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TECHNICAL APPENDIX 

The Committee on Climate Change was set up as part of the Climate Change Act.  The 

Committee is an independent body tasked with providing advice to government on how the 

UK can meet its emission reductions goals taking into account a range of factors to find the 

optimal emission reduction pathway to 2050.  The Committee’s first report was published on 

1 December 20081.  The Committee’s advice was based on the science of climate change, 

the international context and an assessment of technical and realistic feasibility by 2020.  

For both the domestic transport sector and energy use in the residential sector an 

assessment of realistic potential for abatement was undertaken by reviewing the social 

research literature on behaviour change and an understanding of how public awareness of 

and attitudes to climate change relate to pro-environmental behaviour.  This note sets out:  

 the importance of behaviour change;  

 the challenge to pro-environmental change and the attitude-behaviour gap;  

 the complex factors that drive human behaviour exploring the rational choice model of 

human behaviour before honing in on common motivators and barriers;  

 social psychological models of human behaviour and sociological theories that note the 

importance of community based social change;  

 how the analytical strengths of behavioural models have fed into the development of 

segmentation;  

 specific interventions to motivate behaviour change in both the residential sector and 

domestic transport sector and: 

 that any approach to change behaviour needs to consider that there is not one but a 

multiplicity of ways to do so, confirming the need for packages of mutually supporting 

measures which target behaviour at a number of different levels and points to 

opportunities for targeting change at the community level.  

 

                                                
1 Committee on Climate Change (2008) Building a low-carbon economy ς ǘƘŜ ¦YΩǎ ŎƻƴǘǊƛōǳǘƛƻƴ ǘƻ ǘŀŎƪƭƛƴƎ ŎƭƛƳŀǘŜ ŎƘŀƴƎŜ.  
London, TSO   
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1. INTRODUCTION 

The Committee’s first report was published on 1 December 20082.  The Committee’s advice 

was based on the science of climate change, the international context and an assessment of 

technical and realistic feasibility by 2020.  For both the domestic transport sector and energy 

use in the residential sector an assessment of realistic potential for abatement was 

undertaken by reviewing the social research literature on behaviour change and an 

understanding of how public awareness of and attitudes to climate change relate to pro-

environmental behaviour.   

The key messages to take from this review of the social research literature are that: 

 the vast majority of people have some awareness of and concern about climate 

change; 

 there is often a disconnect, however, between this and any behaviour to mitigate 

climate change, referred to as the attitude-behaviour gap; 

 there are a range of barriers to act on climate change which operate at the objective 

and subjective and at the individual and collective levels.  These barriers will be 

different for different behaviours and for different people; 

 in tackling these barriers it is important to recognise that few people are prepared 

voluntarily to make radical lifestyle changes but equally people are motivated to act if 

they accept the problem, feel a personal responsibility to act, feel involved (either as 

part of a wider movement or feel a sense of collective agency) and ultimately believe 

their action will make a difference;  

 greater awareness of the ease of small actions that individuals can take to reduce 

their carbon consumption should be spelt out but information, although necessary, is 

rarely sufficient in itself to change behaviour; 

 in order to catalyse behaviour change a package of mutually supporting measures 

are required which target behaviours at a number of different levels and incentivise 

people to become willing and able to act; and 

 there are opportunities to motivate behaviour change via strategies to enlist 

community mobilisation.  

                                                
2 Committee on Climate Change (2008) Building a low-carbon economy ς ǘƘŜ ¦YΩǎ ŎƻƴǘǊƛōǳǘƛƻƴ ǘƻ ǘŀŎƪƭƛƴƎ ŎƭƛƳŀǘŜ ŎƘŀƴƎŜ.  
London, TSO   
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2. THE IMPORTANCE OF BEHAVIOUR CHANGE 

2.1 Why is behaviour change important? 

In the UK the energy we use in our homes and for personal transport is responsible for 

almost half of the country’s carbon dioxide (CO2) emissions.  As highlighted by the Stern 

Review effective action on reducing greenhouse gas emissions must include three elements: 

 Carbon pricing, through some combination of taxation, trading and regulation;  

 Technology policy, to support the development of a range of low carbon and high 

efficiency technologies;  

 Removal of barriers to behavioural change, which is particularly important in ensuring 

take-up of opportunities for energy efficiency3. 

This note largely focuses on Stern’s third element of an effective policy strategy.  In the 

Committee’s first report a distinction was made between three emissions reduction 

categories which can be considered as three types of behaviour change: using lower carbon 

sources of energy e.g. wind turbines; using energy more efficiently while leaving lifestyles 

unchanged e.g. purchasing low energy light-bulbs and; changing our lifestyles in ways which 

reduce energy usage e.g. cycling not driving for short trips.  Engaging with the public about 

what they can do to reduce climate change whether via take up of lower carbon sources of 

energy, using energy more efficiently or lifestyle change is therefore a critical part of the 

equation although the challenge of doing so should not be underestimated.  A balance will 

need to be found between changing behaviour which is environmentally unsustainable, 

(accepting some degree of lifestyle change) and embracing new technologies which will 

reduce the impact of that behaviour.   

 

 

 

 

 

 

                                                
3 Stern, N (2007) The Economics of Climate Change: The Stern Review.  Cambridge, Cambridge University Press. 
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3. THE CHALLENGE TO PRO-ENVIRONMENTAL CHANGE  

3.1 Are the public already acting on climate change?  

Survey evidence from cross-sectional surveys of the population, that provide information on 

a cross-section of the population of interest at a particular point in time, are a useful indicator 

of public awareness and opinion and if repeated can be useful as a comparative tool4. 

Reservations need to be taken though as survey instruments are not able to elicit a true 

understanding of what people really think and are motivated by.  With that caveat in mind 

Defra’s representative survey of public attitudes towards the environment, (hereafter known 

as Defra’s public attitudes survey), showed that a significant proportion of the population are 

already claiming to engage in environmentally friendly behaviours, see Figure 1 below.    

Figure 1.  Proportion of people engaging in environmentally friendly behaviours 20075 

 

The greatest proportion of people, 71%, said they were ‘recycling more rather than throwing 

things awayô and intended to carry on doing so and more than half said they were ‘wasting 

less food’, ‘cutting down on gas and electricity in the homeô, and/or were ‘cutting down on 

water use in the home’.  In comparison, 29% of people surveyed said they were already 

making an effort to ‘use their car lessô and/or ‘fly lessô whereas 24% and 32% respectively 

said they ‘donôt really want to’ ‘use a car lessô and/or ‘fly less’.  It is often reported in the 

                                                
4 Defra and its predecessors ran Environmental Surveys in 1986, 1989, 1993, 1996-7 and 2001.  However, in order to reflect 
current policy decisions the 2007 questionnaire was purposefully very different with previous surveys making comparisons 
limited.  Where appropriate any direct comparisons are mentioned in the main text.  
5 BMRB (2007) Attitudes and Behaviours in relation to the Environment Report.  London, Defra.  
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social research literature that taking fewer flights or using the car less are the least 

susceptible to behavioural change.  Nevertheless it is encouraging that there is evidence 

that people are already claiming to undertake some specific actions to reduce unsustainable 

behaviour. 

3.2 The attitude-behaviour gap 

In addition people often report high awareness about climate change in survey instruments.  

In Defra’s public attitudes survey 93% of people say they know at least óa littleô something 

about climate change and nearly half say they know something about carbon footprints.  

