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A new communications era 

 Reduced trust in big institutions 

 A fragmented media market 

 No more “silver bullets” 

 People looking to their networks for advice & 

information 

 



Less trust in big institutions 



Big media is dying 



Priorities: jobs, economy 



Words matter 



Awareness to action 



Attitude-behavior gap 

 Structural constraints 

 Single action bias 

 Threats to values and self-interest 

 “Free-rider” effect 

 “Drop in the bucket” effect 



Values and outcomes matter 



Takeaways 

 Do your research 

 Identify & overcome 

barriers 

 Find & use networks 

 Use targeted digital 

strategies 

 Find the local values 

that cross the 

partisan divide 

 



 

 

Climate Communication 

Project 

City of Eugene, Sustainability 

Office 

Sustainable Consumption in Eugene 



Climate communication 

 Climate and Energy 

Action Plan (2010) 

 Consumption in 

regional GHG 

inventories 

Metro: 48% 

 Lane County: 58% 

Awareness → Attitude → 

Behavior 
 



Changes in consumption 

 Thoughtful consumption: principles 

Want vs. need 

 Sharing, trading, renting, borrowing 

Durable, repairable, reusable 

 Less stuff, more memories 

 

 Goals: consume less and consume differently 

 



Research project 

Climate Communication Strategy 

 1st installment: consumption 

 Research and design 

 Best practices 

 Measure attitudes: survey and focus groups 

 Test messaging 

 Recommendations: May 2012 



Attitudes 

Baseline phone survey (n=300) 

 We’re already there:  

o 77% = climate change is happening and it’s 

manmade 

o 81% = climate change requires us to entirely 

rethink our behavior 

o 74% = individuals can make a difference 

o 65% = we’ll be better off by consuming less and 

living more simply 

 

 



Consumption and the economy 

 Agreement 

 Threatens our ecosystem 

 Leads to higher consumer debt 

Reducing consumption is difficult in consumer 

culture 

 Lower emphasis on production and consumption 

 Mixed feelings 

Reduced consumption would be a bad thing for 

long term economy 

Consumption is necessary for the growth and 

strength of our economy 



What influences consumption? 

How often does this influence 

purchase decision? 

Frequently Almost Always Total 

How long it will last 

 

35% 59% 94% 

Weighing difference between 

“need” and “want” 

44% 42% 86% 

Reputation of the maker 

 

48% 34% 82% 

Whether it will make life easier or 

more efficient 

50% 22% 72% 

Comfort and convenience 47% 17% 64% 

Time it will save 

 

45% 11% 56% 



Message framing 

 Anti-Waste 

“If consuming means waste then it’s a bad thing.” 

 Generations 

“I want my kids to know that what’s important is who 

they are, not what they have. And that’s a hard lesson 

to teach in the US when we have so much.” 

 Self-Satisfaction 

“Having a garden and chickens…I feel really 

accomplished…I grew it all myself.” 

 Oregon Pride 

“I’m appalled at things I witness, particularly in other 

states and countries. It affects me emotionally.” 



 

Message resonance 
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Oregon Pride - environmental

leadership

Do the Right Thing - recyle, reuse,

reduce 

Live by Example - thoughtful

behavior

Waste Not - sustainable lifestyle

Care for Future Generations -

protect the planet

N=692 x 5 votes per person 



The last word 

Thoughtful consumption: good for you, your 

family and your community.  

 

Thoughtful consumption: reducing waste.  

 

Thoughtful consumption: leaving a legacy for our 

children.  

 

Thoughtful consumption: easier than you think.  



What this suggests 

• Focus on consumption alternatives: gifting, reuse, 

repair, renting, sharing 

• Emphasize value in the local economy  

• Don’t need to talk about climate change 

• Proxy values: financial savings, less stress, more 

time with family 

• “Buy local” as a bridge strategy 

• Trusted sources: family, neighbors, waste 

companies 

• Test (and evaluate) through pilot(s) 

 

 



Moving forward 

 Response from elected leaders 

 Vetting results with business leaders 

 Funding for next phase: program design, pilot 

roll-out 

 Working with local stakeholders 

 

Reports: www.eugene-or.gov/sustainability  

http://www.eugene-or.gov/sustainability
http://www.eugene-or.gov/sustainability
http://www.eugene-or.gov/sustainability


 

 

Thoughtful Consumption Campaign 

City of Portland, Oregon 

ResourcefulPDX.com  

 

Be Resourceful 



Be Resourceful 

 Make simple changes in 

how you get what you 

need! It can help you 

save money, support 

the community, 

conserve natural 

resources and enjoy 

more time with friends 

and family. 

