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In this video, Dr Michelle
Harrison, Global CEO
Kantar Public, explains
what you can expect from
this fourth edition of
PUBLIC which focuses on
the environment.

Sharing some of our recent
work on climate action and
first insights from our
proprietary, international
research on public attitudes
towards the climate crisis,
Michelle highlights the role
of population-level
behaviour change and
public policy to help close
the Value-Action Gap.
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The Nobel Prize in Physics 2021 was recently
awarded to three scientists – Syukuro
Manabe, Klaus Hasselmann and Giorgio
Parisi – for their pioneering work over the
past 60 years on the environment and
climate change. This recognition is a signal
of our growing climate consciousness and the
realisation of the threat facing humanity.

Yet, despite this increasing awareness, is
our society ready to take the necessary
steps to limit the impact of human
activities on the environment, and abide by
the Paris Climate Agreement to limit global
warming to well below 2 degrees Celsius? 1

In this article, Emmanuel Rivière, shares his
analysis of a recent research study on the
environment and climate change conducted
by Kantar Public in September 2021, which
outlines the significant gap between
awareness and action. *

Sharing the responsibility for
climate action: an individual and
collective commitment
By Emmanuel Rivière, Director of International Polling and Political Advisory

* Multi-country research conducted by Kantar Public

between 22 September and 1st October among

9,000 adults aged 18+ (1,000 respondents per

country) in the US, UK, France, Germany, Spain,

Netherlands, Poland, Singapore, and New Zealand.



When asked to indicate the three main
environmental challenges currently facing the
world, 62% of respondents across the nine
countries covered in our research put climate
change firmly at the top – ranging from 56% in
the US and Poland, to 78% in Singapore. 2

When answering the same question regarding
their own country, people cite climate change
as the main issue in eight out of the nine
countries surveyed – Poland being the only
exception, with air pollution being identified as
the most significant issue.

Of course, a range of other issues are also
mentioned as environmental challenges,
sometimes with particularly salience in one’s
country:

The impact of waste in New Zealand, the UK
and Singapore,
The shortage of natural resources in
Singapore for half of the people surveyed,
Air pollution in Poland, as well as in the
Netherlands where it is mentioned by half of
the Dutch people.

Overall, 78% of people across the
nine countries covered in our
research, say that they feel
concerned about climate change.

When it comes to assessing its impact, more
than three out of four people say that there has
been an impact at the global level (78%) and
country level (76%). And over half the
respondents (55%) say that they have been
personally impacted, with the highest
proportion (77%) in Singapore.

Climate change: a widely shared concern



Climate change is a commonly shared concern
among citizens: across the nine countries
surveyed, there are only slight differences
across social class or levels of education. Wider
gaps can be found by comparing age groups,
where lower levels of climate change impact
are anticipated (albeit not systematically) by
older people. But overall, there is a general –
and perhaps surprising – consensus on the
seriousness and importance of the climate
challenge across demographic groups.

Nevertheless, there is a clear feeling
at an individual level, that other
people are less committed than we
are ourselves.

When invited to evaluate their personal
commitment to protecting the environment
and planet, two thirds of respondents give
themselves a much better rating than to their
fellow citizens.

This perceived lack of commitment amongst
others, is therefore likely to challenge the way
people convert their concerns into action.

A significant finding from our research is the
proximity between the ratings attributed by
respondents to their national government and
those attributed to their fellow citizens. These
mean scores are very similar in every country
except Singapore.

This suggests a strong correlation between
perceptions of the government’s commitment
on one hand, and the collective community
effort on the other. This further underlines the
importance for governments to lead by
example, with a strong prescriptive role
expected from the national authorities. Our
research reveals that governments do not give
this impression.

Level of concern about climate change and
its impact



The perception of a poor
performance of national
governments

An even bigger perception gap can be seen
between people’s self-evaluation mean score
(6.4) and their ratings of the actions of their
national government (4.9) and large corporations
in their country (4.5) in relation to the
preservation of the environment and the planet.

Across the nine countries surveyed, only 17% of
respondents give their national government a
rating above 7 in terms of their commitment to
protecting the planet.

However, there are notable differences between
countries. For instance, only 9% of German
citizens attribute a rating between 8 and 10 to
their government, with a similar situation in
France (11%) and Poland (12%).

Evaluation of the commitment of different actors to protecting the environment



Although the ratings for government are hardly
higher in Spain (13%) and the UK (17%), these
low scores contrast sharply with the high
proportion of citizens scoring themselves
between 8 and 10 (respectively 40% and 44%).
In these two countries the gap between self-
evaluation and government evaluation is
particularly high, as is also the case in Poland.

By contrast, governments in New Zealand and
Singapore are rewarded with a more positive
evaluation. With 39% of Singaporeans rating
their national government between 8 and 10,
the latter surpasses citizens’ own self-
evaluation scores (34% score themselves
between 8 and 10).

In the US, where the Biden administration has
championed a pro-environmental policy in stark
opposition to its predecessor, 21% evaluate the
government with a score between 8 and 10,
putting the country in 3rd place in our ranking.

Climate action: perceived commitment of national governments vs. citizens’ self-evaluation
Evaluation of the commitment of different actors to protecting the environment



A perceived lack of responsibility
from national governments

When asked to indicate what was needed for their
national governments to better preserve the
environment and the planet, 42% of our
respondents selected a ‘higher sense of
responsibility’ which is seen as the number one
priority in the US, Spain, Poland and Singapore,
and second in UK, the Netherlands, and New
Zealand.
Other important factors include higher
investment, greater awareness, more support
from the general public (notably in Singapore
and New Zealand), international cooperation
(more often mentioned in the Netherlands,
Germany and Poland), and independence from
economic interests.

This latter factor, which was selected by almost a
third of respondents overall (29%) and identified
as the main priority by French citizens, is
problematic when considered in the light of the
low ratings attributed to large corporations for
their commitment to preserving the environment.



Factors required for governments to better
preserve the environment and the planet

Large corporations are also suspected of lack a
responsibility towards climate action (the top
answer in every country). Regulation is one way
that citizens feel the commitment of big
organisations could be improved – once again
putting the responsibility firmly back with
governments and public policy.

Control is not the only requirement from
governments: citizens in Poland also expect
their national government to encourage
climate action by offering large corporations
financial support; while a third of French,
German and Dutch people consider that
corporations who commit to protecting the
environment should be protected against
uneven foreign competition.

Overall, citizens expect their national
government to assume a large share of
responsibility for protecting the environment,
whilst considering themselves to be relatively
good at ‘doing their bit’ in this area .
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Citizens expect their national
government to assume a large
share of responsibility for
protecting the environment,
whilst considering themselves to
be relatively good at ‘doing their
bit’ in this area.
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However, one result from our research is really
intriguing. When asked about what could help
governments and large corporations to improve
their commitment to protecting the
environment, courage was selected as the last
factor for both these stakeholder groups.

Does this therefore suggest that
respondents believe that tackling
climate change would not require
courage on the part of governments
and large corporations?

In other words, does it mean that in people’s
view, governments don’t need to take any
unpopular measures, or that big companies
don’t need to take risks with consumers’ habits
and choices? These questions invite a closer
look at citizens’ commitment to preserving the
planet.

The fact that people attach great importance
to the preservation of the environment and the
planet, is reflected by many results of our
research. And when asked how they feel when
taking action to preserve the planet, most
people feel enthusiastic. This confirms that – at
least in terms of personal values – acting to
preserve the planet is aligned with what is
important for many people. This in itself is a
necessary condition for significant and
sustainable behaviour change.

This momentum for change could however be
mitigated by the fact that at least three out of
four respondents say they are proud of what
they are currently doing for the planet (except
in Germany where this applies to only 62% of
respondents). This calls into question whether
people really are willing to do more.

