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Behavioral Changes Are Key to Reducing Global Warming 

3. New policies come about only after a sufficient number of 

people have changed their thinking and behavior. 

6. Behavioral changes by themselves can reduce emissionsð

and are a vital complement to new policies & technologies.

2. The way people use technologies determine their effect.

5. Support for public policies increases as people change their 

behavior.

1.  New low-carbon technologies will take years to scale upð

technical, economic, institutional & cultural obstacles exist.

4. Serious implementation questions exist about policies like 

cap & trade or carbon taxesðand even if successful will take 

years to scale up.  



20% DISCOUNT:
Type EARTHCASTinto 
the voucher code box 
when ordering at 
www.earthscan.co.uk

Bob Doppelt, 
University of 
Oregan, USA

PEOPLE CAN AND DO CHANGE!
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1. I have taken some actions in the past six 

months to reduce my personal carbon emissions. 

2.   I intend to take action in the next month to 

reduce my personal carbon emissions.

3.  I intend to take action in the next six to twelve 

months to reduce my carbon emissions. 

4.   I have fundamentally changed my thinking and 

behavior and now consistently strive to reduce my 

personal carbon emissions. 

PLEASE ANSWER YES OR NO
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Scoring

ÅIf you answered no to all statements you are in the 

Disinterest stage of the shift to sustainable thinking. 

ÅIf you answered yes to statement three and no to all of the 

others, you are in the Deliberation stage of change. 

ÅIf you answered yes to statements two and three and no to the 

others you are in the Design stage of change.

ÅIf you answered yes to statement one and no to statement two

you are in the Doing stage of change.

ÅIf you honestly answered yes to statement four, you are in the 

Defending stage of the shift to sustainable thinking.
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FIVE STAGES OF CHANGE FOR THE                                  

CLIMATE  & SUSTAINABILITY

Disinterest: "I wonôtò change.  

Key Internal Process: Opening self to possibility of change

Deliberation: "I mightò change.  

Key Internal Process: Weighing the pros and cons of change 

Design: "I willò change.

Key Internal Process: Making public commitment to change

Doing: "I amò changing.

Key Internal Process: Breaking old & starting new habits  

Defending: "I haveò changed.
Key Internal Process: Sticking with new patterns
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Disinterest         Deliberation             Design           Doing           Defend

Organizational/ 

self-reevaluation
Commitment

Helping relationships

Reinforcement

Substitution

Structural 

Redesign

Sustainable Thinking Change Stages & Best Change Mechanisms

Disturbances

Awareness-building

Choice expansion

Emotional Inspiration 

Supportive relationships

Cognitive and Experiential Change Mechanisms

Behavior Change Mechanisms
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To Motivate Others to Reduce Global 

Warming Change Agents Musté

ÅEach stage is predictable & can be diagnosed

ÅSuccessful movement through each requires 

that a specific set of activities be completed.

ÅUsing mechanisms better suited for other 

stages often slows, halts, or reverses change. 
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The First Key to Motivating Change

Build óTensionô About Sustainability 

ÅTo make a fundamental change, people must feel sufficient 

tension (dissonance) between a desired goal or value and 

current reality.

ÅTension can be a desire to obtain a positive (e.g. better 

health, family security, live our values) or avoid a negative 

(e.g. financial loss, rising costs, property damage). 

Change agents must emphasize the 

critical nature of global warming

and/or unmet goals or values
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ñTENSIONò IN U.S. IS MODERATE

ÅOnly 18% of Americans are óalarmedô enough by 

global warming to personally engage in solutions.

ÅAnother 33% are óconcernedô, but their level of 

motivation is not strong enough to become 

personally involved. 

Å42% of the public is not particularly worried and 

7% feel no discomfort at all. 

(George Mason & Yale University: Global Warmingôs Six Americaôs 2009)
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The Second Key to Motivating Change

Build óSelf-Efficacyô for Sustainability

ÅPeople must have sufficient confidence that they 

can reduce the tension & eliminate the dissonance

Perception of social networks, costs, difficulty, skills keys.

Change agents must build confidence 

in the ability to solve the problem & 

enhance faith that new practices & 

policies will make a difference. 
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SELF-EFFICACY IS EXTREMELY LOW

ÅAlthough a majority of Americans believe it is 

possible to reduce global warming, very few are 

confident we.

ÅOnly 8% of the Alarmed and Concerned 

segmentsðthe groups with the greatest 

apprehension about global warmingðare convinced 

that humans will make the changes needed to solve 

the problem.

(Global Warmingôs Six Americaôs)
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The Third Key to Motivating Change

Build the Benefits of Sustainability

ÅTo make a fundamental shift, people 

must see at least two benefits to new 

behaviors for every downside

Change agents must build the pros 

and minimize the cons of reducing 

global warming. 
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BELIEF IN THE BENEFITS OF REDUCING 

GLOBAL WARMING IS VERY LOW

ÅAlarmed and Concerned Americans expect an 

average of 6 to 8 benefits (out of 10 offered), such 

as a better life for their children and an improving 

economy, if the U.S.  acts to reduce global 

warming. 

ÅThe other 50% of Americanôs see very few 

benefits and 18% of this group even expect 2 to 3 

negative outcomes.

(Global Warmingôs Six Americaôs)
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To Motivate Others Change Agents Must Alsoé

Use Effective Communications óFramesô

A óFrameô is a ñcentral organizing idea...for making 

sense of relevant events, suggesting what is an 

important issue.ò                                                              
Gamson/Modigliani

ñStrategic communications framesò do so by 

emphasizing certain factors and minimizing others.
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FRAMES DEFINE HOW WE SEE THE WORLD
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Itôs Difficult To Get People To Care About A 

Problem They Don't Experience Daily

To overcome this research shows the need to:

Å Draw link between solutions to global warming 

and solutions to other challenges (economic, 

strategic and social) that seem more immediate.

Å Tie that language to the social values of the     

people and groups you speak with.

ÅUse everyday language when discussing global 

warming.

UO CLI Social Capital Project
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5 KEY ELEMENTS OF EFFECTIVE              

CLIMATE COMMUNICATIONS FRAMES

What is the 

problem?

What are the 

stakes? What are the 

solutions? 

Why me? 

Why now?

Emphasize role of 

too much carbon 

(carbon overload)   

in creating problem.

Expand beyond environment

& science to how climate 

affects everythingðeconomy, 

health, food, security etc---

that itôs happening now, and 

costs will be irreversible.

Emphasize we are at 

a Crossroads, a 

historic moment of 

choice, the time for 

arguing is past.

Foster connection 

with personôs 

identityðtheir work, 

values, faith, social 

norms and network.
Emphasize known, 

solutions 

� (not future)                           

and build efficacy

(Social Capital Project)
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Accept That Change Is                

Confusing and Messy
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Have Fun, Play, Laugh!
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Best Wishes on Your Journey to 

Sustainability!

Bob Doppelt, Director, The Climate Leadership Initiative                                                         

Institute for a Sustainable Environment                                             

University of Oregon, and Director, The Resource Innovation Group 

Email: bdoppelt@oregon.edu


