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About this work: this project is based on a deep, qualitative analysis of conversations on social media regarding the choices people make about sustainability. The scope was 
global English and drew on discussions taking place in July 2021. For further details on the approach, please contact us on the details below. 



CLIMATE INACTION
WHO’S THE REAL VILLAIN?

The IPCC report left no room for doubt. No room for manoeuvre. 
Climate change is happening and it’s our fault. 

The day the report landed, it splashed across every front page. 

Big font proclamations of doom. 

But… the next day, the front pages had moved on. 

Potentially the biggest existential threat we’ve ever faced, replaced by news of 
exam results. 

Why is this?

For most people, climate change isn’t sticky. For some reason, it hits us and 
slides away. 

Our feelings of guilt, worry, and anxiety gets pushed aside. The messages of 
doom aren’t working. They’re too easy to ignore.

Then there’s the guilt. No one likes being told off. But this is the dominant 
narrative of the passionate trying to motivate those that aren’t.

The result is that behaviour change isn’t happening fast enough. 

It’s because this way of thinking assumes climate change is the villain. 

This is where we’re going wrong. 

The real villain in this story is helplessness. 

Photo by Aslıhan Altın on Unsplash
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CLIMATE INACTION
ESCAPING THE NEGATIVE LOOP

People can feel helpless when thinking about climate change. 

It’s easy to wonder, what can one person do in the face of such a challenge?

It all feels too big, too complex.

They can be unsure about what action to take, what sacrifices to make.

Here’s the thing, uncertainty saps energy. 

So, nothing happens. 

And we keep getting told off and end up feeling worse about it, less energised.

It’s a destructive loop.  

But… when people are shown what they can do, they feel better. 

This agency encourages them, the feedback loop becomes constructive. 

When individuals work towards a shared goal, big things happen. 

We all need more of this. 

We need to be more bee. 

We need to recognise the power of small changes when enacted on a mass 
scale. 

We need to create a more positive, re-enforcing process of change. 

Photo by Wolfgang Hasselmann on Unsplash
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CLIMATE INACTION
CHANGING BEHAVIOUR

How do people become more bee?

It’s not right to expect those who lack the motivation, ability and awareness to 
change their behaviour because they’re told to.

Even if you tell them a lot or get angry about it. 

To them, it all becomes a bit blah, blah, blah. 

For most people, the beliefs of the passionate few aren’t enough to change their 
behaviour in the light of everything else that’s going on in their lives. 

What can we (business and organisations that care) do?

We can break it down into more manageable parts. 

The most powerful thing the passionate can do is pave the way. 

They have the energy, the motivation and the ability to change their lives. 

But we must accept that their path simply won’t work for the majority. 

It’s too complex, too time-consuming and too hard. Most people don’t care 
enough to make these kinds of sacrifices. 

So, we need baby steps. We need to see what works and why. 

We need to make it simple. 

We need to help them change, but where to start?

Photo by Jehyun Sung on Unsplash
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WHERE SHOULD WE FOCUS OUR EFFORTS?
ACTIVATING PEOPLE IN THE ‘GOLDILOCKS’ ZONE

Motivation and ability to act

I don’t believe in climate 
change or that humans are 
responsible for it. 

I’m a passionate, engaged 
environmental activist.

I believe in climate change and am trying to 
find my way through the maze to act in a 
more sustainable way.

Too cold Too hot Just right

Time is not on our side, so we need to prioritise. 

To help, we can split people into three groups based on their current attitudes towards climate change. To borrow from Goldilocks, we have those that are too cold, 
those that are too hot and those that are just right.  We should focus our efforts where we’re most likely to have an impact – those who believe but may need help to 
get to the next level. 

Ignore: this group is too resistant to 
change in the short term.

Focus: this group has the most 
potential to change behaviour in the 
short-medium term.

Ignore: this group is already highly 
motivated and active.

Low High
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4. Eliminate

There is no turning back 
from this level of 
engagement. It’s where 
people have decided to 
address their 
environmental impact 
decisively by eliminating 
an activity or product 
contributing to climate 
change. 

1. Realise

People here realise that 
their carbon footprint is 
contributing to the 
climate crisis and maybe 
they should do something 
to lessen that impact.  

2. Redirect

People here show a 
willingness to do things 
within easy reach, 
preferably without 
compromising on quality, 
service and price.  

3. Reduce

This level of engagement 
requires more effort on 
the individual because 
they must do with less of 
the products or services 
they love that impact the 
climate. 

5. Evangelise

The most intense level of 
engagement is when an 
individual decides to 
become actively involved 
in climate stewardship. 