The temptation of ‘easy’ solutions
with minimal effort and limited
lifestyle changes for citizens



Indeed, our research reveals a certain
ambiguity in terms of people’s attitudes. A
large majority (76%) say they would accept
stricter environmental rules and regulations.
However, almost half (46%) say that they don’t
really need to change their habits.

As such, it is clear that a significant group
assumes that these ‘stricter rules’ would apply
mainly to other people - those blamed for not
doing enough. This just doesn’t add up when
such a large majority already feel proud of
what they are doing.

Share on TwitterShare on LinkedInShare on Facebook

Are citizens blaming others for a
lack of action? While 78% of
respondents say that they would
accept stricter environmental
regulations, 46% say that they
don’t really need to change their
habits.

Citizens’ acceptance of stricter environmental rules and changes to lifestyle habits
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The gap between personal environmental
values and individual action, is wedged open in
different ways. When asked about potential
solutions to the climate crisis, people tend to
incline towards ‘innovation and technological
discoveries’ rather than ‘individual and
collective efforts to change’. This is further
evidence of the lack of consensus around the
need for significant efforts to be made.

In the same vein, faced with a trade-
off between ‘legal enforcement and
obligation’ versus ‘encouragement
and persuasion to preserve the
environment’, people are more likely
to favour the latter.

This limited appetite for personal effort in tackling
the climate issue, is further illustrated the level of
importance attributed to possible climate actions.
Although most measures are supported by a
majority, there are some significant differences in
their perceived importance.



Respondents clearly prioritize the reduction of
waste and increases in recycling. This behaviour
relies on citizens’ commitment, no doubt about
that. However, as confirmed by the findings of
a recent Eurobarometer study, this action
already represents commonplace behaviour for
the vast majority.

The most favoured actions that follow -
stopping deforestation, protecting species,
energy efficiency in buildings, banning the use
of polluting substances in agriculture - are all
solutions that do not require effort on the part
of individuals.

In direct contrast, the ‘less popular’
solutions are those that imply a
direct impact on citizens’ lifestyle:
using public transport vs cars,
reducing air travel, raising the price
of products that fail to respect
environmental criteria, and reducing
meat consumption.

Importance attributed by citizens to various environmental measures



Beyond the general feeling that environmental
issues and climate change are very serious
problems that need to be addressed, there is an
ambiguity about the level of effort required
from citizens. Some questions remain
unanswered at an individual level: is it up to me
to make more of an effort if governments and
large corporations are lagging behind? And
with so many solutions on the table, can I avoid
making those changes that would be more
painful for me?

Respondents admit to uncertainty
about their own capacity to change.

When asked how they feel personally about
taking action to preserve the environment and
the planet, only half (51%) say they would
definitely take action, with a small proportion
(14%) asserting that they would not. A third
(35%) admit to being torn – ‘there are reasons I
should, but also reasons I shouldn't’.

This ambiguity opens the door to potential
barriers, and our study throws light on the
multiple barriers that exist. Across the nine
countries covered, 69% of citizens say they
need more resources and equipment to act;
60% claim they can’t financially afford to make
the efforts needed; and 55% say they are
missing information and clear guidance. A
significant minority (39%) don’t believe that
individual effort can really have an
impact. Across the nine countries surveyed:

In addition, the perceived lack of clarity about
the best solutions (72% of respondents think
there is no agreement among experts on this
point), could lead to a ‘wait and see’ approach.
But can we really afford to wait?

So many barriers to individual action on climate change



It took decades for governments to achieve
results in reducing smoking or improving road
safety in countries where those issues were
considered the most serious. To achieve
effective and sustainable behaviour change,
these governments mobilised all the levers at
their disposal: legislation and regulation,
information and persuasion, service provision,
incentives and penalties.

But experts from the Intergovernmental Panel
on Climate Change (IPCC) warn that we do not
have decades at our disposal to keep the
consequences of global warming within
manageable limits.

While there is a high degree of awareness of the
climate challenge amongst citizens, there is also
a lack of clarity about the implications at a
collective and individual level. Clearly, the
conditions for significant and long-lasting change
at all levels of society are not yet in place.

Certainly, taking action for the
environment and the planet is aligned
with individuals’ core values. Yet, there
are doubts about the degree of effort
required, the efficiency of individual
action, and the capacity to change
one’s own habits.

The commitment to take action for the planet
does not appear to be established as a social
norm, and there’s room for mistaken
assumptions that ‘easy, painless’ solutions
could be sufficient. Moreover, in most countries,
the degree of commitment of the government
remains in doubt.

The need for governments to take the lead, and accept the risks
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As long as citizens believe themselves to be
ahead of government in terms of commitment
to environmental action, the risk of a vicious
circle remains very high, where a perceived lack
of engagement from government leaders
creates the impression of a lack of commitment
from the community as a whole, which in turn
further fuels the barrier of social norms.

Clearly, the onus is on governments to take the
lead. This means governments taking the risk of
implementing potentially unpopular measures
that combine encouragement and obligation. It
may also mean supporting the design and
delivery of more sustainable goods and
services, whilst subsidising the efforts required
from those segments of society unable to pay
more for these.

The debate should no longer be about whether
or not climate action is a priority. Citizens have
moved way beyond this, and focusing the
message here could create the impression that
the issue is being effectively managed.

Instead, to drive the necessary
behaviour change, all actors need to
understand that ‘good for the
climate’ doesn’t mean ‘good enough’.

The debate needed now is around the definition
of our future model of production and
consumption and its implications: we need to
focus on solutions and changes that include the
difficult ones, and accept the distribution of
effort that is needed across all actors of society.
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1. Paris Climate Agreement

2. Multi-country research conducted by
Kantar Public between 22 September and
1st October among 9,000 adults aged
18+ (1,000 respondents per country) in
the US, UK, France, Germany, Spain,
Netherlands, Poland, Singapore, and
New Zealand.

https://www.un.org/en/climatechange/paris-agreement


Click here or press enter for the accessibility optimised version

Paving the way for a
net-zero world
Conversation with Dr Laurence Tubiana, CEO
European Climate Foundation

https://kantar.turtl.co/?accessible


Founded in 2008 as a
philanthropic initiative, the
European Climate Foundation
(ECF) aims to develop solutions
and activate political
engagement and public
consciousness about the global
climate crisis.

The ECF consists of a network of
500+ organisations working
strategically to define and drive
the policy in Europe that is
needed to achieve a net-zero
greenhouse gas emissions society.

ECF’s CEO, Dr Laurence Tubiana
is a French economist and
diplomat. She was appointed
French ambassador for
international climate
negotiations in connection with
the 2015 COP21 Climate Change
Conference in Paris.

In this interview, Laurence
Tubiana offers her perspective on
the growing demand of European
citizens for climate action, and
their critical role in driving the
transformation of our society to
ensure a liveable planet for
future generations.

Paving the way for a net-zero world
A conversation with Dr Laurence Tubiana, CEO, European Climate Foundation and Emmanuel Rivière, Director of
International Polling and Political Advisory, Kantar Public

To read this interview in
French, please click here >
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Emmanuel: Convincing citizens
of the urgency of tackling
climate change is no longer the
issue today, as climate change
scepticism represents a minority
attitude in many countries. The
issue now is that citizens are not
yet fully aware of the
consequences of this climate
crisis. How can we mobilise
people to do more and to accept
the necessary changes?

Laurence: There is a fundamental
gap between the scale of the
climate crisis, and the scope for
individual action. It’s a fact. For a
long time, the thinking was that
this gap would get in the way of
citizen action and engagement.

And yet, election after election –
including in the recent Federal
election in Germany – citizens have
expressed through their votes an
ever-growing demand for climate
action. This could be better
mobilised via democratic processes.

We need to bring our
democracies closer to the
people, and not always
expect the opposite.

In France, the Citizens Convention
for Climate launched in 2019, is a
perfect example of the potential of
deliberative democracy, even
though the French government’s
commitment to the solutions
proposed was uneven.

