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EXECUTIVE SUMMARY 
 
 
 
 
This scoping report marks the end of the first phase in developing and 
implementing a new approach to pro-environmental behaviours and influencing 
behaviours.   We have followed social marketing good practice in establishing a 
baseline for our work, involving stakeholders, reviewing Defra’s own 
performance, drawing up initial behaviour goals and working up some further 
“propositions” (linking population segmentation, to behaviours, to a range of 
possible interventions) for pre-testing and development.  The scope of work has 
ranged beyond behaviours which impact directly on carbon emissions to those 
which impact indirectly (e.g. consumption of goods) or which are important for 
other environmental reasons (e.g. certified and assured food).   Furthermore, it 
has considered a wide range of existing and potential interventions taking an 
integrated approach to policy and communications. 
 
During the last six months we have carried out an extensive mapping of Defra’s 
current interventions insofar as they impact on consumer behaviour, utilising 
recent Defra-commissioned research to gain a better understanding of barriers, 
motivators and the theory of behaviour change.  With the help of external experts 
and interested bodies we have reviewed the effectiveness of our own 
performance and explored a possible conceptual framework for a more 
structured approach to environmental behaviours, drawing for example on the 
UK Sustainable Development Strategy and the “I will if you will” report from the 
Sustainable Consumption Roundtable.  
 
We have identified a “long list” of environmental behaviours spanning the four 
main consumption clusters of food and drink, personal travel, homes and 
household products and travel tourism.  We have, with the help of a series of 
workshops organised by Green Alliance, proposed a smaller set of 12 headline 
behaviour goals against which progress can be monitored and evaluated over 
time.   
 
We have commissioned an environmental segmentation model which will help us 
to develop more targeted and tailored approaches to promoting environmental 
behaviours – the initial results presented here include propositions on which 
behaviour goals are likely to be more acceptable to which segments of the 
population.   The encouraging signs are that many people across the segments 
are willing in principle to take more action on the environment, but in most cases 
this will be dependent on being given the necessary incentives and support. 
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We have identified – again with the help of stakeholders – a range of possible 
policy interventions which could be further tested and developed over the next 
three months.  These include some cross-cutting measures which could deliver 
multiple benefits, such as home environmental audits linked to improved billing 
and metering.  We have also identified a number of current projects within Defra 
where a more integrated approach to behaviour could be of benefit (including the 
opportunity for their own experiences to be fed back into Defra’s thinking).  These 
include work on personal carbon allowances, home energy audits and food 
labelling.    
 
We have made some recommendations on the short to medium term implications 
for Defra: the need to consider setting up an environmental behaviours unit 
(drawing together expertise and resources that are currently dissipated in the 
Department) and integrating the present array of small programmes and grant 
schemes aimed at behaviour change into a single programme with clearer aims 
and objectives. 
 
Unsurprisingly there is no single one-size-fits-all solution.  However, there is 
potential to move towards a much more structured and evidence-based approach 
to environmental behaviours and public engagement, based on social marketing 
principles, using up-to-date research, consumer insight and systematic 
evaluation.  Our policy framework draws heavily on the advice of the Sustainable 
Consumption Roundtable, including a key recommendation that we show people 
they’re part of something bigger by building a sense of collective action and 
ensuring that action by Government is clearly visible. 
 
Finally, this work has contributed to gaining a shared understanding of the vision 
for environmental behaviours to underpin One Planet Living and could form the 
basis for a robust environmental contract between government, citizens and 
community groups. Throughout this scoping exercise we have consulted and 
involved a wide range of  experts and stakeholders representing civil society and 
have been encouraged by their enthusiasm and commitment to be actively 
involved in future phases.   There is real potential to create a common platform 
based round the priority behaviour goals and aimed at creating a stronger and 
broader partnership on public engagement. 
 
Our conclusions and recommendations are set out in chapter 9 of this report. 
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CHAPTER 1 :  AIMS AND OBJECTIVES 
 
 
 
 
Introduction 
 
This scoping report describes how Defra can improve its understanding of 
consumer behaviour and develop policies that better reflect that understanding in 
working towards a range of pro-environmental behaviour goals.    There are 
already signs of a significant shift in consumer expectations and of a market 
place that is prepared and increasingly able to respond.   We need to develop an 
approach that keeps pace with this new dynamism, is based on sharper 
consumer insight, works closely with its delivery partners, and is underpinned by 
robust evidence. 
 
Subject to Ministers’ agreement to this scoping report, the next steps will be to 
carry out further development and testing between January and March 2007 
before adoption of the full strategy in April. 
 
 
Aims 
 
This report is one output from Defra’s Citizens and Public Engagement project.   
The aim of the project is to develop “a strategic approach to effective 
engagement with citizens on one planet living in order to catalyse action 
towards our priority behaviour goals on the environment, create a mandate 
for government action to support these goals and ensure that public 
interventions in these fields are integrated so as to maximise impact.”    The 
project includes some short term actions focussed on communication and 
engagement specifically around helping people make the link between climate 
change, carbon and their own behaviours plus the medium to longer term work 
on environmental behaviours. 
 
The important point to stress here is that both the overall project and this report 
go beyond “communications”.   We have focused therefore on the potential 
opportunities from adapting a social marketing approach, currently being 
introduced in the Department of Health,  to the environmental policy-making field, 
i.e. “the systematic application of marketing concepts and techniques, to achieve 
specific behavioural goals, to achieve a social or public good"1.  
 
 
 
 
                                                 
1 http://www.nsms.org.uk/public 
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Box 1:  Social marketing in the Department of Health 
 

 
Currently the Department of Health are drafting a Social Marketing 
Programme strategy for Healthy Living which is part of an overall 
DOH obesity programme. 
The  target is 
 
“halting the year on year rise in obesity among children under 
11 by 2010, in the context of a broader strategy to tackle 
obesity in the population as a whole” 
 
This strategy has been informed by widespread research and work 
with stakeholders and underpins the overall delivery programme for 
meeting this PSA target.  It aims to support behaviour change 
through clear communications and social marketing, which include 
joined up multi-agency work at the national, regional and local level. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The scope of our work includes: 
 

• the main consumption clusters of food and drink,  personal travel, 
homes and household products, and travel tourism; 

• environmental behaviours across all the environmental sectors, 
including climate, air quality, water quality, waste, biodiversity and 
protection of natural resources, taking account of our global 
footprint; 

• consideration of a wide range of possible interventions. 
 

We have focused on the consumer and householder dimension in this report.  
However, the interface with Defra’s business engagement and public 
procurement projects, as well as several other strategy refresh projects, is clearly 
important.  We can expect that in most cases  action is required both on the 
production and the consumer sides of the environmental equation, underlining 
the importance of the product road maps being developed through the 
sustainable consumption and production work programme and of working 
through business partners (such as the Climate Group) to reach consumers.    
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Objectives 
 
The objectives of the scoping work were to: 
 

• Review evidence and assess the effectiveness of current approaches 
towards behaviour change; 

• Identify and consult a range of stakeholders on strategy design and 
content; 

• Identify long and short lists of prioritised behaviour goals, with 
quantification of impacts where possible; 

• Commission a new segmentation model informed by people’s overall and 
environmental values, behaviours and the motivators and barriers for their 
behaviours; 

• Make recommendations on  
- policy interventions aimed at priority goals and target groups; 
-cross-cutting actions and programmes; 
- improving monitoring and evaluation; 

• Draw conclusions and recommendations on the implications for Defra. 
 
Consultation with civil society organisations was led by Green Alliance; Defra 
organised and hosted other stakeholder workshops covering Defra policy leads, 
Defra agencies and advisory bodies, social marketeers, social researchers, local 
and regional actors and business.   We were assisted in the strategy writing and 
facilitation of workshops by the National Social Marketing Centre.   A full list of 
the people and organisations involved is at annex A. 
 
This scoping report draws heavily on the report of the Sustainable Consumption 
Roundtable “I will if you will”   - much of their analysis and many of their 
recommendations are addressed here. 
 