 
 

 

 



Goals from the beginning 

 Behavior change  

 Social norming 

 Celebrating and validating what people are doing 

 Beyond point of purchase 

 Abundance, not personal sacrifice 

 What is valuable or important to you? 

 Multi-year seasonal framework 

 Actions that have impacts 

 Positive messages 

 



Portland Recycles! Plan 2007 

 Portland’s goal is to 

stop growth in the 

waste stream, and to 

raise the recycling 

rate to 75% by 2015. 

 Emphasize waste 

prevention in 

education and 

outreach. 



 Climate Action Plan 2009 

 Consumption and Solid 

Waste 

 Reduce total solid waste 

generated by 25 percent. 

 Recover 90 percent of all 

waste generated. 

 Reduce the greenhouse 

gas impacts of the waste 

collection system by 40 

percent. 

 



Campaign development process 

 Fall 2009: focus groups to create message 
framework 

 Spring-Summer 2010: materials development 

 Fall 2010: launched pilot 

 Summer-Fall 2011: focus groups and phone 
survey to test campaign and ID audience 

 Spring-Summer 2012: campaign refresh 

 Fall 2012: re-launch 



Where we started 

 Grassroots, non-

government focus 

 Sharing stories  

 Four categories + 

theme related to 

climate: In the 

kitchen (food 

focus) 

 Community 

resources, partners 

 



Lessons learned 

 In all communications, 
focus on actions (the 
“how”) rather than the 
underlying motivations 
(the “why”). 

 Align positive messaging 
with simple action.  

 Draw on consumers 
interest in saving time 
and money. 

 Don’t include climate 
messages.  

 Portlanders are into it!  



Behavior Change Theory 



How to save more and live more 

 Buy Smart 

 Reuse 

 Borrow and Share 

 Fix and Maintain 



Color coded categories 



Buy smart 

 Plan ahead 

 Purchase for long 

term 

 Sustainable 

purchasing 

 Give gifts of 

experience 



Reuse 

Buy second 

hand, salvage, 

vintage 

Repurpose the 

old for new 

needs 



Borrow and share 

 Community organizations 

 Friends, family, neighbors 

 Rental companies  

http://preserveandserve.org/


Fix and maintain 

 Extend life  

 with basic 

maintenance 

 Do-it-yourself 

 Hire out 

 



Times of transition 

Back-to-school 

Moving 

New baby 

Remodeling 

 
 



Interactive online map 



Share a community resource 

online 



Campaign re-launch  

 Audience identified: Portland 

residents who want to learn 

how to Be Resourceful 

 Color coding for categories 

incorporated  

 Materials, web and display 

updated 

 Interactive map created 

 Resources identified 

(continues) 

 Partnerships with community 

groups and businesses 

developed (continues) 

 

 

 



Building on Be Resourceful 

 Connect with community infrastructure  

 Partner with member based organizations  

 Build community capacity 

 Focus on local businesses and residents 

 Evaluate Portland resourcefulness 



Best practices 

 Identify the barriers & how they can be 

overcome. 

 Align positive messaging with simple action. 

 Identify discrete, targeted behaviors (the 

‘gateway drugs’). 

 Draw on consumers’ interest in saving time and 

money 

 Focus on actions (the “how”) rather than the 

underlying motivations (the “why”).  

 

 



Best practices 

 

 Deliver messages through partners and 

leverage the non-profit, community and 

peer-to-peer efforts that already exist. 

 Incorporate evaluation into program design 

and identify appropriate metrics. 

 Pay attention to potential pitfalls. 

 Align structural changes with 

communications. 

 



Lingering questions 

 Does waste prevention work as a successful 

frame for consumption? 

 Will sustainable consumption hurt the 

economy? 

 Is a new “sharing economy” being born? 

 Do people already “get” this? 

 Is individual behavior change the right target? 

 

 

 



Does waste prevention work as a 

message frame? 



Will it hurt/change the 

economy? 



Is sharing the new owning? 



Portlanders are into resourceful 

living 



Individual vs. collective action 



Contact us 

Leslie Carlson, Brink Communications 

(503) 805-5560, leslie@brinkcomm.com 

 

Babe O’Sullivan, City of Eugene 

(541) 682-5017, Babe.osullivan@ci.eugene.or.us 

 

Alicia Polacok, City of Portland  

(503) 823-7107, Alicia.Polacok@portlandoregon.gov 
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