Various events point to the same
trends, whether it is the climate
justice campaign ‘L Affaire du
siècle’ launched in 2018 in France,
the Eurobarometer report on
climate change published by the
European Commission in June
2021, or recent polls by More in
Common which reveal the strong
public concern about climate
issues regardless of political
orientation.

The trajectory is clear: it is the
citizens who will make
governments face up to their
responsibilities for climate change.



Emmanuel: At the same time,
public opinion polls show that a
majority of citizens consider
that their national government
and public authorities are not
doing enough to address the
issue of climate change. Does
this expectation from the public
represent a lever for government
action?

Laurence: Absolutely. And this
expectation for climate action
manifests itself in different ways: during
local and national elections; through
the increasing use of the law to resolve
climate issues; and more broadly
speaking, in the fact that governments
are rarely ahead of society.

In addition, public opinion is driving
change through a multitude of
actors at different levels: local
authorities, business, and civil
society. These are essential levers
that could bring a society together
at all levels.

During the negotiations that led to
the Paris Agreement, we leveraged
this multi-stakeholder dynamic as
an extremely powerful driver of
progress on a global scale. Cities,
regions, NGOs, businesses,
investors… all played a critical role
in shaping the Paris Agreement.

As well as sparking momentum
among states, this approach
resulted in non-governmental
commitments by a range of actors
to reduce their greenhouse gas
emissions, and allowed us to begin
to envisage climate action on the
scale that is needed.

While the Paris Agreement was a
framework for governments first and
foremost, it has become an
international benchmark thanks to
this mobilisation of non-state actors.
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Public opinion is driving
change through a
multitude of actors at
different levels: local
authorities, business, and
civil society. These are
essential levers that
could bring a society
together at all levels.
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Emmanuel: The COVID-19
pandemic has relegated the issue
of climate change to second
place in the list of citizen
concerns. In hindsight, do you
think that this pandemic has left
us with valuable learnings for the
fight against climate change?

Laurence: One thing is certain: the
lack of coordination between
governments during this crisis has
exacerbated the impact of
COVID-19 beyond the virus itself.

The emergency economic stimulus
packages relegated to the
background the long-needed and
critical economic debate on the
ecological transformation and the
significant public investment
required to achieve this
transformation globally.

In terms of learnings, my hope is
that this crisis would have at least
moved us to start looking beyond
the artificial debate in public finance
between ‘frugal’ and ‘high spending’,
which currently divides political
opinion but does nothing really to
address the climate emergency.

Indeed, does it really make
sense to place so much
importance on debt and
growth, when our main
duty to future generations
is to preserve our planet,
our biodiversity, and the
stability of our societies?

Both the European and the
American recovery plans have sent
a strong signal, and we must
continue to encourage this kind of
debate in public finance. The
growing interest in green
investment pacts is also a shift. Share on TwitterShare on LinkedInShare on Facebook

Dr Laurence Tubiana, CEO, European Climate Foundation

The pandemic was just the first chapter in the
turbulent future that awaits us. We need to act now.
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Emmanuel: Could the response to
the climate crisis also be an
opportunity to redefine the
future in a positive way, to
restore faith in the future of our
societies which are more often
dominated by so many concerns?

Laurence: Absolutely. We must
create the momentum needed to
initiate and implement this great
transition that awaits us. Public
opinion demands action in the face
of the climate emergency.

The facts are clear: the
transformation of the economy into
a completely decarbonised one is
something that has never been
attempted before; and this is now
an urgent imperative. It is a social
and democratic challenge that – if
properly addressed – could give
citizens what they want in terms of
new politics.

The Citizens Convention for Climate
has also offered wonderful evidence
for the fact that it is possible to build
consensus around public policies –
including highly complex policies –
among citizens from diverse
backgrounds. Our society demands
ambition, despite the political and
social divisions that threaten our
democracies, and citizens are not
afraid of complexity.

We will need both ambition and
consensus to create this positive
momentum, as Saint-Exupéry
expressed so well: “If you want to
build a ship, don't drum up your
men and women to gather wood,
don’t divide the work and give
orders. Instead, teach them to
yearn for the vast and endless sea.”



Emmanuel: The Eurobarometer
studies show that the fight
against climate change is high
on the European agenda, as well
as highlighting strong support
for increased European
cooperation in this area. How
can the European Green Deal
meet this challenge?

Laurence: During the first six
months of 2022, the French EU
presidency will play an essential
role in the progress of the Green
Deal. The government will be
expected to take forward the 'Fit for
55' reforms that aim to reduce
Europe’s net greenhouse gas
emissions by at least 55% by 2030,
and ultimately achieve carbon
neutrality by 2050. This will not be
easy, either in France or across the
wider EU, particularly with France's
residential and parliamentary
elections taking place during the
French EU presidency.

These European reforms present
many social challenges, notably in
terms of energy prices (gas,
electricity, and petrol) which are
already a source of great anxiety,
and inevitably call to mind the
backlash against the carbon tax in
France of 2018.

None of this is easy, but it does also
offer an opportunity to reconsider
the European social contract, at a
time when trust in public
institutions and politics is declining
across Europe. These reforms will
have to be developed first and
foremost with citizens’ needs in
mind – any other approach would
be doomed to failure.

But if this revision of the European
social contract can be achieved, we
stand a much better chance of
overcoming this great new existential
challenge, both for Europe and for
our planet.
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These reforms will have to
be developed first and
foremost with citizens’
needs in mind – any other
approach would be
doomed to failure.
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European
attitudes to
climate change:
implications for
citizens,
institutions, and
governments
By Anne Bohlender, Associate
Director, Thorsten Heien, Research
Director, Kantar Public, Germany
and Maxime Hayet, Research
Executive, Kantar Public, Brussels.

In the landmark agreement on the global
response to the threat of climate change,
the 2015 United Nations Framework
Convention held in Paris (COP21) stated
that this century’s global temperature rise
must be limited to 1.5 degrees Celsius. To
achieve this, both systemic and individual
changes are necessary: “it is therefore
crucial to the implementation of
environmental agreements that citizens and
voters share these environmental concerns
and are willing to incur the costs that are
associated with the changes in energy
production and consumption”. 1

In an article analysing two decades of
environmental attitudes, the authors
defined environmental concerns as “an
individual’s insight that humans endanger
the natural environment, combined with
the willingness to protect nature […]. The
definition consists of two components, the
cognitive component of having the rational
insight, and the conative component of
being willing to do something about it”. 2

Drawing on a recent Eurobarometer report,
our experts explore here the European
perceptions of climate change as a global
challenge, and the specific actions being
taken by Europeans to tackle it. 3 They also
discuss expectations with regard to the role
of the EU, national governments and other
institutions, as well as options to address
the resulting value-action gap.



Most Europeans agree that climate change is a
serious problem: in 2021, 78% say that climate
change is a ‘very serious’ problem and 15%
consider it to be a ‘fairly serious’ issue. On a
scale of 1 – 10 (where 10 indicates an ‘extremely
serious’ problem) the average score in 2021 is
7.9 compared to 7.4 in 2011, revealing a
growing concern among EU citizens. 4

In relation to other problems facing
the world in 2021, climate change
ranked first as the single most serious
problem for 18% of Europeans.

This is the highest proportion so far - trumping
other concerns despite the ongoing COVID-19
health and economic crises (spread of
infectious diseases: 17%; economic situation:
14%). This issue is of particular concern for
people in Northern and Western Europe (43%
in Sweden, 31 % in Ireland).

A high proportion of people in Southeastern
Member States cite the spread of infectious
diseases as their most serious concern (36% in
Bulgaria, 34% in Hungary). Issues such as the
economic situation, poverty, hunger, and lack of
drinking water, are considered as the most serious
problems in only a few countries (economic
situation: 28% in Greece and 26% in Spain).