Chapter 2 of this report gives an overview of our proposed approach, including a 
proposed conceptual framework, roadmap and principles for engagement; 
chapter 3 reviews the scale of the challenge and the effectiveness of our current 
work; chapter 4 presents the long and short lists of priority behaviours and a 
range of potential policy interventions; chapter 5 summarises our consumer 
insights; chapter 6 presents the environmental segmentation model and some 
possible targeted approaches, linking priority behaviours to segmentation; 
chapter 7 gives an initial outline of a framework for monitoring and evaluation; 
chapter 8 describes some of the main practical implications for Defra; chapter 9 
summarises our conclusions and recommendations.  The analysis, conclusions 
and recommendations apply to England only.    
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Apart from the annexes there are several technical reports and papers which 
underpin this scoping report.   These are available on request: 
 

• Behaviour goals spreadsheet [Defra]; 
• “Achieving a step-change in environmental behaviours” [Report from three 

Green Alliance workshops held with civil society organisations in October 
and November 2006]; 

• Summary of environmental segmentation model [Define, 2006]; 
• Review of existing environmental segmentation models [Darnton and 

Sharp, 2006 Social Marketing Practice desk research] 
• Compendium of research reports on environmental behaviours [project 

evidence base]. 
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CHAPTER 2:   BEHAVIOUR FRAMEWORK 
 
 
 
 
Potential for influencing behaviours 
 
There are certain core values which persist from one generation to another and 
effectively define our society and culture.  But many attitudes, social norms and 
behaviours are much more volatile and fluctuate within and between generations.  
Most of the environmental behaviours with the greatest negative impacts are 
relatively recent, reflecting increased affluence and availability of new 
(affordable) products and services, for example the propensity  to fly, increased 
numbers of energy and water using appliances in the home, high levels of food 
waste, or increased journey lengths to schools, hospitals, shops etc. 
 
We should not under-estimate the extent to which many of these changes are 
linked directly to what most people would see as improved standards of living.   A 
successful behaviour change strategy will need to be based around supporting 
lifestyles that are both sustainable and more attractive to consumers.   In theory 
an environmental behaviours strategy based around the kinds of behaviours 
described in this report could  take us about one sixth of the way towards the 
60% CO2 reduction target and more if offsetting were included (annex B).   This 
is based on a crude assumption that we could engage up to 10 million 
households in a significant degree of behaviour change covering energy, water, 
waste, transport and product purchasing and that producers would respond.   But 
the considerable gap between values/attitudes and actions/behaviour remains.    
 
We therefore need to define much more precisely which kinds of environmental 
behaviours we are seeking to promote; with which sections of the population; 
how (in broad terms) it can be done; and how we will monitor and evaluate 
progress. 
 
 
Requirements  for an environmental behaviours strategy 
 
In defining a possible framework for our work, we have based our thinking on the 
4 “Es” model for sustainable development and the sustainable consumption 
action framework proposed by the Sustainable Consumption Roundtable, 
supplemented by the series of stakeholder workshops undertaken for this project.   
There is a large measure of consensus about the key issues which need to be 
addressed and how Government, business and people need to interact.   
Perhaps the most consistent issue is the need to build a greater sense of 
collective action, the “I will if you will”.   This is summarised in box 2. 
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Box 2:  a possible framework for an environmental behaviours strategy  
 

 11

(1) use the mandate for action 
 

• An environmental behaviours strategy needs to be seen as a long term commitment, e.g. 10-20 years, but 
with some short term deliverables.   

 
• The strategy needs to demonstrate urgency and magnitude, creating the sense that there is a seismic shift 

under way that matches up to the scale of the challenge. 
 

• There isn’t a one size fits all single solution: the strategy needs to allow for a mix of top down and bottom 
approaches, using packages of measures and taking a systems approach.     

 
(2) focus on behaviour 
 

• Policy action needs to be rooted in an understanding and awareness of consumer behaviour.  A set of 
best practice principles, based on research from academics, NGOs and other organisations, including 
Futerra’s Rules of the Game and the New Rules of the Game for Climate Change, 2006, is set out in box 3 
and in more detail at annex C. 

 
• We need to establish a strong evidence base, linking segmentation to values, attitudes and behaviour and 

tracking change over time. 
 

• The strategy needs to target people in lifestyle settings, e.g. the home, the workplace, schools, retail 
stores and at key life stages, e.g. pay days, holidays, moving home.  We should be more prepared to 
promote catalytic (or “wedge”) behaviours as entry points in helping people to move towards more 
sustainable lifestyles. 

 
(3) put products and services at the centre 
 

• Government and business should be more prepared to intervene up-stream and “choice edit” in order to 
remove the most unsustainable products and services from the market place. 

 
• Product roadmaps will help clarify understanding of where intervention is best applied, including stimulating 

the demand side.   We need to ensure a strong link between the consumption and production sides of our 
work so that they are truly complementary. 

 
(4)  build collective action 
 

• The strategy needs to show people they are part of something bigger and part of a collective movement, 
spanning the public sector, business and the third sector. 

 
• The strategy can provide an aligning hub and supportive framework for collective progress – providing 

coherence through the evidence base; clarity on behaviour goals and targeting; and clear and consistent 
high level messaging, but not micro-managing or stifling innovation. 

 
• Government needs to lead by example, and to be more visible. 

 
(5) widen the mandate 
 

• The strategy needs to treat sustainable consumption and environmental behaviours as a spectrum along 
which we can move towards more sustainable patterns of living. 

 
• We need to  be prepared to engage people and businesses openly on the more difficult issues and to create 

pathways towards big potential solutions like personal carbon allowances.  
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Our strategy needs to be about more than behaviour “change”.  In practice we 
need to broaden the analysis and approach to include the ways in which positive 
behaviours are adopted in the first place and how they can be maintained and 
reinforced over time.   We should view behaviour formation and behaviour 
change as dynamic processes that evolve over time rather than being simple on-
off switches.   
 
Based on the social marketing theory, our strategy therefore needs to address  
four behavioural domains: 
 

• Behaviour formation and establishment; 
• Behaviour maintenance and reinforcement; 
• Behaviour change; 
• Behaviour controls. 

 
In essence the strategy should aim to encourage and support more sustainable 
behaviours through a mix of labelling, incentive and reward, infrastructure 
provision and capacity building (e.g. through information, education and skills).  
Greener consumers can help to build markets and establish new behaviours 
before they are taken up by the mainstream.   The most unsustainable 
behaviours, including the consumption of poor performing products, can be 
discouraged through a mix of minimum standards, tax/penalties and choice 
editing (including voluntary action by producers and retailers).    We can help to 
move consumers further along this spectrum by ensuring that Government leads 
by example and widens the mandate through policy debate and support for 
innovation (in products and consumption patterns).     
 
This dynamic process is illustrated in figure 1. 
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Figure 1:  a roadmap for environmental behaviours 
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Box 3:   Best practice principles for engagement on the environment (see also 
annex C) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
1.  Develop a comprehensive and multi-disciplinary approach from the beginning 
2.  Understand that there is no single solution that will motivate a mainstream audience to live a 
greener life  
3.  Ensure your strategy has a segmented approach  
4.  Address internal and external motivations and barriers 
5.  Accept that we need to change the social norms and status for environmental behaviours 
6.  Utilise current trends and non-environmental motivations  
7.  Develop different approaches to tackle habits and choices 
8.  Outcomes of behaviour change interventions are difficult to predict; we need to take risks 
and pilot activity 
9.  Securing behaviour change is a long term process not a single event  
10.  Outline the role of Government, as well as the roles for business and public 
11.  Demonstrate consistency  
12.  Work with partners – evidence shows this makes interventions more successful 
13.  Use individuals and organisations to reach our audience 
14.  Build on our developing understanding of motivational approaches 
15.  Recognising the value in joining up different environmental issues for people  
16.  Consider when we can ask people to make commitments 
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CHAPTER 3:  WHERE ARE WE NOW? 
 
 
 
 
The scale of the challenge 
 
The impacts of consumption and production of goods and services in the UK, 
including their global impacts, are set out in Defra’s sustainable consumption and 
production  evidence base.  Our analysis supports the Roundtable’s four priority 
consumption areas of food and drink, personal travel, home and household 
products, and travel tourism.  
 
Households are both directly and indirectly responsible for environmental 
impacts: household energy use (including private car use) accounts for 28% of 
total UK energy use, households use 50% of the public water supply and 
generate 15% of controlled waste.   
 
DTI data provide a breakdown of primary energy consumption through energy 
use in the home (including transformation and distribution losses):  49% is for 
space heating, 21% water heating, 26% lights and appliances, and 4% cooking.  
However, a comparison of emissions from energy use with the other indirect 
impacts resulting from other goods and services (figure 2) shows that the scale of 
these indirect emissions is greater than the emissions relating to energy use. 
 
