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If we want to subvert the
dominant paradigm...

HAVE MORE FUN
THAN "THEY  ARE

(and let them know
while we’re doing it)










Banksy save or delete

Save or delete?



THEEND
OF THE LINE

Imagine a world without fish

The Film
The Campaign
The Newsroom
The Shop

Watch The Trailer
Find A Screening
Make A Donation
Join Us







Financial vs. ecological capital


Presenter
Presentation Notes
16-24 year olds are the most apathetic towards climate change and the environment


Complexity








Presenter
Presentation Notes
This...
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The bystander effect
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Presenter
Presentation Notes
If you know that lots of other people are aware of a problem, you’re less likely to act yourself to solve it. Climate change suffers from the biggest and baddest bystander effect of them all – everyone else knows about it, so someone else will do something… right?

Aim to create ‘bandwagon environmentalism’ with a sense of joining in, or missing out if you don’t. This is essential if niche is to become mainstream and if we are to overcome the bystander effect where people don’t act because they don’t see others acting. 








The fog of concern and the ‘finite pool of worry’...



IMPACT

No Fly

Recycling

No Plastic Bags

SINGLE ACTION BIAS
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what can be done...
try to straighten a few out










What if the word ‘biodiversity’
represented not just a set of
scientific concepts...but emotions
of awe and wonder?






Biocentrics
Vs.
Humanists & Egoists



Kill the extinction message. Loss Celebrate our love of nature. It is
generates apathy, not action. the most powerful driver of public
behaviour.

balance need add action

Always partner Love and Need
messages with Action. Once your
audience is inspired, they will
want to know what to do.

Use the Need message wisely.
It's often not right for public
consumption, but it's the
cornerstone of policy and
business decisions.




. A — public
change

love action



= policy
change

need action



personalise humanise publicise

Keep your message People matter most Promote what we've
personal. Use affinity to the majority of got, not what we've
to pets, familiar local your audience. lost. Make conservation
species and local pride, Don't be afraid of actions and their
and link action to daily anthropomorphising results visible and high
lifestyles. biodiversity, or status. Have more fun
accepting that people conserving nature, and
want to conserve nature tell everyone you're
because it makes them doing it.
feel good.

SCUC
CCUC
CCUC
SCAC
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