Awareness of climate change has also increased.  In a Defra 2001 environmental survey 

78% of respondents had heard of the term rising to 99% in the 2007 survey.  Yet although 

awareness and concern of climate change is high6, there is significant disconnect with any 

subsequent change in behaviour; commonly referred to as the attitude-behaviour gap.  For 

example environmental concerns that public may have play little role in car purchasing 

decisions7. This is not surprising given the complexity of attitudes, behaviours and the 

relationship between the two as evidenced in a substantial body of research in social 

psychology, sociology and marketing.8   

It has to be remembered that results from quantitative surveys are sensitive to context and 

the wording of questions.  Evidence from qualitative research, which is used to gain a 

deeper understanding of a research subject, shows that although people demonstrate an 

awareness of the link between energy issues and the environment they often do not make 

the link between their own lifestyle, energy consumption and the environment9.  This is 

backed up by recent research for the Department for Transport which shows that the growth 

in public awareness about climate change has not led to a greater understanding of the 

issues involved, nor to an awareness of how these issues relate to personal behaviour10.  In 

particular people seem to be uncertain of the role of human activities and specific behaviours 

in contributing to climate change.  The challenge is to gain a deeper understanding of the 

complex relationship between attitudes and behaviours in order to appreciate the different 

levers that will need to be pulled to motivate pro-environmental behaviour change. 

                                                
6 ун҈ ƻŦ ǊŜǎǇƻƴŘŜƴǘǎ ƛƴ ŀ нллт LǇǎƻǎ ahwL ǎǳǊǾŜȅ ǎŀƛŘ ǘƘŜȅ ǿŜǊŜ ΨŎƻƴŎŜǊƴŜŘΩ ŀōƻǳǘ ŎƭƛƳŀǘŜ ŎƘŀƴge.  See: Downing, P. and 
Ballantyne, J, (2007) Tipping Point or Turning Point? Social Marketing and Climate Change. London, Ipsos MORI Social 
Research Institute. 
7 Anable, J., Chatterjee, K., Dudley, G., Goodwin, P., Hanly, M., Lyons, G., Susilo, Y. and Wiltshire, P. (2008) Public attitudes 
to transport: Knowledge review of existing evidence - Final report to the Department for Transport. London, DfT. p85  
8
 For thorough discussion see Jackson, T. (2005) Motivating sustainable consumption: a review of evidence on consumer 

behaviour and behavioural change. Report to the Sustainable Development Research Network. University of Surrey, Centre 
for Environmental Strategy. 
9
 Brook Lyndhurst (2007) Public Understanding of Sustainable Energy Consumption in the Home. Defra, London. 

10 Coulter, A and Clegg, S. ( 2007) Exploring public attitudes to personal carbon dioxide emission information. Prepared for 
Department for Transport by BMRB Social Research and the University of the West of England. 
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4. THE COMPLEX FACTORS THAT DRIVE HUMAN BEHAVIOUR  

4.1 The rational choice model of human behaviour 

Historically in trying to change public behaviour government has tended to rely on two main 

approaches – sending price signals and providing information.  The use of these levers to 

change behaviour has largely been based on the ‘rational choice’ model of human behaviour 

according to which humans behave in a way that rationally maximises their welfare.  They do 

this by systematic use of the information available to them and assess the choices in terms 

of costs and benefits.  But information, although often necessary, is rarely sufficient to lead 

to behaviour change in itself.  In order to effect change many other factors need to be 

addressed – at the objective and subjective and at the individual and collective levels11.  As 

discussed below in more detail the social research literature shows us that a knowledge 

deficit does exist as people often claim they would like to take action but need more 

information to do so.  However, even if people are subsequently provided with more 

information they are not necessarily more likely to act. This apparent contradiction can be 

explained by looking at the way information is received and the type of information which is 

provided.  A qualitative study looking at sustainable energy consumption in the home12 found 

that people respond well when receiving clear and consistent information in informal, 

intimate settings with a trusted peer group. They also responded to information which was 

tailored locally to their own needs and homes (home energy audits were conducted in a 

number of homes as part of the study).  

In relation to price signals the literature shows that demand for both natural gas and 

electricity in the residential sector is rather inelastic over both the short term and long term 

i.e. a change in the price of each fuel leads to a rather small proportionate fall in demand13.  

Defra’s research looking at initial insight into public views on the acceptability of personal 

carbon trading also found considerable reluctance to the concept of using a price signal to 

impose limits on individual carbon emissions be it via personal carbon trading, carbon tax or 

upstream trading14.  In addition many energy saving measures such as energy efficient light-

bulbs are already cost effective to consumers and yet are often not taken up.   What can 

explain this apparent ‘irrational’ behaviour?  

                                                
11 Anable, J., Lane, B and Kelay, T. (2006) An Evidence Base Review of Public Attitudes to Climate Change and Transport 
Behaviour.  London,  Department for Transport. 
12

 Brook Lyndhurst (September 2007) Public Understanding of Sustainable Energy Consumption in the Home. Defra, 
London. 
13 See, for example, Boardman, B. (2007) Home Truths: A Low-Carbon Strategy to Reduce UK Housing Emissions by 80% by 
2050. A report for The Co-operative Bank and Friends of the Earth. Environmental Change Institute, University of Oxford.  
14 Owen, L, Edgar, L, Prince, S and Doble, C (2008). Personal Carbon Trading: Public Acceptability: A report to the 
Department for Environment, Food and Rural Affairs. Opinion Leader & Enviros Consulting. Defra, London. 
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4.2 Common barriers to pro-environmental behaviour  

There is a wealth of literature that attempt to explain why people do not take up pro-

environmental behaviour goals or to explain the ‘energy-efficiency gap’ – the lack of 

measures that will save households money over the course of their lifetime.  The literature 

shows that a variety of complex, interacting motivators and barriers drive individuals as to 

whether or not they adopt more sustainable lifestyles or take up pro-environmental 

behaviour goals such as better energy management within the home and in relation to 

individual transport choices.  Some of these barriers are extensions of (and consistent with) 

the concept of perfect ‘economic rationality’ outlined above, but others are of a less tangible 

nature and concern themselves with the psychology and sociology of decision-making. 

Box 1. NERA’s classification of barriers to energy efficiency  

 

Anable et al (2006) state that barriers to behavioural change can apply either at the 

individual or at the collective level and may consist of either subjective or objective factors.  

Interactions between barriers are complex though and any attempt to categorise or model 

barriers will inevitably be simplistic.  However, a study produced by NERA to inform future 

policy on the Supplier Obligation outlined seven categories  or ‘barriers’ to energy efficiency 
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in the household sector which can be used a useful classification scheme (see Box 1 

above)15. Although these categories of barriers were used to explain behaviour in the 

household some of them could equally be applied to transport behaviours.  In particular 

psychological and sociological barriers, on which this note is directly concerned with, refer to 

a range of less tangible factors such as norms, trust and cognitive processes.   

Collective subjective barriers ï group culture and shared norms: Psychological or 

sociological barriers may include inertia in decision making or basing decisions on ‘imprecise 

routines and rules of thumb’16 or a wish not be to perceived as the ‘only one’ adopting a new 

technology for example staying with the ‘in-crowd’ or conforming to social norms.  People 

are reluctant to act unless they see their neighbours, businesses and government acting 

first.  With six in ten in Defra’s public attitudes survey agreeing with the statement ‘If 

government did more to tackle climate change, Iôd do more too’ and a quarter agreeing with 

the statement ‘Itôs not worth me doing things to help the environment if others donôt do the 

same17ô. 

Collective subjective barriers ï trust in others and the government: The public also 

have high expectations of government and business to tackle environmental issues.  Six in 

ten (60%) in Defra’s public attitudes survey agreed it was up to the government to take the 

lead. Yet the way government or business engages with people can also have a detrimental 

impact.  Paradoxically research suggests that people see governments as responsible for 

addressing climate change yet have little faith that they will.  Trust or rather mistrust is also a 

critical issue.  The evidence suggests that there is a lack of trust in Government, local 

authorities and industry relating to climate change18.   

