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Research Into Motivating Prospectors,
Settlers and Pioneers To Change Behaviours
That Affect Climate Emissions
Chris Rose (Campaign Strategy) with Pat Dade (Cultural Dynamics) and John
Scott (KSBR)

Introduction

This note reports some recent (spring 2007) findings from qualitative research
conducted in the West of England1.   Although intended to inform communications to
stimulate changes in domestic behaviours among people to be reached at a number of
shopping centres in the region, the findings are relevant to many attempts to secure
behaviour change that would reduce CO2 emissions, and so are shared here.

Background

Attempts to secure “behaviour change” in relation to climate-changing emissions are
now widespread internationally, as the evidence for damaging human-induced climate
change becomes clearer and more compelling.  NGOs, public agencies and others have
stepped up their efforts to supplement or stimulate government programmes to mandate
cuts in emissions by seeking ‘public’ action at an individual or group level.

One result of this has been that scientists, politicians and lobbyists and campaigners
involved in climate change policy have turned their attention to “public behaviour
change”.  Not all but many of these well-intentioned efforts are naievely conceived and
executed, and stand little chance of being effective.  For example:

 

Despite a significant evidence base showing that behaviour change can rarely be
achieved by trying to drive it with information, many programmes and projects
remain essentially information driven, even where the organisations concerned
have commissioned analysis which noted that such an approach is unlikely to
work2.  For example the UK Government Energy Savings Trust is running a web-
based campaign to get individuals to pledge to cut personal carbon by 20%, driven
by a list of information on why this is a good idea, and actions you can take3.

 

Frustrated by a lack of ‘appropriate’ behaviour change (the desired action),
scientists in particular often revert to trying to explain climate change.  The
embedded assumption being that if ‘people’ understand the ‘issue’ then they will
act.  This (I) is the educational fallacy – assuming that greater knowledge eg of
connections will lead to action, whereas it can often have the opposite effect
because it increases awareness of many possibilities (ii) can produce a
demotivating mis-match between the problem frame4 (eg global climate change)
and the personal frame (my life, home, work, family)  (iii) frequently skips the
motivational step of alignment in the sequence awareness> alignment>
engagement> action, in which the sender and receiver come to see the problem
and solution in the same terms (iv) assumes that what worked for them in terms of
motivation, will work for other ‘people’
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Attempts to ‘fix’ this problem have at least in the UK and particularly by the UK
Government, turned to ‘social marketing’.  This is likely to improve targeting of
audiences, in terms of context (where and when the communication effort reaches
them), desired behaviour (specific action), and channel (how the attempted
communication gets to them).  These are three of the factors that can affect the
efficacy of communications included in the seven factor shorthand CAMPCAT5.
For example a recent UK DEFRA paper An Environmental Behaviours Strategy
For DEFRA lists 31 target ‘behaviours’, five priority ‘behaviour groups’ and, with the
Green Alliance, nine ‘headline behaviours’.  Many of these ‘behaviours’ (eg tackle
energy efficiency in the home’ or ‘maintain a low impact diet’) are themselves too
multi-faceted or compound to be susceptible to communications to bring them
about.  A more fundamental problem is that to achieve this proliferation of desired
actions, DEFRA reviews nine existing behaviour segmentations and turns to a
population segmentation based on existing ‘green’ behaviours (seven segments6)
which it states are “defined by values, attitudes, motivations and barriers, and
current behaviours”.  That is in order to try and get them to do something different it
thinks about people in terms of what they already do.  Most significantly, the
‘values, attitudes and motivations’ seem to be derived from assumptions made by
the researchers, or explanations given by the ‘respondents’.  What this approach
does not do, is to look first at motivation in order to segment populations.  In the
CAMPCAT model the actual ‘message’ is A (action desired) + T (trigger =
motivation).  DEFRA’s researchers state that there is no ‘cross-behavioural’ model
available, whereas we believe that Value Modes offers exactly such a system, as it
starts with motivations that drive behaviour, not observed or claimed or self-
explained behaviour.

 

Observations of ‘what works’ have identified a range of useful ‘rules’ or guidance
for communicators for example: the literature on norming, going back to the
1960s7; on the influence of groups in encouraging more action than if individuals
consider it alone8; on the use of an audience-effective messenger9; ‘I will if you
will’10 contingent action; and the idea of getting your desired behaviour into the
‘pleasure-leisure’ bracket rather than on the ‘chore’ list11.  Useful though these are,
they remain tactics (the last is #25 in ‘New Rules’ from agency Futerra working for
UK DEFRA) and not a systematic strategic tool.  Moreover, using them without
understanding why they work, could mean flying-blind at a motivational level.