As far as water consumption is concerned, OFWAT figures show that average 
consumption for UK households in 2004/5 was 150 litres per person per day (132 
litres for metered households). 
 
On waste, national indicators show that average waste generation for UK 
households in 2004/5 was approximately 500kg per person per year of which  
100kg is recycled or composted.  Most of the remainder is sent to landfill.    The 
average household throws away more than three kilograms of food and 14 
kilograms of food packaging per week (Defra Food Miles report). 
 
The international nature of supply chains means a significant proportion of these 
impacts may be occurring outside the UK. Estimates of the proportion of the 
environmental impact of UK consumption that occurs overseas range from 10% 
(Wiedmann et al, 2005) to 20% (WWF-UK, 2006).  
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Figure 2:   CO2   emissions from household consumption, 2001 
 

United Kingdom 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

• Indirect emissions are the emissions that occur during the generation of 
electricity and the production of goods and services (whether they are 
produced in the UK or in other countries). Direct emissions occur during the 
use of products 

• Indirect emissions made up 70 per cent of the almost 21 tonnes of CO2 
emissions per household associated with household consumption in 2001. 

• Transport (private cars, aviation and public transport) accounts for 28 per 
cent of all emissions. 

• Electricity use in the home and use of fuels in the home account for almost a 
third (32 per cent). 
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Figure 3 :  Composition of household waste 
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Effectiveness of current approaches to promote environmental behaviours 
 
As part of the scoping phase of this project we asked our workshop participants 
for their views on the effectiveness of Defra’s current work on behaviour change.  
Table 1 provides a summary of the feedback we received (more details in annex 
D). 
 
 
Table 1:  Effectiveness of Defra’s current approach  
 

STRENGTHS WEAKNESSES 
 
• Evidence base  
• Understanding of behaviour 
• Setting strategic goals 
• Devolved delivery 
• Partnership working 
• Community based action 

 
 
 
 

 
• Dissemination/ feedback 
• Evaluation & monitoring 
• Lack clear simple messages 
• Lack of influence cross- Government 
• Lack systems approach 
• Lack of scaling up of good 

programmes 

OPPORTUNITIES THREATS 
 

• Environment high on agenda 
• Political space to act & lead 
• Widen Defra’s sphere of influence – 

less established partners 
 

 
• Lack of sufficient funding and 

consistency of funding 
• Inconsistent policies 
• Number & range of confusing 

messages 
• Other environmental issues losing out 

to climate change 
 

 
 
Broadly speaking we were generally thought to be strong on the science of 
climate change (and other environmental impacts) with a good understanding of 
behaviour change at the level of the individual, though less so at organisational 
or systems levels.   Defra was good at setting strategic objectives enabling 
devolved delivery, partnership working and community based projects.   
However, it was felt that Defra had insufficient influence to ensure policy 
consistency – and therefore clear leadership by example - across Government.   
 
Devolution of implementation was generally welcomed but it was recognised that 
this tended to result in a lack of clear, consistent high-level messages and lower 
visibility of Government’s own commitment and sense of urgency.  It was not 
clear how much confusion this was causing amongst consumers, but there was 
at least a missed opportunity to create more tangible “currencies” such as the 
“five a day”. 
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Whilst there were good examples of monitoring and evaluation, more still needed 
to be done to evaluate actual behaviour change using more consistent methods 
and hard data.  Lessons learned, whether from Defra programmes or elsewhere, 
needed to be more effectively digested and disseminated.   Where interventions 
on behaviour change were found to be effective, they needed to be extended and 
implemented on a much larger scale than has currently been possible. 
 
 
Mapping our current interventions 
 
In order to get a better overall picture of Defra’s current activities we have carried 
out an extensive mapping of our desired behaviour goals (see chapter 4), 
potential impacts, current understanding of barriers and motivators, current and 
planned interventions and key actors.   All the data is held in a spreadsheet – 
which we will be able to update and improve as we proceed – but it has been 
summarised in the five systems maps presented in annex E.   The maps cover 
five broad areas, reflecting commonalities between policies and actors: 
 

• In the home : energy efficiency/energy use 
• In the home: water efficiency 
• In the home (and garden): waste [reduce, re-use, recycle, compost] 
• Personal transport: travel more responsibly, cut reliance on car 

[includes travel tourism] 
• Buy more eco-friendly products [includes food and drink] 

 
These show how the baseline picture is already highly complex with many 
different actors impacting on a wide range of behaviours with multiple barriers 
and motivations – which become even more complex once a segmented 
approach is taken towards consumers (chapters 5 and 6).   However, the maps 
do help us to begin to explore synergies and opportunities more systematically, 
building on what is already in place and showing a “line of sight” running from 
behaviour goals to implementation.   They also show that there are areas where 
there is relatively little policy activity, for example in relation to encouraging more 
durable or material light products or reducing consumption of high impact 
commodities. 
 
We have also used the sustainable development 4 “Es”  model to explore the 
extent to which each of these five policy areas applies all the available policy 
levers, ie:    

• Enabling – i.e. making it easier by removing barriers and developing 
capacity 

• Encouraging – i.e. sending the right (economic) signals through policy 
interventions 

• Exemplifying – i.e. Government leading by example 
• Engaging – i.e. involving those Government is seeking to influence. 
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Annex F shows the initial results of this exercise (pre PBR) for all five areas.   A 
simplified example is also given in figure 4.  This describes the main current 
policy interventions together with a subjective assessment – the red quadrilateral 
– of how extensively they fill the 4Es diamond.   
 
 
Figure 4:  Evaluation of interventions against the 4Es diamond 
 

Exemplify

Enable

Engage

(Make it easier)

Encourage
(Give the right 

Signals)

(Lead by example)

(Get people
involved)

Behavioural Goal: Energy Efficiency in the Home
SYSTEMS & CAPACITY
- Energy Efficient Products - White Goods Labelling
- Change boiler - Boiler regulation
- Switch tariff - Renewables obligation, Disclosure on bills
-Build / buy efficient homes - Home Information Packs/Energy Performance Certificates , 
Building Regulations
- Install microgen – climate change and sustainable energy act (national targets)

WHO ARE YOU 
TARGETING?
-Install insulation –
WarmFront
- Microgen – pilot study 
with energy cos

HOW WILL YOU TARGET?
-EST publicity, advice e.g. 
Homebuyers checklist
-EEC publicity (insulation)

SHARED RESPONSIBILITY?
Gov. C commitment – 2012 commitment

(i) INCENTIVES
- Energy efficient products: 

MTP
- Install insulation:

reduced VAT
Warm Front / EEC

- Install microgen:
grants/ low VAT rate 
(Microgen Strategy)
Community Energy 
Programme

- Efficient homes:
landlord energy saving 
allowance
Low Carbon Building 
Prog.

(ii) DISINCENTIVES

It is important to emphasise that this cannot be a precise assessment, and 
further work is still required to ensure that the mapping is as complete as 
possible, nor does  it necessarily follow that exactly the same effort should be 
applied in all four directions.   However, this analysis does help to raise questions 
about whether there may be policy gaps or whether certain programmes are 
operating at a sufficient scale to influence behaviour. 
 
It is probably still too early to draw policy conclusions from this analysis except to 
conclude that there is potential to use both the systems maps and the 4Es 
diamonds to apply a more structured approach to reviewing our effectiveness in 
promoting all the behavioural goals in this strategy.   Both tools have already 
proved to be valuable stimulants in the strategy workshops.       
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Current and forecasted programme expenditure on behaviour change 
 
A range of Defra programmes, including those administered by sponsored 
bodies/agencies (most obviously the Energy Saving Trust), include behaviour 
change, or awareness raising, as an implicit or explicit objective.  However, we 
have focused here only on those programmes which have awareness/behaviour 
change as their prime objective and which are therefore linked to the citizens and 
public engagement project. 
 
 
Table 2:  Current and forecast spend 
 
FUND DIVISION DESCRIPTION OF THE 

FUND 
2006/2007 2007/2008 2008/2009  

Directgov EBC Information provision to 
the public on the 
environment  

0.3m 0.25m Estimated 
0.225m 

Environmental 
action fund 

EBC  3rd sector led projects on 
sustainable consumption 
and production and 
behaviour change 

2.2m 2.24m 1.04m? 