WHERE SHOULD WE FOCUS OUR EFFORTS?
50 SHADES OF GREEN

Becoming a more sustainable consumer doesn’t happen overnight and it’s a mistake to assume the challenge of shifting behaviour is binary. 
There are many shades of green.   
We found five different levels of engagement, based on the sacrifice required and the willingness to make it happen.  
It feels that the majority of consumers are stuck in the lower levels. To change behaviour we need to understand where people are and what we 
can do to shift them to the next level of engagement.  
We can’t expect people to go from 1 to 5 overnight. 

Low High
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Motivation and ability to act



LEVEL 1: REALISE
TIME TO TAKE NOTICE

Photo by Wilhelm Gunkel on Unsplash



REALISE 
MEET… ‘ONE DAY MANDY’

Mandy* has noticed that more of the people around her seem to be 
talking about climate change. 

Her local grocer is no longer offering plastic bags, not even for a fee.  But the 
paper bags seem to hold more, meaning fewer trips back and forth from the 
car.  

Her niece just got a job at a vegan place and raved about the food.  

She noticed her neighbour, who typically drives to work, sporting cyclist’s 
spandex and riding his bike to work.  

A few weeks ago, she watched a show on Netflix about how plastic is polluting 
the ocean.  

When she rolled out her rubbish for pick-up, she noticed some of her neighbours 
placed their cardboard and newspapers in a separate pile.  

While preparing a fruit salad for breakfast, she realised the pineapple came 
from Costa Rica.  She felt a bit guilty about eating something that had spent so 
many hours on a ship to make it to her plate.  

When she asked her husband to hang a painting on the wall, he returned from 
the basement with three hand drills, all almost brand new.  

In the process of Spring Cleaning, she came across several items she had 
purchased yet never worn.  

Mandy is starting to wonder if their second home in the mountains is really 
justified. Come to think of it, there may be another hand drill in the storage shed 
there too! 

“I’m eating a mango on the coldest 
day of the year, and now I’m feeling 
conflicted about climate change for 
the first time in my life.”
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Photo by Hayley Wagner on Unsplash
* We’ve used pen-portraits in this work to bring help bring some of these stories to life. 



This group have heard the wake-up call loud and clear, which has come 
from a range of inspirations: 

• They may have experienced the impact of climate change first-hand. “I 
have never seen anything like this in central Europe. The chaos and 
destruction is madness.  I'm safe, but a friend and I almost got hit by a 
landslide yesterday while on the Autobahn.”

• They may have watched a documentary on Netflix that resonated with 
them.  This summer alone, ten environmental documentaries were released. 
"Watch Kiss The Ground on Netflix - it changed the way I think about farming, 
and it's the effect on the environment.“

• Someone close to them or someone they admire/respect has started 
making changes and frankly some of those changes look like something 
they could easily do themselves.  

• They’ve heard media stories or read headlines in newspapers and are 
starting to realise this whole climate change might be something. 

• They’re starting to feel that they need to do something, but they are 
paralyzed by too much information, misinformation, and all the messages 
of doom and gloom, which drain their enthusiasm and make them wonder 
what the point is.
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REALISE 
WHAT’S DRIVING CHANGE?

“Understanding what's happening 
can make you feel a lot of different 
ways. Sad, scared, angry, curious, 
indifferent, but for me, the dominant 
reaction is simply bewilderment.”



Frankly, this group isn’t actually doing much of anything at the moment 
to save the planet.  

But with a bit of nudging…

• Some are becoming increasingly conscious and worried about their impact 
on the environment.  

• They are starting to take notice of the changing habits of family and friends.   

• In most cases, they haven’t done anything personally yet; but it is starting to 
creep into their conscious, creating slight tinges of guilt.  

• On the plus side, they are also surprised that it might not be so difficult to 
make changes with so many eco-friendly products and options available. 
“The better decisions are becoming easier.”

• This group is probably the hardest to get going. 

• They’re starting from a point of almost total inactivity. 

• There’s a lot of inertia to overcome and many barriers in the way.

• They have fleeting moments of motivation but often lack the ability to turn 
this into anything meaningful.  

• They need the right type of help.
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“I am realizing that Less is more, and 
I should change my mindset. I’m 
using way too many gadgets that I 
don’t really need that one day will 
be part of electronic waste.”

REALISE 
WHAT ACTION ARE THEY TAKING?



So how do we energise, inspire and enable the One Day Mandys to 
become more active?

• These are people that may feel a bit uncomfortable with significant 
changes.

• They don't want to call too much attention to themselves; they just want to 
do their part and be left alone. 

• Any changes need to feel natural with only the slightest bit of effort. 
Emphasise the normalness of going green.  

• They are more likely to make changes consistent with what others in their 
close-knit social group or family are doing.

• They also need access to easily digestible straightforward information 
about climate change that counters fake news and the relentless 
doomsday messages.

• The messaging needs to focus on how it will make them feel —- any tinges 
of guilt will melt away, and their anxiety levels will return to normal. "She felt 
the world was worth fighting for and because doing something was good 
for the soul and would reduce her anxiety.”