Growing concern about climate change



Aside from country differences,
concerns about climate change vary
across social groups:

Younger Europeans are the most worried, with
22% of people aged 15-24 years citing it as
the single most serious problem (compared to
16% among those aged 55 and over).
23% of Europeans who continued their
education up to 20 years old or beyond, are
the most likely to cite climate change as the
most serious problem (compared with 11%
among those who completed their education
aged 15 or earlier).
Europeans who consider themselves upper
middle class are more likely to be worried about
it than those who identify as belonging to the
working class (30% compared with 12%).

Which of the following do you consider to be the single most serious problem facing the
world as a whole? (% climate change)

Source: Eurobarometer 513, July 2021



The findings also confirm support for the
central initiatives set out in the European
Green Deal proposed by the European
Commission. 5 74% of Europeans agree that
the investment needed for a green transition is
much lower than the costs of damage caused
by climate change.

When it comes to public health, 87% of
Europeans see a clear link between tackling
climate change and public health, probably
due to the COVID-19 pandemic and the
increasing risk of zoonosis (the transmission of
infectious diseases from animals to humans)
resulting from habitat loss for wildlife species.
Finally, 90% of Europeans agree that carbon
emissions should be reduced to a minimum, to
make the EU carbon neutral by 2050.



But does this growing concern about climate
change translate into action at the individual
level among Europeans? It is encouraging to
see that two thirds of Europeans say they have
taken at least one individual action against
climate change in the past six months (64%, +4
percentage points since 2019). However,
looking closer into the specific actions, this is
most often limited to recycling (75% of
Europeans) and reducing the use of disposable
items (59%).

Other actions that may be more effective in
reducing climate change and/or that require
more effort, are far less frequently mentioned.
For example, only a third of Europeans have
reduced their consumption of meat (31%) or
regularly choose eco-friendly alternatives to
their private car, such as walking, cycling,
public transport or car-sharing (30%). And
when it comes to renewable energy, only 10%
of Europeans have switched to an energy
supplier offering a greater share of energy from
renewable sources.

Taking action (or not) to tackle climate change: the value-action gap
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While it is encouraging that 64%
of Europeans report to have taken
at least one action in the past six
months to tackle climate change,
these actions tend to be limited to
recycling and reduced usage of
disposable items.
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Interestingly, in Eastern Europe, the number of
people taking action at the individual level to
tackle climate change is significantly lower
(recycling: 31% in Bulgaria; reducing the use of
disposable items: 34% in Romania), while
differences between social groups are usually
much smaller.

There may be different reasons why the
growing concern about climate change does
not translate into more individual action.
Research on consumer behaviour has shown
there is a value-action gap linked to the
discrepancy between the cognitive (rational
perception) and conative (willingness to act)
components of the human mind. 6 Moreover,
Europeans might not know which actions are
likely to be the most effective in reducing
climate change. Recent research also suggests
that people may reduce their efforts because
they believe that others do not perceive climate
change to be a pressing issue. 7

Which of the following actions apply to you? (% EU-27)



Beyond individual responsibility, European citizens
look for public institutions to lead the way in
introducing regulations to tackle climate change,
with 63% expecting their national government to
be the most responsible actor in this area, and
57% looking to the EU to take action.

Businesses and industries also rank high (58%),
and well above local and regional authorities
(43%) and the individual citizen (41%). However,
the large majority of Europeans (75%) are
disappointed by the lack of action on the part of
their national government which they say is not
doing enough to tackle climate change.

Against the context of the roll-out of
multiple EU initiatives to fight the pandemic
and tackle climate change, the strong
support at citizen level for climate action
gives political weight to the European
Commission’s bold plans, particularly in
negotiations with other EU bodies.

The role of the EU and national governments in combating climate change

Do you think your government is doing enough, not enough or too much to tack climate change?



At the same time, concerns about finding a
balance that does not jeopardize the economy
or Europeans’ livelihoods, mean that the
implementation of mechanisms such as the
Just Transition Fund, will also be important.

The European Commission is banking on the
public attitudes revealed in this Special
Eurobarometer, as it communicates the
relevance of the European Green Deal, and
announces its ‘Fit for 55’ package, another
component of its plan for a green transition.

Delivering effective climate
change policies

Against the complex political backdrop of the
European Union, the Eurobarometer provides
solid evidence on citizens’ attitudes, priorities,
and expectations with regard to climate action
and sustainability – as well as a deeper
understanding of the motivations for individual
action. These insights play a critical role in
informing public policy decision making,
thereby providing an essential compass to
design more effective policies to tackle the issue
of climate change at a European, national, and
regional level.

The results discussed in this article show that
the EU needs to communicate not only its goals
but also its achievements, in relation to climate
change. For Northern/Eastern European
governments at least, the priority is no longer
to ensure that citizens understand the
importance of the issue; they now need to
formulate and deliver effective policy.



In this regard, and given the individual value-
action gap identified, conducting additional
behavioural research would help understand
how to motivate citizens across Europe to adopt
eco-friendly lifestyles that will contribute to the
fight against climate change. Addressing
today’s climate crisis is a collective
responsibility that requires the mobilisation of
citizens alongside businesses, and governments
across the world.
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The priority is no longer to ensure
that citizens understand the
importance of the issue; national
governments and EU institutions
now need to formulate and deliver
effective policy.
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In summer 2021, climate change
manifested itself in multiple extreme
weather phenomena across the world -
from record heat on the Pacific coast
of North America, and uncontrollable
forest fires in Mediterranean countries,
to torrential rain and severe flooding in
parts of Central Europe and China. The
report of the Intergovernmental Panel
on Climate Change is alarming: the
consequences of climate change are
becoming one of the major challenges
facing humanity in the 21st century. 1

In addition, other escalating crises –
including the Coronavirus pandemic,
migration pressures, financial crashes,
economic crises, and the increasing
polarisation of Western democracies – all
point to the fact that politics must
become more sustainable and societies
more resilient in the future. Alongside
competent institutions and economic
strength, social cohesion is one of the
key factors underpinning a resilient
society.

Climate change and social cohesion: How can they
work together?
by Oliver Sartorius, Director and Christoph Döbele, Senior Consultant – Kantar Public, Germany

Hence, the question arises: How can
the transformational economic and
social challenges posed by climate
change be overcome without
damaging social cohesion? In this
article, Oliver Sartorius and Christoph
Döbele from Kantar Public Germany
address this question, drawing on a
study conducted in partnership with
More in Common, an international and
non-partisan organisation that deals
with the issue of social cohesion. 2



In order to better understand the attitudes and
expectations of the German population
towards climate change, and analyse them in
an action-oriented way, More in Common uses
a systematic frame of reference which builds on
an existing proprietary segmentation. Based on
social psychology, the segmentation divides
German society into six types with their views of
society characterised by personal values and
core beliefs:3

The Open (16%): self-development, openness
to the world, critical thinking.
The Involved (17%): civic-mindedness,
togetherness, defence of achievements.
The Established (17%): satisfaction, reliability,
social peace.
The Detached (16%): success, private
advancement, control before trust.
The Disillusioned (14%): (lost) community,
(lack of) esteem, justice.
The Angry (19%): national order, system
scolding, mistrust.

Six core segments defining German society’s values and attitudes

Source: More in Common (2019): Fault Lines: Germany’s Invisible Divides. p.7.



German citizens consider climate change to be
one of the biggest societal challenges today:
four out of five Germans (80%) are personally
concerned about climate change.4

Even amongst the Angry – a
segment characterised by a
particular aversion to progressive
social change – most people (61%)
recognise the importance of the
issue.
The climate challenge is also seen as urgent.
About two thirds of German citizens (65%) are
already experiencing the consequences of
climate change: an assessment shared by the
majority of all six segments. The view that the
effects of climate change will not be felt at all,
is held by just 3% of respondents.

However, despite the acknowledged
importance and urgency, only three of the six
population segments (the Open, Involved and
Established) consider action on climate change
to be the highest priority for political action.

Other rank social and economic matters as
equally or more important.

