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Raziskava ugotavlja, katere so spodbude in ovires&bno (de)motivirajjudi v
boju proti podnebnim spremembam. S tem Zeli priapdvboljSi osvegenosti ljud

0 pomenu podnebnih sprememb. Z oblikovanjem ingeiglinarnega okvira za
prewevanje problema podnebnih sprememb raziskava gojasazlicne vsebinsk
vidike obravnavanega pojava. Pregled obstbjgavnomnenjskih raziskav je bil
prvi korak raziskave, ki je predstavljal podlagodtadikovanje tem za poglobljene
intervjuje. Slednji so predstavljali jedro analize bili nadalje nadgrajeni s
fokusnimi skupinami, kar je omogito vpogled vdruzbeno pogojenost odgovor
Sredi§e raziskave so trije kljni vidiki: povezava ukrepanja na podipu
podnebnih sprememb, z osebnim sistemom nagrajékanjeovanja; povezava med
ukrepanjem in osebno prizadetostjo zaradi poslgmbdnebnih sprememilali
osvegenostjo o problemu; ter povezava ukrepanja z déjgavikot so cena
razpolozljivost in kakovost izdelka ali storitvRezultati pretevanja kazejo, da
sploSno zavedanje o podnebnih spremembah med ljwiBoko, vendar pge
njihovo razumevanje tematike precej povrsinskodjgune povezujejo svojih dejanj
s posledicami podnebnih sprememb, slednjih nith&&utijo mocno. Posledino
verjamejo, da sami kaj dosti ne prispevajo k pojaednebnih sggmemb. Zato tue
ne zaznavajo, da bi lahko prispevali k reSevanpblegma. Ukrepanje za z6t®
podnebja néeloma podpirajo, vendar lée njihovo p@éutje ali udobje s temmiste
bistveno prizadeta. Z vidika takSnih izsledkov jemunikacijo o podneb
problematiki potrebno umestiti v razpravo o Sigesnembi ekonomskpeliticnege
sistema. Brez tovrstne komunikacije bo le tezkoetiospremembe, ki so potrebi
da bi se zmanjS&lovekov vpliv na podnebje.
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climate change

climate communication

cognitive dissonance

Copenhagen climate talks

decision-makers

denial mechanism

greenhouse gas emissions

GLOSSARY

Generally describes the state or atmlipgrceive, feel or be
conscious, but in the framework of this dissertatiorefers
to awareness about environmental problems- theisess
consequences and solutions- more specifically ¢éma
change.

Study of the role of sociagnitive and emotional factors in
explaining the economic decisions, mainly focusedtive
(inrationality of economic actors.

Normally defined as a significargrge in characteristics of
the climate system over periods of time from desatie
millions of years, regardless of the cause, butthis
dissertation used to refer to climate change causgd
activity of humans.

In this dissertation, thernteis used to indicate
communication about the climate change problem. It
encompasses a variety of means, which are used to
communicate about the climate change problem tavitler
public.

A state where a person facesntradiction in cognitions.
The theory of cognitive dissonance explains that if
individuals act in ways that contradict their bidjghen they
typically will change their beliefs to align witlheir actions
(or vice versa).

The United Nations Climakange Conference that was
held in December 2009 in Copenhagen and encompéssed
15" Conference of the Parties to the UNFCCC afft 5
Meeting of the Parties to the Kyoto Protocol.

A set of people who are in positomake decisions about
policies or measures at different levels. The growgudes
elected representatives, politicians or high-raglafficials.

A mechanism that defends peopie facing a fact that is
too hard to accept by rejecting it, even if theuhss of
ignoring the fact could be devastating.

Emissions of gaseshbatbaand emit infrared radiation,
causing the so-called greenhouse effect.
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herding Generally used for bringing animals intoherd, in this
dissertation, the term is used to describe huntenstency to
form groups.

Kyoto protocol An international treaty arisingfincdhe UNFCCC and setting
obligatory targets for industrialized countrieg¢duce GHG
emissions.

neoliberalism Approach to economic policy that spudtress on the

importance of private enterprise, liberalisationd afree
markets and hence tries to minimise the role ofthte.

phase transition Generally a transformation ofearttodynamic system from
one phase or state of matter to another, but icdlse of this
dissertation used to describe transformations llagpen in
human societies.

recency effect When people make decisions, theynoue emphasis on the
most recent data they have received. This is cabedncy
effect.

treadmill of production A theoretical model deveddpby Allan Schnaiberg that

refers to the never ending circle of productionstonption
with which the current economic model can satisfy i
inherent need for achieving constant growth.
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1 INTRODUCTION

Addressing the climate challenge is an issue thap& thousands of scientists, politicians
and activists busy for decades and yet people sedrm further and further from reversing
the trends in emissions that cause the problem.pféidem of climate change reaches an
unprecedented level of complexity already when e@wtrictly from an environmental
perspective. Viewing it as a side-effect of thectioming of the current economic system
significantly adds to the complexity. However, tooperly address the problem, its
dimensions must be known. One of the key obstaglen dealing with climate change is
that it is addressed as an environmental problather than a discrepancy resulting from
the current economic system.

This dissertation aims at providing a wider framéwior understanding the dimensions of
climate change in order to help formulate morecai¥e solutions. After building such a
framework, it researches the awareness and habipeaple in Slovenia and tries to
analyse what the best awareness raising strataggder triggering a change of habits.

Admittedly this might seem like an incoherent agoto to formulating strategies for
communicating climate change in Slovenia; but,tas argued in the dissertation, firstly,
people are not strictly rational beings; and, sdbgnthe key to resolving the climate
challenge is people- the human touch. Hence timd &f approach was used to construct
the research in this dissertation- in spite of ilegmver a few steps that would normally
logically follow between building a very wide framerk of the climate problem and
focussed researching of a very narrow group of ansivom a very small group of people.

1.1 POINTS OF DEPARTURE

There is a wide range of starting points for thssedrtation, but this section will only name
a few to provide understanding of the points ofadepe, from which it originates.

The first starting point is that climate changeperceived mostly as an environmental
issue, and insufficient attention is paid to howrtg into the wider picture. After a decade
of being given a high amount of attention, the éssufinally starting to be perceived as an
economic or social issue as well. However, thedptd understanding of how climate
change interacts with the current economic systeoh societies is still limited to the

circles of experts. It still remains an unpreceddnthallenge to communicate the
complexity of climate change, which makes it hasdoting the complex issue into the
understanding of wider circles of people.

The second starting point is that apart from bgusy an environmental issue, climate
change is also a side-effect of a dysfunctionaheouc system. Economy used to be one
aspect of human life, but with the global spreadcapitalism, the economic aspect
becomes a goal of people's lives, rather thangusieans of survival- one aspect of the
many that should constitute the quality of life.cKiang climate change means also
tackling the economic (and with it political) systehat has gone array. However, this
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remains Pandora’s box for many people, who dedl wlitnate protection on all levels, as
they do not wish to admit that stabilizing the @i system in the current socio-economic
system is very challenging, if not an impossibldeavour.

The third point of departure was the question oétlubr or not the changes of behaviour of
individuals can, in light of the previous startipgint, make a significant enough change in
the impact on the climate system. Many people impla steps to protect the climate, but
those steps are marginal in the overall human itnpaclimate. Hence it is questionable if
the small steps can really divert humans' impawnhfbeing negative to neutral. However,
the key question is how deep the behavioural cleaggeif one recycles waste, this might
not be enough, while if one tries to exit the caonption craze and organize a self-
sustaining lifestyle, which is interlinked into @lfssustaining community, then behavioural
change can make a difference when it gains thearinass. An important behavioural
change is also to become an active human beirfigrréftan a passive worker-consumer,
and to openly question the underlying logic of #enomic and political systems- to
demand change through citizen action and to engaggious actions. Individual action is
important, because policies and measures mustgpoded and implemented by people;
and also because in a system, driven by interéstapatal, it can only be individuals that
are able to point at the problems and demand tizolse solved.

The fourth important starting point is that in agking climate change, psychology- both
of individuals and of societies, is almost entiregglected while it plays an important role.
Many climate protection actors are not aware of itheact of individual and social
psychology on human behaviour. Yet it is importemtunderstand the mechanisms of
psychology in order to both understand the clinch@Enge problem and to help address it.

The last starting point is that climate change very complex problem. Understanding the
complexity of the problem is difficult, but even neddifficult is explaining this complexity
to other people. Actions that contribute to thebteo are deeply integrated into people's
lives. It is hard to perceive the problem, becarmesequences can be invisible or too slow
to perceive. The sectors that contribute the mostlimate change (energy, transport...)
are the ones most in control of the current econoset up. Fighting climate change
problem sometimes means fighting against peoplsis wishes. These complexities go
further than just accepting the climate problemamgconomic and social issue.

1.2 WHY MULTIDISCIPLINARY APPROACH

Although there is still a lot of heated debate aghtive public about the human impact on
climate change (see for example Climate resista@0&0 or Information is beautiful,
2010), the scientific consensus is that human iagis the cause for the current episode of
climate change (Climate change 2007: the physiceénse basis, 2007). However,
although it has been established that the probdecaused by the human interaction with
nature, science has only invested a limited amo@i@ttention to studying the effects of
‘the human touch’ in resolving the climate challenBy limiting research to one branch of
science, in-depth understanding of this brancheated, but one is unable to see the whole
picture, which is sometimes relevant for findingger solutions to the problems.
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In spite of major progress in natural science, Mdtle is known of the planet and its
inhabitants, claim Suzuki and McConnel (1999). Tkey problems can be observed. One
is that even fields that are very well developedude gaps in knowledge that are “large
enough for the future of the planet to fall throtygks Suzuki and McConnel (1999) put it.
Climate field is a clear example of where scieatifindings cannot explain all possible
connections in the climate system or give the geepiace and strength of climate change.
This is not to say that science in this field dessrcondemnation, but that there are still
many knowledge gaps to fill.

The other problem, that Dickens (1996) is discugsis that in spite of progress in each
separate field of science, there was no progresaderstanding the overall picture and the
connection between sciences. At the core of enwisntal destruction, according to
Dickens, is the problem of specialization of knadge and labour. Natural sciences have
laws, but those do not tell how the society shdatik like and therefore the connection
between humanity and nature is not properly ideatifsocial sciences have also neglected
the insights of natural sciences. People are d#eriliar with only one field of science and
there is hardly any link with other sciences. Ditkg1996) also warns that fields of
knowledge, which fall outside of the range of knedde needed for production and mass
consumption, are discriminated and ignored, althabgy represent important view on the
situation. Fromm (2009) also points out that todaig believed that by knowing facts
people gather knowledge and wisdom; while peoptebarsy gathering the facts, there is
rarely any time left for thinking. Thinking withodiéicts and information is futile, but so is
having facts without thinking about them.

In tackling climate change, both the individual asatiety are important. It is needed to
observe some characteristics of an individual (pskagy of individual) and see how they
function in the society (psychology of society).tBare closely interlinked, and it is hard
to achieve a structural change without individuhiat would demand it and support it.
Also Uzzell and Rathzel (2008) believe that if $imns for sustainable life are to be found,
it is needed to fully understand how to changearkteraction between individuals and their
social context. Uzzell and Rathzel (2008) see iddials as “the sum of their social
relations” and this is why more attention should bwen to the relations of
production/consumption and social/political relagothat help people form their values,
attitudes and behaviours. Hannigan (2006) shares dpinion that approaching
environmental challenges without sociological ustierding is not going to be enough to
deal with the current crisis of the planet.

Ariely (2009) and Schwartz (2004) highlight thatimparts of people’s understanding of
the world build on the premise that actions of pe@ye actions of a rational actor. Only
recently studies are starting to reveal that aelgrgrt of people’s actions is driven by
irrationality rather than rationality.

Mullainathan (2009) draws attention to the obseéovathat it is often believed that the
problem is solved when there is a technologicalitsmt, but the human problem often
remains open (and is not even researched). Acaptditim, the majority of the solution
Is about science- testing, trial, etc., but whea $lo-called “last mile of the problem”
arrives, people always try to guess how to solvé&here is a lack of scientific method for
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solving the last-mile problem. The amount of resear which is put into solving the last-
mile problem is low; millions are invested into easching efficient technologies, while
close to nothing is invested in behaviour changellldhathan (2009) believes that
behaviour change is a big field of science reseawbich will recognize the complexity of
the human mind.

Although people like to rely on legislative measusnd technology development, they
often fail to see that it is people who will hawe énact the legislation or handle the
technology, Corner (2009) points out. Gram-Hangd&810) illustrates this by showing
that differences in habits can explain the varratio household energy use by up to 300%
or 400%. This means that studying how humans actthtdogy work side by side is very
much needed.

All'in all, as Gowdy (2008: 637) puts it:

"Understanding how humans make decisions and respmnncentives is much
more than an interesting academic question. It praye to be the key to the
qguality of human life in the decades and centutescome. It is likely that
responding to rapid climate change will be the majoallenge our civilization
faces in the coming decades and centuries."

As explained in the previous subchapter, ‘Pointdegarture’, climate change is normally
considered to be an environmental problem, butifaplat it only from this perspective is
not enough. An important way to look at it is asegative side-effect of a capitalistic
system that needs to be thoroughly redefined mafe action is to mean more than just a
scratch on the surface or a cosmetic fix. To uridadsthis, it is important to understand
how the capitalistic system functions- from cregtéver increasing needs to minimizing
prices through exploiting environment and peoplhisTis why the functioning of the
capitalistic system is briefly analyzed in thissgigation.

In order to change the currently prevailing ecormahiand political system, which is
deeply rooted in human societies and ways of ldeicial changes will have to be
achieved. To make such important changes, it iessary to understand the evolutional
barriers and drivers, which prevent people fromingkaction. The psychology of an
individual, as well as the psychology of socie/an important item to understand from
the angle of climate change. In an economic systamen by interests of capital, only
individuals can cause social commotion, point & pinoblems and demand those to be
solved. As policies and measures must be suppamnedimplemented by people, it is
necessary to understand how to motivate peoplentadd changes and introduce changes
into their lives. Lastly, climate communication da@a counterproductive if it is not based
on psychological science- e.g. scaring people alithate consequences can lead directly
into denial. This is why the psychology aspect setxlbe brought into the picture. A
relevant highlight pertaining to the psychology test concerns irrationality. This is
because solutions for climate stabilisation arerotbased on rationality, while people do
not behave rationally.
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Due to the listed reasons, it was attempted toepthe research into a multidisciplinary
framework. This dissertation might at first seelkelian unorthodox mix of topics and
issues, yet this variety of issues is closely lthke the central questions (outlined in
section 2.2) and is substantial for creating a aeMmgnsive picture of the climate
challenge. As comprehensive as it was attemptée ta still lacks many vital aspects and
leaves many open questions for further research.

1.3 CHAPTER OVERVIEW

The first part of the dissertation explains theecbyes of the research. It presents the key
research questions and outlines the key contribsitio science.

The next chapter tries to build an interdisciplindramework for discussing climate
change. It first outlines the features of the ctieneghange problem that make it challenging
to address, such as complexity and interrelatedwéhspeople’s lives, and then looks at
why a structural change in the economic and palisystem is needed to properly address
the climate challenge. The next step is sketchimg impacts of psychology of an
individual and of society on the climate problenmeTchapter finishes by proposing how
psychology can be used to enhance climate comntioncand action.

The fourth chapter introduces the methodologicainfework of the research. It explains
the phases of the research, from the literatureveaxe to focus groups. It also explains
what methodological approach was used to creagrmgrhasis on agriculture, and what the
limitations are that the research faced.

The following chapter presents the results of #mearch, starting with the results of the
desk research, going through the results of thadepth interviews and finishing with the
results of the focus groups.

In sixth chapter the results of the research aeudised to give added value to the findings.
The chapter discusses the findings from the fiftApter, but it also focuses specifically on
the findings related to agriculture, and outlines interesting highlights from the findings.
It also returns to the research questions and imgpthe key answers. The chapter finishes
with conclusions and recommendations.

The last chapter summarizes the dissertation andapter 8 the sources are listed.
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2 OBJECTIVES OF THE RESEARCH AND KEY RESEARCH QUESTIO NS

2.1 OBJECTIVES OF THE RESEARCH

The overarching objective of this dissertationasptovide guidance for communication
about climate change in order to raise awarenesslimfate change among people,
specifically in Slovenia and with an emphasis andlgricultural sector.

In order to do that, the first specific researcleotive of the dissertation is to paint the
fullest picture possible about the climate changeblem, whereby knowledge divisions
are overcome and links are established not onkydst scientific fields, but also between
global and local or personal and social fields. églained in section 1.1 Points of
departure, in the field of climate change theraas only deep complexity present in the
science of climate change, but also in how thiblem interrelates with human social and
economic systems. Sufficient understanding of ithkesIbetween climate challenge and the
economic and social systems, as well as betweenatdi change and psychology of
individual and society, is needed to be able tpery communicate climate change and
its solutions. This is why a review is needed abemng literature on how the functioning
of the global economic and political system creatasditions for ever stronger impact of
humans on the climate system. It is also necedsabuild a full understanding of the
psychology of individuals and societies in relattorhow climate chaos is created and how
psychology can help in finding solutions for theolpgem. Building a multidisciplinary
framework for climate change is, however, only al tm help base the research on all
relevant aspects.