• Keep the issue front and centre by communicating a sense of urgency.  
You’ve got their attention, don’t let that attention wane.  

• This group need the next steps to be simple and easy to achieve. If they’re 
not, they are likely to give up and regress. 
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“Change starts with small habits, 
these habits then can spread to 
close family and friends and it can 
make a difference.”

REALISE 
HOW CAN WE ENCOURAGE DEEPER COMMITMENT?



LEVEL 2: REDIRECT
SHIFTING FOCUS

Photo by Michael Fousert on Unsplash



Meet Hard to Change Harry.  Harry traded his gas-guzzling BMW for a 
hybrid Lexus.  

He and his wife needed an “around town car,” and the hybrid just made sense.  
He loves showing it to his friends and neighbours.  It makes him feel “hip.”  

The other day when his wife sent him to the market for shampoo, he was 
overwhelmed by the choices.  He opted for the shampoo in a bar, just like a bar 
of soap.  Later, his wife sent him back to the market for “real shampoo.” 

Harry and his wife had concert tickets to see Sting, and they tried public 
transportation rather than deal with the hassle of finding a parking space 
downtown.  They were both pleasantly surprised by how easy it was to take the 
train.  

His neighbour dropped off some beefsteak tomatoes grown from his garden, 
and they talked about the benefits of composting. 

On Saturday, he and his wife went to the farmer’s market and purchased locally 
sourced honey.  

Later that evening he booked flights to go skiing for Christmas in Aspen.  He 
noticed the airlines offered a carbon offset program.  Wow! 200 Euros more per 
ticket.  Not going to do that!

Later that week when he went to lunch, he noticed the impossible burger was on 
the menu.  As a meat and potatoes type guy, he decides to stick with the real 
beef burger this time.  
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REDIRECT 
MEET… ‘HARD TO CHANGE HARRY’

“I have to admit, getting a Tesla was 
not primarily for its green 
properties.”

Photo by NICHOLAS BYRNE on Unsplash



Hard to Change Harry has shifted some of his purchases towards eco—
friendly products and reduced his carbon footprint by using public 
transportation.

So how did Harry and others like him arrive at this level of engagement?  

• They’re convinced that climate change is real, and they’ve probably 
witnessed first-hand human activities contributing to the problem. 

• They may even be aware that things are going to get worse and fast. But 
unfortunately, they are “hopelessly addicted to the current order of things.” 

• Most of their pro-environment actions are performative. “We can and 
should recycle, ban plastic bags, of course, but it has to be said by 
comparison those actions are drops in the proverbial bucket.”

• They may have one big thing they’ve done, like buy an EV car. But chances 
are other factors played into their decision besides just saving the planet. 

• But if you ask them to give up something, the walls come up– big walls! “I’m 
willing to do anything to stop climate change except stop eating animals 
and carpool.”

• They want a certain level of comfort and expect a certain level of quality. 
“Of course, I could make my impact next to zero by moving to a log cabin 
in Montana, but I don’t think that’s a reasonable proposition.” 

• They may also make trade-offs in their mind to justify their minimal level of 
engagement. “I may eat meat, drive a petrol car and work for a firm that 
sells pointless cr*p to an ever consumer public, but at least I….”
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“Buying eco-friendly products is 
easy; biking instead of driving to 
work is an entirely different matter.” 

REDIRECT 
WHAT’S DRIVING CHANGE?



While their efforts are “drops in the proverbial bucket,” Harry and others 
like him are redirecting some of their purchases and beginning to 
change some of their lower threshold habits.  

• On the dietary front, many have chosen to buy organic, local and 
sustainably sourced produce. 

• Some have even attempted to maintain gardens.  

• While Harry wasn’t keen to try the Impossible burger, others in this group 
have switched to plant-based meat alternatives.  

• In terms of day-to-day living, many have converted to renewable energy 
and have replaced their traditional light-bulbs with led lights.  

• They also invested in personal reusable and refillable containers and are 
avoiding single-use plastics.  

• Many have chosen to buy second-hand instead of new/fast fashion. 
Others are still purchasing new but have decided to buy well-made eco-
labelled, sustainable, and green clothing brands.  

• For those building or renovating their home, many have chosen to use 
sustainable building materials (but not just because of this).  

• Many own an electric car, and a small number are willing to participate in 
carbon offset programs when they fly. 
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“I buy as much as possible 
sustainable and local products and 
research their carbon footprint.”

REDIRECT 
WHAT ACTION ARE THEY TAKING?



So, how do we help people who are hesitant to invest too much effort to 
get to the next level?  

• Praise their efforts up to this point. This group needs “attaboys” for the 
choices they’ve made so far. 

• Make choosing sustainable options easier. Make it simple with the rationale 
clear to see. 