Individual subjective barriers ï perceived behavioural control and self-efficacy: A 

whole host of reasons for why people do not ‘do more’ for environmental reasons were given 

in Defra’s public attitudes survey.  One of the most prevalent is disempowerment with the 

belief that individual action, e.g. turning off the lights, will make very little difference to 

climate change in the national and global context.  Responsibility is very much linked to 

likelihood of self-efficacy so that consequently behaviour may be restricted by a sense of 

futility of individual action19.  The difference in scale between small individual actions and 

                                                
15 NERA Economic Consulting (2007) Evaluation of Supplier Obligation Policy Options: Report for DTI and Defra 
16

 ibid. p.11 
17 BMRB (2007) Attitudes and Behaviours in relation to the Environment Report.  London, Defra. 
18 Dresner, S., McGeevor, K, and Tomei, J. (2007) Public Understanding Synthesis Report: A report to the Department for 
Environment, Food and Rural Affairs. Policy Studies Institute. Defra, London. 
19 !ƎŜƴŎȅ ŀǇǇŜŀǊǎ ƛƴ !ƧȊŜƴΩǎ ¢ƘŜƻǊȅ ƻŦ tƭŀƴƴŜŘ .ŜƘŀǾƛƻǳǊ ƳƻŘŜƭ ŀǎ tŜǊŎŜƛǾŜŘ .ŜƘŀǾƛƻǳǊŀƭ /ƻƴǘǊƻƭΦ  {ŜŜ ǇŀƎŜ ф ƻŦ ǘƘƛǎ ƴƻǘŜ 
for further discussion on social-psychological models.  
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climate change is highlighted as a challenge for climate change communications20.  

Research on carbon calculators found that while carbon calculators did have some impact 

on attitudes, the shift was often tempered by a sense of the insignificance of individual 

efforts in comparison with larger actors21.  Both the issue of personal responsibility for taking 

action over climate change and feelings of control over making a behaviour change are 

important in the formation of intention to act.  An individual’s beliefs in what they can do are 

seen as important determinants of what they will do22.  This also relates to the notion of a 

‘perception gap’.  Specific ‘misperceptions’ occur in relation to the time it takes to travel and 

the comparative cost of certain modes of transport23.   

Collective objective barriers ï contextual and situational factors: External constraints 

such as infrastructure, cost, working patterns and demands on personal time, can also act 

as barriers.  As cited in NERA’s study there are also regulatory barriers such as aspects of 

the energy market and its regulatory framework which could make it more difficult for 

households to benefit from or consider energy efficiency measures.  Examples include limits 

on the types of ‘contracts’ offered to households by suppliers or planning permission for 

microgeneration24.  In transport the lack of alternative transport modes inevitably limits scope 

for the public to make more suitable transport choices by modal shift.  This lack of ‘lock-in’ 

provided by the infrastructure limits the potential for policies aimed at influencing people’s 

travel behaviour (see Smarter Choices discussion below) and highlights that decisions about 

behavioural change are not made in a vacuum but that the wider social context needs to be 

factored in when thinking about barriers. 

Collective objective barriers ï communication and the nature of the climate change 

problem: The issue of trust is also related to a plethora of climate change terminology being 

used with ambiguity about the different climate change terms, which in turn can lead to a 

lack of trust in the argument and an overall lack of engagement in the issue.  Ambiguity 

reduces the likelihood that people will make an informed decision about their behaviour25.  

Lack of a perceived problem and scepticism around the climate change debate, fuelled by 

                                                
20  Ereaut, G. and Segnit, N (2006) Warm Words: How are we telling the climate change story and how can we tell it better? 
London, IPPR. 
21

 Coulter, A and Clegg, S ( 2007). Exploring public attitudes to personal carbon dioxide emission information. Prepared for 

Department for Transport by BMRB Social Research and the University of the West of England. 
22 ¢Ƙƛǎ ǊŜƭŀǘŜǎ ǘƻ tŜǊŎŜƛǾŜŘ .ŜƘŀǾƛƻǳǊŀƭ /ƻƴǘǊƻƭ ƛƴ !ƧȊŜƴΩǎ ¢ƘŜƻǊȅ ƻŦ tƭŀƴƴŜŘ .ŜƘŀǾƛƻǳǊ ό¢t.ύΦ  {ŜŜ ōŜƭƻǿ ƛƴ ƴƻǘŜ  ǳƴŘŜǊ 
Ψ9ȄǇƭŀƛƴƛƴƎ ǘhe complexity of human behaviour ς ǎƻŎƛŀƭ ǇǎȅŎƘƻƭƻƎƛŎŀƭ ƳƻŘŜƭǎΩΦ 
23 Anable, J; Lane, B; Kelay, T (2006). A review of public attitudes to climate change and transport: summary report for the 
Department for Transport. London, DfT. 
24

 NERA Economic Consulting (2007) Evaluation of Supplier Obligation Policy Options: Report for DTI and Defra 
25 Anable, J., Lane, B; Kelay, T (2006). A review of public attitudes to climate change and transport: summary report for the 
Department for Transport. London, DfT. 
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misconceptions such as scientists do not agree that human activity is influencing climate 

change26, can all act as barriers.    

Individual objective barriers - habits:  There is also the difficulty of changing habits. In 

particular mode use is a habitual behaviour with evidence suggesting habit has a relatively 

strong influence on modal choice27.  Six out of ten in Defra’s public attitudes survey admitted 

that when they get ready to go out they don’t usually consider alternative forms of transport 

and just got in the car28.  Qualitative research provides evidence that people are more 

amenable to make adjustments to trip patterns or driving behaviour (e.g. eco-driving or 

driving ‘smarter) rather than changing mode of transport29.  The scale of the behaviour 

change challenge is often cited as being particularly pertinent in relation to transport 

behaviour which is often thought to be the area where the public are least prepared to make 

sacrifices for in order to tackle climate change. Findings from qualitative research highlight 

that changes to travel behaviour will not happen unless it is made easier for people to do 

so30.   

4.3 Common motivators of pro-environmental behaviour  

In terms of motivators for pro-environmental behaviour, concern for the environment is not 

always the primary driver for people adopting a behaviour that may be perceived as green.  

Instead common motivators to take up pro-environmental behaviour may include the ‘feel 

good’ factor; social norms; individual benefits (e.g. health); ease and convenience and being 

‘part of something’.  

A report on mobilising individual behaviour change through community initiatives argues that 

in order for people to take action they need to feel sense of collective agency which 

motivates and justifies individual and group action to cut emissions31. Community initiatives 

can play a key role in establishing and reinforcing positive social norms and engaging and 

educating individuals through existing, trusted relationships.  This highlights the power of 

social norms in shaping behaviour.  The literature also shows that people are more likely to 

turn to trusted intermediaries to help shape their opinions and behaviour with evidence that 

                                                
26Ipsos MORI research found that over half of respondents surveyed believed many leading experts still question if human 
activities contributed to climate change.  See:  Ballantyne, J. and Downing, P. (2007) Tipping Point or Turning Point? Social 
Marketing and Climate Change. London, Ipsos MORI Social Research Institute. 
27

 See Anable et al (2006) p103 for full discussion 
28 BMRB (2007) Attitudes and Behaviours in relation to the Environment Report.  London, Defra. 
29 People Science & Policy Ltd (PSP) and the Institute for Transport Studies at the University of Leeds (2009) Exploring 
public attitudes to climate change and travel choices: deliberative research ς Final report prepared for Department of 
Transport.  
30 Richardson, J., Harrison, G, and Parkhurst, G. (2007) Public Understanding of Sustainable Transport: A report to the 
Department for Environment, Food and Rural Affairs. 
31 Roberts, S; Letcher, M; Redgrove, Z ( 2007). Mobilising individual behavioural change through community initiatives: 
Lessons for tackling climate change. Summary report to Defra from the Centre for Sustainable Energy. 
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the most trusted and effective proponents of change are family, friends and the local 

community32.  For example Opinion Leader Research suggests influence revolves around 

interaction of two personality types:  ‘protagonists’ and ‘perceivers’33.  Other literature refers 

to the role of ‘network hubs’, intermediaries or ‘sneezers’ to influence others to change 

behaviour34 or for policy to ‘coax diffusion’35. The significance of community based networks 

and face-to-face approaches to change behaviour is a reoccurring theme.  An evaluation of 

Defra’s Environmental Action Fund highlighted that settings where a trusted source provides 

face-to-face support are particularly effective at facilitating behaviour change and that peer-

based learning is especially powerful36. 