Developing Effective Strategies

Any move from guesswork communications (“it worked for us in the office”) towards the
above efforts, or to the use of learning from campaign experience,12 or to use of social
marketing, is a step forward but this leaves most ‘climate communications’ a long way
behind the sort of strategies applied to many commercial operations.

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

A well-designed instrumental campaign seeks a specific result – preferably one with
strategic significance13 - by the cleanest, simplest effective route.  This may mean that a
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campaign needs the involvement of rather few people in society, and itself makes few
changes but with very widespread results.  Campaigns of this type are resource efficient
and, if successful, can trigger paradigm shifts which greatly hasten big outcomes.   It is
perhaps strange therefore that many NGOs have aligned themselves with government
efforts to achieve widespread, individual ‘behaviour change’.  It is also questionable
whether, if government actually wants to effect significant change in relation to climate
change, it should not itself seek to make more strategic interventions.

At any event, the realities of designing behaviour change strategies are different from
campaigns.  If it is well-enough conceived and executed it may not much matter if a
campaign is run by a small sliver of the like-minded: in Margaret Mead’s words, “never
doubt that a small group of thoughtful, committed citizens can change the world”14.

That can be true if the citizens concerned set about something rather strategic, for
example causing the entry of a game-changing technology into a market or persuading a
keystone politician to change a policy.   What is extremely unlikely is that most
“thoughtful, committed citizens can change the world” by advocating behaviour change
with information, or by their own example.

As soon as an organization adopts the notion that it will seek population-wide ‘behaviour
change’ it needs a population-scale model to work with.  Faced with a desire, like UK
DEFRA, to change at least 30 ‘behaviours’, it is hopeless to assume that this can come
about by proffering lists of reasons (like UK EST), and it is very resource-demanding to
try and use qualitative research to understand the motivations that may be involved in a
multi-step process for each of those behaviours.

Instead we need to start with people, and the motivations that drive behaviours.  As well
as the tools of social marketing we need to understand motivation – ie psychological
tools not just social or even behavioural segmentation.

Use of Value Modes In The West of England Climate Project

In the ‘West of England’ research project reported briefly here, we used the Value
Modes motivational mapping system to talk about climate-related actions with two
motivationally-defined groups of people.  The project client had already decided that it
wanted to reach shoppers in malls (ie narrowing the audience and context from ‘the
public’), and after discussion with us, that it wanted to focus specifically on the 40%15 of
the population comprising the esteem-seeking, ‘Outer Directed’ ‘Prospectors’.

The main reasons for selecting this group for a project designed to try and bring about
behaviour changes which result in less CO2 emissions were:

 

They are the group least reached by global-issue, or community-issue or ethically-
based ‘campaigns’16

 

They are the most enthusiastic and competitive material consumers

 

Most public-funded energy-efficiency schemes (the core business of the client) are
inadvertently designed for Settlers (about 20% nationally) as opposed to
Prospectors, while the inner-directed Pioneers (ca 40%) are the innovators who may
find and take up new behaviours themselves
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In addition, the Prospectors are frequently taken by the media, especially the mid-market
press, to be representative of the new ‘Middle England’; are least likely to vote or have
strong political allegiances (and are thus of great interest to politicians as ‘floating
voters’); and are good for many businesses as they are committed consumers.  Hence
usually without consciously knowing it, in the UK at the moment, media, business and
politics all pay disproportionate attention to what Prospectors do, say, and think is
important.

The Value Modes model maps (see fig) the UK population in 90 different ways.  These
90 or so ‘attributes’ are each based on clusters drawn from some 418 questions,
themselves culled from thousands of questions put to hundreds of thousands of people
over decades of research.   These questions are designed to elucidate life-stances or
motivations rather than specific behaviours17, for example one of the four questions in
the ‘Equanimity’ cluster (Attribute) is “I am like a person who is at ease in most
situations”. The Attribute map allows decision makers to look at individuals and groups in
90 different ways simultaneously

In effect the Value Modes database is like a nationally representative18 database of
hundreds of cross-indexed focus groups

Similarly, we can divide the space, for practical purposes, into three main segments:
Propsector, Pioneer and Settler, and further, into 12 Value Mode groups.  The three are
called Maslowian Segments because although that was not how the model is derived, it
was found that Maslow’s model Hierarchy of Needs gives the best explanation at this
level.