• Don’t be holier than thou and scold them for not being at the same level of 
engagement as you. These types of comments are not likely to go down 
well with this group. “I 100% agree here; I don’t believe demeaning anybody 
else is the right way to see change.”

• Help them sort through the information. Give them the tools so that, 
whatever decisions they make, are their own and not something being 
dictated to them.

• In many cases, individuals in this group are well-versed in the issues and 
are open to civil conversations. But they are more likely to be amenable to 
discussions that put significant habit-changing activities in a pros/cons 
light.  

• Suggest they try to track their carbon footprint. Often, people have an 
inflated view of their climate saving activities. They tend only to remember 
what they’ve done that is positive.  They need to realise that “not increasing 
it is not the same as reducing it.” The easy things are not enough.  

• Provide a roadmap. Outline a series of tangible and measurable things to 
combat climate change with specific targets and goals that can be 
celebrated as climate victories when achieved. 
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“Honestly, it’s a lot easier to make 
substantial changes to 
consumption patterns if you compel 
corporations and society to make 
changes. There is absolutely no 
reason why producers rely this 
heavily on single-use plastics. Just 
change the way we consume.”

REDIRECT 
HOW CAN WE ENCOURAGE DEEPER COMMITMENT?



LEVEL 3: REDUCE
THE PATH TO LESS

Photo by Coen van de Broek on Unsplash



Meet Charlotte, who views herself as a tiny cog in a giant machine. 
She’s doing her part, she’s making sacrifices, but she’s not sure it will 
make a difference. 

Last year, she purchased her first apartment. At the time, “no air conditioning” 
wasn’t a deal-breaker.  But after weeks and weeks of record-breaking 
temperatures, she installed a window air conditioner in her bedroom.  

On a recent hike, she noticed the fire hazard sign at the entrance to the park 
was “high.”  Charlotte can’t remember the last time they had some rain.

She recently met her old college roommate Imogen for lunch.  It seems 
Imogen’s days of eating pizza and hamburgers and even fish and chips are 
over.  She has gone completely vegan. Charlotte is not sure Imogen’s efforts will 
“save the world,” but she is making a conscious effort herself to eat less meat. 

Charlotte has made a New Year’s resolution to bike to work on days when the 
weather is nice.  The bike infrastructure is not the best, but there are bike paths 
for most routes.  She has also noticed more car-share services and is weighing 
up selling her car.  

This month, she refused to read anything about the new Apple releases.  Her 
iPhone 10 is running slower, but it still gets the job done.  She is determined to 
keep it until her most needed apps no longer support it. 

She has also started bringing her water in a reusable eco-friendly stainless steel 
container to the gym.  She felt a bit guilty about her daily plastic water bottle 
purchases, plus her new container fits the pro-climate image she wants to 
project to the world. 

Though she is still not sure, anything she is doing is making an impact.

18

REDUCE
MEET… ‘CHARLOTTE COG IN THE WHEEL’

“I’ve reduced my carbon footprint by 
buying local, walking, cycling, and 
taking the ELECTRIC train wherever 
possible.”

Photo by Alexandra Tran on Unsplash



While Charlotte may only feel like a tiny cog in the machine, she is 
committed and up to the challenge.  

How did Charlotte and others like her arrive at this higher level of 
engagement?  

• In many cases, they were motivated to change because a friend, a loved 
one, or someone they respect has done the same. “I had a teacher who 
was ahead of his time, and he convinced me.”

• They do something because it reduces feelings of guilt. The planet may go 
down in flames, but it will not be because of them. “At the end of the day, it 
is not a huge sacrifice to make, and at least I’ll know I tried. But we’re 
screwed.”

• They do something because it makes them feel good. “At this point, I 
recycle, eat a vegetarian diet and do things to reduce my carbon footprint 
as a holistic “self-medicating” thing; it just makes me feel good, kind of like 
a religion, I suppose.”

• At first, they come off a bit “meek,” but they are hopeful their efforts are 
making an impact. “Just because I haven’t brought the meat industry down 
in my capacity doesn’t mean I haven’t reduced demand.”

• But there is the worry that their actions are not enough – just amounting to 
“small beans.”
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REDUCE
WHAT’S DRIVING CHANGE?

“Not enough by itself, but I guess at 
least it is something.”



Unlike Harry, who will only do things that require minimal effort, folks 
like Charlotte are willing to live without creature comforts.   

• On the dietary front, many are eating less meat and dairy. 

• They are also more likely to compost, avoid single-use plastic and minimize 
food waste.  

• Many in this group choose to buy second-hand and avoid fast fashion.  

• They are also more likely to be focused on living with less and avoiding 
unnecessary purchases. “Don’t buy/consume as much - think about 
whether you need it. Think about how long it will last. If you do really need it, 
buy it to last.”   