In relation to changing travel behaviour both financial and time savings also need to be 

factored in.  In addition the influence of non-climate impacts such as noise, congestion, road 

safety and air quality may be a significantly greater driver for behaviour change37.  In 

addition a synthesis report of Defra’s qualitative research projects also noted that the public 

often assume that ‘good’ daily behaviour (recycling) legitimises or offsets occasional ‘bad’ 

behaviour (flying)38.  Guilt is also a powerful motivator with six out of ten people (59%) 

agreeing that they ‘sometimes feel guilty about doing things that harm the environmentô in 

Defra’s public attitudes survey.  

On the whole people seem most willing to make changes where actions taken will have 

some other personal benefits and fit with current lifestyles.  This is why people are far more 

likely to carry out pro-environmental activities such as recycling, which also has low cost in 

money and effort, than others such as reducing car use which is perceived to have higher 

financial and lifestyle costs39.   Almost half (46%) surveyed in Defra’s public attitudes survey 

were resistant to making radical changes to their current lifestyles and there is evidence that 

people are reluctant to make behavioural changes which involve perceived self-sacrifice40.  

A survey of homeowners’ knowledge and opinions about zero carbon home found 

widespread reluctance to accept the potential lifestyle changes associated with low and zero 

                                                
32 Futterra (2005) The Rules of the Game: Evidence base for the Climate Change Communications Strategy  
33 Opinion Leader Research (2003) The New Persuaders: the changing nature of influence [Online].  Available from: 
http://www.chime.plc.uk/downloads/persuadersvc.pdf 
34 Seth Godin (2002) Unleashing the Idea Virus. Simon and Schuster UK Ltd. 
35 Brook Lyndhurst (2006) Behaviour Change:  A Series of Practical Guides for Policy Makers and Practitioners Number 4 ς 
Triggering Widespread Adoption of Sustainable Behaviour. Defra   
36

 [Online] http://www.defra.gov.uk/Environment/eaf/index.htm 
37 Coulter, A and Clegg, S ( 2007). Exploring public attitudes to personal carbon dioxide emission information. Prepared for 
Department for Transport by BMRB Social Research and the University of the West of England. 
38

 Dresner, S., McGeevor, K, and Tomei, J. (2007) Public Understanding Synthesis Report: A report to the Department for 
Environment, Food and Rural Affairs. Policy Studies Institute. Defra, London. 
39 See Lindenberg and Steg (2007) as cited by Steg, L. (2008) Promoting household energy conservation. Energy Policy 
Special Issue, 36(12), 4449ς4453. 
40 Coulter, A and Clegg, S ( 2007). Exploring public attitudes to personal carbon dioxide emission information. Prepared for 
Department for Transport by BMRB Social Research and the University of the West of England. 
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carbon homes.  On the basis of present information homeowners expressed particular 

concern around issues such as air- tightness, restrictions on water usage and potential for 

increased service and maintenance responsibilities41.   

In addition it is worth noting that motivators and barriers vary across population segments, 

may change over time according to life stage and other individual circumstances42.  Lifestyle 

fit and self-identity can also be potential motivators or barriers depending on where people 

are starting from43.  This points again for the need to effect behavioural change at the 

objective, subjective, individual and collective levels44. 

4.4 Social-psychological models of behaviour 

As seen above people are driven and constrained by a variety of reasons or factors guided 

not only by financial and information influences but also by psychological and sociological 

factors such as cognitive processes and norms.  Social-psychological models of behaviour 

can help map these elements and help us to understand where there is scope to influence 

people towards pro-environmental behaviour.  These models build upon standard economic 

theory which uses the working assumption that individuals tend to behave rationally.  

Darnton (2008) states that most social-psychological models present behaviour as a 

decision making process but at their core behaviour is perceived as a product of a 

deliberative process (based on intention and expected outcomes).    

The essential factor in most social-psychological models is attitudes which tend to be 

conceived as the product of our beliefs about a behaviour (or object) combined with the 

value we attach to those beliefs.  Over time models have developed which diminish the 

primacy of attitudes in determining behaviour although most social-psychological models still 

remain intention based45.  Some of the most common elements of models of behaviour also 

include the role of social norms, which act as a guide to how we should behave and how we 

expect others to behave, and ‘agency’ which can be broadly defined as the extent to which 

one feels capable of undertaking the behaviour in question and whether one thinks it would 

matter if one did.  Theories of identity relate closely to norms whether defining who we are 

by reference to others (social identity) or relating to our concept of who we are (self-identity).  

A further group of models suggest that behaviour is less intentional and is often driven by 

                                                
41

 Davis, I. & Harvey, V. (2008) Zero carbon: what does it mean to homeowners and housebuilders? IHS BRE Press on behalf 
of NHBC Foundation 
42 Defra (2008) A Framework for Pro-Environmental Behaviours. London, Defra. 
43

 ibid. 
44 Anable, J., Lane, B and Kelay, T. (2006) An Evidence Base Review of Public Attitudes to Climate Change and Transport 
Behaviour.  London, Department for Transport. 
45

 ¢ƘŜ Ƴƻǎǘ ǿŜƭƭ ƪƴƻǿƴ ƛǎ !ƧȊŜƴΩǎ ¢ƘŜƻǊȅ ƻŦ tƭŀƴƴŜŘ .ŜƘŀǾƛƻǳǊ ό¢t.ύΦ  CƻǊ ŦǳƭƭŜǊ ŘƛǎŎǳǎǎƛƻƴ ǎŜŜ 5ŀǊƴǘƻƴΣ !Φ όнллуύ 
Government Social Research Behaviour Change Knowledge Review. London, Government Social Research Unit, HM 
Treasury. 
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habits or emotion46.  Habit plays a vital role in our lives.  Many of our everyday actions are 

carried out with very little conscious thought and have a large habitual component.  Emotion 

also appears in some models although most embed emotions with other components. 

Models relating to the behaviour of individuals often exclude contextual or external factors 

such as cost-implications, lock-in, infrastructure and lifestyle which are also important to 

consider in mapping current and potential behaviour47.   

The question of whether individuals are free to make choices about their own actions or 

whether they are bound by forces outside their control has provoked a long debate in the 

social sciences.  The debate about the relative influence of human agency and social 

structure led to the development of Giddens’ óstructuration theoryô which attempts to show 

how agency and structure relate to each other48.  Giddens model proposes a key distinction 

between practical and discursive consciousness.  Most everyday routine action is performed 

in practical consciousness, but change requires us to raise the issues into discursive 

consciousness - a level where issues are thought about and discussed with others.  Jackson 

(2005) states that this process is vital to sustainable behavioural change49:  

óThe moderating effect of external situational factors on consumer intentions 

highlights the need to improve facilitating conditions in a wide range of 

environmentally-significant situations. And, perhaps most telling of all, the 

embeddedness of the individual in a social group points to the vital influence of social 

and cultural context on consumer behaviourô50.  