The fears and anxieties associated with the
anticipated impacts of climate change are
currently still more systemic and less immediate
to the individual: concerns about nature
(biodiversity, the state of landscapes, and the
oceans) dominate.

Human-related fears are mainly externalised
geographically (the situation of people in
poorer countries) or temporally (the living
conditions of future generations).

The importance of climate action relative to other challenges

Jérémie Gagné, More in Common

Many people in Germany are
currently trapped between their
urgent desire for climate
protection and their feeling
helpless and overwhelmed as
individual consumers. They expect
politics and “big actors” to do
their share, ensuring collective
climate action that commits all
levels of society.



When it comes to the reality of their own lives,
people’s concerns are somewhat less dramatic.
Nevertheless, the country’s economic
development, people’s health and the effects
on personal living conditions, are of concern to
more than two thirds of German people.

Overall, there is a strong general consensus that
the impacts of climate change are real and
worrying, and that appropriate action is
needed.

Four out of five Germans (80%) see climate
protection as an area that fundamentally
concerns everyone, with 75% also agreeing that
one's personal behaviour can make a
difference. Both views are shared - to a greater
or lesser extent - by a majority in all six
segments of the population.

This goes hand in hand with people’s
perception that they themselves are already
showing great commitment to protecting the
environment and climate. The belief in the
necessity for (individual) change and the
willingness to act, is therefore clearly applicable
for the large majority of German society.

"Summers with temperatures of
43C did not exist a few years
ago. That's when the issue of
global warming is most
noticeable."

- ('Detached’ focus group
respondent)

Perceptions of individual
responsibility vs collective action
on climate change



At the same time, climate change tends to
evoke feelings of powerlessness: at an individual
level, people can feel helpless (45%),
sometimes fearful. This issue can also evoke
disappointment and anger, expressed
retrospectively in particular with regards to
insufficient climate action to date.

Almost all actors are considered to be doing too
little for climate protection: this is especially true
in relation to businesses (70%), government
and public institutions (EU Commission: 62%;
Federal Government: 66%), and municipalities
(51%), as well as other citizens (58%) and often
even "people like me" (47%).

There is a clear discrepancy between people’s
own stated (individual) willingness to act on
climate protection and the perceived (in)action
of most others.

The perceived gap between individual efforts
and a collective solution is further reinforced
by the international context. The climate issue
is seen as solvable only through a global
effort; yet not all countries are perceived to be
equally committed.

"As a consumer, I see myself
more on the losing side because
I always think that due to
lobbying [...] companies,
especially big companies,
always have the upper hand
and can have a say in what
happens, which measures are
implemented, or which are
perhaps suppressed, in order to
put their own interests first."

- (‘Open’ focus group
respondent).



The tone of the climate change
debate

This sense of a lack of collective effort in
climate policy is reinforced by the perception of
the public discourse: the majority of German
people consider the narrative as divisive (80%),
detached (65%) and subjective (53%).

This is especially true for the Disillusioned and
Angry segments, who perceive the discourse by
far the most negatively.

Specifically, there is a strong fear that
additional efforts in climate protection
could widen the gap between rich and
poor people within society.

Furthermore, German people are undecided on
the question of whether stronger measures to
tackle climate change would have a positive or
negative impact on social cohesion.

Figure 2: Perception of the public climate debate

Source: More in Common (2021): Einend oder spaltend? Klimaschutz und gesellschaftlicher Zusammenhalt in Deutschland.

p.38.



Expectations and perceptions of
political action on climate change

A clear majority of Germans (57%) believe that
people are already far more receptive to action
on climate change than politicians assume.
Only the Angry and the Disillusioned segments
are more often of the view that politicians are
discussing measures for which people are not
yet ready.

The expectations for a proactive policy
approach therefore clash uncomfortably with
the perception shared by most Germans, that
the government’s current climate policy is
haphazard, unfair and ineffective. In the eyes of
the population, the German government has
also lost its former pioneering role in climate
protection and is now lagging behind other
countries. In terms of expectations therefore,
there is a gulf between claims being made, and
the perceived reality.

"What [government action] is
possible [...] is what we saw
with the banking crisis and
what we see now with Corona.
Things are being done that
none of us could have even
imagined a year ago. And how
seriously is climate protection
taken in comparison? It's
ridiculous!"

- (‘Involved’ focus group
respondent)
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57% believe that people are
already far more receptive to
action on climate change than
politicians assume.
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Whilst a majority (59%) say that they consider
it necessary in principle to change their own
habits and lifestyles, two thirds of respondents
(66%) assert that politicians should provide a
binding framework to impose robust structures
and direct behaviour - not least so that others
also do enough to protect the climate.

However, although there is broad agreement
on the objectives, when it comes to the design
of concrete measures, apparent contradictions
in views are revealed:

Above all, the economy should contribute to
climate protection with CO2 emissions more
heavily taxed (52%); but no existing jobs
should be lost (88%)
Citizens should be involved in decisions that
affect them locally (88%); but decisions
should be agreed and enforced as much as
possible at European level (80%)
In concrete terms, many would like to see
free public transport (84%); but an
overwhelming majority expects there to be
no additional fiscal burdens (85%)

Share on TwitterShare on LinkedInShare on Facebook

In this respect, it is not surprising that policy
narratives of renunciation or imposition carry
the potential for social division. The less
progressive segments of Disillusioned and
Angry react here with particular reticence, up
to open rejection.

Emphasising the opportunities of climate policy
- such as new jobs with a secure future -
therefore seems a more promising approach.
Measures that strengthen the common good
alongside protecting the planet, also coincide
with the wishes of a large section of the
population. These are likely to frame climate
policy as positive and attractive.

Measures that strengthen the
common good alongside
protecting the planet, also
coincide with the wishes of a large
section of the population.
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Recommendations for action

Ultimately, climate change can only be
successfully tackled in democratically organised
communities, if a broad social consensus can
be established.

Building on the study findings, More in
Common offers these initial instructive hints for
the different actors involved:

Citizens should feel confident to talk about
climate protection in their private sphere, but
without lapsing into potentially divisive
debates around individual lifestyle issues.
Climate policy should strengthen community
cohesion by creating shared incentives,
common infrastructures, and collective wins
in areas like education, healthcare and public
transport.
Civil society groups should be more
responsive and proactive in relation to those
segments of the population that have a wait-
and-see or sceptical attitude towards the
climate movement.
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Over recent years, awareness of and
concern about the environmental impact of
plastic packaging – and especially single-
use packaging – has grown tremendously
across the world. The challenges posed by
plastics have been on the European Union’s
agenda for decades.

As part of its broader efforts to reduce
plastic waste and pollution, the EU
introduced its Single-Use Plastics Directive
in July 2021, effectively banning plastic
straws, cutlery, plates and cotton tips
across all Member States, as well as
imposing restrictions on single-use cups and
food containers.

Drawing on research conducted for the
Ministry of Infrastructure and Water
Management in the Netherlands, Petra
Kramer unpacks here some of the barriers
facing Dutch businesses and citizens when
it comes to reducing single-use packaging.
She shares recommendations on how
policymakers can accelerate the adoption
of refillable and reusable options, and
transition to circular economy for plastics.

Accelerating the shift to reusable packaging: a call for
joined-up action across the value chain
By Petra Kramer, Client Director Behaviour Change & Healthcare, Kantar Public, Netherlands



Launched in 2019 by the Ministry of
Infrastructure and Water Management, the
Plastic Pact NL brings together more than 100
businesses (including grocery chains, premium
brands, and packaging manufacturers) and
environmental organisations in an agreement to
reduce plastic packaging by 20% by 2025,
transition from single-use to reusable
packaging, and ensure that any new plastic
packaging is 100% recyclable. A significant
behavioural shift for the different actors across
the entire value chain, including the consumer.

At the same time, changes in the packaging of
supermarket products have so far only been
introduced slowly, with consumers continuing to
purchase products wrapped in single-use packaging.