• They are also more likely to use energy more efficiently (turn off their 
computer at the end of the day, turn lights off when they leave a room) 
and practice water conservation (take shorter showers, wash clothes on 
cold).  

• This group is also more likely to undertake more drastic transportation 
decisions or choose to save all their errands for a single trip.  

• In cities with well-planned infrastructure and car-share services, many 
have given up their car.  

• Some have even reduced their air travel.

20

REDUCE 
WHAT ACTION ARE THEY TAKING?

“You could pick a reduction strategy 
like eating vegetarian at home and 
eating beef only outside the home.” 



So, how can we inspire people who are committed to the cause but are 
worried about their actual impact, to become more active? 

• These people live with less, forgoing new technology, and are genuinely 
focused on reducing their carbon footprint.  

• Provide opportunities for them to meet like-minded eco-friendly people so 
that they can feel part of a community ‘in it together’.

• For example, members of the “Third Space Canteen” in London meet 
monthly to share a sustainable meal and talk about food and 
environmental matters. 

• Use comms to let them know they are the good guys and something to 
emulate. 

• Let them know they’re an essential part of the generation working hard to 
save our planet. 

• Again, it is a focus on something larger than themselves — a community, a 
generation. 

• Give them higher quality products that they can buy less frequently.

• Provide an outlet for them to roll up their sleeves and address the more 
complicated issues. Brands could use their reach to link people to the right 
organisations. 

• Reward their tough decisions through awards, recognition, status.  
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REDUCE 
HOW CAN WE ENCOURAGE DEEPER COMMITMENT?

“It feels like people are caring more 
about environmental issues and 
trying to create new sustainable 
inventions, and I’m here for it.”



LEVEL 4: ELIMINATE
IT’S NOT WHAT’S LOST, BUT WHAT’S GAINED

Photo by Lefteris kallergis on Unsplash



Meet Robert, who enthusiastically believes if everyone went vegan, it 
would stop the climate crisis in its tracks.  

Robert wasn’t always this way.  There was a time when he regularly ate French 
cheese, butter and even steak tartare.  

Truth be known, his path to becoming vegan wasn’t climate concerns.  Like 
many others, it was animal cruelty and general health.  

However, he found the climate argument seemed to resonate with his friends 
and family and hey! Whatever angle works to get more folks to go vegan, the 
better.  

Since becoming vegan, Robert has become much more informed about the 
detrimental impact of industrial farming on the environment.  

He is known as ”the vegan” at his office – even though he’s not the only one in 
the office, he is by far the most vocal.  

When he breaks for lunch, he often mentions what he will be eating, describing it 
with such enthusiasm that many who remain at their desk find it hard to think 
about anything other than kale and chickpeas.  

His approach to being vegan is so positive and non-judgemental that he’s had a 
significant impact on his colleagues.  

Some have even started eating vegan at home and braving vegan cafes.  

Though Robert is human with weaknesses for foods of his past, and when 
conversations at work go down the path of French cheese, he heads out to the 
market to find the best vegan alternative possible. 
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ELIMINATE
MEET… ‘RINGLEADER ROBERT’

“I hope you will join me in spreading 
the message of reasonable hope 
mixed in with the brutal honesty 
people desperately need to hear.”

Photo by Marvin Meyer on Unsplash



The fact that Robert and his wife are vegan is not enough - he wants 
everyone on the planet to eat this way.  

How did Robert and others like him arrive at this higher level of engagement?  

• Many of these individuals are motivated by empathy towards other living 
creatures and a pronounced affinity towards nature. 

• They believe collectively that individual actions can make a difference. “One 
person makes no difference; many change the world. Wake up, people!”

• Their enthusiasm is very concentrated on a particular area (e.g. solar 
panels, tree-planting). 

• They trust and honestly believe that collectively we wield massive power to 
shake up the status quo and force companies to implement more 
environmentally friendly policies.

• They like the feeling of being part of something bigger than themselves. 
“Multiply individual acts by, say, the 340 million population of the US, and they 
begin to add up big-time.”

• They firmly believe that it is better to be part of the solution regardless of 
whether you had any role in the problem.  

• Overall, they approach the problem positively and refuse to listen to the 
doom and gloom message. 
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ELIMINATE
WHAT’S DRIVING CHANGE?

“I am part of nature; I am one with 
nature. My decisions will affect not 
just me, the future generations, but 
also everything around me.”



Folks like Robert are likely to be doing many of the same things as the 
previous group (Reduce).  

However, they are more actively involved in getting others on board.  

• They encourage others to adopt a plant-based diet using whatever 
argument resonates – morals, environment, climate change, health. They 
are finding others to install solar panels and to plant more trees. 

• They’ve made the sacrifices and have come out the other side. It’s not a 
chore anymore, they’ve adapted and now focus on the wins. They gain joy 
from what they’ve gained, rather than grieve for what was lost. 