For this specific communications intervention, intended to inform the design of a
communications product to suit Prospectors, we looked in detail at just two of the 12
Value Modes.  These are known as Golden Dreamers and Now People.  (We also
looked at a Pioneer and a Settler group – see below.  The number of Modes we looked
at and the number of groups we ran was a simply function of the limited budget).

There are four Propsector Value Modes:

 

Golden Dreamers

This is the entry-state Propsector Value Mode.  Golden Dreamers have just emerged
from the ‘Settler’ world and still share many of the tendencies of Settlers in terms of how
their world looks to them.  For example threy are relatively authoritarian.  They leave the
Settler world because they have met their needs for safety, belonging and security.  But
their main need, the underlying driver for them at this moment in their life, is to find the
esteem of others, in other words to be a bit ‘better’. For them this means that other
people let them know they are doing “the right thing”, that they are doing OK. This
approval of others is crucial to their change or maintenance of current behaviours.

Golden Dreamers, as the name suggests, are characterised by knowing they want the
esteem of others but not being too sure how to get it, or if they can get it and keep it.
Thery believe that improving their life, being something, ‘a success’, is possible: they can
at least dream.  This optimism though is tempered by uncertainty.  Their ‘try anything’
approach is often followed by disappointment and ‘having another go’.   The UK Lottery
slogan “it could be you”, could have been written for them.  We have found for instance,
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in other research, that the Golden Dreamers like to engage with new behaviours through
events or other discrete, bounded opportunities rather than open-ended commitments or
explorations19.  Obviously buying things ‘works for them’ in this respect and Golden
Dreamers are, like other Prospectors, natural shoppers.  They often love shopping – not
just to get things but the whole process of being there and being seen to shop.

Golden Dreamers are the home of ‘Bling’ thinking: a quick shortcut to being seen to have
the right stuff – instant recognition.  Both they and the Now People (below) share a far
higher score than any of the other Value Modes for the attribute ‘Show-Home’ – the idea
of a home as a perfect house, in which everything is on show and seen to be just right,
perfect and full of the right stuff to have.  Like other Prospectors their touchstone is to
acquire and display the symbols of success, and like the others, they are gregarious and
sociable – great gossips which can be very useful in campaigns.

 

Happy Followers

The Happy Followers are the next Value Mode along20 from Golden Dreamers.  We did
not target them because they are one of the six Value Modes nearest to the centre of the
Value Modes map or ‘space’.  Here although the six central groups have differing
motivations, they are much closer to each other in terms of the values (needs, drivers)
they espouse so conversations with them are not so easy.  These central groups are
less bothered about life than those on the outside of the ‘map’ and less clearly different
from each other.

Happy Followers are content to follow whatever’s ‘the thing to do’ at the moment. The
Happy Followers have moved from wanting recognition to wanting respect.  Unlike the
Golden Dreamers they know that their life can get better, a bit more successful – it’s not
just a dream but they are still uncertain and as they are the least assertive of the
Prospectors they are less useful in terms of ‘spreading the word’.

 

Now People

Fortunately, both Happy Followers and Golden Dreamers are very influenced by the next
group, which is the flag-carrier of Prospector-ism, the Now People.  The Now People are
very different from almost everyone else.  Always immediately ‘up for it’ if it’s in fashion,
knowing what is the right thing, being seen in the right place, having the right stuff and
the right experiences, occupies a lot of their time and attention.  Now People are the
‘natural party people’, high energy, on the surface at least very confident, gregarious,
sociable and not afraid to use their social skills.

At work and socially, Now People are out to succeed, to win, to hit targets and to make
things, whether it’s their company, organisation or their reputation, bigger and better.  “I
want the world and I want it now”.  Naturally Now People are a marketers dream, if you
have the right products.  They may have (or want) a BMW, and will want the new model
if one comes out and gets good reviews.  Or a Prius if that becomes the thing to have.