The second specific research objective is to ifiertthe drivers and barriers that
(de)motivate people to take personal action totfaimate change. Within this objective,
exploring three specific aspects is the focus efrésearch:

« connection between climate action and the persemard/punishment system,
connection between climate action and being pelsonaffected by the
consequences of climate change or understandingithate change problem, and
connection between climate action and factors saghprice, availability and
guality of the products or services.

The focus of the research is on inhabitants of &l@a; with an emphasis on the
agricultural sector. This focus is needed to kdep research at a realistic level with
enough in-depth access to opinions and views ofebearch participants.

2.2 KEY RESEARCH QUESTIONS

The key research question that this analysis wiltd answer is ‘What are the drivers and
barriers that (de)motivate people to take persacotbn to fight climate change?’

In the wider research area of climate change ntitigathe specified research question (or
research topic), will try to answer the followingesific questions:
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Is taking climate action closely related to a peeaeward/punishment system?
(Would people take action if they were personatyarded for it; and the opposite:
Would people not take action if they have to samitheir comfort?)

- Is a person who is affected by the consequenceBnadite change, or understands
the connection between his/her behaviour and theaguences of climate change,
more susceptible for changing habits than a pengamis not affected or does not
understand this connection?

- Is change of habits to implement climate solutioasd the scale of them-
conditioned with factors such as the price, avditgtand quality of the products
or services?

The specific research questions are not outlinegd because the list is rather long, but
they can be viewed in the interview and focus grguigelines in Annex A and C.

2.3 CONTRIBUTIONS TO SCIENCE

In line with the previously defined objectives, tkey contributions to the science that this
dissertation aims at are described in this subehapt

Without having aspirations to cast major new figdinin the climate debate, this
dissertation simply tries to highlight some reastorsclimate (in)action and construct a
broader picture to provide a multidisciplinary frework for understanding the depth of
climate change problem. Explaining how climate desion is inherent to the prevailing
economic (capitalism) and political (democracy)tegsis one of the key contributions for
climate actors on all levels. Only by understandihi, the climate actors can place
climate communication and solutions in the corfemhework.

When tackling climate change both the individugbraach and the social approach need
to be mixed. This is why it is needed to study ahtaristics of an individual (psychology
of individual) and see how they function in the isbc (psychology of society), as seen
from the angle of climate change. Both levels ofchslogy are closely interlinked and
need to be used to achieve structural changesviddils need to demand structural
change and support it.

Researching the leverages from the psychology divitual and society that can assist
and support climate communication and action iscbeanother key contribution for those
that act to stabilise the climate system. Thiseadission offers an overview of the key
strategies for communicating the climate changaeigsee section 3.1.4.). Those strategies
are based on a massive body of evidence foundyrhpkgical and social studies, as well
as opinion polls and studies of human attitudesatd# climate change. Bringing those
communication strategies together represents adbagkagainst which the research of
how to best raise awareness and communicate clichatege in Slovenia was set.

In spite of the numerous studies and opinion piblt capture the general opinions of
Slovenian people about the climate change problew i#s solutions, there is no
comprehensive in-depth study for Slovenia on péspberception of climate change,



Zivéié L. Raising awareness on climate change in Sloveiilaan emphasis on agriculture.
Doct. dissertation. Ljubljana, Univ. of LjubljanBiotechnical Faculty, 2012

especially not in relation to topics such as stmaitchange. This is why this dissertation
provides an in-depth understanding of people’sgurans in Slovenia, which both gives
an insight on how to communicate climate change @mehs questions that need further
research.

In the climate change related opinion polls, notyna high level of awareness is
expressed, but action in practice is missing. h b&@ suspected that the quantitative
research methods, such as telephone polling, riesaticially desired answers rather than
real answers. Therefore a relevant goal of thisaseh was to also try to cast a light on
which perceptions of Slovenian people are describgld socially desired answers and
which are close to reality. Although it would berdhao name this a methodological
contribution to qualitative research, it does casgeds for understanding how in
researching people’s perceptions of climate chamgecan avoid, or at least control, the
extent of socially conditioned answers that distesults of many studies and polls.

Finally, while good guidance for communicating dite change in general is available
(see for example The psychology of climate chamgensunication, 2009; The rules of the
game, 2005; New rules: new game. Communicationgc$ator climate change, 2005;
European Commission, 2010b), there exists no sgtiokelines that would be adjusted to
the specifics of Slovenia. This dissertation presgithsight into how people understand the
problem, how they perceive the problem, how theycgige the communication-
awareness-raising actions etc., while at the same providing hints and tips for how to
better communicate climate issues. It also conte®bto better insight of specific groups of
people, such as rural population, which establislaesbetter basis for targeted
communication of climate change. It offers someaitieton why climate scepticism is
becoming stronger in Slovenia and how to managdeatso provides a basic idea of which
values are social and which are individual, henaking it possible to base climate
communication on different sets of values.
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3 CLIMATE CHANGE: BRINGING THE PUZZLES INTO AN INTERD ISCI-
PLINARY FRAMEWORK

The scope of this chapter is to provide a summaribeoretical background of the
research topic and its wider context. The firstt pdrthe chapter discusses the issue of
human induced climate change and its charactevisiitbe next part looks into the
economic system that represents the framework inhw¢limate change is happening. The
usual insight of climate change sees the probleanasdependent issue next to many that
are appearing in the modern world. However, asrmdlin the introduction chapter, this is
a lapse that leads to deficient understandingefiimensions of the climate problem. This
is why the system is reviewed both from a politigaispective and from the perspective of
the continuous chase between production and cortgam@he subchapter shows that
those are closely connected, and discussing cliclz@ege must also evolve around the
discussion for changing the global economic system.

The chapter continues with another slightly unusisglect of the climate change problem:
the psychology of climate change. As important mgredient as psychology of climate
change is, it is normally not included in the asayof the climate problem and its
solutions. The subchapter presents psychologicaharesms, both on an individual and
societal level, that cause the challenges that Ipeape currently faced with when
addressing climate change. If understood propéngse same psychological mechanisms
can be tapped for solving the climate problem.

The final part concludes the chapter by linking thiecussed concepts to an overall
framework that defines the practical parts of thsearch or, in other words, brings the
puzzles of the chapter into an interdisciplinargtie that represents the framework into
which the research was settled.

3.1 COMPLEXITY OF CLIMATE CHANGE

Numerous studies, researches and articles havedooko almost any angle from which
the climate problem can be presented. For thisoredise subchapter will strive not to
repeat the known aspects, such as the cause cquames of climate change, but rather
look into the issues that represent a contextuhér research.

3.1.1 Short history of the human induced climate problem

In 1896, Svente Arrhenius warned about potentighiiid impacts of climate change (Baer
et al., 2007). Although the problem of the GHG=efffiwas known already in 19th century
it became seriously discussed as a problem ontenl980s. The first to recognise the
threats and raise the issue were scientists, dgireind NGOs (Arts, 1998). No or little
attention was paid to the climate change issud theiBrundtland report that helped the
climate change issue to be put on the agenda ferBarth Summit. In 1988, the
Intergovernmental Panel on Climate Change (IPCQ evaated to evaluate the scientific
data on climate change from a political perspectiveo years later, in 1990, the UN
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General Assembly brought a resolution on estalpigslain Intergovernmental Committee
for a Framework Convention on Climate Change (INRgt was to come up with a
Framework Convention on Climate Change by the Rimf€@ence (Arts, 1998; Walker
and King, 2008). A steadily growing amount of reshaand proofs that humanity can
impact the Earth’s climate system finally culmirchia a global policy response in 1992,
when the United Nations Framework Convention orm@te Change (UNFCCC) was
formed (Arts, 1998; Walker and King, 2008).The UNIRCwas open for signing at United
Nations Conference on Environment and DevelopméNJED). The convention entered
into force after it had been signed by at leastd@ntries in 1994 (Arts, 1998)

In parallel with the man made climate change ingasibn, solutions for reducing
greenhouse gas emission have been developing.ugthmany of these solutions are now
at the reach of our fingerprints and their use dugsreduce the quality of people’s lives,
global emissions of greenhouse gases are stilliggoClimate change 2007: the physical
science basis, 2007; Stern, 2007).

3.1.2 Challenge of the man made climate change

Greenhouse gases are a part of the Earth’s atnres@red their function is to capture a
fraction of the solar radiation in the atmosphezote it is reflected back to space (Lynas,
2008). By doing this the greenhouse gases maimtajtobal average temperature that is
suitable for life; without the greenhouse effebk aiverage global temperature would be on
average 30°C colder than it is now, making it ingdlole for the life to exist in its current
forms (Lynas, 2008). The problem that is observedhe scientists now is that human
activity contributes to an increased concentrabbgreenhouse gases in the atmosphere.
As the amount of greenhouse gases grows, the smlaation that is captured by them is
also growing, leading to the warming of the atm@&sphand the so-called enhanced
greenhouse effect (Lynas, 2008).

As in many other fields, the scientific researchtled climate change issue leaves some
degree of uncertainty about the human impact dverctimate system (Climate change
2007: the physical science basis, 2007). Howelierlatest IPCC report highlights that

"Most of the observed increase in global averagg@ratures since the mid-20th
century is very likely due to the observed increaseanthropogenic GHG
concentrations” (Climate change 2007: the physic&nce basis, 2007: 39).

This shows a high consensus among the scientiatstiiie current episode of global
warming is a consequence of human activities, aatl the temperature raise in the last
decades cannot be fully explained with natural ey¢Climate change 2007: the physical
science basis, 2007). The latest observations ®flRICC show that the changes in the
climate are happening much faster than previougspeeted (Climate change 2007: the
physical science basis, 2007), which leads to asing concern about the time that is left
to reduce impact of humans on the climate systeme. rAnges that are valid with 75%
probability that humanity does not overshoot cert@egrees of global warming (Lynas,
2008) are presented in Table 1.

10
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Table 1: Ranges of temperature increase that dick widh 75% probability if certain C@concentration is
not exceeded (Lynas, 2008: 227)

Preglednica 1: Razponi poviSanja temperature, kajeepri 75 % verjetnosti¢e ne presezemo ddékene
koncentracije C@(Lynas, 2008: 227)

Range of increase in °C Necessary measures Target CQ concentration
0,1-1 most likely not avoidable any longer 35@pp

1,1-2 greenhouse gas emissions peak by 2015  pt0 p

21-3 greenhouse gas emissions peak by 2030  ptB0 p

3,1-4 greenhouse gas emissions peak by 2050 pBH0

41-5 concentrations keep rising 650 ppm

51-5,8 constantly high emissions 800 ppm

* Current concentration is over 380 ppm.

The most striking feature of the man made climat@ange is its complexity. The
complexity of the climate system is topped with doenplexity of its interactions with the
social, economic and political system. The key leimgle in the complexity of the climate
system is to understand the connections betweeprtdwesses of the climate system and
other natural systems. In spite of research, igtkenown about many of the climate system
loops, such as how much methane could be releasedthe melting of the permafrost
(Lynas, 2008). Also the degree of sensitivity, arhbility and adaptability of many
components of the natural system are not fully@eal (Lynas, 2008).

Gough and Shackley (2001) offer some further aspa&dihe complexity:

- the culprits for climate change are scattered enstbciety (especially in the North)
and that makes it hard to identify a small numbemitimate culprits, which
ultimately results in an unpopular message ‘Weadir® blame’;

- climate change is a complex issue, involving pmditistruggles as well as scientific
ones;

- the predicted effects of climate change are hardllistrate and make more
concrete, which causes a certain degree of absinaahd hence distance from the
perception of the realness of the problem;

- there are many ways to solve the climate changbélgmg and this variety of
solutions closes the possibility to strongly proenohly one solution.

The climate challenge has some further specificsoonplexities, as concluded from the
literature overview, provided in the following stiapters. One is that it is hard to perceive
the problem because it is invisible and long-lastwhile humans are wired not to be
observant of such problems. For example, in th&d f&f biodiversity, one notices
disappearance of the species easily, becauseptehapelatively fast and mostly in one's
own environment. In the field of climate changes tthanges are slower and much less
visible. Another complexity is that the sectorsttin@ost contribute to climate change
(energy, transport, etc.) are under the controlthaf strongest lobbies, which are an
important part of the production treadmill. Becawdethat, the climate problem is the
environmental problem that most demands the didmgraf the current economic system.
Another aspect of the complexity is that fightingnate change often means fighting
against ourselves (e.g. a struggle between goingxotic holidays and polluting with the
flight or a struggle between having more materiabds and using energy for the
production of those).

11
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Climate change has a high interrelation with pesdiges. About half of the greenhouse
gases stems directly from their activities, sucli@gng cars, using electric appliances or
heating homes, while the other half is not emittictly, but still for their activities
(Goodall, 2007). Almost any activity of humans In@ tmodern world results in greenhouse
gas emissions, either directly or indirectly. Byrigeso closely involved with all fibres of
people’s lives, reducing greenhouse gas emissgoayery complex challenge.

In the case of Montreal Protocol on Substanceseaiete the Ozone Layer, where the
emissions for chlorofluorocarbons (CFCs) are tatktbe story is by far simpler than in
the case of addressing man made climate changei¢ZR001). While CFCs arise from
production of a small range of products, GHG aftisen almost any human activity- hence
the Montreal Protocol was easier to negotiate amdingo practice than Kyoto protocol
(Princen and Finger, 1994). The climate changegqa®dénvolves many interested parties
and represents significant threats for some of tfe for oil companies). The presence
of powerful actors and the political relevance bé tissue limits the possibilities of
successfully addressing the issue at a global [@retic, 2001).

3.2 CLIMATE CHANGE AS PART OF THE WIDER SYSTEM

Sometime in the 18th century economic wellbeingabse an objective, rather than means
of achieving true wellbeing. People disconnectanfrthe natural ways, changed their
values and started to feast on natural resourcesuks and McConnel, 2005; Monbiot,
2010). The production world had a lot to do withag it needed to shape consumers in
order to be able to keep on producing. Consumpsictimulated by an artificially created
divide between people’s desires and satisfactiothem. This divide is based on the
psychology of an individual, but is mostly drivep the socially constructed mechanisms
(Baudrillard, 1998; Featherstone, 1991).

In order to keep the wheel spinning, companiesnare running people’s lives according
to their needs. They have absorbed the politicgjiamand education (Fromm, 2004;
Rifkin, 2000). Even the political system that isrremtly defined as the best available-
democracy- is a system that fits the treadmill midpiction. The treadmill is based on the
postulate of infinite growth, which means that ewdren it is clear that the planetary limits
are being hit, the production wheels may not stoglow down. Instead, the treadmill
keeps on devastating the natural resources, evafirtot where the possibility for survival

on this planet is seriously undermined (Gould gt24104; Greer, 2009a).

Civilizations have collapsed before, mainly becaasexhausting their ecosystem, so if
human kind destroys its basis for survival, thisuldonot be the first time. The striking
problem with today’s threat of civilization collagss that it would be global, rather than
local, as was the case in the past. This is becaatsenly local, but global natural systems,
such as the climate system, are shaken. This & l@sause the world is so closely
interlinked nowadays that it is necessary to dedh wproblems on a global scale
(Diamond, 2005).

12
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This overview represents a context that is perbapsvide for this research; however, it is
important to place the climate issue in this contag it shows the wider (although
regrettably not the full) picture in which the plemm of destabilized climate is placed.
Such an extensive context is necessary to fullyetstdnd how the climate problem is
created. Subsequently, such a broad understarglimgcessary in order to be able to shape
better solutions.

3.2.1 The political system

National structures were developed that could bécimeal with neoliberal economic
system, and could therefore reinforce the objestivesuch a system (Clark, 1997). This
and the changed international conditions (lossosigy of national states, strengthening of
international structures and corporations) leath&éocurrent globalisation patterns (Clark,
1997). Today both buyers and voters are not ‘inddeet’- their ‘votes’ are normally well-
financed, and advertising shapes both the buyedstlam voters (Galbraith, 2004). The
same advertisement techniques that persuade corsstortauy, also persuade the voters to
vote (Goodman and Cohen, 2004). Opinion of theipublactually more of a pre-designed
picture of public opinion that the public is thempected to fill (Baudrillard, 1998;
Stefarti¢, 2010). Consumer practices are believed to shaw dbmocratic preference is
given to growth rather than to environmental prttec (Soper, 2007). The corporate
sector also participates in policy-making more amore often, mainly through placing
important corporate personalities into governmenitgese corporate figures shape, among
others, also the environmental policies (Galbra2®04). The government is increasingly
perceived as an obstacle to the unhampered develdgphthe economic system, not as an
institution that can act in a corrective manner wheeded (Goodman and Cohen, 2004).

Today global politics transcends the state/domisticorial issues, and is based on a
variety of actors that are not linked to locatidtidderstrale and Nordstrom, 2002; Held
and McGrew, 2002). The international structures tare inefficient, and the corporate

world does not pay attention to them. The UN, faaraple was organised in an era when
national states were strong and the UN seemed @ ¢p@od solution for global issues;

now, however, when the corporations run the glgaahe, the supranational institutions
must be reorganised to reflect that change and tievpossibility to exercise control over

the companies (Ridderstrale and Nordstrom, 20G2hdre was not a variety of other

actors, who are also shaping the global agendainteenational institutions would be a

strong basis for global governance based on nealiben and corporate rule (Held and
McGrew, 2002).