Every action 
counts 

SDU Capacity building for 
community groups 

1.9m 1.7m 0.7m 

Climate Change 
Comm’s 
Initiative** 

CEHM Increasing public 
understanding of the 
causes of climate change 

6.4m 6.1m  

Energy 
efficiency/ 
renewables 
partnership* 

CEHM Addressing barriers to 
energy efficiency 
measures in private 
households 

5m 5m 
 
5m  

 
 
5m 

Campaign on 
linking climate 
change, carbon, 
behaviours; 
branding** 

CD Currently focussed on 
awareness raising on 
carbon/CO2

3m 7m 

Total     18.8 27.29 6.965 
  
*Budget commitment was for 15m in 07/08, but £10m now allocated to public sector renewables 
partnership over 2 years 
**Both managed through Citizens and Public Engagement Project 
 
 
The table gives some indication of the relatively diffuse nature of our 
programmes aimed at awareness/behaviour change and the uncertainty of 
funding beyond the current CSR period.   This is taken up in chapter 8. 
 
 
Defra’s role and our delivery partners 
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It is evident that Defra depends on a variety of intermediaries in order to reach 
consumers, with only a limited number of direct lines through such as paid 
publicity or DirectGov.   This will become even more the case as Defra evolves 
into a tighter core Department.    It was clear from our workshops and the 
systems mapping exercise just how many and varied are the indirect routes 
through to consumers, from Defra agencies to business, local government and 
community groups.   This is not necessarily a problem so long as there is a 
strong shared understanding of the issues and priorities for catalysing change.   
And if Defra can further strengthen its leadership role, working in an open and 
co-operative partnership, it is a potential advantage, exploiting the full potential of 
collective action.   Figure 5 provides an overview of these linkages. 
 
 
Figure 5:  Defra’s delivery partners 
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CHAPTER 4:  WHICH BEHAVIOURS?  WHICH INTERVENTIONS? 
 
 
 
 
Developing the long list 
 
As part of our mapping of Defra’s work we drew up an initial set of “desired” 
behaviours , consulting with policy leads across Defra and covering the full range 
of environmental policies.   This list was further refined in discussion with the 
participants of the Green Alliance and strategy workshops.   The final version, 
running to 31 behaviours, is at annex G.  It would be quite easy to come up with 
a larger or smaller number depending simply on the level of aggregation (e.g. 
greater energy efficiency management v. switch off the lights).  But we believe 
this represents a reasonable balance between having sufficient detail to develop 
smart objectives and avoiding an unmanageable mass of data for a strategy of 
this nature. 
 
These desired behaviours are described in terms of what we are seeking to 
achieve rather than as simple communicable messages – it does not follow either 
that they should all be communicated to consumers or that concern for the 
environment is always going to be the main motivator.   However, all 31 
behaviours are important in their own right, and, as will be seen later, there are 
differences in whether and how these could be taken up by different segments of 
the population. 
 
An initial assessment was made at this stage of relative impact and relative 
feasibility of most of these behaviour goals.   This assessment reflects a broad 
consensus of opinion within Defra and amongst those consulted during the 
Green Alliance workshops.  Generally speaking, impacts have been weighted 
according to carbon except where it is not possible to apply any carbon weighting 
at all, e.g. for “avoiding high impact commodities”.   In some cases, e.g. re-use, 
repair or durability of products, lack of data makes it difficult to place a behaviour 
with much precision at all.  Feasibility includes notions both of willingness to act 
(i.e. values and attitudes) and ability to act (i.e. affordability, availability, 
infrastructure).    The results are presented in figure 6. 
 
We noted in particular that “feasibility” needed to be unpacked, to distinguish 
between people’s underlying willingness to act and their ability to act, for 
example affordability or the availability of viable alternatives (e.g. public 
transport).   This is explored further in chapter 6. 
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Figure 6:  Long list of behaviour goals showing impact/feasibility 
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Developing the short list 
 
To help us prioritise, the Green Alliance workshops were asked to identify a short 
list of behaviours.   The participants agreed to do this, using a set of criteria 
including the need for specific and measurable behaviours, scientific evidence of 
impact, potential to act as catalysts and a consideration of public acceptability.  
The results of their work are presented in table 3. 
 
There have been three main reactions so far to the Green Alliance set.   First, 
there have been some doubts over the feasibility of the “eat less animal protein” 
behaviour.  In the view of the workshop participants, the evidence on impact is 
sufficiently strong to warrant its inclusion:   for example, around 17% of the 
overall global warming impact of the EU can be linked to meat, dairy and poultry 
product groups2.  The recommendation is for less consumption rather than any 
shift to vegetarian or vegan diets, and is consistent with existing health driven 
behaviour goals.    However, in our view, the behaviour could be re-cast both to 
reflect the important differences in impact between different kinds of animal 

                                                 
2 IPTS / ESTO, 2005 
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protein and their processing (e.g. poultry is much less energy demanding than 
beef) and to allow for the inclusion of other foodstuffs that also have high 
impacts. 
 
 
Table 3:  short list of priority behaviours recommended by Green Alliance, 
following their series of workshops.    
 
Have a household environmental audit 
Tackle energy efficiency in the home:   

• Install microgeneration 
• Insulate 
• Buy energy efficiency appliances 
• Install smart energy meter 

Tackle water efficiency in the home: 
• Install a water meter 

Seek alternative transport for short trips (of less than 3 miles) 
Avoid short-haul domestic and intra-EU flights 
Use low carbon vehicles 
Buy local and seasonal food (certified where possible) 
Waste less food 
Rely less on animal protein 

 
 
The second issue is whether it would be more appropriate to classify 
environmental audits as an intervention (designed to encourage people to take 
additional energy/water/waste actions) rather than as a behaviour in itself, since 
it is clearly a means to an end rather than an end in itself.   Nonetheless there 
was a wide measure of agreement in most of our discussions on the potential 
usefulness of household audits especially when combined with other forms of 
assistance and provided by trusted bodies. 
 
The third issue was the absence from the list of any objective relating to 
recycling.   This issue has been raised by some of the Defra agencies (EA, 
WRAP).   In the view of the Green Alliance workshops, this objective is already 
well advanced and may not require the same priority treatment.  On the other 
hand  for quite a significant part of the population recycling is their main if not 
only conscious environmental action and as such may be an entry point for other 
environmental behaviours.   And whilst the UK has made significant 
improvements on past practice it still has a long way to go to catch up with other 
EU Member States and “lock-in” this relatively new behaviour. 
 
We therefore recommend the inclusion of a priority on “lower impact diets”; 
treating environmental audits as a potential intervention rather than a behaviour 
goal; and the addition of a recycling behaviour to the Green Alliance list.    
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Table 4:  Proposed headline behaviour goals 
 
CONS. 
CLUSTER 

BEHAVIOUR 
GROUP 

BEHAVIOUR  BEHAVIOUR TYPE 

Homes Energy 
efficiency/usage in 
the home 

Install insulation products Purchase – one-off 

Homes  Energy 
efficiency/usage in 
the home 

Buy energy efficient products Purchase – 
occasional/lifestyle 

Homes Energy 
efficiency/usage in 
the home 

Better energy management 
and usage3

 

Habitual 

Homes  Energy 
efficiency/usage in 
the home 

Install domestic micro-
generation through 
renewables 

Purchase – one-off 

Homes Waste and 
recycling 

Increase recycling and 
segregation 

Habitual 

Food Waste and 
recycling 

Waste less (food) Habitual/sustainable 
lifestyles 

Homes Water 
efficiency/usage in 
the home 

More responsible water 
usage4

 

Habitual 

Transport Personal transport Buy/use more energy 
efficient (low carbon) vehicles 

Purchase – 
occasional/lifestyle 

Transport Personal transport Use car less – seek 
alternatives for short trips (<3 
miles) 

Habitual 

Tourism Personal transport Reduce non-essential flying 
(short haul) 

Purchase decisions/ 
sustainable lifestyles 

Food Purchase of eco-
friendly products 

Eat more 
seasonal/local/regional/nation
al food 

Purchasing decisions 

Food Purchase of eco-
friendly products 

Adopt diet with lower 
GHG/env impacts  

Purchasing decisions 

 
 
These proposed 12 headline goals account for most of the higher impact 
behaviours in figure 6 and range from some of the relatively “easy” (e.g. energy 
efficient products) to some of the most challenging (e.g. flying less).  They also 
span all four of the Roundtable’s consumption clusters.   Some behaviours are 
one-off purchases; others are occasional or lifestyle decisions or regular habits.    
 