4.5 Sociological theories of behaviour  

Sociological theories of behaviour assert that it is the members of one’s immediate 

surroundings, the peer group, that has the most significant influence on their behaviour.  

According to this perspective efforts to change behaviour depend on the development of 

strategies to enlist community mobilisation51.  Community centred theories such as Social 

Capital Theory52, defined as the connections and relationships among and between 

                                                
46 {ŜŜ ŦƻǊ ŜȄŀƳǇƭŜ ¢ǊƛŀƴŘƛǎΩ ¢ƘŜƻǊȅ ƻŦ LƴǘŜǊǇŜǊǎƻƴŀƭ .ŜƘŀǾƛƻǳǊ όмфттύ ŀƭǘƘƻǳƎƘ ǎǳƎƎŜǎǘǎ Ƙŀōƛǘ ƛǎ ŦǊŜǉǳŜƴŎȅ ƻŦ Ǉŀǎǘ 
ōŜƘŀǾƛƻǳǊ ōǳǘ Ƙŀōƛǘǎ ŀƭǎƻ ǊŜǉǳƛǊŜ ŀǳǘƻƳŀǘƛŎƛǘȅ ƻǊ ǿƘŀǘ tŀǳƭ {ǘŜǊƴ Ŏŀƭƭǎ ΨǎǘŀƴŘŀǊŘ ƻǇŜǊŀǘƛƴƎ ǇǊƻŎŜŘǳǊŜΩ ŀƴŘ ŀ ǎǘŀōƭŜ 
context.  See Jackson (2005) p.43 
47

 For a comprehensive discussion  of behaviour models and their application see Darnton (2008) 
48

 Giddens, A (1984) The Constitution of Society ς outline of the theory of structuration. Berkeley and Los Angeles, 
University of California Press   
49 Jackson, T. (2005) Motivating sustainable consumption: a review of evidence on consumer behaviour and behavioural 
change. Report to the Sustainable Development Research Network. University of Surrey, Centre for Environmental 
Strategy. 
50 ibid. p.100 
51

 See Anable et al (2006) for fuller discussion on sociological theories of behaviour change p. 61 onwards 
52 Bourdieu, P. (1986) The Forms of Capital in Baron, S., Field, J. & Schuller, T. (Ed.) Social Capital - Critical Perspectives., 
Oxford University Press. 
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individuals, provide useful insights into why community engagement is particularly effective 

at changing attitudes and behaviours.  A common theme in the literature is the notion of 

‘bandwagon environmentalism’ as a solution to overcome the bystander effect53.  There are 

also instances of individuals acting as part of a larger collective, through community based 

initiatives for example to generate energy.  Some community initiatives focus upon energy 

demand as well as supply such as the Transition Towns movement54.  There are already 

other interventions to encourage collective actions to use energy more efficiently through 

public or voluntary sector initiatives such as Energy Saving’s Trust Community Action for 

Energy55 and initiatives led by Global Action Plan56 (Eco-teams have been evaluated as a 

habit based intervention).  Although several references are made in the literature that 

behaviour change at the community level may be somewhat slower though ultimately be 

deeper and more sustaining57.  

It is clear then that any approach to influence behaviour must incorporate multiple, 

interactive interventions, focusing on both objective and subjective and individual and 

collective levels. Social-psychological models and sociological theories of behaviour can 

also help identify the key factors, for example habit, that an intervention can work on. 

4.6 Theories of change  

Behaviour formation and change should also be viewed as dynamic processes that evolve 

over time rather than simple on-off switches.  Theories of change attempt to account for this 

by showing how behaviours change over time, and can be changed. 

For example staged models of change describe change as a process, broken down into a 

series of stages which individuals progress through, the best known example being 

Prochaska and Di Clemente’s Transtheoretical (‘Stage of Change’) Model which was 

originally developed in the context of smoking cessation (and has not readily been applied or 

is necessarily applicable to environmental behaviours). According to this model people’s 

attempt to change is viewed as a process of increasing readiness from pre-contemplation, to 

contemplation, preparation, action and finally maintenance.  This could suggest that the 

process of behaviour change is linear, which isn’t necessarily the case, and crucially the 

model doesn’t provide guidance on how to progress from one stage to another so that the 

stages of action or maintenance may never be reached.  However, the strength of this model 

                                                
53 See Anable et al (2006) 
54 http://transitiontowns.org/TransitionNetwork/TransitionInitiative  [Online]  
55

 http://www.energysavingtrust.org.uk/cafe [Online] 
56 http://www.globalactionplan.org.uk/ [Online] 
57 See Anable et al (2006) p109 and Jackson (2005) 

http://transitiontowns.org/TransitionNetwork/TransitionInitiative
http://www.energysavingtrust.org.uk/cafe
http://www.globalactionplan.org.uk/
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is in recognising the gradual nature of behavioural change rather than viewing it simply as an 

on/off switch58.  

It is clear there is no grand theory of behaviour change and ultimately it has to be 

remembered that models are concepts and don’t differentiate between people but tend to 

show the behaviour of a statistical ‘everyman’ (even though in social-psychological and 

sociological models this everyman is no longer the purely rational agent of a microeconomic 

model).  Models may therefore need to be adapted in order to be able to represent more 

accurately different audience groups.  This is where the strength of segmentation plays a 

key part as it starts from the premise that different people must be treated in different ways.  

Identifying different audience groups to be engaged is also a starting point for designing 

effective interventions at the same time as specifying the target behaviour that policy wishes 

to change, for example better energy management within the home or reducing use of the 

car. 

 

 

 

                                                
58 Prochaska, J & W Velicer (1997).  The Transtheoretical Model of Human Behaviour Change.  American Journal of Health 
Promotion 12 (1), 28-48 
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5. SEGMENTATION  

5.1 The role of audience segmentation  

The analytical strengths of behavioural models have fed into social marketing approaches 

which also entail segmenting the ‘audience’ or population.  Such an approach goes beyond 

traditional targeting approaches that may focus purely on demographic or socio-economic 

characteristics by looking at alternative ways that people can be ‘profiled’ e.g. considers 

motivators and barriers, attitudes and values.  Acknowledging that social-psychological 

models of behaviour are ultimately just concepts and not representations of behaviour, 

segmentation builds on such models of behaviour by translating internal attributes into more 

measurable characteristics by subdividing the public into more manageable groups based on 

the attributes they possess (e.g. attributes held, or behaviours undertaken).  Segmentation is 

a pragmatic technique that allows the user to target priority audience groups and then 

ensures any interventions can be tailored to people’s needs.  

5.2 Defraôs environmental segmentation model 

Defra have developed an environmental segmentation model appropriate for cross-

behaviour applications rather than relating only to a specific behavioural domain such as car 

use59.  Defra’s environmental segmentation model divides the public into seven clusters, 

each sharing a distinct set of attitudes and beliefs towards the environment.  The model is 

the outcome of an extensive social research process involving desk, qualitative and 

quantitative research. Defra defined the model segments initially based on responses to 

psychographic (attitudinal) input variables so that their model could help to understand 

where there is a link between particular attitudes and behaviours and show potential for 

behaviour change60. Defra then brought in other variables to help build segments profiles, so 

that their segmentation model could cover current and potential behaviours as well as 

motivations and barriers61.   