Now People are a significant part of the motor of our economy, and of course of what
goes with that.  This does not mean they are ‘anti-environmental’ but they are most
definitely anti-abstinence, anti-giving stuff up.  Contrast this with the implicit (or often
explicit) assumptions in much environmental '‘messaging'’.  ‘Sad’, ‘worthy’, over-
intellectual, too trendy and ‘do-gooding’ are Now People type put-downs that might apply
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to a lot of conventional ‘climate communications’.  Most of all though Now People are
simply ‘too busy’ (looking for the right thing) to engage with ‘issues’ – so don’t give them
issues but offer something else, on their terms.

Now People need instant choices, and bounded uncomplicated offers which bring
immediate rewards of recognition that reflect their own straightforward and success
oriented world view.  They seek the esteem of others and are systematic about it.

 

Tomorrow People

We didn’t target the last of the Propsector groups, the Tomorrow People Value Mode, for
two reasons.  First ,they are on the cusp of finding ‘something else’ – they have largely
achieved the esteem of others and are looking for self-esteem, and a little magic in the
every-day.  They are beginning to think that there ‘must be more to life than this’.
Second, they are one of the ‘inside’ groups on the map and close to being influenced by
the Pioneers rather than the Now People.

In this study we ran eight Prospector groups – four Golden Dreamers and four Now
People.  These were moderated by KSBR as ‘constructor groups’ – a problem-solving
format of focus group – and each involved eight participants.

Pioneers and Settlers

Because the proposed communication (a stop-and-talk mechanism for use in malls)
would probably be seen by other Value Modes, and because the overall campaign would
reach a wider audience, we also ran one group of Pioneers and one group of Settlers.

For the Pioneers we chose Transcenders – the ‘extreme’ Pioneer Value Mode.  The
Transcenders are most often the initiators of new behaviours.  They are intensely
curious and experimental –society’s innovators.  However their interest in many new
things means that they will often have already considered your idea and decided what to
do – or not – about it, before you put it to them21.  Nonetheless, what’s started by the
Transcenders can be directly picked up by the Prospector Now People, if it looks like a
behaviour ‘worth copying’.

This illustrates how a values-based stratey is different from a behavioural one or a socio-
economic segmentation.  The Now People may copy a Transcender innovation if it looks
like it’s the right or fashionable thing to do, although to make that jump, the behaviour
often needs to be 'commodified'.  The Wattson22 (a superior electricity meter) may be an
example on the edge of making this jump.  Pioneers may have thought about climate
change and decided to take their own action on it for example by going around the
house turning appliances off standby, reducing flying or switching to green electricity, or
joining (quite likely starting) a campaign.  The Wattson takes that behaviour and turns it
into a product.

The IT website ‘Most Wanted’ says23:

What’s really great about Wattson is it has two modes. The first shows your current
electricity use, the other displays the yearly cost. By turning off devices around the home
you can instantly see the savings you’ll make. You can also connect the gadget to the
internet and compare your figures with other users and get top energy-saving tips.
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Wattson is a superb idea beautifully realised. Our only problem with it is the price – a
rather steep £350, plus P&P

Right now the Wattson is probably a Transcender product.  Both Now People and
Transcenders will make price-insensitive purchases: money is not necessarily a barrier
but for different reasons.  The reviewer for ‘Most Wanted‘ mentions the beauty of the
Wattson’s production.  ‘Beauty’ is an Attribute that most indexes with the Transcenders,
who would also be interested in the way it connects global to local.  Transcenders might
appreciate something for what they see as its ‘intrinsic’ worth.  Now People will be more
conscious of what it says about them, that is what others say it says about them.

If it looks desirable enough, and gets endorsed by famous people or adopted by a big
name brand, or heavily featured on tv, the Wattson, created by a bunch of creative arts
graduates, could turn into a Now Person ‘must have’ product.  For Now People, what
others say about the product is all important, and so for purposes of recognition, rather
than intrinsic beauty, its appearance is important.

If successful people have Wattsons then Now People, followed by Golden
Dreamers and Happy Followers, will want one, and be seen to have it.  In its
favour, the Wattson already looks designer-ish (as opposed for example to the
utilitarian ‘Bye Bye Standby Kit’24 or the disciplinarian pitch (might appeal to
Settlers) of the American ‘Kill A Watt’ which targets ‘energy abusers’25.

The Transcenders are over-represented among people who run things. They dislike
being marketed-at and like finding stuff out for themselves.  They find life fun most of the
time but often through exploring new ideas, whereas Prospectors find “new things” more
interesting than new ideas.