Free-thinking individuals combined with the powelr choice make a society where
borders and traditional powers are destroyed. Hewekie planning for this society is still
primarily done centrally: to a large extent, a dmgidoup of people embodied in
multinational corporations decide and plan the divef people (Ridderstrale and
Nordstrom, 2002). Corporations are a powerful aictahe global (in)action (Broswimmer,
2002; Held and McGrew, 2002). Broswimmer (2002 gi®ints out that corporations
drive the world to the edge of collapse by undemtcally legitimizing their practices that
run against societal wellbeing or the wellbeinghad planet. The power of the companies
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also reaches into private lives of people and otstthem as consumers (Ritzer, 2001).
Held and McGrew (2002) warn that economic globélsatends to have an adverse effect
on the welfare state and social democracy. Theg alarn that it escapes the state
regulation, as well as regulation of internatiomeititutions for global governance, and is
therefore a mechanism for creating a runaway world.

The commodity and consumption system, together whth cultural system of today,

shapes a seduced society, which is easier to dtenarmal control (Ritzer, 2001). Being

informed allows democracy to be possible, yet areot be truly informed by media that
competes for viewers and readers, who can onlystdgmall bits of information at a time

(Bertman, 1998). Media and culture create a hiddehority, which one does not perceive
as such, but it is there, and its character ofgpalmost invisible allows it to have a bigger
influence than obvious authority (Fromm, 2009). dpddemocratic rights are also vested
in consumer rights (Rifkin, 2000). People are stated to pick pre-packaged decision
makers rather than participating in the creationdetision makers, acting more as
consumers than engaged citizens (Goodman and Caoéd). It is believed that the

possibility to consume brings democracy and sqmiadress, while

"In actuality, however, by reducing the public tevérish consumers, it
paradoxically returns society to its most primitisgate, a time when the human
animal lived hand-to-mouth and from moment to morth@ertman, 1998: 87).

It is commonly believed that democracy frees pedmm external limitations and allows
them to be free thinking individuals; however, thght of free expression is only
meaningful if people have their own thoughts, whichmodern society not many people
have (Fromm, 2009).

Fromm (2004) lists a few elements of the politepgdtem that prevent people from acting,
despite knowing that action is needed:

- leaders are creating a picture that there are pseserunning to solve problems,
which calms people down and suffocates their cemse and instincts,

- leaders are more after personal success than sespinsibility and people are not
shocked any longer if they openly pursue their averests,

- the needed change would mean giving up some itensemices and generally
people prefer a catastrophe in the future opposegiving up materials goods or
services in the present,
the public does not have role models that wouldastiat a different approach is
possible.

Greer (2009a) applies these to the inaction onatBénthange: decision makers need to
make decisions that are not in line with the desiretheir constituencies, as people simply
do not wish to reduce emissions because this wioyp@éde their lifestyles. Because of the
necessity for such deep action, there are hardjypailiticians in positions of power that
are willing to take serious action. If they do, ythere likely to soon be replaced by new
decision makers who will be more than willing taegepursuing limitless abundance in the
limited world.
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We often believe that the world’s problems are ttuthe wrong institutions or leaders and
can be fixed by changing those, yet history havgnahat people remain unchanged, in
spite of the way they are governed (Greer, 201Ghotigh the governments should play a
more highlighted role in regulation of some of therket activities (Ariely, 2009),
according to Dickens (1996), governments are ralyito assault a system on which
economic growth depends. Solutions that are to theissgh the political set up must be in
line with its values, they must be perceived asetbing valuable for society (Hannigan,
2006). Hence if measures are adopted, they are likehg to be ones with low costs and
limited effects on the economy (Dickens, 1996). Bvimnmer (2002) argues that changes
in the structure are hard to obtain, also becausdéy mechanisms, such as education or
media, are closely intervolved with the existingusture. When facing economic or
national security threats, governments mobilizeaaety of resources, while the threat of
environmental breakdown is not triggering suchspoase (MacNeill et al., 1991). States
play a role both as the protector of environmert #re protector of economy, explains
Hannigan (2006) and estimates that altering sugystem would demand a major political
mobilisation, which would most likely be fiercelypposed by the politicians and
corporations alike.

In the field of environmental protection there ishah interest in decision making
participation, because a wider variety of interests be brought into the game and help to
solve the complex problems (Healy, 2003). Howewgkanges in the economic system will
only come when the powerful actors act, while comsts’ impact is limited (Gould et al.,
2004). Yet some believe that small actors can iddegger a change as well. According
to the power law, it is not the average behavibat thanges the system, but the marginal
changes (Ball, 2005). In practice this means, atogrto Ball, that individual voters
cannot influence other voters, but a group of \®wtdrone mind can.

Understanding of the global nature of some of theirenmental problems gave rise to
trans-national civil movements, as well as institog and regimes, but none of those has
so far gathered sufficient political power or auttyoto be able to fully address the
problems (Held and McGrew, 2002). Global civil sigi can influence the political
processes, and as such has a significant roleergtivernance of the world (Wapner,
1997). However, civil society is also active onestlevels aside from global. Civil society
movements try to create continuity in the worldttkeeps changing, renew local culture
and maintain traditions in culturally mixed envimants (Rifkin, 2000).

Although it is hard to capture the phenomenon eirenmental NGOs, it should be noted
that environmental NGOs have transformed into @siregly important actors in the
international arena, focusing on local as well lab@ environmental issues (Finger, 1994;
Morphet, 1996). At the moment a new generationrfirenmental NGOs is appearing-
NGOs that link sustainability to modification of \ggrnance (Trzyna et all996).
Although the environmental NGO community is veryngex and often divided, this
diversity of environmental NGOs is strength for eonmentalism (Conca, 1996).
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3.2.2 Treadmill of production®

The current economic system has an inbuilt need@dbreving constant growth and rising
profits. To do this it has to trigger demand fomsoming an increasing amount of
products, according to Hannigan (2006), who dessrihe capitalistic system as a system
that strengthens itself through a corporate wdréd influences politicians to adopt policies
that stimulate more expansion (and destructiongalpitalism, success and wealth became
the goals of people, rather than being their mdéansurvival (Fromm, 2009). Hannigan
(2006) warns also that the so-called “treadmilbodduction” has to keep spinning even
when it surpasses the carrying capacity of theystes.

The never ending circle of production and consuampkieeps rotating, and the question of
usefulness, of why this is necessary, is becommeevant (Szerszynski, 2003). However,
Campbell (2001) argues that the rationality of pitedistic society should be put under a
guestion mark. As the growth is spinning the ecaosasgstem, a point is reached where
the system is draining itself from reproductionatthis, it spins without moving
(Baudrillard, 1998; Broswimmer, 2002). The climated energy crisis is based on the
growth dogma, which undermines the carrying capadithe planet (Hagens, 2009).

Greer (2009b) points out that there is a strorggionality in the economical system. The
production of the natural world is the primary seatf economy, the production of goods
is a secondary sector of economy and productionafey is a tertiary sector of economy.
While classical economic science deals extensiwgly the matching of the secondary and
tertiary economy, it completely fails to acknowleddpe primary economy and its pivotal
role. The problem now is that the primary econoraprot support the secondary and
tertiary economy, but this problem is not gettimy attention.

There are further irrationalities in the system.eThconomic system is based on
interactions and actors in the market influenciagheother, yet, Ball (2005) believes that
interaction or interdependence is not includecheméconomic models. Collective mania or
depression influences booms and recessions, bobeto models still fail to integrate this
(Ball, 2005). Similarly, Galbraith (2004) pointstdhat the ones that make predictions of
economic developments cannot be relied upon as doeyot know what will really
happen- the economic sector is fully unpredictable.

The free-market capitalism has an inherent selfrdetive component: excess competition
pushes towards a global monopoly (Ridderstrale ldnddstrom, 2002). According to
Dickens (1996), Marx points out another aspecthef self-destruction of capitalism: as
companies substitute workers with machines, thétpates should decline (because the
profits come from the use of labour) and the wagkitass should eventually overthrow the
system. Dickens (1996) presents a parallel alsthénrelation of capitalism to nature,
whereby capitalism is “digging its own grave” bystteying natural resources. Also
Galbraith (2004) believes that capitalism is se§tductive.

! The whole subchapter is built on Allan Schnaitzffhe environment: from surplus to scarcity'
(Schnaiberg, 1980).
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In the current economic system everything become®ramodity and market norms
prevail over social norms. While the transitiongaivernment services into the business
world is happening, people fail to notice that ped life is also swiftly becoming an
object of commerce, observes Rifkin (2000). Peaspllues, relationships or beliefs are
becoming commodities (Rifkin, 2000; Baudrillard,989 Fromm, 2004; Ritzer, 2001).
Ritzer (2001) warns that even areas like studyinpealth become commodities, which
means that a commercial approach starts to pralad in social aspects that were
traditionally not commercialized. Also many of tgevernmental functions have been
transferred to the market, notices Rifkin (2000).

Ariely (2009) shows that when market norms are is@gl social norms subdue to them.
He explains that when a price is put on pollutiemtréducing a market norm), the
company is allowed to pay for pollution, while befdhe social norm was that pollution is
bad. As the market norm kicks in, the social nothat society imposes on the companies
are subdued, and managers do not have to feey giittut pollution and environment any
longer. However, Ariely emphasizes, if pollutiontss be tackled, just a social norm will
not do the trick; an interaction of norms is needsdch as making information on
pollution publicly available (name and shame, infation on the packaging, etc.).

Although it is traditionally believed to be the amite, production drives consumption.
Gould et al. (2004) lay emphasis on the importanteroduction, because even if
consumers have the choice of buying different petgut is the producers that dictate the
consumption. The consumers can choose not to cansame goods, but in comparison to
the power of the production side, their power isyMenited, as the apparatus for shaping
people’s needs and desires is mainly in the hah@gsooluction (Gould et al., 2004). This
contradicts the main classical and neoclassicah@oa theories, where the power of a
consumer is believed to drive the market (Gouldlgt2004; Edwards, 2000). A similar
contradiction is put to light by Ariely (2009), tlomly difference being that Ariely claims
that it is not the willingness to pay that influesanarket prices, but that the market prices
shape the willingness to pay: therefore, the demandked closer to the supply than
traditionally believed. Also Bertman (1998), Froni2®04), Rapaille (2006) and Galbraith
(2004) highlight that the production side is fullyare that new products cannot be sold
without first cultivating a new demand through ¢hegunew customer needs.

3.2.3 Treadmill of consumption

The industrial revolution was accompanied also wsgticalled consumer revolution-
appearance of fashion, impulse behaviour and spgdbe process of becoming obsolete
(Goodman and Cohen, 2004; Campbell, 2001; RitZ¥12Featherstone, 1991). Growing
efficiency in production needed an increase in gomgion along with manipulative
techniques that were introduced to secure it (Ga@ydiand Cohen, 2004; Ritzer, 2001,
Campbell, 2001). The industrial revolution was lobge knowing and mastering the forces
of nature, while consumer revolution was based @stering fashion and market place
(Goodman and Cohen, 2004). To buy material gooagg not only necessary to have
purchasing power, but a change of values was nesutedThe puritan ethic started
capitalism, but needed a switch of values towaodsantic ethic, that started consumerism
(Campbell, 2001).
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Fashion was one of the key elements for developmmienbnsumption, as it spread from
one class to another (Goodman and Cohen, 2004; I@din@001; Featherstone, 1991).
Another key element for consumption development taageting the middle class, which
could cause mass consumption of various items (@aodand Cohen, 2004; Campbell,
2001). Apart from the development of marketing torpote products, another crucial
change was the relation between salesmen and sisopipturned from a personal to an
impersonal relation, leaving place for establishangelation with an object, rather than
with a person (Goodman and Cohen, 2004).

Baudrillard (1998) emphasises that there are twgswi describe the process of
consumption:
« as communication (consumption as a code throughhndociety communicates)
as a method of social comparison and differentiatio

Baudrillard (1998) claims that buying and usingeait$ represents a language or code,
through which people talk to each other in todagsiety. People do not consume only to
satisfy their needs, but also because of the sysrholested into objects (Goodman and
Cohen, 2004; Ritzer, 2001). What an object, or ssimoban object, stands for depends on
the individual's perception, but it depends everreran the culture (Goodman and Cohen,
2004). Rappaile (2006) wraps this into the conoépt cultural code. A cultural code is the

significance that people give to anything aroundnth The meaning is shaped by the
culture, and for that reason people from certaituces will be aware of and guided by the

codes around them. The imprinting of a culturalecbdppens at a very early age and is
closely linked to emotions (the stronger the enmgttbe stronger the imprint).

Consumption is also used as a code in green citGlesen culture codes are embodied in
green consumption and lifestyles (Horton, 2003)viEammentalism or green lifestyle is a

social group and is as such attractive for pedpde identify themselves with it, whereby

the group lives according to scripts and codes$,gssny other group (Horton, 2003).

Although consumers are perceived to be autonomodsf@low private desires (Soper,
2007), they are also perceived to be mindful agéraisemploy the consumption system as
a tool for comparison and differentiation a toal éimbing the social ladder (Ritzer, 2001;
Goodman and Cohen, 2004; Edwards, 2000). Matenalislps the social classes to be
visible, while at the same time it opens a platfgmarket) where people can ascend their
social class (Bertman, 1998). People are very gaedeabout their relative position in
society, and this concern for social differentiatis the main drive for consumption
patterns as seen today (Gowdy, 2008; Baudrilla@®8) Needs, wants and desires are
socially constructed, through social differentiatrocesses (Baudrillard, 1998). However,
as stated above, today the needs and desires ammlgca social construct, but are also
directed by producers (Gould et al., 2004). Conswukure does not only satisfy people’s
needs, but also redefines them (Goodman and Cabén).

Needs and wishes move from one class or group dthan (Baudrillard, 1998; Ritzer,

2001). Upper classes, or known people, give dimacét to what is socially desirable and
worth consuming. Because those ‘trendsetters’ avilgyto be distinct from other people,
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they keep coming up with new trends to be contigugittinctive from the masses (Ritzer,
2001; Baudrillard, 1998).

A commonly perceived assumption is that consumpgioes people a feeling of freedom
of choice, not of being forced into a social systétowever, Baudrillard (1998) seriously
challenges this perception. He believes that spemple always look for their place in the
system, they are forced to choose and separateséiivs into groups, and as a result are
not free. Choices that are made are conformistcelseicurrent needs are not necessarily
needs as such, but needs that people are raisedHeihce when people make a choice, it
is a choice that conforms with the way of life tisaciety imprinted on them. Goodman
and Cohen (2004) and Edwards (2000) also pointhaitpeople tend to accept their needs
as something natural and inevitable, which makeswmption seem like natural and
inevitable too, although it is a social construct.

Consumption and production are linked to a contirslyospinning circle (Edwards, 2000;
Ritzer, 2001). A similar circle is spinning alsodansumption alone: goods and needs are
both created at the same time, but not with theesé@mpo. Goods depend on the
economic productivity, while needs depend on theas@roductivity (Baudrillard, 1998).

If the needs would be created slower than the gottuse would be no drive for
consumption (Baudrillard, 1998). People always nteelde seduced with more spectacle,
otherwise they get saturated with it (Ritzer, 200d)such a way hunger for new items is
created through constant creation of new needs. glpebetween want and have may
never be bridged (Campbell, 2001). The fascinatisygect of consumption is that it never
delivers what it promises to deliver, yet the coantius chase for consumption is based on
this very failure explains Goodman and Cohen (200#gy point out that even though
people enjoy consuming, they are not at ease widlh feeling. This contradiction of
feelings comes from the contradictions of the comesu culture, which, according to
Edwards (2000), can arise because consumption Ip@ssanal component and a social
component, which can contradict each other. Thiddcbe the reason for the dichotomy
that Soper (2007) illustrates: as consumers peaptea cause to the environmental
problems that as citizens they are trying to solve.

Due to almost friction free markets, the consursanaw the king, which basically means
that the control and the power is given to theidnld of people that now form the global
market (Ridderstrale and Nordstrom, 2002). Yet,levin theory the consumers have the
power to stop specific products, in reality theg arweak opponent to the corporate world
and hence rarely able to affect production (Gouldlge 2004). Similarly, Monbiot (2010)
shows that consumers alone are not capable of cilwanlgeir patterns: consumerism
permeates every aspect of people’s lives, and é¢kem dissent from the system is
packaged up and sold to them in the form of amisconption consumption.

However, the consumer is not always a victim, amasamers often know as to what they
are a prey (Edwards, 2000). According to RitzerO@0 the latest theories gauge the
consumer between an empowered agent and a victimon&umer might be exploited

through advertisements that trigger him to buy ¢bing he does not need, but he still has
a possibility to trigger or participate in a coliee action. Nevertheless, consumption has
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an inbuilt mechanism to prevent collective actidgnis intrinsically individualising and
hence not likely to cause revolutionary collectaation.

As Broswimmer (2002) establishes, not all consuampis bad, as people need to consume
in order to survive; it is the character and extehtonsumption that need to change.
Firstly, people need to respond to scarcity of ueses by plummeting consumption and
taking up a more humble lifestyle (Hannigan, 20@®condly, people need to switch to a
more responsible consumption (Soper, 2007; Fromd@4R This includes a shift in
thinking about what is a good life (Soper, 2007)also includes seeking ways to live a
meaningful life with healthier consumption in a samer society (Ritzer, 2001; Fromm,
2004). States can give guidelines as to which timecto change, but change is only
possible if there are limited rights of stakehotdeand corporations to decide on the
production based solely on profits, explains Fro(@®04). For such an action, he points
out that a society is needed, where participatiotheé economic and political decisions is
strong, where people take part in decision-making.