                                                
59 Defra (2008) A Framework for Pro-Environmental Behaviours. London, Defra. 
60 For full discussion of ways to classify segmentation models see Darnton, A. (2006) Segmenting for Sustainability, Reports 
1 and 2. Produced for the Social Marketing Practice.  
61 44 input attitudinal variables were used in the cluster analysis that defined the 7 segments.  Cluster analysis is a 
multivariate statistical technique most often used to carry out segmentation. It is used to help establish market 
composition by sub-ŘƛǾƛŘƛƴƎ ǘƘŜ ǇƻǇǳƭŀǘƛƻƴ ƛƴǘƻ ŘƛǎŎǊŜǘŜ ƎǊƻǳǇǎ όƪƴƻǿƴ ŀǎ ΨŎƭǳǎǘŜǊǎΩύ ŜŀŎƘ ƻŦ ǿƘƻƳ ǎƘŀǊŜ ŀǎ Ƴŀƴȅ 
ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎ ŀǎ ǇƻǎǎƛōƭŜ ǿƛǘƘ ŜŀŎƘ ƻǘƘŜǊΣ ǿƘƛƭŜ ōŜƛƴƎ ŀǎ ΨŘƛŦŦŜǊŜƴǘΩ ǘƻ ŜǾŜǊȅōƻŘȅ Ŝƭǎe as possible.  It does this by looking 
ŀǘ ǘƘŜ ǊŜǎǇƻƴǎŜ ǇŀǘǘŜǊƴǎ ŀƴŘ ǊŜƭŀǘƛƻƴǎƘƛǇǎ ōŜǘǿŜŜƴ ǊŜǎǇƻƴǎŜǎ όŦƻǊ ŜȄŀƳǇƭŜ ǊŜǎǇƻƴǎŜǎ ǘƻ 5ŜŦǊŀΩǎ ŀǘǘƛǘǳŘƛƴŀƭ ǉǳŜǎǘƛƻƴǎύΦ 
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Defra have also made a distinction between segments’ willingness and ability to act on 12 

pro-environmental behavioural goals62 which related to intention to change behaviour.  

‘Ability to act’ depends on mainly external constraints which enable or limit people’s actions 

such as income level and access to finance.  ‘Willingness to act’ is more complex and takes 

into account internal barriers and motivators such as whether a behaviour fits with ones self-

identity or there is a need for others to act first.  Figure 2 plots each segment against their 

relative willingness and ability to act.  Although it is important to note that willingness and 

ability to act doesn’t necessary translate into actual behaviour change but helps map 

potential to change behaviour.  

 

Figure 2. The seven population segments and their relative willingness and ability to act63  

 

 

 

                                                
62

 The 12 headline behaviour goals are: better energy management and usage; install domestic micro-generation through 
renewable; increase recycling and segregation; waste less (food); more responsible water usage; buy/use more energy 
efficient (low carbon) vehicles; use car less ς seek alternatives for short trips (<3 miles); reduce non-essential flying (short 
haul); buy energy efficient products; eat food locally in season and; adopt diet with lower GHG/environmental impacts. 
63 The estimated population sizes are based on the size of the population in England, aged 16 and over (41.1 million).  
Source: Defra (2008) A Framework for Pro-Environmental Behaviours. London, Defra. 
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6. HOW TO ENCOURAGE BEHAVIOUR CHANGE  

6.1 Policy levers to address constraints 

Defra have drawn some conclusions about the relative potential of each segment, identified 

in their environmental segmentation model, to do more in relation to pro-environmental 

behaviour goals.  Defra have also outlined what a broad segmented approach might look like 

in order to help each segment to act.  This is based on the 4E’s behavioural change model 

which takes into account different approaches for policy making for behaviour change 

consisting of enabling, encouraging, engaging and exemplifying.    

Figure 3. Diagrammatic representation of the 4E’s model  

 

At the strategic level, and for the purpose of designing policy, Defra’s segments fall into 

three broad groups: 
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 people who are keen to act and have relatively high potential to do more, where 

enabling different choices, by providing tailored information, and direct engagement 

such as community action are important to promote change (segments 1, 3 and 4 

who make up 46% of the population); 

 

 people who are willing to act and have the potential to do so, for whom it is important 

not only to enable new choices, but also for Government to encourage change, for 

example through fiscal incentives, and to exemplify through its own actions 

(segments 2 and 5 who make up 26% of the population); and 

 

 people who are less likely to act and the emphasis is likely to be on interventions that 

enable and encourage such as regulation and choice editing of products (segments 6 

and 7 who make up 28% of the population). 

 

It is clear that each segment’s attitudes and beliefs will influence the type of messages that 

will be most likely to be successful in engaging them.   Using the 4E’s model illustrates yet 

again that there is not one but a multiplicity of ways to encourage behavioural change 

confirming the need for packages of mutually supporting measures that target behaviour 

change at different levels – structural, social and psychological.  

6.2 Examples of specific interventions to motivate behaviour change 

ï energy use in the home 

As mentioned above lack of information is often cited as a main barrier to household energy 

efficiency and sustainable transport choices.  We know a knowledge deficit does exist.  In 

Defra’s public attitudes survey lack of information was cited as a key barrier with 63% 

agreeing with the statement ‘I need more information on what I could do to be more 

environmentally friendly’.  Most households have very poor knowledge of the characteristic 

of energy efficiency measures for example having little idea about the costs of common 

insulation measures64.  Findings from Defra’s ‘public understanding’ series show that people 

do not recognise the links between their lifestyle, energy consumption and the 

environment65.   Evidence has shown that ‘enabling’ people by providing information or 

feedback on their energy consumption can have a positive impact on householders’ 

behaviour.  Darby’s review on the literature on metering, billing and direct displays makes a 

distinction between ‘direct’ and ‘indirect’ feedback.  Feedback via a meter is categorised as 

                                                
64

 ibid. 
65 Dresner, S., McGeevor, K, and Tomei, J. (2007) Public Understanding Synthesis Report: A report to the Department for 
Environment, Food and Rural Affairs. Policy Studies Institute. Defra, London. 
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‘direct’ feedback whereas feedback that is interpreted and then provided on bills or though 

other media is defined as ‘indirect’ feedback.  Darby’s review suggests that ideally it is 

desirable for consumers to have access to a combination of both for sustained demand 

reduction66.   

Savings on immediate direct feedback67 have been shown to be in the region of 5-15% but 

with some indication that high energy users may respond more than low users to direct 

feedback.  Savings from indirect feedback68 (raw data processed by the utility and sent out 

to customers) shows energy reduction savings of 0-10%, varying according to context.  

There is some uncertainty though over these results due to self-selecting response groups 

and whether the results would be replicable in the UK69.  Darby’s reviewed programmes also 

tended to combine a number of energy efficiency measures implemented at the same time 

making it difficult to single out specific impacts of particular measures but her review does 

highlight the potential of feedback on energy consumption as a tool to change behaviour.  

The greatest uncertainty though is how, and for how long, household behaviour might 

change as a result of feedback.  This may partly be addressed through a large scale UK trial 

of Better Billing and Metering, the Energy Demand Research Project, which is currently 

underway70.   