So, what is holding people and
organisations back, and how can
change be accelerated?

In order to entice both supermarkets and
consumers to try reusable packaging options,
the Ministry of Infrastructure and Water
Management asked Kantar Public to help
better understand what stands in the way, and
what might start to move things forward.

The Plastic Pact NL: a common commitment to reducing plastic waste
across the value chain



Consistent with the core principle of the Plastic
Pact NL - that all stakeholders need to be
involved in order to achieve success – our team
adopted an inclusive approach to the study,
consisting of three elements:

1. Research among consumers
2. Research among supermarkets
3. Desk research on best practice examples

from supermarkets abroad

Our study revealed first and foremost that both
stakeholder groups (consumers and
supermarkets) are very open to the idea of
making changes to the products they purchase
or sell, in terms of using less, different, and
reusable packaging. For example, both groups
reported that they would not have any problem
with certain disposable packaging being
completely replaced by reusable options.

The importance of engaging all stakeholders

Consumer attitudes towards a transition to different packaging reuse options

Source: Kantar Public, Netherlands for Ministry of Infrastructure and Water Management



But then the question arises - if supermarkets
offer reuse options, will consumers take them
up? Evidence shows that there is often a gap
between what people say they will do, and
what they actually do (the intention-action
gap). Many different factors can get in the
way, ranging from cost or availability to
laziness, stubborn habits, and social norms.

To better understand the potential drivers for
and barriers to buying products with reusable
packaging, we tested consumers’ reactions to
different reuse models developed by the Ellen
MacArthur Foundation . These include four
options in figure 1. 1

All four options were positively received, with 74 to
82% of Dutch consumers (depending on the
option) saying they would be willing to try them in
order to reduce the use of disposable packaging.

Figure 1



Across all reuse options, the most important
driver of purchase intention, is the notion that
people are making a positive contribution to a
better environment, which makes people feel
good about themselves.

Conversely, a major barrier is related to self-
image (possibly underpinned by social norms):
a feeling that ‘it’s not for me'. It is therefore
essential to focus on addressing these
associations and dissonance, and the
perception of reuse as being misaligned with
social norms; instead helping people to feel
that this is something for them.

Another important barrier for most reuse
models is the extra effort required from people,
such as bringing their own packaging, cleaning
packaging between use, storing empty
packaging and returning it. Supermarkets and
manufacturers will have to consider how to
make it as easy as possible for consumers to
adopt this type of packaging (and renounce to
the convenience of single-use packaging).

Addressing barriers for consumers and leveraging the feel-good factor
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For their part, sustainability managers and
local managers of large supermarket chains are
generally very positive about the introduction
of more reusable packaging options. They are
both intrinsically motivated and spurred on by
external social pressures.

However, there is a strong need for reassurance as
to the impact of introducing reuse options within
their supermarkets: how will customers react to
this change, will the initial investment be
recouped, and if so, how fast? Many supermarkets
prefer to let someone else take the risk and lead
the way, before investing themselves.

Supermarkets are willing but
uncertain, waiting for others to
take the lead



Among the different reuse models, ‘refill on the
go’ (where consumers fill their own reusable
packaging with packaging-free bulk products)
is the option favoured by most supermarket
managers. In large part, this is because this
model is currently the most familiar for
consumers, and supermarket managers would
have seen it being used by competitors (hence,
more certainty!). But it is also favoured as very
visible in stores, and therefore helps influence
people’s mindsets and normalise reuse faster.
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Desk research into the experience of British and
French supermarkets reveals inspiring initiatives
which Dutch supermarkets could learn from. In
France, a new law approved by Parliament in
April 2021, states that by 2030, 20% of the floor
surface for shops larger than 400 square
meters, must be fitted with refill systems.

France is a front runner in this area, with
premium brands piloting refill systems in
supermarkets, and with a new, upcoming
company Loop which delivers filled reusable
packaging to people’s homes and then collects
them for refill when empty. The same company
works with supermarket chain Tesco in the UK.

In the UK, Waitrose became the first
supermarket chain to integrate unpacked items
into regular aisles, as part of its pioneering
‘Unpacked’ refillable concept, offering a wide
range of packaging-free (own brand) products.

Similar initiatives are in place at other UK
supermarkets, either with own brand
products, or in partnership with producers of
branded products.

Although some Dutch supermarkets are
adopting and rolling out similar initiatives, it
is happening slowly and at a small scale.
This could argue for more European
cooperation both between supermarkets and
between governments.

Learnings and inspiration from abroad

“Packaging of supermarket
products represents a big part
of the waste challenge in our
environment. It is crucial to find
out how we can entice both
supermarkets and consumers to
shift to reusable packaging. This
research shows that Dutch
people are very open to using
and buying more products with
reusable packaging. I
encourage brands, retailers and
supermarkets to take the next
step by making reusable
alternatives accessible for
consumers in their
supermarkets.”

Steven van Weyenberg, Dutch Minister
for the Environment



1. All parties – both public and private – must
be engaged and aligned in further research,
testing and development of reuse and refill
initiatives to be rolled out. Supermarkets will
value sector-wide agreements, so that risks are
shared. Changes mandated by the government
would also accelerate this shift away from
single-use packaging.

2. Based on the positive responses from
supermarket managers, ‘refill on the go’ is a
model that could be further rolled out. This
model is clearly visible in stores and therefore
helps embed the reuse of packaging into
consumers’ shopping habits and behaviours.
And as ‘refill on the go’ becomes more
widespread, the exposure effect will further
encourage consumers and drive preference.
This can be reinforced with supermarket
promotions and rewards for consumers
bringing their own packaging.

3. To lower barriers to reuse models, such as the
dissonance with people’s self-image (‘this is not
for me’), supermarkets or brands need to make
reuse fun and attractive - something that suits
the consumer and his/her lifestyle. For
example, personalising the reusable packaging
or designing innovative containers, as well as
offering places to return or refill packaging so
that storage, cleaning and carrying won’t
become a burden.

Conclusion

Reusable packaging in Dutch supermarkets is still seldom used compared to disposable packaging. But the signals for faster change are all green, as long
as all parties stay aligned. Our research has identified different routes for policymakers to accelerate this change and transition to a circular economy:



4. When further reuse options are
introduced, communication to consumers
should stress how significantly these
contribute to a better environment, thus
tapping into the ‘feel good’ factor.

5. Finally, involving other parties in the value
chain in further research and testing – notably
the food and the packaging industries - and
discussing roles and opportunities in a joined-
up effort, can significantly accelerate progress
towards offering more protection that our
environment so badly - and so urgently -
needs.
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Recycling is often seen as the touchstone
environmental behaviour. When asked what
they are doing to save the planet, more
often than not, most people say, ‘I recycle’.

While the first recorded use of recycled
paper dates back to 9th century Japan,
kerbside recycling has been around for
decades. In New Zealand, household
recycling collections kicked off in the early
90s. But despite decades of practice, New
Zealanders still have a long way to go to
ensure they are recycling right, as revealed
by recent research conducted by Kantar
Public for WasteMINZ, a leading player in
the waste sector. 1

In this paper, Edward Langley explores the
drivers and barriers for New Zealanders to
effective recycling, and shares some
constructive and simple steps that policy
makers can take to support householders to
get it right.

The road to recycling right: the
imperative for policy makers to
keep it simple
By Edward Langley, Group Account Director, Kantar Public New Zealand



A spectrum of commitment when
it comes to recycling right

A first step in understanding the nature of the
challenge is to explore how committed New
Zealanders are to the idea of ‘recycling right’.
This includes correctly sorting those items that
are recyclable and those items that are not, as
well as preparing items for recycling by rinsing
them, or removing the lid, etc.