3.2.4 A crowded world

Bertman (1998: 180) explains population growthhia following manner:

"...within a self-regulating organic system, the plagion of any one species tends
to be corrected to maintain balance in nature. Gitree multiplier effect of a
powerful technology, however, even a relatively Brg@up can have an immense
impact, even to the extent of overriding those ratmechanisms that tend to
promote equilibrium."

Population growth today is unprecedented and thkes raf population growth are main
obstacles of solving humanity problems (Fromm, 2aémond, 2005; Psychology and
global climate change, 2009; Bertman, 1998; E&GQ7; Broswimmer, 2002; Naish,

2009). Globalisation now makes it possible for lifestyle of the rich world to be an

ambition of the whole world (Ridderstrale and Ndrds), 2002). With a high per capita
impact, the population growth cannot be sustainethé planet (Diamond, 2005). Also the
social aspect is intriguing: because of the popragrowth, the world might become an
overcrowded place, where poverty could lead toaaanrest (Ball, 2005). Population

stabilization is hence a fundamental issue foriktaly both environmental and social

crisis (Broswimmer, 2002), yet people seem to babiento tackle the problem. This is
largely due to the strong religious beliefs or otpesjudices that prevail in the debate
arena (Broswimmer, 2002). Population control alemdnds simultaneous investment in
education, health, empowerment of women and cagptaan, which draws funds from

other fields that are traditionally perceived agenmportant (Broswimmer, 2002).

Normally the population debate runs separately ftbem environmental impact debate,
which is, according to Diamond (2005), not suitafide addressing those two closely
linked problems. If from now on all the women hadyol child, the overall population

would be reduced by roughly one billion by the niédaf the century, and about 1.6 billion
of people would be left by the end of the centiie{sman, 2009). With such population
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it would be easier to use all possible inventiond &ad a comfortable life (Weisman,
2009). Suzuki and McConnel (1999) also point oudt tif people reduce energy
consumption, about 1-2 billion people could livephosperity.

3.2.5 Technology: a solution or a problem?

Technical advancement is accompanied by dangerghtrenvironment and societies
(Fromm, 2004). There is a myth that technologynawnidable (Baudrillard, 1998). Often

people tend to rely on the fact that the technolagg technological progress will bring a
solution to the climate problem, but in realityistis not the case all the time. Technology
also creates many problems (Diamond, 2005). Bertifi®98: 17) sketches out the

problem of technology in the following way:

"Each technology we acquire endows us with anicelfpower that expands the
capabilities we would otherwise posses throughreaglone. But even as it grants
us this power, it obscures the invisible limitagsothat may prove to be our
undoing, for it entrusts us with instrumentalitkesose wise use demands a level of
self-control we may not- or may not ever- posséss lour internal limitations,
rather than some external, impersonal foe naméuhtdogy, that are our truest and
most natural enemies."

According to Bertman (1998), population growth atethnological development are
reinforcing each other: while technology helps ¢ed and heal people, they expand the
demand for technology; however, technology seemsetthe stronger of the two forces
(technology and population) to have an impact onrenmental destruction.

The progress is also not as fast as it should beegoesent a solution for the climate
challenge- some technologies are successful, smnhelThe successful ones take a long
time before they are fully developed and enter masssage (Diamond, 2005), which is
mainly due to the actors who build fortresses adaine current technologies.

3.2.6 The system not delivering on its promises

It is becoming an issue of everyday media stotes people are utterly unhappy in the
world, where chasing happiness is a must (see ¥ample Godina, 2009 or Monbiot,
2010). Although people seek happiness in consumptimre and more people realise that
owning objects does not bring them satisfactiorprgress (Godina, 2009; Suzuki and
McConnel, 1999; Naish, 2009).

Fromm (2004) draws attention to the fact that dgwelent in the past decades has been
lead by the question ‘what is good for the econormagher than by ‘what is good for us’,
which is based on the premise that what is goodHereconomy is also good for the
people. Another false premise has been valid dverpast decades is that self-interest,
selfishness and greed are inherent to human natodethat development based on these
characteristics is good. Fromm claims that theseattteristics are a product of the social
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system, not people’s inherent values. The beligt throwth means an increase in
wellbeing has been a prevailing postulate for tast few decades. Although it is known
that there is difference between growth and welipeithe concepts are used
interchangeably (Monbiot, 2010). However, growtheslnot bring people wellbeing,
because there is a social construct that prevettslo so (Baudrillard, 1998).

Kahneman (2010) presents results of a study tltewsithat money cannot buy happiness:
with income below 60.000 USD per year, people areappy, while above this income
level, the happiness line is flat. Yet, nowadaydlbveéng and progress are measured with
GDP, an indicator that counts negative effectshsaascthe destruction of natural resources-
as a plus for wellbeing (Monbiot, 2010). As long@&SP grows, this is accepted as a sign
of progress, no matter if accidents, loss of nat@sources or social harm are counted as
progress in this equation (Monbiot, 2010; Galbra®®04). Such a measure of success is
tailored to the needs of the corporate world (Gathr 2004)- not people.

Despite feeling they are in the wrong, people keeijpng wrong. Many people know that

they are not happy in spite of growth, but theg las if nothing is wrong (Monbiot, 2010).

People also know that their basis for survival eénly destroyed, yet live as if this is no
concern for them (Suzuki and McConnel, 1999). kriswn that a clean and safe working
environment or more quality time is needed, yetpbedo not stand up for it (Gould et al.,

2004). Nowadays “humanity lives in two realitieshe of them is the natural world and
the other is the cultural world that humans haweetiped (Caldwell, 1990). Humans are a
part of both realities, but many people of todaysrld are not aware of that. Their link

with the natural world is lost. They do not see ¢hgironmental problems and even if they
see them, they do not understand the link betweainway of life and the problems.

When people see environmental destruction they kihaswvrong. People simply feel it is
wrong, but very often they are told this is fineople are told that there are ways to heal
the problem, which calms them down (Suzuki and Mut&b, 1999). Even if people
express concern, they are marked as eco-terrorngtee huggers (Suzuki and McConnel,
1999).

People believe themselves to be above nature hasmdesults in taking many wrong turns,
which will eventually lead into a potentially sudal situation (Suzuki and McConnel,
1999; Dickens, 1996; Earls, 2007). Civilisation veeseloped on the account of humans
divorcing from nature (Bertman, 1998; Dickens, 19%any belief systems narrate stories
of humans breaking apart from nature and separ#tiegselves, by which the link with
nature is broken (Suzuki and McConnel, 1999).

Modern society has not only parted from nature,dtsib the traditions. Modern society is
becoming fragmented as bonds that were holdingdbety together- traditions, religion,
family- are disappearing and leaving people disweé (Earls, 2007; Ridderstrale and
Nordstrom, 2002). Freedom from the bonds of paslitions in the society makes people
feel alone, because they lose their place in teeesy (Fromm, 2009). Also the knowledge
that humanity has developed and passed on throegkergtions made it possible for
people to survive and learn how everything is cotew to everything else. This
knowledge is broken into particles today and pedaileto see a unified picture of the
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world as a whole (Suzuki and McConnel, 1999). Gldnot respected any longer and
novelties eat into the worth of traditions- traoital knowledge and wisdom that was
handed down from past civilisations (Suzuki and Mio@el, 1999).

Disconnecting from nature and traditions also tesuln the feelings of loss, emptiness
and even ache, which people now try to fill in withnsumption (Suzuki and McConnel,
1999; Earls, 2007). At first people were fixed amrvéval, then they tried to assure

affluence for their communities and now they sedarhindividual happiness (Bertman,

1998). To fill in the void people chase happineskich they are raised to achieve by
constantly needing to consume more and more (SwumukiMcConnel, 1999; Campbell,

2001). This emptiness also makes people vulnetahteanipulation. Even the freedom of
speech is not enabling people to be original, bexdhe fact is that most of the people
today think the same as everyone else (Fromm, 20®8)ple today are not visibly or

notably controlled by any authorities, but they faiperceive that unnamed authorities of
public opinion or common sense are leading theron@iAn, 2009). Those authorities are
dominant, because people do not perceive themdhs and they are eager to conform to
the standards of society (Fromm, 2009).

Expansion and extinction of populations have bedeserved numerous times in the past
(Suzuki and McConnel, 1999; Greer, 2009a; Diam@@d5; Brosswimmer, 2002). There
are many reasons for the rise and fall of civilmad, but one reason that keeps reappearing
is the surpassing of the carrying capacity of egicll systems that were the basis for
survival of the civilisations (Greer, 2009a; Diamdor2005; Lynas, 2008; Broswimmer,
2002). Overshooting the capacity of ecosystemsuppart civilisation happened in many
forms, from deforestation to overpopulation, expgaDiamond (2005). He adds four new
possible reasons for the fall of society to thegldist of past reasons: climate change,
accumulation of toxic chemicals, energy shortages, full exploitation of photosynthetic
capacity of the Earth. He goes on to point out tudiapse depends largely on society’s
choices. Even sophisticated and developed socikt@igs, according to Diamond, made
wrong choices in managing environmental resourBas. societal decisions are based on
the same causes as the bad individual decisionshére are additional factors to it, such
as conflicts of interest among members of the grand group dynamics. Diamond
proposes four key factors that contribute to wrdagisions in the society:

failing to anticipate a problem before the problectually arrives,

failing to perceive the problem when the problenthisre, whereby three specific

situations can be the reason: the origins of someblgms are literally

imperceptible (e.g. chemicals in the soil), pecgde as distant managers (e.g. not

inspecting what is going on in practice) and thebfgm takes a form of a slow

trend concealed by wide up-down variations,

failing in even trying to solve the problem (noteevstarting to address the

problem),

failing to succeed in solving the problem (unsustdssolution).

Diamond (2005) and Greer (2009a) show another eaptan of why people tend to delay
action or even ignore the need for it. They clamattsociety often fails to address a
problem simply because the maintenance of the pnob$ good for some people in the
society. Public can strongly dislike the ones firat warn about the problem and propose
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solutions to it. Decision makers defend optiong thair constituencies desire, and this is
how the democratically elected decision-makers lshact. This, however, turns out to be
a strong obstacle to making decisions that arémlate with the wishes of people. And- in

spite of the strong rhetoric at the bottom andlémels alike- making sufficient reductions

in greenhouse gas emissions is not what people, Wwaoause they would have to give up
the comforts of the current lifestyles. Becausahef necessity for such in-depth action,
there are hardly any politicians in positions ofveo that are willing to take serious action.
If they do so, they are likely to soon be replabgdnew decision makers, who will be

more than willing to keep on pursuing limitless atlance in the limited world.

A lesson that can be, according to Diamond (20@aynt from the past declines of
populations is that the decline can start as easly decade or two after the population
reaches its peak- in number, influence and wealtlother important point that Diamond
illustrates is that the environmental hotspots seziiosely coincide with the hotspots of
warfare, political disorder and similar agendase Tast, but very important point that
Diamond highlights in his analysis of the rise daldl of civilisations is that, because the
civilisation is so interconnected on a global leielay, and the environmental crisis is also
on a global scale, the fall of civilisation mighitis time- also be on a global scale, not only
local.

3.3 PSYCHOLOGY OF CLIMATE CHANGE

The purpose of this subchapter is to present psggival mechanisms, both on individual
and the societal level, that cause the challengesldressing climate change, but can also
be employed for solving the climate problem. In fingt step, the chapter briefly outlines
the psychology of an individual. In the second stbp psychology of society is reviewed.
Both frameworks are linked by the third step, whgliows how individuals influence
society and vice versa. In short, the chapter wedlithe key psychological barriers and
drivers for (in)action on climate change.

Solving the climate problem will have to be buitt the change of people’s behaviour, and
questions on what motivates people’s behaviour vélicentral in seeking answers to how
to address the climate challenge. Psychology isntipertant ingredient, which is currently
missing in many analyses of the climate changelpmoland its solutions (Corner, 2009;
Psychology and global climate change, 2009).

Humans are subjects to the functioning of a fewndog and social biases, which
contribute to the complexity of addressing the alienchallenge, but can also represent a
basis for the solution (Hagens, 2009). There aremaber of mechanisms in an individual's
psychology that prevent or stimulate understandihghe problem, as well as enacting
solutions. Those are topped with some social meshen(Ariely, 2009; Schwartz, 2004)
and understanding of how individuals bond with etciand institutions, which is
important for understanding the environmental pgoid (Gould et al., 2004). Linkage
between an individual and the outer world work&ath directions, but must be treated as
one phenomenon (Uzzell and Rathzel, 2008). In cmeet up a proper action plan, it is
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necessary to fully understand the scope and fumogoof those mechanisms, which is the
purpose of this section.

3.3.1 Psychology of an individual

Although a millennium of psychological research batablished a principal understanding
of the psychology of a human being, recent findingssciences, such as behavioural
economics, show that some of the aspects of thahyrsyche can be put under a question
mark. This section highlights some of the psychigialg'quirks’ that make it complicated
to address the climate challenge, but at the sameedan be harnessed to bring about the
change that is needed.

Traditional science of psychology teaches that [E®pehaviour is mainly influenced by
the following factors (Smith, 1993):

- biological: influence of physical and genetic faston behaviour,

« psychodynamic: influence of unresolved inner catdliand unconscious motives

on behaviour,

- cognitive: influence of thought, planning, perceptand memory on behaviour

- behavioural: influence of learning and environmambehaviour,

- humanistic: influence of will, choice and self-aaligation drive on behaviour.

According to Hagens (2009) ‘belief’ can be defireeda feeling that something exists or is
true, especially one without proof: a firmly heldimion, trust or confidence in something
or religious faith. There are a few ways in whigople generate beliefs (Changing minds,
2009): self-generated belief, experience, reflecaod externally generated belief. Eagly
and Chaiken (1993) list the following factors thafluence attitude: past behavioural
experience, prior knowledge and accessibility.

attitude selective immediate perceptions of definition behaviour
activation perception the attitude object of event
norms definition of

the situation

Figure 1: Model of the effect of attitudes on bebaw (Smith, 1993)
Slika 1: Model vpliva odnosov na vedenje (Smith93p

The Psychology and global climate change (2009ystwitlines several psychological
barriers to climate action:

. ignorance: people are either not aware of the probbr they do not recognize
climate change as a relevant issue; another asp#wt people do not know what
they can do to solve the problem,
uncertainty: because of uncertainty people undemagt the risk and do not act or
postpone action,
mistrust and reactance: people do not trust thesages or act against the messages
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denial: active denial of the problem and its conseges,

- judgmental discounting: people underestimate thaéuor distant risks,
place attachment: people are likely to be more @mat about a place they know,

- habit: habits are hard to change and this is onteimajor obstacles in steering
behaviour towards more climate-friendly behaviour,

- perceived behavioural control: people have a fgailmat there is nothing they can
do to help about the global climate problem,

- perceived risks from behavioural change: people fea risks that come with
changes,

. tokenism and rebound effect: even when people they; like seeing the small
changes rather than simply believing they are dmuting to reversing the more
serious problems; another barrier is that peopéeaig. a more efficient car, but
because they drive more often, the absolute effaatgative for the climate,

. conflicting goals and aspirations: sometimes objest that are less climate
friendly tend to prevail over the climate-friendli@nes (e.g. flying to eco-
holidays),
belief in solutions outside of human control: sopepple believe that gods or
nature will resolve the climate related problenrg] ¢herefore the people tend not
to act.

Climate Change

- Cataclysmic events
- Ambient stressars

ENVIRONMENTAL SYSTEMS

Climate Process Drivers Impacts on Individuals & Societies
« Human behaviors: « IPerceptions of risk
Economic & environmental - Emotional responses, stress, & mental health
consumption - Aggression, intergroup tensions, & conflict
. izep | action
+ Threats & changes to cultures

Institutional, Societal, & Cultural Context
« Public representations of climate change

+ Norms & patterns of consumption & population

+ Community reseurcss

Individual Factors
+ Demographic drivers
« Psychological drivers (e.g., affective responses to
risks, needs, ideologies, perceptions)
- Resistance to change
« Individual resources

Mitigation HUMAN SYSTEMS Adaptation

«Behavior change to + Individual & community

reduce GHG emissions ‘ . coping processes

Figure 2: Psychological perspectives on anthropioggimate change drivers, impacts and responses
(Psychology and global climate change, 2009: 18)

Slika 2: Psiholoski pogled na gonilnike, vpliveddgovore na s stratlioveka povzréene podnebne
spremembe (Psychology and global climate chand®9:21B)
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Cognitive dissonance is an important barrier. Srti®03) describes cognitive dissonance
as a state when a person faces contradiction inittmgs. When people’s knowledge,

thoughts, feelings or actions are not aligned, tegperience tension and discomfort.
Theory of cognitive dissonance explains that ifividbials act in ways that contradict their

beliefs, then they typically will change their led# to align with their actions (or the

opposite). For example: daily smokers justify tHashaviours through rationalizations or
denial, just as most people do when faced with itivgrdissonance.