We will consider in chapter 6 to what extent these headline behaviours might be 
taken up by people, given the right incentives.   But in broad terms we believe 
that they would provide a clear and measurable headline set against which 
progress is monitored and reported to Ministers.    
                                                 
3 Would include metering and audit 
4 Would include metering 
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Figure 7: link between Green Alliance short-list and long list of behaviours 
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Policy interventions 
 
The Green Alliance workshops reviewed a large number of possible policy 
interventions aimed at achieving the proposed headline behaviour goals.  Policy 
options were assessed mainly on their environmental credentials rather than on 
the “sellability” of a particular behaviour or the way in which a marketing 
approach could be targeted.  The recommendations therefore focus on packages 
which are primarily regulatory or fiscal, in many cases addressing the supply 
rather than demand side.   The full set of recommendations are at annex H.    
 
In the time available we have not been able to make a detailed assessment of 
these recommendations, though it is worth noting that many are consistent with 
the recommendations of the Sustainable Consumption Roundtable.   However, 
we have summarised in figure 8 those recommendations which would appear to 
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be most likely to impact on behaviour, based on our consumer research so far as 
well as further comments and suggestions from the other stakeholder workshops. 
 
 
Figure 8:   Some suggested policy interventions aimed at environmental 
behaviours 
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Most of these proposed interventions are familiar and some are already in hand.    
The potential added value of taking a social marketing approach is to use better 
consumer insight in order to design and target interventions where they will be 
most effective, to increase acceptability of mandatory measures, and to develop 
more holistic, systems based solutions, addressing linked behaviours.   One 
possible example of that would be the home environmental audits, as 
recommended by Green Alliance, that could provide advice and assistance on 
water, waste, transport issues as well as energy use.    
 
In the next phase of our work we propose to test (and in some cases further 
develop) a selection of these proposed interventions with consumers in order to 
better understand their acceptability. 
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CHAPTER 5:  CONSUMER INSIGHT 
 
 
 
 
Behaviour research findings 
 
Models of behaviour change indicate the need to address this complex issue 
through multiple, interactive interventions all of which work towards the ultimate 
goal of influencing behaviour.  Elements of such models which are often common 
across research findings include the role of habit (people minimise thinking 
requirements by habitualising behaviours, for example for supermarket shopping 
the average purchase decision is made in 4 seconds), social norms 
(expectations from others in a community), social identity (the person visible to 
the outside world), personal norms (feelings of what should be done), and a 
person’s values (sense of personal responsibility and aspirations).   
 
These primarily consider internal, often emotional, motivations and barriers to 
behaviour change.  It is also necessary to consider external motivations and 
barriers to behaviour change (e.g. cost implications, lock-in, infrastructure, 
lifestyle) in order to model or map current and potential behaviour.   
 
 
What research says about people and their environmental attitudes and 
actions 
 
Whilst people express high levels of environmental concern, there is generally a 
gap between these attitudes and their actions.  For example 73% of adults say 
they are concerned about the environmental impact of their purchases and 30% 
say they want to buy more environmentally friendly products, yet only 3% actually 
do so (Annual Public Survey, 2005; Securing the Future, 2004).  
 
There is also a gap between high levels of awareness of environmental problems 
and understanding what these are and what people can do about it. For example: 
 

• 95% of people are aware of climate change, 30% have heard of carbon-
offsetting or carbon trading, yet there is a very low understanding of what 
climate change actually involves; 

• 24% of people think their actions can have no effect on climate change; 
only 7% believe they can have a large influence (Climate Change 
Tracking Research Defra, 2006); 

• 73% of people claim that they are aware of environmental problems but 
not solutions and, beyond using less, people don’t know what actions they 
can take to help (Climate Group 2006).   
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This indicates that people know that there is something to worry about but not 
what they can do to fix it:  addressing climate change therefore remains beyond 
their control and is something that ‘others’ should be doing.   
 
There is already abundant information on environmental problems and what 
individuals can do to help – indeed the National Consumer Council recently 
found more than 500 different ‘top’ tips.  Potentially it is the number of asks from 
different organisations, lacking priority and sometimes conflicting in their advice, 
which makes it easy for some to feel it is all too much and bury their head in the 
sand.  
 
Targeting social networks is seen as key to influencing people’s behaviour – 
people are four times more likely to believe family and friends than the media or 
politicians (Future Foundation, 2006).  However, if this is to be more successful 
we must acknowledge the desire for a new way of thinking about ‘being green’, 
highlighted in recent behaviour change research:  84% of Big Britain respondents 
strongly agree that everyone should take more responsibility for the environment 
and ‘want a more green way of thinking without being miserable or without being 
hippies’ (Big Britain Survey, BBC 2006). If we are to engage people in changing 
their behaviours, they need to see greener living as aspirational, positive and 
something to be proud of rather than about giving things up and being forced to 
re-think their identities.   
 
Seeing that others are already acting is key for motivating a mainstream 
audience:  the development of a social norm i.e. society’s expectations that a 
behaviour will be undertaken, can be enormously influential over people’s 
behaviour.  We know that the 7% of environmental activists who systematically 
undertake sustainable behaviours across their life are unlikely to influence 
mainstream society as this is seen as a different way of living and undesirable. 
Yet this committed group can help establish and grow new markets for products 
and services which in turn will allow others to change their own purchasing 
behaviour as availability for more environmentally products, appliances and 
services becomes less of a barrier. 
 
People want and expect Government to lead by example:  “What do you think 
would happen if Tony Blair started driving round in a hybrid vehicle? I think sales 
of them would go up by 1000% overnight.” (SCR Consumer Forum participant 
2005).  Furthermore they are quick to spot the inconsistencies between what 
Government would like consumers to do and its own behaviour.  People also 
expect Government and industry to choice-edit products, and remove those with 
the greatest impact on the environment (Climate Group, 2006).   
 
Whilst people want “big” messages about climate change to come from central 
government, it is also apparent that people have higher expectations of 
communications – it is not enough just to tell people and expect them to act:  
there is a need to engage them and enable them to feel ownership of the 
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messages (Future Foundation, 2006) and feel control over their ability to make a 
difference.  Significant research emphasises the importance of recognising 
where consumers have a choice or are locked-in by their circumstances.  When 
encouraging behaviour change in the home for instance, it is important to identify 
which decisions people do have an element of control over:  e.g.  many houses 
do not have cavity walls yet we ask people to install cavity wall insulation.  There 
are also recommendations for Government to move away from information based 
advertising in this field and develop a “greener living” brand that will engage with 
people’s hearts and senses rather than just minds and logic (Carrots, Sticks and 
Sermons, Demos and Green Alliance, 2003). 
 
Recent research identifies “new consumers” who are defined by lifestyle, 
attitudes and personal philosophy rather than income. The new scarcities are 
time, attention and trust, whereas information drives these consumers and they 
demand authenticity. People need accurate sources of information that are not 
undermined by government visibly behaving in contradiction to their own advice.  
Equally we must recognise that the public is far from being a homogenous mass.  
By more clearly understanding those lifestyles, attitudes and values we can begin 
to develop approaches to encouraging more pro-environmental change that will 
be more meaningful and engaging. 
 
 
Current trends 
 
There are a number of trends that we will need to monitor and will inform strategy 
development and implementation (annex I). There are trends that provide a 
context for what we do or may be barriers to behaviour change, such as 
increases in single households, low trust in institutions, increases in disposable 
income and a growing interest in single issue causes. There are some trends that 
impact negatively on the environment, such as consumers flying more, the 
disposable culture, and food wastage. There are also positive trends that we can 
work with, for example: 
  

• more businesses are announcing environmental commitments, whether it 
is to become carbon-neutral or provide incentives for shoppers to use 
“bags for life”;  

• more consumers are placing an emphasis on quality of life rather than 
quantity of things;  

• ethical consumerism (including organic food, energy efficient electrical 
appliances and eco-travel) exceeded the sales of over-the-counter beer 
and cigarettes for the first time at £29.3 billion in 2005.  
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Segmenting the audience 
 
Understanding the direction in which behaviour is moving is helpful to ensure that 
generally we are heading towards a sustainable future.  However, we must do 
more than hope that people will begin to adopt environmental behaviours at 
some point in the future.  We need to motivate people to undertake new 
environmental behaviours or adapt existing behaviours and to think more about 
the impact of their actions across their life. A critical starting point is building our 
understanding of: 
 

• attitudes to, and understanding of, environmental issues; 
• which environmental behaviours people currently undertake and the 

motivations for these (for example are people motivated by environmental 
issues or are health aspects, financial savings or avoiding guilt uppermost 
in decision making);  

• responsiveness to certain behaviour goals;  
• how to overcome barriers to change. 