Our other non-Prospector group was the Settler Value Mode ‘Brave New World’.  The
CDSM website26 gives this description of them:

These people dream, and work hard to create a "better world" for themselves and
others. This is the mindset that has created the modern world and the very concept of
progress. As Settlers, they have a basic gritty view of the world as it is. They tend to be
attracted to big ideas yet tend to act in small ways. They are looking for the answers
that will give them control and, by extension, safety. Life is not seen as holistic - rather it
is a set of discrete situations; the smaller the better. Small equals controllable in their
minds. They are prudent in their approach to money because that means safety, if they
have enough

Brave New Worlds are another group from the outside of the VM-map, quite ready to
engage in debate or discussion about why what ‘makes sense’ to them is right, and why
other things aren’t.

One Value Mode we didn’t look at is also worth mentioning.  These are the Pioneer
group, ‘Concerned Ethicals’.  This VM is in many ways the polar opposite of the Settler
‘Brave New World’.  They both share a strong sense that the social world needs rules,
and that there aren’t enough rules or they are not being followed and they ought to be.
They may even agree on a desirable rule – such as to stop energy waste, or to restrict
street drinking – but for opposite reasons.
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The Concerned Ethicals are overtly ethical, espousing rules and regulations explicitly
based on ethical thinking.  They are the archetypical ethical consumers, investors and
campaigners.  While they may share a behaviour with Transcenders for example, they
are much less forgiving and will often be heard in campaign groups insisting that “people
should [only] do this for the right reason”.  They tend to believe that to make the world a
better place, you have to become a better person.

The Brave New World people might agree that the world should be made a better place
but see the  reason for a less than perfect world as “those in charge” failing to impose
and enforce rules and regulations.  They tend to believe that those who break the rules
should be punished ‘to the max’.

From this you can see that a public meeting to discuss a community problem might
attract both and that they can argue indefinitely, even about a measure they agree on. A
bigger problem which Concerned Ethicals pose for environmental communications
strategies is not their relationship with Brave New World – they are both liable to crop up
amongst your more committed activists, just don’t get them going on “why we’re doing it”
– but the impact they have on Prospectors.

The Prospectors don’t like to be told they are doing anything wrong, or that they ought to
give anything up.  Concerned Ethicals are likely to do both, and particularly annoy or
initimidate Now People. All in all, if an effort becomes led by Concerned Ethicals, or is
versed in their terms, it is likely to appear ‘worthy’ and unattractive to the 40% who are
Prospectors.  For the media this signals the “worthy but” frame of ineffectiveness, often
reinforced by the dogged attempts of Concerned Ethicals to ‘convert’ others to their way
of thinking (the ‘department of hopeless causes’).  At least when it comes to population-
wide behaviour change projects, there simply aren’t enough Concerned Ethicals (less
than 10%) to risk basing the proposition or ask on what-works for them.  Many NGO or
public sector campaigns fall into this “too worthy” trap.

Findings From The West of England Research

Although Value Modes are quantitatively based and can readily be deployed in all forms
of quantitative research through the use of a short form questionnaire to determine the
values of the respondents, this project was purely qualitative.  The analysis of the groups
was carried out by John Scott and Scott Percival from KSBR, Keen-Scott Brand
Research.

Groups:

X 10 2-hour Constructor Groups held across 4 locations representing each of the 4 local
authorities:

• X 8 groups Outer Directed Value Modes (x 4 Now People, x 4 Golden Dreamers)

• X 1 group Inner Directed Value Modes (x 1 Transcenders)

• X 1 group Sustenance-Driven Value Modes (x 1 Brave New World)

Respondent Criteria:
- ALL Groups were recruited according to the corresponding Value Mode group
- ALL Groups consisted of home-owners who had children still living at home, apart from
2 exceptions:
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• Group 10: Brave New World, ALL retired/ ‘empty nesters’

• Group 2: Now People, ALL renting accommodation, no children

The groups discussed climate change and were shown a number of possible executions
of ‘stop and talk’ concepts in outline form (for example a ‘model home’ with 100 energy
saving devices).

This schematic was used to structure and analyse the discussions, separating
behaviours, causes (of climate change), effects and various types of implications.