Denial is, according to Hagens (2009) and Diamaz@d$) a mechanism that defends
people from facing a fact that is too painful t@eyt by rejecting it, even if the results of
ignoring the fact could be devastating. Grohol (0#&lso explains that people create
‘confirmation bias’ to fight cognitive dissonancg limiting new information or ways of
thinking that do not fit with their pre-existing liefs. In outlining how the conflicts can be
resolved, the psychoanalytic theory brings out tbowing possible escape routes
(Marshall, 2001; Psychology and global climate ¢egr2009):
- angrily denying the problem outright (psychotic @é)
seeking scapegoats (acting out),
- indulging in deliberately wasteful behaviour (reactformation),
projecting their anxiety onto some unrelated butntamable problem
(displacement),
trying to shut out all information (suppression).

Dunning (2004), highlights that when people findcdnsistency, they try to find
argumentation for resolving it or they trivialize Both Marshall (2001) and Dunning
(2004) conclude that resolving the dissonance laygimg attitudes is normally the escape
route that is acceptable for people.

In relation to climate change, cognitive dissonamamifests in a few manners, according
to Marshall (2001). First step is denial in theefaxf enormity and nature of the problem,
because even if the evidence of climate changebeaaccepted, people are not equipped
with cultural mechanisms for accepting their resloitity for the problem. Second step is
distributing the responsibility in line with the-salled “passive bystander effect” (Cohen,
2001; Ariely, 2009): when there are many peoplesgmé at an accident, they all wait for
someone else to act, hence hiding their respoitgib&hind the collective responsibility.

An important psychological glitch is that people aot equipped to work in abundance.
Naish (2009) explains that human brain evolved ali80,000 and 200,000 years ago to
make people ‘maximizing machines’, but did not depe ‘stop mechanism’. This is why,
Naish claims, people keep having problems: thesotdie wiring gives them obsolete
answers for the problems that they try to resatva world of abundance. Rapaille (2006)
points out that in their reptilian brain peoplelfdee need to grab as much and as fast as
possible, because they do not know if and when wikget it again.

Hagens (2009) writes that according to cognitivadldheory, the human brain has a
limited working memory, the capacity of which extisrto 7 pieces of information. Studies
show that when brain’s working memory is full, peo@re unlikely to have place for

rational, long-term thinking. In the world of abante, the short-term working memory is
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most of the time taken, leaving no place for loagyt thinking and decision-making. Also
Bertman (1998) provides a similar finding: when plecare flooded with abundance (of
information, of possibilities, etc.), it is hard tmake a distinction between what is
important and what is not. Also when people hawert@any options to choose from, the
complexity of it becomes too big for them (ArieB009; Schwartz, 2004).

Long-term decisions are also not people’s spegiaficcording to Hagens (2009) and
Bertman (1998), human neural mechanisms give agfceference to the present over the
past or future. The evolution wired people with reference for now, as in history of
humankind showing rationale in a moment of dangeuld/ be a mistake. This is why
people's emotions are linked with preference fow,nahile their rationale works with
future. Ariely (2009) explains that for people sthard to give up consumption today for
the good of the distant future. It is more accelgtdtr people to give up consumption in
the future or give up something they do not have Vhis clash between the short-term
and long-term motivation to resolve the problermasg only the case for the individuals,
but also governments (Diamond, 2005). Accordingsthwartz (2004) and Psychology
and global climate change (2009), people are atsgood at predicting what they want-
the longer the prediction they have to make, the ligely it is they get it right.

Naish (2009) goes further to explain the brain issidhow that people are not good in
making long-term decisions about key issues. Hadgfthis as one of the reasons why
people cannot cope with changing their ways in otdesave the planet. He suggests that
the higher brain is targeted with arguments fotanable behaviour, while also attacking
the lower brain where the decisions are made. @Géirnhange is a long-term problem and
as such it is not captured by people’s ‘emotionaftilian minds. Preference for the future
Is a matter of neocortex, which means that collectiction will be postponed until climate
change becomes a problem of now (Hagens, 2009).

We tend to perceive past and future as less impottzan present (Hagens, 2009).
Psychologists establish that when people make idasisthey put bigger relevance on the
most recent data received. This might be due tadhent data lingering in the working
memory; regardless, this ‘recency effect’ has ingoatrimplications for climate change.
The first implication is that people tend to assuimat the present will be much like the
past and the future (same levels of abundancex@ample). The second implication is that
even if people at some point hear warnings abauataté change, when they hear an
opposing story (e.g. that climate change is nopbeamg), they will only keep the latest
information. Whichever information is heard lastikely to win over the previously heard
information- probably a fact of which the adveriworld is well aware. Another
explanation of how this psychological quirk worlss provided by Ariely (2009), who
explains that people base their willingness to gaytheir memory of the prices that they
used to pay in the past rather than on the prederehthe moment. This means, according
to Ariely, that in the long run doubling the prioé gasoline would not have such an
important effect on the demand as one might exjpent the short term market reactions
(because at first, the people would see that tiee B higher than the previous anchor, but
in the long run they would adjust to the new ancad get used to it).
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Belief in authority is another key aspect. Peopdeehdifferent reactions to authority

figures, but in general they tend to believe antb¥o authority figures (Hagens, 2009).

Studies show, furthermore, that people tend tceelselmore in a confident authority with a
poor track record than in a non-confident one, pitesof a better track record. The

Milgram experiments with electric shocks appliechtonman subjects showed that if people
follow the instructions of ‘authorities’, they sulintheir own thinking to the orders of the

authorities; even to the extent that they are dapabadministering doses of 450 volt

electric shocks to other people, if ‘authoritiesfl them it is fine to do so (Hagens, 2009;
Earls, 2007). People also tend to believe in esp@hanging minds, 2009). People who
believe experts more than authorities are pragnmstaple, who like to make discoveries
on their own. People who believe authorities mbantexperts tend to be followers that
are easily to convinced and have a need for s@deéptance. In the field of climate

change this means that as long as people hearraytigures telling them that they have

to continuously consume to sustain growth, theylikedy to believe it.

Risk aversion is the next relevant factor. Humamsltto avert risks and loss, because they
are wired to do so (Schwartz, 2004; Gowdy, 20083diha, 2009). People are risk averse
when deciding among potential gains and risk seekvhen deciding among potential
losses. More negative feelings are produced byss tloan positive feelings by a gain. If
faced with a choice between certainty, but lowengensation, and uncertainty, but high
compensation, people are more likely to avert fisk accepting certainty and lower
compensation. Ariely (2009) points out that aveytloss can lead people to make bad
decisions. Applying this to the energy and clindébate, people are more likely to stick to
the certainty of fossil fuel consumption, althoughrings undesired side-effects, than to
take the risk of following alternative energy paths

If it ends well, all is well. In his experimentsakKneman (2010) discovered that there is a
further number of cognitive traps, one of the moststanding being that the end of
experience determines future memories, rather tihempart of experience that people feel
the strongest. If people listen to a good symphdoryexample, and there is a scratchy
sound in the end, that scratchy sound ruins therexpce for them, no matter how good
the previous experience of enjoying the symphong. Wwae memory carries on a story on
what is remembered from experiences and this gfjoeg on to live with people. Because
of this mechanism, Schwartz (2004) believes, therdiscrepancy between logic (what
people would logically do) and memory (their memofythe event), which means that in
spite of thinking so, people do not always know whais that they want. People’s
decisions are, according to Kahneman (2010), mgdindo memory, not the experience.
Implication of this mechanism is, for example, tbate people have managed to survive
extreme weather events, they will not have such rbadhories of them as they should
(assuming that they survived them well).

Humans come equipped with another interesting cheniatic: they have a fondness for

optimism (Hagens, 2009). This makes them natudiigard the pessimistic possibilities

and look for all possible signs for positive posd#ibs. When translated into terms of

climate and energy outlooks, this means that peoptal to avoid the pessimistic

predictions about oil peak or climate related dis@ssimply because they are wired to be
oriented towards more optimistic options.
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The first decision is important. Apart from compayiitems to each other in order to be
able to choose, people also do so-called 'ancheseging their standards to the item they
first encounter (Ariely, 2009). This first encourgere anchors for shaping their habits in
the long run; similar is valid for people’s firsedsions (Ariely, 2009): while a first
decision usually looks like it is only one decisitime experience can mark the decisions in
a certain field for the rest of people’s lives.

The power of trust is another factor that shoultlb@underestimated. Trust is crucial for
people’s coexistence: if there is trust in othepgde’'s actions, society as such can end up
being better off because trust enables cooperatibith in turn secures good outcomes for
society. If there is no trust, full cooperationnist possible (Ariely, 2009). Gowdy (2008)
points out that trust is important in developingogerative institutions or cooperative
frameworks. Even if the institutions are imperf@tbe Kyoto Protocol, for example), it can
be important to participate in them to establisdddsility and good will.

Worldview is the next factor that shapes peopléswon climate change. Gram-Hanssen
(2010) adopts the concept of ‘habitus’, which repras people’s view of the world. A
habitus is shaped in the childhood phase and naarksdividual’'s habits. It explains how
an individual's subconscious is ingrained in anivitial’s actions. Social structures are
important for the development of habitd$e difference in understanding climate change
(from hoax to the biggest challenge of humanityoatlepends on the worldview of
individuals (Joyce, 2010; Science for environmeoliqy, 2010; Psychology and global
climate change, 2009). This is because factualtnmétion is less important to people than
their beliefs, and they like to adjust the factshmir beliefs or worldview (Joyce, 2010).

The one who delivers a message is important. J@@H)) and the European Commission
(Science for environment policy, 2010) draw attemtio the so-called ‘messenger effect’:
when people were presented scientific informatiboua advantages and disadvantages of
a vaccination by a few different types of peophleyt believed the most to the message
from the ‘messenger’ that was the most like theweselThis means that the public might
not wish to listen to messages from people theyndbidentify themselves with, like
uncharismatic scientists or environmentalists.

Pro-social people provide a good basis for takictpa. A study of Kramer et al. (1986)

showed that pro-social (cooperative) people are ligsly to deplete a common resource
pool in critical conditions. The pro-self peopladividuals) are more likely to overuse the
common resources. Another study (Van Vugt et &96) also showed that pro-social
people, who commute, have higher willingness taasugrom using their car than the pro-
self commuters. The former were more worried alpmliution problems, while the latter

were more worried about the flexibility of theiauel.

Moralising is not a good approach for communicatmgeople. Creating a feeling of guilt,
blame and fear does not seem to work for peopld, mndoing this environmentalists
might actually be creating a big obstacle for petgpbubconscious, resulting in denying
reality and submersion in fantasies (Revkin, 2@¢€ignce for environment policy, 2010;
The psychology of climate change communication,9208s it was pointed out above,
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people tend to start looking for an escape routenMaced with seemingly unsolvable
problems, so it is better not to overshoot the caypaf people for facing problems.

People’s decisions are often run by the reptiliant pf brain, but they justify them
logically. Rapaille (2006) outlines a simple illcegion of how human brain works. The
reptilian part of the brains is where the instirantsl emotions come from. The cortex is the
rational part of the brain. The limbic part dealghwemotions. When struggling with
rationale and emotion, emotion prevails. The rigtilbrain, where instincts- mainly
survival and reproduction- are based, prevails dvertwo parts that developed later. In a
battle between logic, emotion and instinct, thdimt$ wins. This is because the reptilian
brains are helping people to survive. Similarly,gelas (2009) explains that the left
hemisphere holds control of what people say (see Rhpaille 2006), which means that
even if the perceptive and intuitive right hemisghshapes a thought, this thought must
first deal with the left hemisphere, where previgu®rmulated and held beliefs can
actually block people's new perceptions. Becausthiefpeople are less likely to change
their beliefs and opinions then they would withsuth wiring.

Although decisions are made primarily by the regtilbrains, people still have to justify
the decisions with rationality, explain Rapaill®©@(B), Fromm (2009) and Ariely (2009).
For that reason they invent ‘alibi’ that providéem with rational reasons of why they do
something (e.g. | need to take the car today becaus raining.). Having such an ‘alibi’

makes people feel better (they can explain thelabeur to themselves), and more
socially accepted (they can explain their behavinuine with their culture).

Irrational behaviour is more of a rule than ratidmehaviour. As shown above, humans are
prone to irrationality and acting according to themimal instincts. The factors that form
people are not as controlled and stable as they wesught to be in the past. An
interesting finding that Schwartz (2004) and E4#6807) bring to light is that people’s
choices are based on rather shaky grounds: theyodargood at predicting how they will
feel about an experience, and they do not haverateccnemories of how they felt during
the experience, but it is still the memories andeexations that direct their choices. The
behavioural model of a rational economic man hasidated economic theory and policy
for 100 years or more, yet people are much lessnatthan the economic theory wants
them to believe (Ariely, 2009; Gram-Hansen, 201QliMnathan, 2009; Gowdy, 2008).
People’s irrational behaviours follow certain paite and knowing this can help improve
understanding of their behaviour, the methods aontstthat they are using (Ariely, 2009:
322):

"Once we understand when and where we may makaesis decisions, we can
try to be more vigilant, force ourselves to thinikedently about these decisions, or
use technology to overcome our inherent shortcosnimgis is also where business
and policy makers could revise their thinking amhsider how to design their

policies and products so as to provide free lunthes

Naish (2009) shows in some examples that peopleenraktional decisions very often:

one case is a study of drivers in London, whichwghthat in spite of the complaining
about the congestion charge, traffic jams and pohluy they intend to keep on driving.
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Other case studies show that people often do ne#¢ kaough time, and they have too
many items in their dwellings, yet they keep wogkimarder to have less free time and
more material goods.

Shwartz (2004) points to a few ways in which peopksat information irrationally.
Sometimes people give strong weight to factors shatld not influence their decisions, at
least not from a rational view. For example, ifax s ranked as safe and reliable by a
consumer magazine that ran numerous tests, andeams from a friend that someone had
problems with that certain type of car, it is mbkely that one will listen to the anecdote
of a friend than the information obtained throughting. People also recall events due to
their salience or vividness: people are more likelyemember dramatic causes of death,
such as homicide or flood deaths, rather thandks Vivid ones, such as stroke or asthma
deaths.

If people have more options available, they alsdkemarational comparisons. Ariely
(2009) illustrates this with a few examples, whsattow that when another option is added
that is inferior to the existing options, the exigtoptions are not comparable anymore, but
one of them becomes superior. This shows that peipinot know their preferences very
well and this makes them susceptible to manipuiatio

Mullainathan (2004) explains the effects of time tbe irrationality of planning. If one
plans to do something next week that needs to be,daut is unpleasant, it might seem
like a firm resolution to do this activity next weeBut once the next week arrives, this
resolution to act is not so firm anymore, and onghtpostpone the action. This causes a
gap in planned goals and actual action or outc@meilar gaps are experienced in climate
protection constantly: climate policies with amtts goals are created, but people often
fail to act. A climate objective that has to beateed in e.g. 10 years might look perfectly
acceptable now, but as the 10 years pass, peogliseret is not easy to achieve this
objective. Mullainathan (2004) suggests that thigbfem can be addressed by adopting
policies that have efforts spread equally over tifeeg. paying an education fee in
continuous incremental payments, rather than inhoige sum).

3.3.2 Psychology of society

Humans are social, herd animals (Hagens, 2009; ksanad McConnel, 1999; Diamond
2005; Ball, 2005; Ariely, 2009; Earls, 2007; From2009). People depend on each other
and they need other people to shape and define. tReople also need other people to
develop by copying others (Suzuki and McConnel,9199agens, 2009; Earls, 2007).
People feel good in the herd, and their happinegemds on other people (Suzuki and
McConnel, 1999; Hagens, 2009; Earls, 2007). Being herd also makes people happier
for another reason that Schwartz (2004) points mdividualistic societies put more
responsibility for decisions on individuals, wheethblame themselves more easily for
failing. It seems that belonging to a ‘herd’ redsicich situations and makes people
happier. Fromm (2009) emphasises that people aireett from childhood to adapt to the
social and economic system, which characterizes theeply. People adapt from the need
of self-preservation, and try as they may, they rawe completely able to escape that
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adaptation. However, this makes people less alonke ppwerless, but at the price of
sacrificing individuality.

Earls (2007) believes that herding is people’s écevolutional strategy’ and goes on to
explain that human behaviour is not driven by namhn factors, for example brands, but
through the interaction with other people. It i parselves that make decisions, but the
influence of other people.

Decisions are made in groups. Hagens (2009) expthiat in the tribal phase of human
development it was important to reach consensus. iShwhy group decision-making is
inherent to human culture. Earls (2007) and Serf2@d3) highlight that people have
something called distributed memory or social kremgle, which means that a group
remembers better than an individual and also shargsoup image of how the world
should be. Also Schwartz (2004) illustrates tha&dptions, made by a group, turn out to
be better than the predictions of single individudlhe outlook on the world or worldview
is something that is usually shared by a group ri8&r2003). Eagly and Chaiken (1993),
Fromm (2004) and Gladwell (2004) point out thatdaburs in a group are based on the
feeling of interdependency of the people and thedirfg that the control is shared with
others, which creates a basis for people to agaals in complex social settings. When
people need to make group decisions those deciaiendifferent from what the personal
decisions would be. People are more under the ymees$ the group and the social norms.