Kantar Public developed a segmentation based
on our behavioural insight model to help
understand New Zealanders’ behaviour and
attitudes towards recycling. We identified five
core segments, ranging from the ‘Advocates’
and ‘Attainers’, who comprise the one in four
people who are highly committed to recycling
right, to ‘Deniers’ consisting of the one in ten
New Zealanders who reject the idea of recycling
altogether. The majority (64%) sit in between,
meaning they are broadly on board with the
idea of recycling right, but there are barriers
that get in the way of people actually doing it. Source: Kantar Public study conducted for WasteMINZ



Identifying the barriers to
recycling right

The complexity of recycling systems is one of
the key barriers. New Zealand – a country of
just five million people – has 67 local councils
dealing with waste and recycling. There is little
uniformity in what they collect, which makes it
much more challenging for the householder to
navigate the system(s). As a result, people
often fall back on heuristics (or mental
shortcuts) – some of which are helpful, while
others lead to contamination and ‘wish-cycling’
i.e. placing items in the recycling that can’t be
recycled.
These heuristics are clearly at play when we ask
people to rapidly sort 30 household items into
those they would typically recycle and those
they wouldn’t. By using timed responses, it is
possible to decode which items are hard-wired
into their brain as recyclable (or not). This
provides valuable insight into ‘System 1’ (fast,
automatic) thinking. 2

On average, householders correctly sorted 21
out of 30 items. The ones which they were able
to most rapidly sort are items that are
universally accepted (paper, glass and cans),
and that have historically been the mainstays
of New Zealand’s recycling system.
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In contrast, compostable items often trip up
householders. Two in three people get it wrong,
as they would typically recycle compostable
bottles and cups. Indeed, our study revealed a
general heuristic that compostable is
recyclable, which leads householders astray in
their choices.

Plastic is another key cause of confusion. This is
where the disparities in the recycling systems
really kick in, with some local councils only
accepting plastic number 1; some numbers 1
and 2; some numbers 1, 2 and 5 etc. In general,
key items which householders incorrectly sorted
included plastic cutlery and meat trays.

Number of items (out of 30) corrected sorted for recycling



It is clear that New Zealanders struggle
to navigate the numbers game.

Just over half (53%) say they look for a
recycling number on plastic items. But amongst
these respondents, only 24% correctly identified
what to do with three plastic items with the
recycling symbols 1 (universally accepted), 5
(accepted in most councils) and 8 (a fake).

The fact that so many people (54%) got our red
herring number ‘8’ wrong, indicates that
householders pay more attention to the
recycling triangle than the numbers themselves.

As with so many behavioural problems, the key
takeaway from this part of the research was
that if policy makers want the public to recycle,
they need to make it as easy as possible.

In the case of recycling, that may mean
adopting a universal waste collection system.
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Finding the right messaging to
support people to recycle right

As part of this project, we conducted
qualitative research with people sitting in the
middle of our segmentation in terms of their
commitment to recycling right (i.e. the
‘Fluctuators’ and ‘Followers’). The objective was
to help WasteMINZ understand what could be
done to bring these individuals fully on-board.

The first thing to note is that people want to be
praised, not chastised . Respondents often
articulate a sense of being a ‘good person’
when they recycle. This is key to their recycling
psyche: even if they may not always do
recycling well, they believe that their efforts in
recycling mean they are good people. They
want to be praised for their efforts, not criticised
for any failures, and it is important that the
messaging sits within this wider context.



We also tested multiple messages which had been
developed following the survey, and asked
respondents to rank their first and second choices.
The message that stands head and shoulders above
the rest, is the simple statement that “Plastics 1, 2
and 5 can be recycled here in Aotearoa". 3

This clearly links to a bugbear that people have in
identifying what can be recycled (and their
particular sensitivity to plastic). It also plays to the
imperative of helping them to do the right thing.

The other statement which cuts through, points
to some of the unknowns that people have
around the recycling process: “If everyone in
the same area puts the wrong things in their
recycling bin, it can lead to whole trucks of
what could have been recycled going to landfill
instead.”

This message may also resonate in a COVID-19
age in New Zealand, where people don’t want
to see their collective efforts undermined by the
careless actions of a few individuals.



As their second choice, respondents often
selected a message that puts a more human
face on recycling; “Real people handle and sort
recycling, so it makes their job safer, easier and
more pleasant if the right items are included
and all items are clean.”

This empathetic people-led approach was
much more successful than the more practical
people-led message suggested by the ‘essential
workers’ statement.It also challenged some of
the misconceptions expressed around the
extent to which New Zealand’s recycling system
is automated (and so householders don’t need
to worry about doing the right thing).

Preference of impact of messages



Many environmental challenges can be pretty
hard going for people, and there is a call for
positive vibes around any recycling campaign.
Bearing in mind that deep down, people believe
that recycling shows them to be a ‘good
person’, it is not surprising that many want a
campaign to be positive, even humorous.

Anything that contributes to making
the process and moment of recycling
seem more satisfying, is welcome.

It’s important to keep messaging upbeat

Kantar Public’s research for WasteMINZ into rethinking recycling has highlighted three key insights
for policy makers:
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In 1968, Singapore’s first Prime Minister Lee
Kuan Yew launched the inaugural Keep
Singapore Clean campaign.1 This campaign
– as well as its successors – was
unquestionably effective, as Singapore is
now generally regarded as one of the
world’s cleanest cities.

In present times, much of this reputation is
attributable to Singapore’s field force of
55,000 cleaners responsible for maintaining
the nation state’s public spaces. However,
this solution has limited ongoing viability:
the older profile of the resident cleaners –
coupled with Singapore’s rapidly ageing
population – presents a unique challenge for
environmental policymakers.

Over the coming years, many cleaners will
age out of their jobs, and there will not be
enough new cleaners to cope with the
workforce shrinkage.2 Therefore, now more
than ever, there is a strong imperative for
individual accountability and positive
environmental behaviour change.

In this article, behavioural change experts
Denise Ong and Rob McPhedran outline the
learnings from a study recently conducted
in Singapore, which highlight the need for a
segmented approach, alongside population-
level initiatives, to reduce public littering.

Towards a clean, not ‘cleaned’ Singapore: tackling
littering through targeted behavioural policy
By Denise Ong, Behaviour Change & Experience Design Lead, Kantar Public, Singapore and Rob McPhedran, Senior
Director, Kantar Public, UK



Since the first Keep Singapore Clean campaign,
the government has been encouraging citizens to
do their part by disposing of rubbish responsibly.

A variety of interventions and initiatives have
been introduced, spanning public and
stakeholders’ communications and engagement
campaigns; school-based programmes; fines
and changes to infrastructure.

When behaviour doesn’t always align with values

“For high standards of
cleanliness to be sustainable in
the long run, all of us must start
playing our part… Each of us
has a critical role in keeping our
country clean, and this is a
shared responsibility for all.”

– Mr Edward D’Silva (Chairman, Public
Hygiene Council)



These initiatives have helped build a normative
perception that keeping Singapore clean is the
right thing to do. According to annual
knowledge, attitude and perception surveys
carried out by the National Environment
Agency, Singaporeans generally claim to do the
right thing (i.e. bin their rubbish) and that they
should take responsibility for keeping public
spaces clean.3

However, stated intentions and values do not
always align with actual behaviour – a
phenomenon commonly known as the value-
action or intention-behaviour gap.4

“Internalising the right values
from a young age is very
important. As a society, I
believe that our values [to do
our part to keep Singapore
clean] are there, but the
practice is not always there.”

– Dr Tan Ern Ser (Associate Professor of
Sociology, National University of
Singapore)



As with many behaviours, littering is heavily
influenced by a mix of situational and
contextual factors. In terms of external factors,
whether or not an individual ends up littering,
depends on:

Identifying which of these factors has the
biggest impact on people’s littering behaviour –
through real-world observations or trials – can
be challenging, complex and expensive.

the setting,
how clean the environment is within the
setting,
how far and full the nearest bin is from them,
who they are with,
the item of litter in their possession.5

Further, different individuals may behave
differently in the same setting.