Now People

Here are some ‘typical’ Now People verbatims and paraphrases:

Richard, 42:
• Married with two kids who are 11 and 13
• Sales Manager
• Lives in detached Victorian house

What I know and think about Climate Change?
“It’s all being over-hyped by the media, it’s where the money is these days.  I’m not even
convinced that it’s all down to us - don’t get me wrong, I do believe it’s an issue but
unless the USA and China get their act together what difference can we make?”

What am I doing about it?

7

Effects
- Sea Level
- Climate 

-etc

1.1 Climate Change Schematic: a template for discussing Value Modes

Implications e.g
-Wildlife

Implications e.g
- Human migrations

Implications e.g
- Human wellbeing

C U S SA E

e.g
UK
Domestic

e.g
UK
Industry 

e.g
Overseas
Domestic

e.g
Overseas
Industry 

Behaviours
e.g Leaving appliances
on standby

Behaviour Changes
e.g Light bulbs

I. The Value Modes
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“The kids have got me recycling but it can be a bit of a hassle.  I’m always running
around switching lights off and putting TV’s off standby but that’s more about saving
money on the electricity bills

Sarah, 28:
• Married with one child 2 years old
• Administrator
•  Lives in two bedroom new build estate

What I know and think about Climate Change?
“It does worry me - maybe not for my kids but perhaps their kids.  In some ways I’m
actually quite enjoying the warmer weather although it does make you feel a bit guilty.  I
try my best but it’s hard to know what’s going to happen!”

What am I doing about it?
“I recycle everything - clothes, shoes, plastic, paper…I always pull the chargers out of
the wall and I have a few of those energy saving bulbs but for a lot of my lights they
won’t fit or aren’t bright enough.  I need someone to tell me what to do - it’s all mixed
messages”

Tom, 30:
• Has a partner but lives with two friends
• No kids
• Housing Officer
• Lives in a city centre flat (renting)

What I know and think about Climate Change?

“I’m trying not to waste energy but certain things like travel are unavoidable - the costs
just don’t stack sometimes if you compare the train to London to driving.  We need to
see the big companies taking the lead but there enough incentives - it seems like a lot of
the blame is being put on us as individuals but no one really knows how to make a
change or at least one that won’t affect my lifestyle”

What am I doing about it?
“Since I’m renting there is only so much I can do.  I’m always after my flat-mates
switching things off but that’s really keeping bills down.  I will only wash on full cycles
and I’ve turned the heating down a bit in some rooms - having said that the Sky box and
stereo are usually left on again, recycling can be a challenge living in a shared
household!”

John Scott who moderated many of these groups commented: “It was noticeable that
climate change was much more ‘on the agenda’ of these people than it was with people
like this, even 18 months ago.  The issue has become ‘normal’ for them and that’s a big
change. It’s wrong to read their inaction as down to not understanding anything about it
or not being at all interested.  But the Now People do have some quite specific ‘outs’
which quickly enable them to negotiate their way to an opt-out from taking more action
than they already are.  On the other hand, many of them had done something.  For
instance a lot had obtained energy efficient lightbulbs, including for free from utilities,
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and although they might only have one or two, there was a big ‘doing it’ effect.  Ie “there
must be something in this, I’m doing it”.  They were also typically pleased to find they
could talk about it as something that other people were interested to hear about”.

Here are two of the Now People opt-outs:

Won’t affect me?
“I know climate change is happening, I actively do recycling: Easter egg boxes have
gone in the green bin, but it will never effect me, or my children, we will be long dead”

Shifting the blame/focus:
“We’ve speeded it up but is it a natural thing that happens anyway? Everything changes
so I’m not sure if we’re speeding it up or not!?”

Against this:

What will happen to us?
“The coast lines are receding - is that to do with climate change?”
“In 50 years time it might be too hot to live in Spain!”
“Have you seen the film ‘Day after tomorrow’ - I would be a bit worried if that happened”
“It’s not just us - the polar bears clinging on to the last bit of ice was on the news - we
are destroying their lives”

What else can I do?
“It is easy to perhaps think it isn’t as important as it should be.  They tell us to recycle
this, recycle that and put our telly’s off standby but there must be a lot more that a lot of
us could be doing””

An open door to do more ? And rationalisation:

It all comes down to money!
“I think most people do that because they see the impact on themselves, they do it
because it saves them money.  I’m always turning lights off but I never think, I am doing
this to save global warming - I’m doing it because of economy!”

The upshot of the Now People groups is summed up in this slide:
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KSBR drew the following conclusions from the groups, about talking to Now People:
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