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Problems emerge when ...

“...those who seek change switch from running
campaigns based on an analysis of power and
Influence in society and trying to change that, to
‘addressing behaviour change’. This switch is now
so widespread that its far from trivial nature is
often overlooked.”

Chris Rose
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The bad boys of environmentalism

THE DEATH OF
ENVIRONMENTALISM

GLOBAL WARMING POLITICS IN A
POST-ENVIRONMENTAL WORLD

BY MICHAEL SHELLENBERGER AND TED NORDHAUS
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“...anyone who cares about global warming must speak to the
material and nonmaterial aspirations that Americans have for
themselves and their country.”

Shellenberger and Nordhaus, 2005
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“one of the most influential political thinkers
of the progressive movement”
Howard Dean

don’t think of an elephant!
KNOW YOUR VALUES AND FRAME THE DEBATE

pA: GEORGE LAKOFF

FOREWORD BY HOWARD DEAN [NTRODUCTION BY DON HAZEN

THE ESSENTIAL GUIDE FOR PROGRESSIVES
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“...A progressive movement must have a clearly articulated
moral vision, with values rather than mere interests
determining its political direction.”

Lakoff, 2004

“[A]s soon as voters perceive you as turning to opinio n polls
iInstead of your internal polls — your emotions, and part icularly
your moral emotions — they will see you as weak, waffl Ing,

pandering, and unprincipled. And they will be right.”

Westen, 2007
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So, we need to be clear in ‘knowing our values’,an d
‘framing the debate’ in terms of these.

>

WWF  for a living planet’



Hence Shellenberger and Nordhaus’s
challenge for eNGOs: Can we appeal to any
fundamental aspirations?

“That the environmental community has chosen to sit on the
sidelines is probably a good thing. It will make for much a better
politics if developers, unions, doctors, and relief organizations
take the lead in demanding investments in things like

stronger levees as well as clean energy.”

Shellenberger and Nordhaus, 2005

>
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The green movement , beguiled by the

nniques of the marketing industry, sees

ne values to which it should primarily
appeal as being self-interest and
consumerism
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As long as this remains its focus, the green

movement will fall to deliver the behavioural

changes that are needed, and indeed risks
ruling itself irrelevant.
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www.defra.gov.uk

A FRAMEWORK FOR PRO-

EAVIDNNMMENTAL REHAVIOURS
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“An accurate basic assumption might be that most
people are essentially selfish... Any benefits from
environmental behaviour... must be tangible, immediate
and specific to the person carrying out the behaviour.
Benefits at the society level are unlikely to be a
significant driver of change...”

Hounsham, 2006



An emerging consensus on
pro-environmental behavioural change
strategies

Little steps
Adopt marketing strategies
Green consumerism
Indifference about why we do things
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http://www.youtube.com/watch?v=g2Z21FBk05Xk




Little steps

“[M]ost of our consumer research points to the need
for pro-environmental behaviours to fit within people’s
current lifestyle, even if one might aim for more
fundamental shifts over the longer term”

DEFRA, 2008

“[C]reate offers which are above all easy, cost-
effective, instant and painless.”

Rose et al, 2007



Spill-over effect



Foot In the door



Paul Stern:

“Foot-in-the-door has no track record of inducing
major environmentally significant behaviour.”



To the extent that it may work, is the  motivation for
conceding to the initial request relevant?
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“[W]e have to approach positive climate behaviours in the
same way as marketeers approach acts of buying and
consuming... It amounts to treating climate-friendly everyday
activity as a brand that can be sold. This is ... we believe, the
route to mass behaviour change.”

IPPR, 2006



“The Now people... are a significant part of the mot  or of our
economy... This does not mean they are ‘anti-environmen tal’
but they are most definitely anti-abstinence, anti-g Iving stuff

up”

Roseet al 2006



“...the behaviour often needs to be
commodified”

Rose et al, 2007

“... put products at the centre”

DEFRA, 2008



Problems with green consumerism

“When goods serve as bridges to displaced

meaning they help perpetually to enlarge the
Individual’s tastes and preferences and prevent

the attainment of a ‘sufficiency’ of goods. They

are, to this extent, an essential part of the Weste rn
consumer system and the reluctance of this

system ever to allow that ‘enough is enough’.”

McCracken, 2006






Can less be more?









Car-share schemes for prospectors?
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“The history of commercial marketing points
to another important pre-condition [for
effective behavioural change] — the imperative

IPPR 2007 to know and segment one’s audience, not only
along socio-economic lines, but also by
psychological motivations.”

“Commercial marketing campaigns always
start out with a very specific demographic in

Demos and mind. They understand that different sorts of

Green Alliance, . :

2006 people will respond to different messages,

and target their campaigns accordingly.”

“Campaigns to encourage and persuade the
public to adopt green behaviours must be

Hounsham, 2006  framed in terms that make sense to them,
according to their own values and
motivations.”



“People don’t actually have to do the right things for the
right reasons.”

Hounsham, 2006

“Use non-environmental motivations.”

DEFRA, 2008



But! Do reasons matter?



Problems with indifference

Little steps
Marketing strategies
Green consumerism
Indifference about why we do things
Foot-in-the-door (again)
Rebound
Self-determination theory



Foot-In-the-door

FITD has been explained importantly through ‘self-
perception theory’

FITD may work best when initial requests and
larger subsequent requests are of the same kind

Paying individuals to comply with the first request
reduces levels of compliance with a subsequent
request
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Rebound

Insulate your loft...

...enjoy a warmer house

...fly away somewhere hot



Rebound controversy

Rebound occurs — controversy Is over its
Importance (>100% = ‘backfire’)

But irrespective of the absolute level, the reasons
that we adopt a behavioural change may have an
Impact on the scale of rebound
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Self-determination theory

Following encouragement to engage in behaviour
for ‘intrinsic reasons’, individuals are found to
engage more energetically, and more persistently.

This has been found with educational attainment,
physical exercise, and job satisfaction.

“[l]ntrinsic goal framing (relative to extrinsic goal framing and no-
goal framing) produces deeper engagement in learning activities,
better conceptual learning, and higher persistence at learning
activities”

(Vansteenkiste et al, 2006)



Reasons may matter importantly

Where does this leave marketing approaches
which cannot afford to be too precious about the
reasons for a behavioural change?



“There is a metaphor that political campaigns are ma rketing
campaigns where the candidate is the product and the
candidate’s positions on issues are the features and

gualities of the product. This leads to the conclusi on that
polling should determine which issues a candidate sh ould
run on... You make a list of the top issues, and those are the
Issues you run on. You also do market segmentation.

“It does not work . Sometimes it can be useful, and in fact,
the Republicans use it in addition to their real prac tice. But
their real practice is this: They say what they ideal Istically
believe.”

Lakoff, 2004



Problems emerge when ...

“...those who seek change switch from running
campaigns based on an analysis of power and
Influence in society and trying to change that, to
‘addressing behaviour change’. This switch is now
so widespread that its far from trivial nature is
often overlooked.”

Chris Rose



Problems emerge when ...

“...environmentalists, so long frustrated by
their apparent impotence to second others
to their cause, become besotted by the

iInfluencing techniques of the marketing
iIndustry.”



The only proper role for civil society is to
promote those values that are needed to
address the environmental problems we
confront, and to hold political and business
leaders to account on these.



Three things we’re doing

Marketing executives and depth-psychologists

Values, sustainability and public life

Our connectedness to nature