• They may donate to charities that champion the cause they feel so 
strongly about. 

• They are more likely to start a conversation with a family member or friend 
about environmental-friendly living, 

• They are likely to be involved in environmental stewardship like planting 
trees, picking up trash, heavy-duty recycling and encouraging others to 
join.  

• They may be willing to go a bit further in terms of giving up creature 
comforts, including setting the thermostat down in the winter and wearing 
an extra layer and taking the train instead of flying for their next vacation.   
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ELIMINATE 
WHAT ACTION ARE THEY TAKING?

“We are not here to ‘solve climate 
change’ in one go; it’s not that easy 
- but we are making the small 
changes that we can”. 



Folks like Robert are already where they need to be (not everyone can 
be Greta).

However, they may help pull the Cog in the Machine folks further along.  

• They are not judgemental, or if they are, they keep their negative thoughts to 
themselves. They are not the climate police. 

• They are also empathetic and may have travelled along the same path or 
continuum themselves. While they aspire to perfection, they are the first to 
admit, going green full time is not easy. 

• They know what messages NOT to say. “Telling people that individual actions 
don’t matter also contributes to the poor mental health of those who 
experience eco-anxiety, leaving them feeling powerless.” 

• These guys are cheerleaders, not doomsayers. Every movement forward, no 
matter the engagement investment, is a victory in their eyes: high fives and 
fist bumps for everything.  

• They are also realistic about the roadmap to change.

• They want to spread messages about what you can do to help the planet 
far and wide. In a sense, they are the climate angels. 

• How can brands help them? How can they collaborate to help spread the 
word – combining their passion and influence with brand’s reach and ability 
to create solutions.  
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ELIMINATE 
HOW CAN WE ENCOURAGE DEEPER COMMITMENT?

“I don’t think that our quality of life 
will have to suffer beyond things like 
giving up most meat, if we do it right. 
I disagree with certain extremist 
*protest* actions because even 
though I think we’re in an extreme 
situation and some of us feel like 
extremist actions might be justified, I 
think the optics aren’t great, and 
push more people away than we 
recruit.”



LEVEL 5: EVANGELISE
I’M TAKING YOU ALL WITH ME

Photo by AJ Colores on Unsplash



Meet Teresa, who is an active member of the green party and sits on 
the city council. 

Last year, she helped get compost bins and solar panels installed at her 
apartment complex.  

The city council where Teresa lives is very forward-thinking. It’s set targets to 
procure all of its electricity from either renewable or non-emitting resources.  

Her landlord Jim had no idea he qualified for a program where his utility 
company would pay him to install solar panels.  Not only did he reduce his 
energy costs, but the apartment is now running close to 100% occupancy, with 
more and more people wanting to live in environmentally friendly places.  

This summer, Teresa convinced Jim to replace an area of the parking lot with a 
local community garden - using the compost, of course.  

Teresa was also instrumental in the local government’s decision to introduce a 
discount for public sector workers to buy e-bikes.  Now she and other council 
members are trying to offer similar incentives to all residents. 

She is also active in a local organization that plants new trees in the community 
every weekend.  Not only is it great exercise, but it gives her time to connect with 
others who feel the same way she does about saving the planet.  

For her next vacation, Teresa’s decided to travel to Ecuador to help with 
reforestation efforts in the Mindo Cloud Forest.  

She also works with schools in her community to help improve understanding of 
environment conservation and everyone’s role in its future. 
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EVANGELISE
MEET… ‘TENACIOUS TERESA’

“Policies which may be “extreme” but 
if packaged and sold correctly can 
win that support. e.g., a substantial 
carbon tax of the sort that’ll be 
needed could be seen as quite 
extreme if it pushes up the price of 
things like flights and meat. But if we 
couple it to a UBI (universal basic 
income) such that the average 
polluter doesn’t lose out, and those 
who pollute less (generally low 
earners!) actually gain money, we 
can sell it as “we’ll be giving you 
more money to spend on what you 
want, funded by taxing the highest 
polluters”
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People like Teresa believe that the answer to climate change lies in an 
alliance between government, individuals and industry. 

• Unlike the previous group (the Ringleader Roberts), they tend to think bigger 
and are more focused on systemic changes. “I think driving less sets a good 
example and has some value, but surely entering a dialogue with the 
community is more important.”

• These folks are versed in the issues and understand the intricacies and the 
ins and outs. 

• They don’t wait for others to take action, rather they take the initiative, and 
are spirited and resourceful to see things through. 

• They care deeply about their community and the family. “Being a 
grandfather, I’m glad that my congressman takes climate change seriously 
and wants to do something about it,”

• These individuals are vigilantly investing both their time and money in eco-
friendly activities. 

• They also believe in the inherent capacity of humans, in general, to support 
each other and place more trust than most in brands and governments to 
step up to the plate to make real change. 
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“It will take transformations on all 
fronts to mitigate the climate crisis.” 