In addition to context, people’s
actions depend on their attitudes,
beliefs, intrinsic and extrinsic
motivations: for example, how
harmful they think littering is to the
environment; how they view the role
of cleaners; and how concerned they
are about social or financial
sanctions.

Despite the influence of individual differences,
existing interventions, policies, and campaigns
– both in anti-littering behaviour specifically,
and more broadly speaking – are largely
implemented on a uniform, population-wide
basis.

Such an approach does not account for
individual heterogeneity, therefore limiting
population-level effectiveness.

To address this challenge, in a recent littering
behavioural study conducted in Singapore, our
team used an innovative methodology to
recommend a balance of national- and sub-
population level interventions.

The importance of context vs. intrinsic motivation



As part of this study, our team incorporated
two key components to facilitate this:

1. A visual ‘Discrete Choice Experiment’i to
understand the influence of environment
and context;

2. A knowledge, attitude and perception
questionnaire battery (structured
according to the COM-B behavioural
frameworkii), to understand internal
factors.

An example of the hypothetical Discrete Choice
Experiment scenarios can be seen here.Case study:

Bridging the
value-action
gap: a case
study
To understand and influence people’s
littering behaviour, it is important first to
understand the complex interplay between
external factors (i.e. physical and social
environment, situational context) and
internal factors (e.g. knowledge, attitudes,
beliefs).

i Discrete Choice Experiments are a method from

behavioural economics that is used to measure

preferences and importance without direct

questioning, thereby avoiding the value-action gap.

They have been shown to predict certain behaviours

with a high level of accuracy.6

ii COM-B (Capability, Opportunity, Motivation –

Behaviour) is a model used to structure quantitative

and qualitative insights to identify what needs to

happen for an intervention to change a behaviour.7

Please select the scenario in which you
would be more likely to litter



Across the Singaporean population, a ‘full bin’
was the contextual factor that was most
related to ‘littering’ in our experiment, while
cleanliness of surroundings and distance to bin
were secondary. This result suggests that
infrastructure maintenance – that is, regular
emptying of bins to ensure they do not fill up –
could, in certain settings, be more important
than general cleaning in discouraging littering.

Location is also crucial: the highest
rate of littering was predicted in
hawker centres (street food
markets), while the lowest was in
residential areas.

This result indicates that people are less willing
to litter in spaces they consider their own,
compared to communal settings where there is
less psychological ownership.

Given that food outlets are considered one of
the least clean public spaces by Singaporeans,
the perception of hawker centres as ‘dirty’ or
‘wet’, is also likely to perpetuate littering
behaviour by providing social proof that
littering is acceptable in this setting.89

Therefore, for littering hotspots such as these,
the maintenance of a clean environment (e.g.
dry floors, tidy food tray return stations)
alongside physical interventions to foster a
sense of shared ownership, will be important to
minimise littering behaviour.

The importance of context and psychological ownership over public spaces



Population-level interventions, such as those
recommended above, are a necessary first
step. However, they are unlikely to be effective
in isolation due to individual differences in how
and why people behave the way they do when
it comes to littering. Therefore, we used a
bespoke segmentation model to identify
population segments with differing knowledge,
attitudes, behaviours and demographics; and
to determine the most important behavioural
drivers and barriers to address for the different
groups.

This model provided further evidence
that a single policy, communications
campaign or nudge is unlikely to
work: there is a need for targeted
strategies to reach the different
segments.

Although some segments are responsive to ‘the
stick’ (littering fines), the segment most likely
to litter appeared unlikely to be moved by
future negative incentives. Additionally, while
triggering guilt may be effective for some in
this segment, there is also a risk that this could
‘backfire’ – particularly among the more highly
educated, who are more likely to rationalise
their behaviour and/or become defensive.10

At its core, this segment feels disconnected
from public spaces and from the issue of
littering in general. Therefore, a sense of
ownership over public spaces is needed to drive
behaviour change among members of this
segment, with reframing of littering to ensure
the issue feels more personally relevant.

A multi-pronged, targeted approach to tackling littering



Building psychological ownership can
be achieved in small ways, such as
giving a nickname to a space or
creating cues that suggest
possession. Field experiments have
shown that this approach can be
effective in facilitating the
stewardship of public goods.11

Source: 'Building psychological ownership can help governments preserve parks and public spaces',
Tippie College of Business.

https://ga-dev-tools.web.app/campaign-url-builder/%C2%A0
https://ga-dev-tools.web.app/campaign-url-builder/%C2%A0


Ease of finding a bin is not a major factor for
most; however, bin accessibility is an important
driver for elderly segments. Therefore, it is
important that bins are readily available,
accessible, and visible in areas where older
adults tend to congregate (such as residential
public spaces and street food markets).

Environmental nudges, such as ‘green
footprints’ that increase salience and
(subconsciously) direct users to the nearest bin,
have been shown to successfully reduce litter in
public areas.12

Bespoke interventions: the way
forward

Until now, the design of behavioural policy (for
littering, and more generally) has
predominantly focused on broad interventions
and nudges. However, research has shown that
such approaches can sometimes backfire for
individuals who already engage in positive
behaviours.13 Therefore, policymakers need to
take citizens’ heterogeneity into account via
more bespoke interventions wherever possible,
delicately balancing precision with practicality.14

Despite the challenges inherent in this task, this
much is clear: in environmental policy and
beyond, one size truly does not fit all.
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Our specialist teams around the world are expert advisors on issues of biodiversity, food shortages, global warming,
water recycling and desalination, waste systems and more.

We offer gold-standard evidence to help our clients tackle the devastating consequences of our fast-accelerating
environmental crisis and define a roadmap to a greener and sustainable future. Here are a few examples of our recent
work on climate change and environment protection:

1
In partnership with The
David and Lucile Packard
Foundation, capturing public
opinions on the role played
by the ocean towards
human, planetary and
economic health across six
of the biggest coastal
nations (USA, Mexico, Chile,
China, Indonesia, Japan), to
inform sustainable
development policies.

2
Advising the Australian
government on influencing
citizen behaviour to save
water now and increase
water availability for the
future, through options
including recycled water and
de-salination policies.

3
Understanding public
attitudes and behaviours on
climate change, waste, and
water, to inform policy and
ongoing communications
led by New Zealand's
Ministry for Environment.

4
Measuring the social licence
for novel ways of dealing
with invasive species that
threaten biodiversity to
support New Zealand's
Department of Conservation
in its communications.

5
Working with France’s High
Council on Climate to assess
the incorporation of climate
issues into regional policies.



6
Developing and evaluating
the ‘Together for Our Planet’
campaign launched by the
Department for Business,
Energy & Industrial Strategy,
designed to encourage UK
businesses to reduce their
carbon emissions.

7
In partnership with Oxfam
France, assessing public
attitudes on climate change,
and expectations towards
the inclusion of climate
action in the government’s
economic recovery plans.

8
Understanding behavioural
barriers and drivers towards
cycling to work to inform
communications
encouraging commuters in
The Netherlands to swap
short car journeys for
cycling.

9
Evaluating water security
interventions in India to
preserve the water resource,
adapt to exceptional
climatic events and build a
sustainable agricultural
model.

10
Assessing Polish citizens'
attitudes and behaviours
towards environmental
protection and
sustainability.



11
Understanding public
awareness, attitudes,
beliefs, intentions and
behaviours towards waste
minimisation in Australia.

12
Monitoring energy efficiency
service providers in Germany
and understanding the
demand from households,
private sector and public
sector organisations.

13
Monitoring the attitudes of
European citizens across all
27 Member States towards
the environment, air quality,
and energy policies.

14
Assessing the beliefs and
attitudes of young people
(aged 16-25 years) towards
climate change and
government responses in ten
countries across four
continents.

If you would like to
speak with a
member of our
policy & programme
evaluation teams,
or discuss our
Evidence and
Consulting services,
email us at:

public@kantar.com
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