6.3 Examples of specific interventions to motivate behaviour change - 

domestic transport  

There appears to be significant abatement opportunity from interventions to change travel 

behaviour but realising this is often thought particularly challenging in the area of personal 

transport due to its likely significant impact on current lifestyles.  Defra’s qualitative research 

on sustainable transport found that amongst participants ‘sustainable transport71’ was 

assumed to result in an unwelcome change in people’s lifestyles due to loss of convenience 

and freedom and being more expensive and time consuming if switching mode to public 

transport72.  It is therefore not surprising that in terms of behavioural goals the same study 

found walking and cycling for trips of less than 3 miles was the most acceptable behavioural 

                                                
66 Darby, S (April 2006). The Effectiveness of Feedback on Energy Consumption ς A review for Defra of the literature on 
metering, billing and direct displays. Environmental Change Institute, University of Oxford.  
67 Self-meter-reading; direct displays; interactive feedback via a PC; pay-as-you-ƎƻκƪŜȅǇŀŘ ƳŜǘŜǊǎΤ ΨŀƳōƛŜƴǘΩ ŘŜǾƛŎŜǎΤ 
meter reading with an adviser, as part of energy advice; cost plugs or similar devices on appliances  
68

 Learning by reading and reflecting; more frequent bills; frequent bills based on readings plus historical feedback; 
frequent bills based on readings plus comparative/normative feedback; frequent bills plus disaggregated feedback; 
frequent bills plus detailed annual or quarterly energy reports. 
69

 With evidence in the review mainly taken from the USA, Canada, Scandinavia and the Netherlands. 
70 The trials will last two years with final reporting not expected until Autumn 2010.  See: 
http://www.berr.gov.uk/whatwedo/energy/environment/smart-metering/demand-project/page45556.html  
71

 5ŜŦƛƴŜŘ ŀǎ ΨǘǊŀƴǎǇƻǊǘ ǘƘŀǘ ƭŜǎǎŜƴŜŘ ǘƘŜ ƛƳǇŀŎǘ ƻƴ ǘƘŜ ŜƴǾƛǊƻƴƳŜƴǘΩΦ  
72 Richardson, J., Harrison, G, and Parkhurst, G. (2007) Public Understanding of Sustainable Transport: A report to the 
Department for Environment, Food and Rural Affairs. 

http://www.berr.gov.uk/whatwedo/energy/environment/smart-metering/demand-project/page45556.html
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goal amongst participants.73 Transport behaviours are also assumed to be one of the most 

difficult consumption patterns to change because there is a weak link between knowledge 

and awareness of climate change on one hand and travel behaviour at the individual level 

on the other.  Raising public awareness of this link is necessary but not always sufficient in 

itself to bring about behavioural change.  Technological innovation and behavioural change 

will need to work hand in hand.  

In terms of modal shift evidence from the Sustainable Travel Demonstration Towns has 

shown that most of people’s day to day trips are local; a quarter of all car trips are less than 

two miles; around half of all local trips could be replaced by sustainable travel modes using 

existing facilities; and that lack of information about the alternatives to the car, and 

motivation to try them out, are key barriers to behaviour change74.   Enabling and engaging 

individuals by informing them of changes they can voluntarily make to change their travel 

behaviour towards more sustainable options is a key aim of Smarter Choice measures.  This 

fits with the often reported finding in the literature that people will not change their behaviour 

unless it is made easy for them to do so75.   

Smarter Choices influence people’s travel behaviour towards less carbon intensive 

alternatives to the car such as public transport, walking and cycling by providing targeted 

information and opportunities to consider alternative modes thereby seeking to overcome 

habitual use of the car.  Smarter Choices can include workplace and school travel plans; 

personalised travel planning, travel awareness campaigns, and public transport information 

and marketing; car clubs and car sharing schemes and; teleworking, teleconferencing and 

home shopping.  Research commissioned by Department for Transport, based on 24 in-

depth case studies, estimated that Smarter Choice measures under a ‘high intensity 

scenario’ have the potential to reduce nationwide traffic volumes by 11% based on a 

commitment to a programme building up over a ten year period.  Under a ‘low intensity 

scenario’ a nationwide reduction in all traffic of 2-3% could be achieved76.  

More up to date intensive implementation of packages of Smarter Choice measures in one 

locality can be gleaned from the Department for Transport funded Sustainable Travel Towns 

in Peterborough, Darlington and Worcester.  The three towns are sharing £10 million of DfT 

funding over the five years of the project 2004/05 – 2008/09.  The evidence to date implies 

                                                
73 The other behavioural goals in descending order of acceptance were buying efficient/low carbon vehicles, switching to 
public transport, driving more efficiently and switching car fuel.  
74 Socialdata and Sustrans (2004) Travel Behaviour Research Baseline Survey 2004: Sustainable Travel Demonstration Towns  
75 Richardson, J., Harrison, G, and Parkhurst, G. (2007) Public Understanding of Sustainable Transport: A report to the 
Department for Environment, Food and Rural Affairs  
76 Cairns, S., Sloman, L., Newson, C., Anable, J., Kirkbride, A. & Goodwin, P. (2004) Smarter Choices ς Changing the Way we 
Travel. London, DFT. 
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significant modal shift is possible with falls in traffic of over 10% in just two years77.  But 

harnessing the full potential of Smarter Choices is likely to require a package of 

complementary measures to ‘lock-in’ the benefits such as re-allocation of road capacity, 

parking control, traffic calming, cycle network or stronger legal enforcement levers.  Again 

this points to the need for interventions to target behaviour at a number of different levels – 

structural, social and psychological.  If external constraints are too restrictive then people will 

be discouraged to act or change behaviour no matter how pro-environmental they perceive 

themselves to be. 

Figure 4. Process of behaviour change78   

 

There is considerable evidence though that Personal Travel Planning (PTP), one of the 

Smarter Choice measures, can be particularly effective in promoting sustainable travel with 

benefits in larger more congested urban areas being the greatest.  Cairns et. al. (2004) 

report concluded from UK and international projects (Australia, Germany, Sweden, US) that 

                                                
77 Merron, Gillian. Former Parliamentary Under Secretary of State for Transport. (Letter to Chief Executives on the success 
of the Sustainable Travel Towns, 23

rd
 May 2007). [Online] Available from: 

http://www.dft.gov.uk/pgr/sustainable/demonstrationtowns/lettersustainabletraveltowns  
78 DfT (2007) Making Personal Travel Planning Work: Research Report.  p.20 

http://www.dft.gov.uk/pgr/sustainable/demonstrationtowns/lettersustainabletraveltowns
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evidence to date showed PTP typically reduced car driver trips among targeted populations 

by 7-15% in urban areas79.  PTP aims to stimulate modal shift from driving to walking, 

cycling, public transport or car-sharing and or reducing the overall need for travel through 

combining or ‘blending’ activities or destinations80.  Like several of the Smarter Choice 

measures PTP seeks to overcome individual psychological barriers to the use of sustainable 

travel options, and hence its development has been informed by ideas and theories relating 

to behaviour models.  It is a targeted marketing technique which targets behaviour change at 

a number of different levels (see Figure 4 above).  At its core it involves raising the 

awareness of travel decisions, changing perceptions by providing information, advice, 

motivation and incentives such as free bus tickets.    

Like the other Smarter Choice measures there is only limited evidence though on which to 

assess the long-term sustainability of PTP interventions, and as such it is not possible to 

fully ascertain the long-term impacts.  The limited evidence that does exist, suggests that 

travel behaviour is sustained in the immediate years following the intervention (up to 5 years 

afterwards), although further work is required to fully validate these findings81. 

 

 

 

 

 

 

 

 

 

 

 

 

                                                
79

 Cairns et. al op cit.  
80 For fuller discussion see both Cairns et. al (2004) and DfT (2007) Making Personal Travel Planning Work: Research Report 
81ibid. 
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7. CONCLUSION 

As highlighted in the reviewed literature awareness of climate change is very high but the 

link to personal behaviour change is moderate and appears inconsistent. There is a clear 

gap between public concern, stated intentions and actual behaviour.  Although a recurring 

theme in the literature is that behaviour change is more acceptable when individuals value 

the environment, are aware of the problems resulting from energy use and feel responsible 

for it and morally obliged to do their bit to help82.  There is still more to be understood about 

people’s specific barriers to different types of behavioural change, whether this is using 

energy more efficiently or changing lifestyles in moderate ways, and what motivates people 

to change.  A better understanding of these barriers and incentives will lead to better 

understanding of how to target interventions, whether via some form of population 

segmentation, to encourage and sustain pro-environmental behavioural change.   