Gowdy (2008) shows that so-called threshold efféxetée been identified in collective
decision-making in social animals. For examplenser dolphins spend most of their time
either feeding or sleeping in a protected area. ddwsion to quit sleeping and leave the
protected area to feed is apparently made collegtibased on a kind of “consensus
threshold”. When they begin to wake up, the dolphilse zigzag swimming motions to
cast their “votes” for sleeping or feeding. Whetheeshold is reached, the dolphins as a
group, leave the safe area and go to feed. Judgamg historical accounts of hunter-
gatherers, prior to the agriculture era, importdetisions in human groups used to be
made through group consensus too (Gowdy, 2008&)jgHargely not the case anymore.

Everything is relative. Humans compare themselves their decisions to other humans
(Hagens, 2009; Ariely, 2009). This is another gydeduct of the evolution: the mating
competition (comparison) made it possible for husntm survive and advance. Because
people do not know how to value items or feelingabsolute, they compare them between
each other, which makes it possible to choose Ar2009). People invariably like to
compare things that can easily be compared andheobnes that are hard to compare. If
they face a difficult comparison, they will elimieait just because it is difficult (Ariely,
2009).

Asymmetrical exchange creates relationships. Sen@€03) observes that in rituals
people give each other objects that create an ahegsition among them, and hence the
exchange is asymmetrical, which creates a bond gmpeople and groups. In today’s
market the exchange is balanced. Such exchange rdmesreate an emotional bond
between us. To create bonds among each other peepteto discontinue the concept of
equivalent exchange. Charity is a free gift, buloes not create a link between people.
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Link is created when there is a mutual gift or exale, and this is how a good welfare
system should be built- on asymmetric exchangberdahan one way help (Sennet, 2003).

Mass behaviour is an important factor to look dthdugh people are believed to be very
individualistic, their actions are a part of a krgicture. If people ‘think locally’, that is, if
they are concerned with what is going on in themmiediate surroundings, they can
collectively build a global picture, according talB(2005), who clarifies that behaviour of
the masses changes in phase transitions. The chamgeoften abrupt, and one cannot
decide or plan how the stable state would look likethe end. Phase transitions are
common to many processes, from boiling water tonghrgy mass behaviour. To reach
such phases, when sudden changes in people’s behaypear, it is not necessary to have
orchestrated change in an individual’s intentioMhen systems start to destabilise, even
small events can lead into large changes. Simitalirfgs are observed also by Gladwell
(2004). He believes that messages and behavioeadgike viruses and that there are
three characteristics that lead to the tipping pdih) the contagiousness of ideas, (2) the
large effect of small causes and (3) the dramatiment of change. Some people are more
capable of starting an epidemic than others. lthexefore important to identify those
people, and use them for communicating messages.

If change is to be spread, one needs to connepigado will spread the change and for
that three types of people are needed: connectaisnted for connecting people,
connoisseurs- talented for connecting informatiod spreading information, and sellers-
talented for persuading people (Gladwell, 2004).

3.3.3 The interconnection of individuals and society

Gladwell (2004) points out that people are notreependent and original as they think,
but firmly shaped by circumstances, environment socdlal circles. Normally people are
considered to be integral units with certain chinastics, but in reality people can act
differently and have different characteristics. pleatend to overestimate the impact of
character and underestimate the impact of the emvient and circumstances. Also
Gowdy (2008), Fazio and Olson (2003) and Ball (3Qf5nt out that people’s choices and
actions are socially and culturally trained.

Fromm (2004) shows the effects of the interconmates and social training in the case of
modern societies. It is assumed that the desiréhtore’ comes from human nature, the
same as it is assumed that people cannot be nexdibgtanything else than profits and are
lazy and passive by nature. This dogma determipbsnging and education today so that
people can fit into today’s societies, while intbrgcal societies this would be considered
wrong. According to Fromm (2004) and Earls (20@f, character of individuals and the
society are mutually linked and form each otheril@/people often believe that what they
do and how they behave is not directed by the fofateces’ and it comes from within
them, in reality this is formed by the society, ahhgives them the reference framework.

Society suppresses critical thinking. AccordingRr@mm (2009), it is possible to have
thoughts and feelings that one believes to be gehuhis/hers, but are in reality generated
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by someone else, e.g. political opinion of someoight be based on what this person read
in the paper on the issue, yet the person beli¢tese his/her own opinion. It is the same
case for willingness- people are sure they follbwirt own wishes, but often their wishes
are created by someone else. People rarely stdpirtk whether their wish is really
something they want or just something that a TVeatisement placed in their mind. To
function in such a way, the society suppressescarithinking, according to Fromm
(2009). If people loose a clear picture of how wWald is structured, this paralyses their
ability to think critically. This is what is happeig today. People gather separate facts
without a relation to the ‘big picture’ (news ofqme dying are normally followed by
commercials for a new product). So people tendtep shinking about how facts are
related, and they try not to relate to them. Pesfup being emotional or critical about this
and eventually they become indifferent to it.

Complexity reduces people’s ability to act. By nmkimany aspects of their life seem
complex and complicated, people do not trust theitity to think and judge different
aspects of their lives (Fromm, 2009). People thonky experts can decide some issues,
while in reality, if they think about them, theyeaall able to arrive to conclusions. This
undermines trust in their thinking and decidingligbi The ultimate result of making
everyday issues seem complex and beyond the coenmiein of the people is that people
either become overly critical and do not believethimg spoken or printed, or they
completely uncritically trust anything spoken anth{gd (Fromm, 2009). People who find
themselves in situations that they cannot conteans to become passive and helpless
(Schwartz, 2004).

Money is a disincentive for civic sense. Gowdy @0&nd Ariely (2009) show that money
can represent a disincentive for social contrimgiof individuals. Experiments show that
not only are people likely to loose their interastdoing something good for society if
offered money for it, but they are also likely tmnk alone and generally individualise
themselves. Ariely (2009) illustrates the intertiela of social norms and market norms
with the case of thanksgiving dinner: the social amarket norms should not be confused
for example by paying for thanksgiving dinner, &g twould cause social outrage. In
social norms there is no need for payment. Peopleagh other favours, because it makes
them feel good (Ariely, 2009; Sennet, 2003). Asgl@s the social norms are kept apart
from the market norms, all is well, but when these dinked, situation becomes
problematic. Ariely (2009) and Levit and Dubner @3) illustrate this with the
introduction of a fee for being late to pick up Idnen in kindergarten- as soon as the
otherwise socially unacceptable behaviour (beitg tia pick up children) was subjected to
market norms (fee for being late), it became a@@ptbehaviour. Experiments show also
that people are more likely to work hard for sociaims than for money (Ariely, 2009). If
social and economic norms crash into each othersdicial norm will be subdued by the
economical one for a long time (Ariely, 2009).

Environmental economics shows that a price can uteop everything, from natural
resources to species extinction. However, many @agbts that this is the right way for
protecting the environment, especially in the ligihtabove outlined response to money
being introduced into social norms. As Gowdy (2008)ieves, addressing the climate
challenge will need to include a collective effort an unparalleled scale that demands
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changes in the core institutions, not only at afivikual level. This is why solving the
problem through monetary mechanisms might be coorttéuctive, yet this does not
mean that such mechanisms should not play a rotesetondary level.

Values are at the core of people’s behaviour. \&@hgve an effect on people’s thinking,
decisions and actions (Ridderstrale and Nordst2002). Values that were once there to
guide people (e.g. religion) are now just anothemrameter of choice. Values differ from
culture to culture and from person to person, ydties that were once local or related to a
certain culture, are today globally mixed and cameldi (Ridderstrale and Nordstrom,
2002). Today people are influenced by values frahemocultures, and these values can
cause a major shift in interests in desires (Halil cGrew, 2002).

Although egoistic, altruistic and biospheric valogentations are said to drive people’s
beliefs (De Groot and Steg, 2008), today’'s values mostly related to affluence,

happiness and a better life (Baudrillard, 1998;tf@an, 1998). Happiness is put into focus
as the key value that the consumer society haargup, and it is not enough to have inner
happiness- people’s happiness needs to be alddev{8laudrillard, 1998). Better life has

no universally accepted definition, yet the majowf marketing is based on promoting
better life (Bertman, 1998), which means that tbee cf today’s values is not defined.

This provides space for interpretation that a \warigf actors that strive for increased
consumption are using very efficiently. While comgation until the early 1900s had a
negative tone, it is now being promoted as the kalye and dream for many people
(Rifkin, 2000).

Different sets of values make people fragmented andconflict with themselves.
Goodman and Cohen (2004) explain that productidtureuwas structured around values
such as hard work and self-control, while the camsuculture sees work as a means for
more consumption; there is a contradiction of raloproducer versus the irrational
consumer. Due to this contradiction people becoragniented. They have one set of
values for work and another set of values for consiion. This fragmentation is at the
moment the driving force of consumption, becaus®pleechase the goods that promise to
resolve this fragmentation and bring back wholeri@s®dman and Cohen, 2004).

Disintegrated society is a good basis for the fionatg of the current system. Today
people are a fragmented, polarised, individualised lonely society (Bertman 1998;
Ritzer, 2001; Baudrillard, 1998; Ridderstrale anard$trom, 2002). This is a result of the
development path that was followed. The way hunyamits developed contributes to the
weakening of the links between people that usetidild society together (Suzuki and
McConnel, 1999). Alienation is the basis for modsatiety (Baudrillard, 1998), and the
current economic model, which alienates people freatial life through objects,
spectacles and commodification of social life (Rif2001).

Ariely (2009) explains that when economic normstsia prevail over the social norms,
people become less of a herd and more of an ingaliwkd, self-centred homo
oeconomicus. As people become detached from othepl@, except in virtual spaces,
more and more interactions with people are madbusiness relationships. Instead of
socialising, people buy the time of other peoplafkiR, 2000; Baudrillard, 1998).
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Altruistic behaviour is repressed today, while indualism and competition are promoted
(Dickens, 1996). Dickens (1996) believes that awmirenmental crisis is a crisis of
understanding and human alienation.

To build healthy communities it is needed to haveaée and sound environment and
favourable social conditions, such as employmentz& and McConnel, 1999). Also

face-to-face relations and real contact shouldw&ured, in spite of the growing extent of
virtual relations between people (Rifkin, 2000).dag economic development is breaking
communities instead of serving them (Suzuki and btot@l, 1999). Community takes

time and effort, but people are too busy protectiregr individualism to take the time and

effort (Greer, 2010).

Individualised society is also incapable of unitingaction. From the happenings around
the Copenhagen climate talks, Monbiot (2010) assetbst what used to be movements, is
individualised today, because of the way that coreism and individualisation have
influenced people. Instead of a strong movemeetetls just a mass of individuals, each
with his/her own vision, but no shared story.

3.4 INSIGHTS ON HOW THE INTERDISCIPLINARY FRAMEWORK CAN
SUPPORT CLIMATE CHANGE AWARENESS RAISING

To achieve a switch in an extent needed to addtesslimate challenge, humanity is
facing a need to dramatically change how the sesietind economic system function. For
this, a variety of drastic transformations, fromdeep change of values (Suzuki and
McConnel, 1999) to slowing down people’s lives (B®an, 1998), will be needed. This
subchapter shows briefly how the lessons learneoh fiooking at the climate problem
from a few different angles can be applied in pcactboth for communication on climate
change, as well as for the implementation of theadrtant changes that have to be made. A
significant part of the proposals appear in Thechslogy of climate change communica-
tion: a guide for scientists, journalists, educsitquolitical aides, and the interested public
(The psychology of climate change communicatiof@Q0which was compiled at about
the same time as this subchapter was being complbsede this source is a reference for
the whole subchapter.

3.4.1 Communication

Some hints on how to communicate or not communicliteate change were already
given in the psychology subchapters above, soséasion only adds on to those. Due to
the variety of psychological glitches describedthyis chapter, the communication of
climate change can be adjusted to make use of tiibskes, rather than to fail because of
them. According to Tan et al. (2008), numerous sysvconducted all over the world,
show that although awareness on climate chang&dsspread among the people, there is
a low priority for climate action. The issue alsmks low in priority when compared to
other issues. Tan et al. (2008) attribute this gameffective communication, whereby
they outline a few key failures: trying to scar@ple to trigger action, shaming people and
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appealing to their morals and believing that if pleounderstood more about climate
change, they would act immediately.

An important climate change communication tool igusde for communicating climate
change, which was developed by The psychology mhate change communication
(2009). The guide is based on numerous studies &tbraver the world, and proposes
communication strategies and specific directions tmbest communicate climate change,
such as:

- characterize your audience- define the mental nsode@lues and beliefs of your

audience,

- frame your message correctly (e.g. local, press#;also Maibach et al., 2008),

« turn scientific data in concrete experience by m@gki visual and understandable,

- limit use of emotional appeals not to make peoggstant to them,

- clarify scientific uncertainties and manage thege(also Maibach et al., 2008),

- use the potential of social identities and affibas,

« motivate participation in groups,

- stimulate behaviour change by making it easierrfteyan incentives...).

Similarly, the European Commission (Science forimment policy, 2010) suggests ‘Ten
Principles of Climate Change Communication’, whichdds the following
recommendations to the ones above:

- shape your message to appeal to the cultural valbeliefs of your audience,

- empower your audience with specific actions thateredifference,

- stimulate people to think about links between ctenahange, resources and

themselves,
« create partnerships,
- involve leaders before communicating.

Futerra’s guides (The rules of the game, 2005; Mees: new game. Communications
tactics for climate change, 2005), which also béws#r recommendations on numerous
psychological, social and climate awareness studifer recommendations similar to
those listed above, but add the following suggestio

- reach out to people who are not ‘the usual suspects

- address both conscious and unconscious behaviours,

- ensure that conscious behaviour becomes uncongtiabi),

- acknowledge people for what they do well,

- be aware free riders can spoil the game,

- realise money is not a good motivator,

- label people who make climate actions,

« make sure actions to protect climate are compauiitelives of people,

- catch people when they are changing (moving, j@ngh, etc.) as they are open to

change,

- do not attack or condemn home or family,

« motivate trendsetters and use social learning,

« use consistent explanation of climate change,

- keep government policy in line with communicati@msclimate change,

- build a recognized voice on climate change.
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Filho (2009) outlines four factors on which climat@areness raising needs to build:
- making people personally accountable,
engaging the relevant stakeholders,
- combining technical expertise with communication,
identifying and promoting solutions.

In order to explain the recommendations better, esainthe key recommendations are
elaborated more in detail in the following paradrsp

Avoid scaring people:Many studies advise to avoid scaring people (QINand
Nicholson-Cole, 2009; Gladwell, 2004; Maibach et aD08; The psychology of climate
change communication, 2009; The rules of the gag@f)5). A study on tetanus
vaccination, to which Gladwell (2004) refers, shdvikat the ‘scariness’ of the message
did not have quite as much impact as the simpleisian of a map of the student campus
that had a sign where the hospital was- the inatusi the map turned the brochure from
something abstract into something connected with $htudents’ lives. This clearly
illustrates the use of the recommendation suggédstddaibach et al. (2008) to accompany
potentially scary content with efficacy-enhancingssages. Similarly, in the case of
smoking, raising awareness of the dangers of srgolsnnot likely to yield results,
especially not if done by grown ups. Strategy wptieventing some ‘visible’ peers to
smoke is more likely to work, explains Gladwell (2) and stresses that smoking on its
own is not cool: it is the smokers that are cood # is the influence of their peers that can
have an impact on growing children. Those two eXxamphow that when communicating
climate change, it is advisable to avoid scaringpte and provide them with as tangible
information as possible instead. Maibach et al.080also suggests to use a tailored
explanation of climate change impacts, which makeghreat as tangible as possible.

Frame the message, use stories and emotiunsierous cases (for example: discount for
cash vs. charge for credit) show that framing ef thessage can significantly impact the
behaviour of people (Schwartz, 2004; Ariely, 20G@&wdy, 2008; Earls, 2007). Emotions
guide people (Rapaille, 2006), so playing the eomsticould prove more effective than
playing on the rational. Revkin (2010) says thadlifegs of anxiety and loss should be
played first, while figuring out how to change beioar should come in the second place.
Instead of sensible evidence, he proposes to lmesmuanication on stories and emotions.

Communicate to various types of peopfegmenting the audience for climate change
communication is best done on the basis of psydialseariables (e.g. according to global
warming risk perception or values) and not demdugighly (Maibach et al., 2008). People
are generally aware that communication must bertadl to the characteristics of the target
groups, but it should also be tailored to the pelafical groups (for example:
individualists vs. collectivists, people who geriergheir own beliefs vs. people who
accept beliefs from others). When trying to chabegkefs, find out from where people get
their beliefs. If they lean towards self-generatelief, then give them experiences or
rational arguments. If they rely more on beliefattrexternal world offers, then
communicate the messages through experts or atgsdiChanging minds, 2009).
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lllustrate climate change with tangible problerirs his article, Corner (2009) shows that
people in the UK do not feel under the threat ahate change, because the problem is
perceived as abstract and vague. As people camagine it, catastrophic scenarios are
not likely to trigger behavioural change. Resealdo shows that climate change can be
perceived more easily in people’s minds if illustchwith air pollution, something that all
can see or smell and hence relate to. This shoatsttls crucial to find manners to make
climate change more visible and easier to perceive.

Get the message to ‘sticKt is important that the message sticks to peaptbe message
does not get stuck in people’s minds, no changkoeidur (Gladwell, 2004). There are
ways to make the message heard by the people ard swall changes in the way of
formulating or communicating the message can make alifference: put stress on the
words and repeat the words to make sure that tteelyrgoressed in people’s minds.

