them from making changes or engagement
with issues, and you find that happens through
starting conversations. ”

Rosemary Randall
Founder, Carbon Conversations



1. LISTEN. BE CURIOUS.
CREATE CONVERSATION-BASED PLATFORMS.

(i.e. Carbon Conversations)

2. BE HONEST. DITCH THE RAH-RAH.
(THIS IS F/ING HUGE.)

3. PARTNER. PARTNER WITH PSYCHOLOGICAL

PRACTIONERS. CREATE GENUINE
INTERDISCIPLINARY TEAMS.