In thinking about behaviour change the starting point has to be whose behaviour we are 

trying to change, e.g. the ‘public’ (in total) or segments of it using segmentation models to 

differentiate between audience groups.  Additionally we need to understand what specific 

behaviour is being targeted e.g. behaviours which use energy more efficiently such as 

purchasing low energy light bulbs or behaviours which change our lifestyles in ways which 

reduce energy usage such as cycling or not driving for short trips.  In terms of targeting a 

specific behaviour consideration also need to be given to the different nature of ‘behaviours’ 

for example habitual or one-off purchasing decision type of behaviours.  Habitual behaviours 

such as the everyday use of lights and appliances, which are largely repetitive in nature, 

offer a different scope for policy interventions to change behaviour as compared to one-off 

purchasing decision type of behaviours such as installing domestic micro-generation through 

renewables which are likely to be more deliberate decisions.  Although shifting and then 

effecting a lasting change in routine or habitual behaviours, such as turning off lights, may 

well prove to be more difficult than influencing one-off behaviours.  Or the focus might be on 

behaviours that have been identified as more malleable behaviours, e.g. where expressed 

willingness to change has already been stated, and understand which segments of the 

public might react to certain messages and interventions building on stated intention to 

change behaviour.     

Whichever type of behaviour change is being advocated consideration also needs to be 

given to how big a change we are asking the public to make.  Although there is widespread 

consensus that government, business and individuals need to act together to tackle climate 

                                                
82 See for example Steg, L. (2008) Promoting household energy conservation. Energy Policy Special Issue, 36(12), 4449ς
4453. 
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change – expressed by the Sustainable Consumption Roundtable ‘I will if you will’83 – there 

is less consensus over the extent to which this can be done within the context of people’s 

current lifestyles or whether more fundamental lifestyle changes are required.  Although 

research points to the need for pro-environmental behaviours to fit with people’s current 

lifestyles one might aim for more fundamental shifts over the longer term targeted at different 

segments of the population.  This acknowledges that some behaviours may be more 

malleable and that further behavioural change can be achieved if current lifestyle 

‘boundaries’ are stretched by a supportive policy environment84.  But on the other hand 

emphasises the need to develop interventions with an understanding of current lifestyles 

(and life-stages) for different population groups or segments.  The danger of only 

recommending a ‘small actions’ approach, e.g. switching lights off when leaving the room, 

risks the public being de-motivated due to the sheer scale of the ‘problem’ of climate change.  

Although the ease of making small changes should be exemplified by the Government - 

leading by example.   

Whichever behaviour is trying to be altered it is increasingly recognised that individual 

rationality is profoundly embedded in and dependent on an individual’s wider social 

environment and psychology.  Any levers to catalyse behaviour change - such as the 4E’s 

model which proposes encouraging, engaging, enabling and exemplifying – need to take 

into account that there is not one but a multiplicity of ways to encourage behaviour change 

confirming the need for packages of mutually supporting measures which target behaviour at 

a number of different levels – structural, social and psychological.   Social-psychological 

models of behaviour can help identify the key influencing factors, e.g. habit, that an 

intervention might need to work on. For example in relation to habits consideration should 

also be given to providing informational input at points when habits are vulnerable to change, 

such as when people are undergoing naturally-occurring changes in environments for many 

everyday actions (e.g. moving house, changing jobs) which may make it more likely that 

habitual behaviour can be broken. It is often purported that habits require a ‘stable context’ 

but moments of transition or ‘disequilibrium’ can help to disrupt the flow85.  

óOn the other hand, of course, deciding on the exact balance of affective, moral, 

habitual and social motivations and situational conditions in any given situation is no 

                                                
83 Sustainable Consumption Roundtable (2006). I will if you will: Towards sustainable consumption. Sustainable 
Development Commission. 
84

  See for example Anable et. al (2006) who reviewing evidence on stated intention to change travel behaviour, for 
example those who say they would be prepared to use the car less, suggests that some travel behaviours are indeed 
malleable. 
85

 For discussion on habit see Jackson, T. (2005) Motivating sustainable consumption: a review of evidence on consumer 
behaviour and behavioural change. Report to the Sustainable Development Research Network. University of Surrey, Centre 
for Environmental Strategy 
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easy task. We cannot necessarily assume that the importance of habit (for example) 

is as high in one situation (e.g. energy conservation) as it is in another (travel mode 

choice, say). Nonetheless, the broad understanding that consumer action is framed 

by these different components, together with some detailed empirical studies of the 

strength of specific relationships, can provide useful lessons for policy-makers 

seeking to encourage pro-environmental behaviour86ô.  

Having identified the key factors to work on segmentation can then help identify the different 

audience groups to engage in order to design interventions.   

In terms of policy levers to pull, or identifying effective intervention techniques, raising levels 

of awareness of climate change (via information and education) may enhance stated levels 

of concern but effective transformation of behaviour is much more likely if situational factors 

(e.g. access to adequate pro-environmental services and infrastructure for example as 

happened with recycling in the UK) are improved along with sufficient support given to 

encouraging social norms via community initiatives. There is compelling evidence that 

behaviour change will be more effective if it targets change at the community level.  A key 

lesson from Jackson’s (2005) review is the importance of community based social change 

with social support particularly vital in breaking habits and devising new social norms.  

Anable et al’s (2006) review also concluded that any travel behaviour change strategy will be 

more effective if it targets change at the community level and points to Community Based 

Social Marketing87 as a strategic framework to transform behaviours.  It is noted in the 

literature reviewed that community based social change may be more challenging to achieve 

but likely to lead to more sustained behaviour change.   

The evidence base, largely taken from social research literature, reviewed in this note has 

fed into the Committee on Climate Change’s understanding of realistic abatement potential 

by 2022 in both domestic transport and the residential sector.  Specifically evidence on the 

potential to change behaviour has been used to infer limited uptake of measures to use 

lower carbon sources of energy, such as renewable microgeneration.  At the same time this 

evidence base points to the potential for a relatively higher uptake of measures which 

change our lifestyles in moderate ways while also reducing energy usage such as driving 

more efficiently (eco-driving) and higher uptake of measures which use energy more 

efficiently while leaving lifestyles relatively unchanged such as turning thermostats down by 

                                                
86

 Jackson, T. (2005) Motivating sustainable consumption: a review of evidence on consumer behaviour and behavioural 
change. Report to the Sustainable Development Research Network. University of Surrey, Centre for Environmental 
Strategy. p.10 
87

 Social marketing begins with understanding the barriers that people perceive when attempting to engage in a given 
activity.  Community-based social marketing merges this approach with psychological insights into the importance of social 
norms and community engagement in changing behaviours.    
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10C or washing clothes at lower temperatures.  Ultimately we recognise that emissions 

reduction constraints represent a considerable challenge and the forcefulness and 

effectiveness of policy interventions will be a key determinant of abatement achieved.  There 

is no magic bullet for changing behaviour and securing behaviour change is a long term and 

dynamic process that evolves over time.  We should not however shy away from piloting 

intervention activities to collate robust empirical evidence.  In particular a clearer 

understanding of social networks and the processes by which behaviours are shaped by 

social norms and values would appear to be worthy of further investigation in understanding 

behaviour change and formation.   

 

 

 

 

 

 

 