EVANGELISE
WHAT’S DRIVING CHANGE?



People like Teresa are more likely to be…
• Undertaking letter-writing campaigns to pressure their local elected officials 

and encourage people to buy green alternatives from other companies.

• They may be active in local politics.   

• They are more likely to support political initiatives to address industrial 
farming practices and actively support plant-based eating brands.  

• They are more likely to be formally involved in educating others about 
environmentally friendly living.

• They may be a member of activist groups - for example, those focused on 
renewable energy.  

• They likely have participated in their share of climate marches.  

• They are more likely to be actively involved in planting trees and picking up 
trash with local charities.  

• They may participate in a community-controlled circular economy where 
everyone shares, leases, reuses, repairs, refurbishes and recycles things as 
long as possible before buying new things.  

• In terms of getting around, they’re thinking much grander than owning an 
electric car.  They’re more likely to advocate for better transportation 
infrastructure in their city and insist that renewable energies be part of the 
conversation.
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“Rest assured that as conversations 
in Washington continue to focus on 
infrastructure investments and 
efforts to address climate change, I 
will continue to fight to ensure 
renewable fuels have a seat at the 
table.”

EVANGELISE
WHAT ACTION ARE THEY TAKING?



Their enthusiasm and dedication to the cause could be off-putting to 
the mainstream. 

• This is probably not the best group to put in front of people just starting to 
realise they need to do something.

• Their level of knowledge and reasoning could be intimidating.

• Someone spewing facts and figures and the minutes of the last city council 
meeting on adding more bike paths is not the person you want to put in 
front of someone undecided about what they can do.

• However, they may be just the person to be your brand ambassador. 

• Think about Teresa and her campaign to get more e-bikes on the road.  

• Manufacturers could use someone like her to educate the city council on all 
the benefits of e-bikes.  
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“My issue is jumping to it as a 
kneejerk reaction for ideological 
reasons, not practical ones - the 
more extraneous policies you 
attach to your cause, the fewer 
people you’ll reach. Something that 
attracted me to XR when they first 
launched was that they seemed 
very tightly focused on the climate 
crisis.”

EVANGELISE 
HOW CAN WE ENCOURAGE DEEPER COMMITMENT?



SHADES OF GREEN
HOW TO HELP PEOPLE BECOME MORE ENGAGED

4. Eliminate
Where are they? 
• Same or more intense 

actions as the 
Reducers.

• Actively spreading the 
word at an individual 
level. 

1. Realise
Where are they?
• Climate consciousness 

has awakened.
• But lack ability to make 

changes. 

2. Redirect
Where are they?
• They’re starting to make 

different, ‘greener’ 
purchase choices.

• They’re buying different 
not making sacrifices. 

3. Reduce
Where are they?
• Happy to live with less 

and avoid unnecessary 
purchases.

• Consciously reducing 
travel, energy, 
consumption.

5. Evangelise
Where are they?
• Similar levels of ‘green’ 

consumerism
• Actively involved in 

spreading the word on 
a mass scale.

How to become more 
engaged?
• Help them find a 

platform for spreading 
the word. 

• Recognise and praise 
their achievements. 

How to become more 
engaged?
• Peer examples.
• Clear, consistent 

advice.
• Small steps.
• Recognition and  

encouragement.

How to become more 
engaged?
• Encourage and show 

examples. 
• Give them tools to track 

their impact.
• Provide a roadmap.

How to become more 
engaged?
• Let them know their 

sacrifices matter.
• Help them connect and 

form communities. 
• Provide opportunities 

for them to do more. 

Summary: where people are, why and how to move them to the next level. 
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WHAT NEXT?
HOW CAN BRANDS HELP PEOPLE MAKE BETTER CHOICES?
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A TIME FOR LEADERSHIP
BUSINESS WILL MAKE THE DIFFERENCE

Life is going to be different in 5 to 10 years. Many businesses are already 
making significant investments to make their supply chains and 
products more sustainable. 

But this is slow going. It needs to be quicker. 

• The lack of active consumer demand is a problem. 

• We’ve got too many worried people and not enough action. 

• So, we’re expecting brands to take a Kevin Costner, Field of Dreams leap of 
faith, to build it in the hope that they will come. Risky.

• But this is a ‘Toys R Us’ vs ecommerce moment. We know the future will be 
different, so we need to act now. 

• We need to help make the investment process less risky by stimulating 
demand. 

• The challenge is to align what brands do to the needs of level 1 and 2 
consumers. 

• We need a simpler way to grow these fragile sparks of interest. 

• Telling them off isn’t working. We need to create opportunities for small 
changes in behaviour and create a positive feedback loop. 

• This is how to take leadership of an emerging market.