 
Sub-dividing the public into differentiated groups based on the attributes they 
possess (such as attitudes, values, and behaviours currently undertaken) 
enables us to build an understanding of the most effective means to engage 
different segments. Ultimately such understanding should lead to a more 
successful behaviour change strategy and is fundamental to a social marketing 
approach.  
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CHAPTER 6:  APPLYING A SEGMENTED APPROACH 
 
  
 
 
Recent Segmentation Evidence 
 
Preliminary commissioned desk research (Darnton and Sharp, 2006) analysed 
nine existing environment-related segmentation models, developed over the last 
ten years, to assess the value of such models, identify gaps in current models 
and provide recommendations for developing a new coherent environmental 
segmentation model to meet our needs.   
 
The models assessed were 
 

1. ENCAMS’ Geographic Model 
2. ENCAMS’ Waste segmentation 
3. COI Synthesis Segmentation model  
4. Mosaic  
5. EST Consumer Segmentation model 
6. Stewart Barr’s Sustainable Lifestyle’s Cluster Model 
7. Jillian Anable’s ‘Car Traveller Typology’ model 
8. NCC ‘Shades of Green’ segmentation model 
9. Co-op Bank’s ‘Ethical Consumers’ segmentation model 

 
Most of these models are behaviour specific, or at least relate to a specific 
behavioural domain (eg. waste, recycling, or car use) and have been useful for 
taking work forward in this area.  Very few are cross-behavioural and there is no 
one winning model which has applicability across many areas of sustainability 
(Darnton and Sharp, 2006 Social Marketing Practice desk research) 
 
 
Developing a coherent environmental segmentation model  
 
We wanted to use the COI synthesis of segmentation models as a starting point 
to inform work to understand more about the reasons people undertake particular 
behaviours and what interventions would enable them to broaden their range.  
This would propose a new model, appropriate for cross-behaviour applications.  
The segments would not be determined by their current behaviours as this would 
produce a fluid model driven by uptake, or dropping, of these.  Instead qualitative 
research was designed to make an initial exploration of the links between 
people’s wider values, their attitudes to environmental issues, current 
behaviours, and an assessment of other behaviours they would be most likely to 
adopt alongside motivations and barriers for this.  
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The findings (which have informed the current scoping and are described below) 
will be followed by wider scale quantitative fieldwork to verify the proposed 
segments, identify their size in the population, and identify where there are 
psycho/socio-demographic trends to inform profiles for each segment.  This 
research will explore further the claim in the Sustainable Consumption 
Roundtable report that there is a general willingness to become more 
environmental amongst the UK population.   The exploratory qualitative research 
identified seven population segments, defined by values, attitudes, motivations 
and barriers, and current behaviours.   These are summarised in box 4 (more 
detail is at annex J). 
 
 
Box 4:  The seven population segments 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

1. Greens 
 

Greens are driven by their belief that environmental issues are critical. They are well-educated 
on green issues, positively connected to arguments, and don’t see environmentally friendly 
people as eccentric.   
 

2. Consumers with a Conscience 
 

Consumers with a conscience want to be seen to be green.  They are motivated by 
environmental concern and seeking to avoid guilt about environmental damage.  They are 
focused on consumption and making positive choices. 
 

3. Wastage Focused 
 

This group are driven by a desire to avoid waste of any kind.  They have good knowledge 
about wastage and local pollution, although they lack awareness of other behaviours. 
Interestingly this group see themselves as ethically separated from greens. 
 

4. Currently Constrained 
 

Currently Constrained want to be green, they just don’t think there is much they can do in their 
current circumstances.  They have a focus on balance, pragmatism and realism. 
 

5. Basic Contributors 
 

This group are sceptical about the need for behaviour change.  They tend to think about their 
behaviour relative to that of others and are driven by a desire to conform with social norms.  
They have a low knowledge of environmental issues and behaviours. 
 

6. Long Term Restricted 
 

This group have a number of serious life priorities to address before they can begin to 
consciously consider their impact on the environment.  Their everyday behaviours are often 
low impact for reasons other than environmental.  
 

7. Dis-interested 
 

This group display no interest or motivation to change their current behaviours to make their 
lifestyle more pro-environmental.  They may be aware of climate change and other 
environmental issues but this has not entered their current decision making processes. 
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Willingness and Ability to Act 
 
 
The next step for the audience segmentation analysis is to think about how “able” 
and “willing” people are to begin to address their behaviour.    By understanding 
the motivators and barriers to act of the majority of people who fall into a 
segment, alongside some demographic and lifestyle information, we can begin to 
position segments (figure 9) to reflect their likelihood to adopt environmental 
behaviour and their ability to do so.   
 
 
Figure 9:  Positioning of segments:  ability and willingness to act 
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Barriers and motivators to behaviour 
 
For each segment illustrated there are a number of barriers and motivators which 
determine their positioning on the “willingness to act” and “ability to act” axes of 
figure 9.  Some of these are valid across the majority of groups.   
 
(i) Common motivators 
 
Making people feel good about their environmental actions is perhaps the most 
important motivator across all segments.   
 
More generally people across segments would be more motivated to act when 
behaviour goals fit with a current lifestyle, are associated with a societal 
expectation (norm), give a feeling of altruism and appear easy to do.   
 
Also where a behaviour is facilitated (for example through local authority 
schemes), offers financial savings, can alleviate feelings of guilt and/or provides 
health benefits to the individual, all segments would be more motivated to take it 
on board.   
 
(ii) Common barriers 
 
The key barriers to acting on behaviour goals are mainly external and practical 
and reflect locked-in behaviours.  Cost implications are the main barrier to the 
ability to act.   
 
Other important barriers to the majority include people’s current living situation or 
lifestyle and a lack of awareness of the behaviour.  More internal barriers include 
the impact of change on one’s self identity, and negative perceptions surrounding 
ecological products in terms of quality and appearance.  There is a level of 
scepticism displayed by some people in some groups which may present a 
barrier to future action, particularly with Basic Contributors.   
 
Other motivators and barriers were more specific to individual audience 
segments and are shown in table 5 below. 
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Table 5:  Barriers and motivators to audience segments 
 
MOTIVATORS APPLICABLE TO SEGMENT 
Awareness, understanding, knowledge Greens; Consumers with a Conscience; 

Wastage Focused; Currently Constrained 
Belief behaviour is legal requirement Wastage Focused; Basic Contributors; Currently 

Constrained 
Already an interest/hobby Greens; Consumers with a Conscience; 

Wastage Focused; Currently Constrained 
Higher quality products Consumers with a Conscience 
Maintains personal integrity (identity) Greens; Consumers with a Conscience; 

Wastage Focused; Currently Constrained 
Peer pressure Consumers with a Conscience; Basic 

Contributors 
Family values and behaviours Greens; Consumers with a Conscience 
Desire to avoid waste Greens; Wastage Focused 

 
BARRIERS APPLICABLE TO SEGMENT 
Extra time commitment Basic Contributors; Currently Constrained 
Lack of opportunity Basic Contributors; Currently Constrained 
Lack of availability Basic Contributors 
Negative green stereotypes Wastage Focused; Basic Contributors; Long 

Term Restricted 
Behaviour/product is ‘uncool’ Consumers with a Conscience; Basic 

Contributors 
Individual deserves some 
gratification/indulgence 

Greens; Consumers with a Conscience; Basic 
Contributors 

Pride associated with using 2nd hand  Basic Contributors; Long Term Restricted 
 
Barriers and motivators are currently being further explored through qualitative 
research aiming to understand people’s knowledge and understanding of the key 
consumption areas (food, energy use, transport, leisure and tourism and ethical 
financing) and the feasibility of associated behaviour goals.  The results of this 
work will feed into the development of interventions to encourage behaviour 
goals. 
 