Harness spoken message and non-verbal communic&ladwell (2004) claims that in
the age of mass and virtual communication, the paWwepoken message is still strong-
recommendations from people are more likely to wbdn the mass messages. According
to experts, this is mainly because in the world thauled by loneliness and immunity to
mass communication, the rules of gossip or sprgadimours are welcome (see also
Earls, 2007). Non-verbal communication is as imgoatitif not even more important, than
verbal communication (e.g. vertical movements Hratsimilar to nodding head can have
positive impacts). Emotions are contagious too,cwhare two important guidelines for
communication (Gladwell, 2004).

Engage the right people in communicati®@ome people are more able to start epidemic
than others, and it is therefore important to idgrthose and use them for messaging
(Gladwell, 2004): connectors, connoisseurs aneiselThese people should be connected
into a group that will spread the change. Means rfaking a change should be
concentrated to this small group of people, who sjaread the change (Gladwell, 2004;
Ball, 2005).

Accompany informing with other actionMarshall’'s (2001) proposal is to discover the
form of climate problem denial in order to decide tstrategy. This should result in
different approaches, suitable to address the dddémial, Marshall (2001) and Roberts
(2010) stress, cannot be answered with informatidly, and there is sufficient proof that
more information can result in more denial. Othestegies must be applied too, such as:

« showing public response to the problem,

- creating social support for action,

- creating social demand for action,

« snowballing a mass movement.

Maibach et al. (2008) points out that communicahas to be done on four levels:
- individual level: target the key audiences,
- social-network level: activate opinion leaders,
« community level: campaign for social norms or odile efficiency,
- place level: build public support and role modétdgour.
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While communicating climate change is obviouslykely importance, the link between
being informed and aware about climate change akohg real action is not always
present. The Halady and Rao (2010) study pointdhaitpeople perceive climate threats
as distant and fail to relate them to their life pgrsonal actions. A gap persists also
between the perceived high risk and low level dabialcchanges for reducing greenhouse
gases. The key finding is that health impacts &iggction, which is why the study
recommends to primarily communicate the health ctgaf climate change in awareness
raising campaigns.

3.4.2 Personal level

Although a structural change of the global captadiystem is needed to properly address
the climate challenge, change begins with indivicheople. This is why a selection of
changes that should be introduced on a personalliepresented here.

In response to his findings about the paradoxeshoice, Schwartz (2004) proposes some
important changes in personal attitudes. It is eatgyl that one should seek what is ‘good
enough’ instead of seeking ‘the best’. Other sutiges are to lower expectations, regret
less, pay less attention to other people and shatitufe for what one has. Ariely (2009)
also proposes that when dealing with actions thatnat pleasant on the short term but
beneficial on the long term, it is a useful triek link the action with something that is
immediately pleasant for people (awarding yourggtii something that you like for doing
something that you dislike).

As Ariely (2009) suggests, the first step to chagdiehaviour is to question the rationality
of your habits. If you do that, you may discoveatttyou do not really need all the
functions of a new telephone. Suzuki and McConh8989) call upon the use of common
sense. For example, evaluate the received infoomatiitically and trust your common
sense when assessing information: challenge thdé bassc assumptions (that human
beings are on top of nature, that science and tdobhy can solve all problems, that
economic growth must be endless, etc.), and refilegtour needs. Behaviour change must
be based on personal goals, which need to be geppby strategy for reaching them
(Corner, 2009). However, the decision to go greleoukl not be made on self-interest
only, according to Garvey (2010), but for othersm# too. When making the right
decision from wrong reasons, the results can bdréen right. Following self-interest
motives only actually brought humanity in the cuatrsituation.

Avoiding consumption and consuming differently reother important step. If collective,

the consumption patterns of individuals do makefferénce. When talking about change
in consumption, there is rarely talk about reduaogsumption, but rather how to switch
from one form of consumption to another (Gouldlet2004). This does not slow down or
stop the treadmill of production and consumptiandscussion and action about reducing
consumption is needed, no matter how politicallpapular it is. Ritzer (2001) points out

that sustaining from consumption is the best pecple do- more so than orienting their
consumption towards ‘green’ products. Soper (2@039 believes that individuals should
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keep away from consumption to erode the undesidi effects of aggregated individual
consumption.

Voluntary constraints play a role too. Schwartz020and Ariely (2009) show that
voluntary constraints can be beneficial for leadangore balanced life. Instead of fighting
constraints, people should embrace them as thqy theim feel better in the maze of
choices and changes. Because there are sometrestrithat people can accept and even
like, and some constraints that people cannot &ceepmiddle approach is a good
compromise- give possibility for self-committinglstons.

Relating to past wisdom can help construct a mostagable future. Bertman (1998) and
Suzuki and McConnel (1999) suggest to build a tmlold wisdom. This includes taking

steps to insure the preservation of the past amdligsemination of its wisdom by talking

to elders and understanding the interconnectedsfesgerything (everything is connected
to everything else). Rapaille (2006) warns thatwek take time to be created and fully
evolved, but when the change takes place, it isquhso the next generations. This is
another reason to keep the intergenerational kmkd.

3.4.3 Social level

In order to achieve a deep change, the individa@ba will need to trigger and contribute
to the action on a social level. Some social lefelnges are listed here, the list being a
response to the analysis in the previous partseothapter.

Reform of the global systems is needed. There reed for a radical change in the
economic model, according to Gould et al. (2004),tlsat production decisions are
controlled more by the citizens. As the system eagtsmenvironment and people, people
are likely to demand limitation to unlimited econianctontrol (Gould et al.,2004).
Diamond (2005) believes that the public has respditg to control the behaviour of
companies, as only public demand can bring thegiganthe corporate world. In order to
raise people’s awareness of the way that the dusystem works and trigger different
demands, the public will have to be informed of hiv current system is seducing and
stupefying it (Ritzer, 2001). Although some belidliat fundamental or structural change
in the global governance is likely to be broughbathbby a sort of global crisis (Held and
McGrew, 2002), some believe that changes can bedmted without it. Monbiot (2003),
for example, believes that a global governmentesded to address the side-effects of
globalised economy, such as environmental problemigir trade barriers or poor labour
value. The key elements of his proposal are a wmaltlament (as opposed to the UN) and
a fair trade organization (as opposed to the WTO).

It is necessary to create an epidemic. Succesgfukyng the three factors that Gladwell
(2004) defines as epidemics causing ones (the faavfew, the stickiness factor and the
power of context) could lead to the creation of tieeded critical mass. The first step is to
connect people into a group that will spread thange. The second step is creating a
‘sticky’ message, putting stress on the words apkating the words to make sure that
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they stick in people’s minds. The third step isusiog on small details in the environment
that could matter for changing the circumstances.

Herding can be harnessed for solutions. Using thewlkedge that people are social
animals can inform the solutions. Earls (2007) scédir dismissing the perception that
people are independent individuals and embracéattiehat society determines them and
their behaviour, although people are not awaré. dfaish (2009) agrees with this strategy,
as social pressure might be an answer that wil people to act. The principles of herd
‘marketing’ are, according to Earls (2007):

interaction: mass behaviour is a result of inteo&achmong people,

influence: influence and not persuasion is theidgyorce for mass behaviour,

us-talk: word of mouth; endogenous and exogenoud wibmouth,

just believe: beliefs and purpose create betteénbas than money,

(re)light the fire: relighting the beliefs and poge,

co-creating: letting the herd co-create.

Developing effective behaviour change programsnpartant. Roberts (2010) highlights
that changing people’s behaviours to mitigate gnease gas emissions is a painstaking
enterprise. There is no silver bullet solution, deeit is important to handle each behaviour
that needs to be changed as a single, indivisibie Eor each such unit the unique set of
barriers and drivers needs to be identified- notghessed, but thoroughly researched.
From the possible array of methods, the most priognisnes should be selected and tested
in a pilot scheme. If they work, they should be leggpon a wider scale. Each behaviour
change that should be achieved needs its own setasures.

Involvement of people in forming solutions can glidetter results. Earls (2007) outlines
the so-called Hawthorne effect: if company emplayaee consulted before a change is
introduced, the productivity goes up, no matter whhange is. This suggests that
involving people in forming solutions for climatéailenge (policies and measures) could
lead to better results as they would be more likelipllow the solutions.

Communities appear as an important solution foryvarthe currently existing problems.
Suzuki and McConnel (1999), Dickens (1996), Nai@d0Q) and Ariely (2009) point at
various aspects of community life, from establighitloseness to people around us to
creating exchanges based on effort, rather thaneyobocal communities should be
protected and promoted. Small, self-reliable comitres) linked into a network could
represent a base for sustainable future societitpB®sisioning overcomes alienation and
closeness to people can have positive effects oRutsing effort into doing a favour or
helping lies between the level of social norm acdnemic norm. Exchanges that are
based on effort are more in the realm of sociamsothan monetary, so people should be
asked to invest effort, instead of money- e.g.retimrecycle.

3.4.4 A few examples of implementing the proposals in picice

A few examples of putting the upper proposals amgisstions into practice are presented
in order to show that the solutions must be comgmsive.
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Soper (2007) looks at the congestion charging indom. Although initially being a policy
idea that many found unacceptable, there was al gmalp of people who ensured that
this could become a part of public policy. The ierpkentation of this policy helped other
people to experience the benefits of the congesti@arging, and this ensured a wider,
mainstream acceptance of the policy.

Diamond (2005) presents the case of how Dutch peogate for the environment in the
areas where land was seized from the sea. Peoplte Hre aware that they must be
interdependent from each other if they wish to gti@tected. This is opposed to the trends
in many places, where the society is becoming raacemore segmented, because people
try to insulate themselves from the rest. Payingefxpensive private services instead of
building joint social services leads to the feelthgt the ones who can pay for the private
services, do not need the public ones, and the whescan pay to be protected, will
remain protected also in case of climate disasters.

Tan et al. (2008) outline the case of a Japanegergment campaign, Team Minus 6%,
which stimulated behaviour changes, such as mdreesit driving or less use of air-
conditioning. It tried to harness the value of tesork in Japanese culture. Apart from this
success factor, the campaign was built on othecesscfactors such as making global
warming “local”, making it understandable, leadiby example, addressing collective
power, using chain effects for promotion of messaged incorporating culture and social
values.

Gram-Hanssen (2010) presents the case of chanigagotitines of stand-by electricity
use. There are three key findings of the changeuifnes:

- Motivation changed partially on account of betterowledge and partially on
account of changed perception (perception of eltmg stand-by consumption
was changed from ‘fanatic’ activity to ‘normal’, vid perception of using energy
for stand-by was changed from ‘normal’ to ‘insane’)

- implementing changes was enabled first throughraegement of technology and
then through a change of habits (making it everydatine);

« once the routine was established, it was easy iotaia

Another important finding is that this change canbe explained only through rational
decisions, but also irrational factors, while ppllnaking counts solely on rational actors
to execute the changes. This shows that traditigpwicies in regard to stand-by
consumption should be accompanied with measureadtivess a variety of irrational
factors.
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4 METHODOLOGY

This research was done through three key resedrabep. In the first phase, a desk
research of the existing opinion polls was donethin second phase, insight was gained
into the barriers and drivers of climate action amgeople with the use of in-depth
interviews. The last phase cross-checked the eesidlthe first two phases and gained
additional insight into a few issues through thébate in two focus groups. Some
researchers point out that a combination of rebearethods can enhance the research by
reinforcing each other (Harrell and Bradley, 20@yman, 2001). This is why the
research was conducted in three phases.

4.1 SETTING UP THE RESEARCH FRAMEWORK

The main steps in the quantitative research argniBn, 2001): research theory > develop
hypothesis > design research > devise measuresnaepts > select research site(s) >
select research subjects/respondents > administgarch instruments/collect data >
process data > analyse data > arrive to findingslogions > summarise
findings/conclusions

According to Punch (2006), the research framewdrdukl be set up by pursuing the
following hierarchy of concepts: research area seaech topic > general research
guestions > specific research questions > dataat@h questions.

As this research is of qualitative nature, the aede plan set up followed the structure
suggested by Punch (2006). Rather than having \gmitlmeses, only the key research
questions have been set. This dissertation appligtth’s hierarchy of concepts in the
following manner:
- research area: climate change mitigation,
research topic: drivers and barriers that (de)natdiypeople to take personal action
to fight climate change,
general research questions:

(1) Is taking climate action closely related to ergonal reward/punishment system or
feeling? (Would people take action if they werespaally rewarded for it; and vice versa:
Would people not take action if they have to samitheir comfort?)

(2) Is a person who is affected by the consequeotcebmate change, or understands the
connection between his/her behaviour and the comes®gs of climate change, more
susceptible for changing habits than a person whwt affected or does not understand
this connection?

(3) Is change of habits to implement climate sohdt and the scale of them- conditioned
with factors such as the price, availability analgy of the product or services?
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The specific research questions and data collecjiestions are too numerous to present
in this place, but are available in the annexesn@nA and C) in the form of an in-depth
interview guide and a focus group guide.

Although literature (Punch, 2006) differs betweemedry verification and theory
generation, the upper key questions are a mixtubeth approaches. They are all more on
the side of theory verification. Yet, as the thergll the fields, related to the key research
guestions, shows gaps in details and nuances, gngviiee key questions also contributes
to theory generation. This is especially true beeathe key research questions focus on
the population of Slovenia and look between thesgalpa variety of studies and opinion
polls.

4.2 LITERATURE OVERVIEW

For the theoretical framework a secondary reseafr@xisting literature (library materials,

databases, legislation, regulations and case shudiad documents was conducted.
Literature overview helped to define the charast®s of the climate problem and to
establish the wider framework into which climatewege problem is placed. The literature
overview outlined the important open issues, whiehped form the specific research
questions.

4.3 DESK RESEARCH

Because desk research enabled an efficient exjgioraf the opinion of the people, the
review of the existing opinion polls and researcaswised to form a solid basis for
answering research questions and finding the arvbase the available data is insufficient
or of poor quality. The research overview was alsed to form the questionnaires for
practical research and fine tune the practicalarese

The desk research started with a focus on two Ewoobeter opinion polls on people’s

attitudes towards climate change. Although someenstudies/opinion polls are available

in the European area, these two were selected §edhay could, apart from presenting
the current attitude of people towards the climelt@nge issue, also present a trend.
Because they are both done in the same mannefinthegs could be compared in time,

not only at the certain point.

Apart from those two opinion polls, a similar omini poll, but done by a Slovenian
agency, was studied. The findings are not direcitynparable, but this study also
reinforces some of the findings of the Eurobaromepénion polls.

Further desk research was conducted on the oppuobia that are conducted on a weekly
basis by the multimedia portal www.rtvslo.si. These@arched opinion polls cover the
period between April 2005 and January 2009. Nottla opinion polls were studied,

simply the ones that are related to climate oratioselated issues (energy and transport).
Because of the opinion polls being based on amneteportal, the results have a limited
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validity (it is not a national representative sae@)pland can hence not be extrapolated as
findings that would be valid for the whole poputetiof Slovenia. Apart from that, some of
the questions of the opinion polls are set in aprofessional manner, which gives also
results of questionable quality. However, becatgedpinion polls are on very specific
questions, they provide an insight into the opinioh a certain part of Slovenian
population. As such, they were estimated to beeastang enough to represent a basis for
further research.

4.4 IN-DEPTH INTERVIEWS
4.4.1 Selecting the format of interviewing

Qualitative interview allows certain advantagesroiee quantitative interview (close to
survey) according to Bryman (2001), such as beasg ktructured and therefore enabling
more improvisation, flexibility and deviations frothe topic, making it possible to obtain
deeper views of the interviewee and more detaitesivars. The qualitative interview can
have various degrees of structure (Holstein andi@ury 1997; Bryman, 2001; Harrell and
Bradley, 2009), from unstructured through semiettreed to fully structured. Semi-
structured interviews are useful for gatheringghsiinto the view on a topic and a good
understanding of the views of the respondent (Haanel Bradley, 2009).

Semi-structured interview allows for some improtima (Bryman, 2001), but still using a
guide or a protocol is useful because it sets aeastions, enables consistency across the
interviews and structures the questions (Harredl Bradley, 2009).

Control
@6 @b @b
> g »
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%‘é 5}‘ 9’6
NS &
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Kind of Interview

Figure 3: Level of structuredness of interviewsrfidband Bradley, 2009: 25)
Slika 3: Raven strukturiranosti intervjuja (HarieBradley, 2009: 25)

For the reasons outlined above, the form of sermegired in-depth interview was used
for conducting the research. Although a protoco$ waed, some of the questions were set
to all the interviewees, while some of the questiarere added in relation to the answers
of the interviewees (e.g. to further clarify sontigades or opinions).