Photo by The Creative Exchange on Unsplash
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BEHAVIOUR CHANGE
HELPING PEOPLE MAKE BETTER CHOICES

The question is: how can we help mainstream consumers take 
the first, then subsequent steps to being more sustainable? 

It’s about making small, better choices. 

Here are some ideas and examples to get you started.

• Labelling: find the lowest common denominator of consumer 
understanding and use it. For example, show how far each product has 
travelled to reach the store. Test and learn – does this shift demand to 
products with fewer air miles? See the work of Dr. Cristina Stewart at the 
University of Oxford who is testing the effect of environmental impact 
labelling on consumer demand. 

• Profit: often a Formula 1 race is won by making a bold change of tires before 
your competitors. It means holding your nerve when you lose time on a few 
laps, for the chance to win the race. At the moment, the mainstream doesn’t 
care enough to pay more. They don’t believe enough to make a sacrifice. 
You have to change the tires for them. 

• Standards: the mainstream is confused. Any sense of incredulity or 
uncertainty will sap their energy and they’ll default to what they know. So, 
business processes need to support the end goal we’re asking them to 
believe in. You don’t’ have to have everything perfect, consumers don’t 
either. Rather if you have a path to be better, you’ll help them see that they 
too can start the journey.

• Feedback: create a sense of community with your customers. Listen to what 
they need. Listen to the voices of the early adopters. This will help de-risk the 
investment process by giving you valuable feedback. 

Photo by Photo Boards on Unsplash
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https://www.bbc.co.uk/news/science-environment-58831636


BRAND EXAMPLE
HOW IS GOOGLE ENCOURAGING PEOPLE TO LIVE MORE SUSTAINABLY?
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Google have introduced a range of features to help push people to 
more sustainable choices.

The brand states its goal is to “help one billion people make more 
sustainable choices by 2022”.  Their recently announced changes 
include:

• New features to book flights or purchase appliances that have 
lower carbon footprints

• A Nest programme to support clean energy from home

• Eco-friendly routing on Google Maps

• A focus on information from authoritative sources when people 
search questions about climate change, including information on 
how they can take action.

This fits alongside the business’s commitment to running its data 
centers and campuses on carbon-free energy by 2030. 



BRAND EXAMPLE
HOW IS NESTLE ENCOURAGING PEOPLE TO LIVE MORE SUSTAINABLY?
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Nestle Australia recently ran a KitKat campaign to educate and 
inspire customers to “give the planet a break” by recycling their soft 
plastic wrappers.

The campaign was created in response to research findings that 80% 
of Australians are concerned about recycling, but 48% of Australians 
are getting recycling wrong. Two-thirds of Australians don't know 
what a 'soft plastic' is, yet soft plastics make up most confectionery 
packaging.

KitKat helped educate consumers through messaging on pack 
encouraging them to recycle wrappers in-store; and the campaign 
was brought to life with OOH advertising, social media, online videos, 
influencers, editorial media, and a microsite.



BRAND EXAMPLE
HOW IS PATAGONIA ENCOURAGING PEOPLE TO LIVE MORE SUSTAINABLY?
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Patagonia are encouraging customers to break the cycle of 
consumption by repairing garments for free.

Patagonia’s repair service is free for customers – and people share 
examples on social of years-old garments that the brand has 
repaired.

The brand explains that repairing gear reduces the need for people 
to buy more – and therefore reduces waste and saves resources. 

The Patagonia website also features information on DIY repair and 
care, and options for recycling used products.

“A month ago, I tore my Patagonia jacket while biking in the forest. 
Patagonia fixed it for free. No question asked. Not because it was 
under guarantee. Not because it was defective. Not because they 
bore any responsibility. But because “choosing to have your gear 
repaired reduces the need to buy more”. Wow! Thank you Patagonia 
for walking the talk on sustainability. With your help, I delayed buying a 
new jacket for a few years but you won my lifelong loyalty.”



CLIMATE CHANGE
THE OPPORTUNITY

Photo by Oxana Melis on Unsplash
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What next?

• Consumer attitudes to sustainability are diverse and 
complex.

• The market size for sustainable options might not be 
a large as you think it is right now. 

• The mainstream are unlikely to fund the development 
of sustainable goods or services. 

• Unless something radical changes: legislation, shifts 
in cultural norms, or supply side initiatives. 

• You can have the supply side power.

• Companies have a moral and commercial 
opportunity to act first and define the market. 

• Understanding consumer behaviour is key to knowing 
how and where to act. 



THANK YOU

This work was created by Karen with help from 
Jeremy. 

Thanks for reading.

If you’d like to find out more please contact:

Jeremy 

T: +44 7799 415829

E: jeremy@listenandlearnresearch.com

Photo by Paolo Bendandi on Unsplash

https://www.linkedin.com/in/karen-winslow-898364208/
https://www.linkedin.com/in/jeremyhollow/