 
Behaviour Goals:  Who might do what 
 
The segmentation analysis begins to work towards an in-depth understanding of 
the target audience (in this case the wider public), and the barriers and 
motivators which will affect the behaviours which particular people might be able 
to take on.  This highlights that it is not possible for all people to change all their 
behaviour and, for those who will, there are different underlying reasons.  For this 
reason different behaviour goals are associated with different segments, 
determined by the primary motivations for action and the segment profiles. 
 
Through understanding the attributes of the majority of people who fall into a 
segment (in terms of demographics, lifestyle variables, values, current 
behaviours, motivators, barriers etc) we can begin to unpack how likely and able 
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they are to take on a behaviour goal.   From there we can better understand what 
behaviours need to be targeted and how to best effect behaviour change.    
 
Figure 10 shows the seven segments and examples of behaviour goals which 
may have the most potential for future action. Those behaviour goals coloured 
green are segment specific, whilst yellow are applicable to all.  Those groups that 
have high ability and/or willingness to act (Greens, Consumers with a 
Conscience, followed by Wastage Focused and Currently Constrained) have the 
greatest number of behaviour goals and more segment specific goals.  Those 
groups with the lowest ability and/or willingness to act have fewer behaviour 
goals which are likely to be closer to social norms and mainstream practice.  
 
Goals applicable to all (box 5) have the potential to be priority target behaviour 
goals – and there is a good measure of agreement with the proposed headline 
set (chapter 4) -  but it is important to remember that for different segments there 
are different barriers and motivations relating to specific behaviours.  This means 
the types of intervention, and their implementation, need to be tailored according 
to individual segment requirements and profiles.  In the next phase of our work 
we propose to test a selection of these proposed behaviour goals and associated 
interventions to better understand their acceptability. 
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Fig 10:  Behaviour goals by audience segment 
 
 

 
 
 
Box 5:  Behaviours/actions acceptable to most/all segments 
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Behaviours that are likely to be acceptable to all or the majority include: 
 
(i) Headline behaviour goals (from table 4)  
 
Install insulation  
Buy energy efficient products 
Better energy management and usage 
Increase recycling and segregation 
Waste less food 
More responsible water usage 
Eat more seasonal/local/regional/national food 
Buy/use a more efficient car 
 
(ii) Other goals/actions 
 
Switch to green tariffs 
Responsible use/disposal of household products (e.g. batteries and paint) 
Increase purchase of organic or certified/assured food and drink  
Buy products with less unnecessary packaging  
Change fuel choice from petrol to diesel (and from both to bio-alternatives) 
Having a household environmental audit 
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During segmentation research, people were asked about the types of behaviours 
that they are already undertaking, what types of behaviours they might be 
interested or open to and about motivations/barriers to change.  Following this 
we were able to attribute behaviour goals to each segment based on these 
rationale (shown in Box 6).  
 
 
Box 6:  Rationale for positioning behaviour goals 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Greens 
The behaviour goals for this segment reflect their openness to many new actions so 
long as they would have a positive impact to the environment.  Goals are those which 
will establish and grow the market for pro-environmental products, appliances and 
services. 
 
Consumers with a Conscience 
Working on the Roundtable advice to ‘start where people are at’ behaviour goals for this 
group accept that this group are consumption heavy and focus on using that to trigger 
thought through visible consumption which works towards mainstreaming pro-
environmental products, appliances and services.   
 
Waste Focussed 
This group are more ‘efficiency minded’ and somewhat traditional.  Therefore behaviour 
goals focus on ‘saving’ either in terms of money or reducing waste and also on support 
for national products.   
 
Basic Contributors 
This group may take longer to change as they are followers rather than early adopters.  
Behaviour goals therefore reflect the development of mainstream behaviours and may 
be longer term.  There is also a focus on encouraging and giving positive affirmation to 
their current behaviours many of which are pro-environmental due to other priorities or 
limitations such as financial constraints. 
 
Currently Constrained 
The behaviour goals for this segment reflect their general openness to pro-
environmental actions but also reflect the barriers to acting in the immediate term.  We 
are aiming with these goals to maintain the aspirational element of pro-environmental 
behaviour and also encourage a different approach to consumerism centred on 
‘temporarily’ owning aspirational products (e.g. hiring a car for a weekend). 
 
Long Term Restricted 
This group have a greater number of external barriers to changing (e.g. low income) 
and behaviour goals for them reflect this and focus on financial savings and 
personal/health benefits.  As with basic contributors there is scope to encourage and 
affirm current pro-environmental behaviours which are due to other constraints. 
 
Dis-interested 
This group display no interest or motivation to change their current behaviours to make 
their lifestyle more pro-environmental.  Currently this segment have no specific 
behaviour goals.  This primarily reflects that the environment as a factor in decision 
making has not reached their sphere of concern.  In the longer term, after we have 
made progress with other segments, we can look at attributing behaviour goals to this 
group. 
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Catalyst behaviours 
 
There is an interest in identifying catalytic behaviour goals which are likely to 
stimulate interest, understanding and ultimately influence behaviour.  It may be 
that these are not the highest carbon impact behaviours but should be pursued 
for other reasons, for example because they influence social norms, contribute to 
a more significant overall lifestyle shift,  or help move more sustainable products 
and appliances from niche markets to mainstream availability.  Further research 
is required here to understand the types of links, if any, that people are able to 
draw between different aspects of their behaviours.   
 
This approach will allow us to develop a mix of policy measures that resonate 
with the public, help them to understand the wider context and demonstrate how 
individual actions can have a real impact. There may be simple, high profile 
legislative or facilitating interventions that could act as triggers for motivating 
further individual actions.  
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CHAPTER 7 :  MONITORING AND EVALUATION  
 
 
 
 
An effective monitoring and evaluation framework will be critical to the success of 
the environmental behaviours strategy.    Broadly speaking we need to be able to 
establish a clear baseline and then track subsequent changes in people’s 
attitudes and behaviours and other contextual trends.  A more frequent tracking 
process would help us to spot new opportunities to intervene.  A clearer baseline 
will help us to identify smarter aims and objectives relating to each targeted 
behaviour goal and against which we can measure progress.     
 
Evaluation should provide a depth of analysis that adds genuine value to an 
effective strategy. It enables the identification of best practice, opportunities, 
strengths and weaknesses and includes identifying and working with research 
opportunities that already exist in the public and private sectors, feedback (from 
partner organisations, those implementing or targeted by an intervention), 
commissioning tracking research, and using media coverage and take-up 
information.   A key challenge for evaluation will be understanding the relative 
impacts of specific interventions and indeed the overall behaviour change 
strategy.   Where possible, new approaches should be tested through pilot 
projects.  
 
More work needs to be done to design the monitoring and evaluation framework, 
including making a full assessment of what data are already being gathered  by 
Defra and its agencies (annex K).   However, we expect that we will need: 
 

• Monitoring of wider society trends, behavioural and purchasing trends 
related to our behavioural goals and behavioural change research 
(particularly pro-environmental) to provide a context;  

• High-level monitoring to provide a baseline for people’s attitudes and 
behaviours and track this at 6 monthly intervals to enable impacts in 
specific areas to be assessed; 

• Monitoring of specific interventions implemented through this project 
(whether policy or communications) which should be considered as an 
integral part of their implementation to enable opportunities, strengths 
and weaknesses and key learnings to inform future activity or roll-out; 

• Monitoring of individual programmes and projects outside of this 
project yet with some shared audiences, objectives, or behavioural 
goals, again to enable usage of key learnings for other projects; 

• An assessment of our overall social marketing approach to delivering 
this strategy; and  

• Building of our audience understanding as people’s attitudes, 
understanding and behaviours change, including targeting specific 
audience groups or subgroups in future years.  
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CHAPTER 8:  IMPLICATIONS FOR DEFRA 
 
 
 
 
Environmental behaviours unit 
 
Earlier chapters have described the kind of role that external stakeholders are 
looking for Defra to play and the opportunity for us to apply a social marketing 
approach to environmental behaviours.   The kinds of behaviours which 
stakeholders are looking for from us are: listening and learning; engaging with 
partners; leading; innovating; facilitating and enabling; and practising what we 
preach. 
 
In practical terms that might mean creating a single knowledge hub within Defra 
on behaviour and social marketing.   This might draw together research on 
behaviour change, segmentation and consumer insight, and provide consistent 
high quality monitoring and evaluation of behaviour programmes.   The hub 
would need to be closely linked to Defra’s sustainable consumption and 
production evidence team, possibly sharing resources on the social research 
side. 
 
Defra would be able to use this strengthened evidence base and the behaviour 
goals to engage with its partners to develop more targeted interventions and 
more consumer-facing packages based on a shared understanding of motivators 
and barriers.    The development and implementation of current projects  - such 
as on environmental/home energy auditing, personal carbon allowances and 
food labelling - would potentially benefit from such a shared resource, for 
example by drawing on best practice, using a common segmentation model and 
systemic analysis of the full range of policy options, and applying consistent 
evaluation. 
 
Our proposal is that Defra should consider the establishment of an environmental  
behaviours unit (figure 11) that could fulfil these functions and ensure that the 
environmental behaviours strategy is carried forward beyond the next phase of 
the public engagement project.   Such a unit would need to be multi-disciplinary, 
including expertise on social science, social marketing, statistics and policy.  To a 
large extent it would be able to draw on existing resources that are currently 
spread across several parts of Defra.   Given the necessary long-term nature of 
behaviour change and the need to build continuous learning we would envisage 
the unit functioning as  a standing team in the restructured Defra.    It would be 
worth, however, considering regular secondments from delivery partners in order 
to inject new thinking and build collaborative working. 
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Figure 11:  Illustration of functions of an environmental behaviours unit 
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Environmental behaviours programme 
 
A second issue, raised by the Sustainable Consumption Roundtable, is the 
currently fragmented nature of Defra’s spending programmes on 
consumer/community engagement and behaviour change.  Whilst each 
individually has been well supported, they have evolved separately in a relatively 
ad hoc manner, reducing the scope for shared learning, efficient programme 
management and clear communication to partners.   The new CSR07 round 
provides an opportunity to bring together this work within a single environmental 
behaviours programme that flows from the citizens and public engagement 
project.    
 
At present, Defra spends around £20 - £25m on initiatives related to engaging 
individuals and communities in behaviour change (table 2, chapter 3), and 
which are run from four different divisions, with additional research spend from 
three divisions. The wider Defra family undoubtedly spends additional sums but 
this has not been included here.  In addition, around £13m is currently spent 
through the Rural and Community Social Programme and smaller elements of 
this could potentially be aligned in future to the delivery of Defra’s behaviour 
strategy / goals through targeted audiences in rural communities.  
 
Figure 12 illustrates how these activities might be brought within a single and 
more high profile environmental behaviours programme that would focus on 
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interventions to promote the behaviour goals in this strategy.   The programme 
might for example organise its work around three broad types of intervention: 
 

• Innovation: demonstrating/piloting new approaches to environmental 
behaviour; 

• Partnerships: larger scale projects aimed at mass engagement on priority 
behaviours, working with Defra’s external partners to lever in additional 
resources and creating self-sustaining behavioural loops (e.g. through 
social enterprises); 

• Capacity building:  helping communities to build their own capacity to 
promote pro-environmental behaviours (e.g. training, skills, networks). 

 
 
Figure 12:  Outline of possible environmental behaviours programme 
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These proposals are the subject of an internal resources bid under the CSR07 
round.   Potential benefits of this approach would include improved policy 
consistency; better targeting; more efficient engagement with partners and other 
government departments; economies of scale in programme management;  and 
more effective learning and dissemination.  
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CHAPTER 9:  CONCLUSIONS AND RECOMMENDATIONS 
 
 
 
 
Conclusions 
 
(1)   Consultation within Defra and with stakeholders identified a number of 
strengths in our current approaches towards behaviour change: good theoretical 
understanding, strong science, setting of strategic goals enabling partnership 
working, devolved delivery and support for community level action. However, 
they also indicated some weaknesses: policy inconsistency across Government, 
lack of simple consistent messages to consumers, insufficient scaling up of good 
programmes, limited systems thinking, insufficient evaluation, monitoring 
dissemination and feedback.   On the positive side, environment was high on the 
agenda, providing Defra with new opportunities to take a lead.    
 
(2) It is possible to identify a long list of desired environmental behaviours 
spanning Defra’s business and in most cases to quantify a primary or secondary 
carbon impact – the main exceptions to that rule are some behaviours which 
would deliver biodiversity benefits.  Work with the Green Alliance has enabled us 
to identify a possible shorter set of headline behaviours, which are supported 
by a range of environmental stakeholders. 
 
(3)   It is possible to base our work on behaviour change round a common 
environmental segmentation model that segments people according to their 
values, attitudes and behaviours.   Such a model could provide an open and 
shared resource for Defra’s agencies and partners and help bring greater 
coherence to our work.   It is possible to link each population segment to a range 
of potential behaviours which, in principle, they would be willing to adopt with the 
right support.   Research is being commissioned to quantify the baseline in terms 
of current attitudes, knowledge and behaviours and to investigate qualitatively 
people’s understanding of the issues and their acceptance of the behaviour 
goals.    
 
(4) Work with the Green Alliance in particular has pointed to a range of 
potential policy interventions and packages of interventions that could be 
expected to lead to further behaviour change.   A behaviour change roadmap 
would aim to encourage and support more sustainable behaviours through a mix 
of labelling, incentive and reward, infrastructure provision and capacity building; 
the most unsustainable behaviours, including the consumption of poor 
performing products, can be discouraged through a mix of minimum standards, 
tax/penalties and choice editing.    Defra can help to move consumers further 
along this spectrum by ensuring that it leads by example and widens the 
mandate through policy debate and support for innovation.  Further work is 
required to explore how a social marketing approach could help to refine and 

 44



FINAL   20 DECEMBER 2006 

target interventions, increase their acceptability, and to develop more holistic, 
systems based solutions, addressing linked behaviours. 
 
(5)  Defra’s role in relation to environmental behaviours and public 
engagement should include: 
 

• Providing a shared knowledge hub drawing together – and where 
appropriate commissioning - research on behaviour change, segmentation 
and consumer insight, and providing consistent high quality monitoring 
and evaluation; 

• Providing leadership on priority behaviour goals, working in partnership 
with others to deliver targeted interventions based around consistent high-
level messages; 

• Using its broad scope of responsibilities to pull together policy packages, 
linking the full range of potential instruments; 

• Supporting innovation and capacity building, particularly in the third sector; 
• Leading by example, not just in procurement but in personal and 

organisational behaviour. 
 
(6) There is widespread support and enthusiasm amongst Defra’s 
stakeholders for a stronger and more joined up approach on behaviour and 
public engagement, and potential therefore to share a common platform, 
demonstrating visible collective action on the environment.  In doing so Defra 
should aim to broaden its range of stakeholders, particularly on the business 
side, taking a more pro-active and structured approach to engagement. 
 
      
 
Recommendations 
 
(1) That we further develop and consult on the conceptual framework and 
social marketing approach described in chapter 2.  This framework builds on 
the one proposed by the Sustainable Consumption Roundtable, namely: 
 

• Use the mandate for action; 
• Focus on behaviour; 
• Put products and services at the centre; 
• Build collective action; 
• Widen the mandate. 

 
(2) That we adopt the headline behaviour goals proposed in chapter 4, 
based on those developed through the Green Alliance workshops but with the 
modifications we have proposed.    The acceptability of these goals, and others 
in the long list, together with a range of policy interventions (again drawing on the 
Green Alliance’s work but also other policies under development in Defra) will be 
further tested over the next three months. 
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(3) That we work up proposals for the establishment of an environmental 
behaviours unit in Defra that could act as a knowledge hub on consumers and 
public engagement; implement and further develop the overall strategy; and 
support a more consumer focussed approach to policy development and 
implementation in Defra.    
 
(4) That we work up proposals for the integration by the beginning of the next 
CSR period (08/09) of Defra’s existing behaviour related spending programmes 
into a single environmental behaviours programme aimed at promoting 
innovation in environmental behaviour, mass engagement through partnership 
projects, and capacity building in the third sector.  
 
(5) That we build on the goodwill and enthusiasm amongst Defra 
stakeholders that has been created so far, by exploring the potential for a shared 
platform around the priority behaviour goals and by hosting a stakeholder 
conference in end February/early March at which we can present the results of 
our work so far to those who contributed during this initial scoping stage.   And 
that over the longer term we aim to extend that platform to include less 
established partners. 
 
(6) That we therefore proceed to the pre-testing and development stage 
(January – March) and report back to Ministers in April. 
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