It is important to highlight that the practical apaches to interviewing were substantially

based on a constant communication with a markeiarel expert, who was dealing with
interviewing in practice for the past ten yearsdgie, 2010).
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4.4.2 An interview guide

The art of formulating a good interview guide cavarvariety of issues, from the openness
of the questions to the use of projection techrsquihe first part of the guide gives
instructions for creating a good atmosphere antilimgi trust between the interviewer and
the interviewee (Kazmierska, 2004). It encompagkespresenting of the purpose and
technique, small talk and reassurance of the irgeme (for example, the researcher has to
make the interviewee comfortable with the recordifghe conversation). When creating
the guide, one has to pay attention to formulagegtiestions in an open enough manner to
gather new information (Bryman, 2001), yet to eastlvat questions are specific enough
(Kramer et al., 1986). Questions also have to volk logical order to ensure a smooth
flow of the interview; however the interviewer he@me liberty about the order in which
guestions are asked (Bryman, 2001; Harrell andIBya@009). It must be ensured that all
respondents understand the question being askedhiEaeason it is important to test the
guestions from the guides beforehand. Question$ usasneutral language so that they do
not suggest answers (Kramer et al., 1986). It ralsst be kept in mind that an interview is
not a test, and if the respondent does not understame questions, it might be frustrating
for him or her (Harrell and Bradley, 2009). Whee ttovered topics or questions are not
easy to discuss, or it is possible that the respotsdmight not understand the topic,
various probes may need to be used to ensure lbainterviewee provides an answer
(Holstein and Gubrium, 1997; Harrell and Bradley)02). A variety of projection
techniques can be employed to obtain answers (ES®RM2003). The last phase of
interview is, although unofficial, important fortoening back to a normal atmosphere,
when the interviewer thanks the interviewee (Kazskia, 2004).

The interviews were conducted in accordance with ittierview protocol presented in
Annex A, which established some key categorieshferanalysis of interviews.

Table 2: Overview of the sections of the in-depiteiview guide
Preglednica 2: Pregled delov v&diza poglobljene intervjuje

Sections of the in-depth interview guide
Introduction
Changing of habits
- lifestyle exploration
- factors that influence decisions
Motivations for changing a habit
Understanding of the climate change problem
- associations with climate change
- information and communication
- consequences
Climate solutions
Conclusion

The interview guide was based on literature overvaad desk research of the existing
public opinion polls. The first part of the guidstablished trust between the interviewer
and the interviewee by presenting the interviewssuring anonymity, reasons for taping
and observing, explaining that: there is no righd &rong answer; everyone has his/her
own opinion; and that criticism is welcome. The eash topic was not revealed
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beforehand because it could influence the answeitheointerviewee. In this step the
interviewee was also briefly presented to the inésver to obtain the socio-demographical
data.

The first part of the guide addressed the chand®bits. At first, values were addressed
through using a projective technique of a fictihkerathat has to be introduced to life on
Earth. Next was lifestyle exploration in which ameeage day gave insight into the
interviewees’ habits. Third step was using a stedaspider net to establish factors that
influence interviewees’ decisions in a spontanemasner. Initially the next step was to
explore changing habits, but a few interviews ptbtieat a more natural next step would
be to proceed with prepared cards on factors tifateince decisions. The cards listed a
variety of factors that could potentially represantinfluence. Interviewees were requested
to sort them into categories of ‘would influence’ m&ould sometimes, but not always,
influence me’ and ‘would not influence me’. If theould influence me’ category would
contain too many factors, the interviewees wereuestpd to further categorize them
according to importance. By using first the metloddpontaneous listing of factors, and
the method of prepared factors later, it was pdéssip establish if there was a degree of
providing ‘desired’ answers when using the methbdpmntaneous listing of factors. The
next step was analysing the change of habits. Vieteees were first asked to give a
spontaneous listing of what motivated them to cleaamdabit, after which they were again
presented with a set of cards with prepared matimat(or demotivations).

Until this point, the interview did not focus onirchte issues to avoid socially desired
answers that would distort the research. Howeiegr gesting motivations, the interview
went further to discover what people know aboutale change; how they perceive
information about it; how they relate to conseq@snoetc. The knowledge of climate
change was normally clearly revealed through theo@sations to the term ‘climate
change’, which gave a good insight to what peoplate the term ‘climate change’ and
how detailed their knowledge is about it. It wagoed method to use for not embarrassing
the interviewee if he/she did not know what climelt@nge is, which, apart from that, gave
a good indication on how to proceed with furtheeidiew questions.

An important step was discussing solutions fordiaate change challenge. Interviewees
were again presented with a set of cards, listirepsures to reduce greenhouse gas
emissions, and asked to explain: what they alreadydoing; what they would do; what
they occasionally do; and what they would not dbeil decisions were probed with
explanatory questions on why they answered ‘yef\@rfor certain measures.

The last part of the interview focused on what espnts a personal action, and what
represents a political action. The very last stegs wpresenting the research to the
interviewee.

The described interview protocol was tested twietoke being finalised. In spite of that

some further adjustments were needed, which weseodered during the interviewing.
However, the changes were not so big as to disahgarability between interviews.
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4.4.3 Sampling

To ensure validity and generalisability of the dgaahered through interviewing, sampling
is an important step in the process (Perakyla, ;18&irell and Bradley, 2009). In this
aspect categorization is relevant (age, occupagtm), as well as using approaches that
help establish links even in the small group ofeimiewees, such as comparisons
(Perékyla, 1997). One option is random samplinge Tiext option is systematic or
stratified sampling, where the sample is firsttdtesl according to characteristics, and
then sampling is done from the clusters. Structgaadpling is whesampling is done so
that the research does not over- or under-represemte groups. Another option is
convenience sampling. Opportunity sampling is asooption, whereby one interviews
upon opportunity and with individuals that were ptanned to be interviewed. Snowball
sampling is when one respondent suggests anothietoesearcher, but such a method
should not be the only sampling method used bedtuae lead to overrepresentation of a
certain group (Harrell and Bradley, 2009).

Generalfizability
Claims Random
Structured
Snowball
Opportunity
Inferfnces Convenience

Figure 4: The benefits of different sampling ane &hility to generalise (Harrel and Bradley 2008) 3
Slika 4: Prednosti razinih oblik vzokenja in moznost za posploSevanje (Harrel in Brad@y9: 33)

The sample for interviewing was selected by appjiytime following criteria for selecting
the interviewees: age, education, region and YifestThe criteria and the size of the
sample were established in the communication withaaket researcher (Pirotte, 2010),
with the objective of creating as representativaa for Slovenia as possible.

Table 3: Overview of the sample characteristics
Preglednica 3: Pregled ztfimosti vzorca

Characteristic Parameters
Age 18-25
26-35
36-55
Education professional/high school

bachelor degree

degrees higher than bachelor
Region Southwest Slovenia

Central Slovenia

Northeast Slovenia
Lifestyle urban

rural
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Age: Three age groups were explored, namely: 18e26s, 26-35 years and 36-55. The
younger part of the population was not taken irtosederation, because the opinions and
behaviour of people younger than 18 are not fuigped, which could have a negative
impact on the overall picture. The age group of &&s not included, because their habits
are hard to change.

36-55
30% 18-25

35%

26-35
35%

Figure 5: Structure of interviewees in the reseacdording to the age
Slika 5: Struktura vzorca intervjujancev v raziskglede na starost

Education: Three levels of education were sought (fb) professional/high school, (2)
bachelor degree and (3) degrees higher than a loactegree. With the latest group it was
problematic to find a sufficient number of inteniges, so it is not equally represented.
These various degrees of education were used tdeenbserving the effect of education
on the behaviour and habits of the people.

Region: Although Slovenia is traditionally dividedto 12 statistical regions (SURS

2010a), for the purpose of the research it wasddiiinto three key regions: southwest
Slovenia, central Slovenia and northeast Slove&Suah a division clearly omits some parts
of Slovenia, yet it covers the regions where kdfettnces might arise and which cover
the country sufficiently for the purpose of thegach.

Northeast Slovenia
35%

Southw est Slovenia
35%

Central Slovenia
30%

Figure 6: Structure of interviewees in the reseaording to region
Slika 6: Struktura vzorca intervjujancev v raziskglede na regijo
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Lifestyle: Two varieties of lifestyle were exploratamely rural and urban.

Size of the sample: The ideal size of the sampls defined between 15 and 18
interviewees. In practice, this meant the follownogigh division, which was a guideline
for recruiting the interviewees. For each of thee¢hregions, 5 - 6 interviewees were
needed, of whom ideally two of each age group balet represented. Ideally half would
be male and half female. Ideally minimally two wauhave a high school level of
education, two a bachelor degree and one more dahbachelor degree. In the end 17
interviews were conducted, five in central Sloverix in the Southwest and six in the
Northeast; for more details see the overview ofitikerviewees in Annex B.

A variety of approaches was used to access thegepiatives of the sample. The key
method was to approach the circle of friends, agilees and family with the request to
assist in finding the appropriate people. Anothethud, used to a small extent, was using
the so-called snowball sampling, whereby interviesvesuggested next possible
interviewees.

The interviews were conducted in a wide varietgmyironments, from working offices to

home gardens, depending on the interviewee’s coenved. The majority of the interviews

with the interviewees from the Southwest and Nashavere conducted in the named
regions. Only in two cases the interviewees frooséhtwo regions were interviewed in
Ljubljana because it was suitable for them to oigmit in such a manner.

4.4.4 Data collection and analysis

The data on the interviewee is normally not diseths/et one must keep fact-sheets of the
interviewees (Bryman, 2001). Also a file with infloation about the sample, with
information on the sampling criteria and demographiormation, should be kept, because
it is important for limiting the assertions thatnche made with the data (Harrell and
Bradley, 2009). Although there is an open quesbonwhether to record or not, it is
recommendable to record the interviews to enabtper writing up of the findings.
However, it is also recommendable to note the kantp of the interview right after it,
because the recordings do not capture all the itapbinformation (non-verbal and
situational data) (Bryman, 2001; Harrell and Brgd2009).

The interviews were recorded, with the exceptiontwd, during which the recording
equipment did not function properly. For those timterviews only notes were made,
while for the rest of the interviews the audiodilef the recordings are available in Annex
E. The interviews were not fully transcribed dueathighly time-consuming transcription
process, but the notes of the answers were madsel loesthe recordings. The notes were
compiled into a table for comparative analysis,alihis available in Annex E.

The analysis was done mainly by checking and comgadhe answers of interviewees in
the different sections of the interview, analysithg overall ideas and checking them
against the socio-demographic characteristics. dimaysis was done according to the
topics (e.g. looking into the values or climate roja associations). To analyse some of the
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topics and factors, simple quantitative methodsewesed. For example, when determining
the importance of factors that influence decisiansimple weighting method was used.
The first level of importance received the weiglittloree points, the second level of
importance received two points and the third leeekived no points. According to these
weights, the importance of various factors was eanK his approach was used to analyse
the factors that influence decisions. For analydimg same factors, but based on pre-
prepared cards with factors, a similar approach used. It was rechecked for which
factors reappear in importance when asked to rgaknaAppearance in the first position
brought five points, the second four points, anasoThis method was applied also with
factors that motivate change of habits, actorsdintate measures, with the exception that
at the last two aspects, the last mentioned actoreasure did not receive zero points, but
one point.

4.5 FOCUS GROUPS

45.1 Selection of the method

Although definitions of what a focus group is diffa focus group is basically a group talk
or discussion through which information neededrésearch is collected (Bryman, 2001,
Harrell and Bradley, 2009). The number of partioigadepends on the topic, but generally
it varies between six and ten (Bryman, 2001). Bsués that can cause a lot of controversy
and hence debate, it is recommendable to have lfesm@ount of people and the opposite
for the less controversial issues (Harrell and EBnad2009, Bryman, 2001). Sensitive
issues are not a good topic for a focus group.dibeussion among participants is guided
by a moderator (Harrell and Bradley, 2009). Althloube focus group can be done for
other reasons (e.g. saving time), the main inteiesb discover how the participants
interact with each other, how they co-shape thé&ws and the view of the group
(Bryman 2001). Further advantages of the focosmgare (Bryman, 2001):
the method can help the researcher explain why lpethink in some ways-
people’s opinions are challenged and to some ektenight into one view,
« issues that are of group concern might arise, wisictot necessarily the case with
the interviews,
- there is more consistency, as participants terzhédlenge the people that provide
inconsistent views or opinions,
. focus groups give an idea of how people arrive aammgs around phenomena,
which is the interactive process that brings pedple joint understanding and
views.

The data or information obtained through a focumugr no matter how abundant, cannot
be generalized or statistically counted (Harrelt @radley, 2009). Focus groups are
helpful for providing a clarification for countetintive or conflicting findings (Harrell and
Bradley, 2009). There is no clear answer of the whof focus groups. The research
objectives will give direction on the amount of @iscgroups, as well as the logistics and
the budget (Harrell and Bradley, 2009).
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In this research, a debate among four to six peepkeused to find detailed and in-depth
answers in relation to the research questions. Miethod was also used because it gives a
better insight on how people’s interaction influesdheir decisions and behaviour. Two
focus groups were organized and implemented; onleegead people from rural areas,
while the other one gathered people from urbansar€ae focus group guide was used,
which was substantially based on communication &ittmarket research expert (Pirotte,
2010).

4.5.2 Focus group guide

Most of the guidelines for creating an interviewiducan be applied to a focus group
guide too: start by creating a good atmosphere emglire anonymity; formulate the
guestions properly (open enough in a logical ovdén liberty on the order); test the guide
and use probes and/or projection techniques.ifhportant to develop a precise protocol,
prioritise the questions, assign an amount of tionee topics of discussion, use structural
or descriptive questions and avoid embarrassing ¢Harrell and Bradley, 2009). An
icebreaker question- normally a question pertainatghe background of the participants-
is useful for triggering discussion and creatinglaxed atmosphere (Harrell and Bradley,
2009). Probes or projection techniques should leel s direct the debate and ensure a
dynamic participation from all participants (Hatr@hd Bradley, 2009).

For directing the focus groups, a guide was creg@ee Annex C).

Table 4: Overview of the sections of the focus grguide
Preglednica 4: Pregled delov v&aiza fokusne skupine

Sections of the focus group guide
Introduction

Values

Effects on you and others
Motivations to change habits
Climate information
Communication

Action

Inaction

Wrap up

The first part of the guide established trust betwthe moderator and the participants by
presenting the background of all present at theawebassuring anonymity, providing
reasons for taping and observing, explaining thate is no right or wrong answers,
understanding that everyone has his/her own opiamhthat criticism is welcome. Also
the research topic was presented.

The first exercise that participants were askeddaavas to write down associations with
the term ‘climate change’. This exercise reveaklelknowledge of climate change without
embarrassing the participants. The next step wauslsing the differences in values that
people claim to have and values that they lives Tabate was probed with agreement or
disagreement with the statement ‘We all know thieesthat we are supposed to know,
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but life teaches us that we live more successfathong people with a different set of
values.’

The next step was discussing how people affect eslobr and their environment. No

special methods were used in this section. Thisfalémved by a debate on motivations,

where the participants had to jointly select 5 magions from a set of 16 prepared
motivation cards. Motivations for the following #& activities were selected: using a bike
or public transport instead of a car, installingavoltaic panels, buying the same-sized
appliances.

A section on climate change information and commation was used to get insight into
how the participants perceive the climate infororatand what sort of communication is
the most desirable. Here a projective technique weasl, whereby the participants were
requested to specify how large a problem they thivgt climate change is by selecting
from differently sized balloons. The next sectioeali with climate action, and here
another projective technique was used. Participaste given a sort of ruler or scale, on
which they had to specify to what extent they wolkdwilling to change their lifestyle
towards taking actions to prevent further climatargye consequences. The scale had no
fixed measuring points, so that the participantsldaive their perception of how much
they thought they would be willing to change théde to save the climate (therefore it is
important to stress that only their perception vested, not a real measure). The last part
dealt with overcoming the feeling of powerlessnefssne individual.

The described guide was not tested in practice,was adjusted with the help of the
moderator, who based her suggestions on relevahegperiences (Smitran, 2010).

4.5.3 Focus group sampling

Sampling should be done in line with the researgkstjons and target groups. To plan the
set up of the group, one should bear in mind thestions and the characteristics according
to which group should be composed (Harrell and Bsgd®009).

The sample for focus groups was selected by applyia following criteria for selecting
the interviewees: age, education and lifestyle. difiteria and the size of the sample were
established in communication with a market reseaxpert (Pirotte, 2010), the main
objective being to make the groups as close topeesentative sample for Slovenia as
possible. One focus group was organized aroundcypemts coming from rural areas and
one on participants from urban areas.

Age: As with the interviews, three age groups wexplored, namely: 18-25 years, 26-35
years and 36-55.

Education: Two levels of education were sought (bj: professional/high school and (2)
bachelor degree or higher.

Lifestyle: Two varieties of lifestyles were expldrenamely rural and urban.
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Region: Region was not used as a criterion in #se ©f focus groups, because it would
have been very hard to find participants from &k tregions. Another reason for not
building on this criterion was that the in-deptkemviews rarely showed a major difference
between the regions.

Size of the Sample: The ideal size of the focusigreas defined between six and eight
participants. They were roughly divided into theeth age categories (two participants of
each age category) and education (three partigpafnéach category). The ideal balance
of half male and half female participants was soublowever, both the size of the focus
groups and the criteria match were not met, becéiwsas hard to recruit participants for
participation in a focus group. In the rural graine number of participants was lower,
because two participants cancelled participatioa lbour prior to the implementation of
the discussion. As the moderator evaluated thagtbep can be implemented also with 4
participants, the decision was made to conducttdhe in spite of a lower number of
participants. For more details see that overviethefparticipants in Annex D.

The participants were contacted, similarly to thieriviewees, by requesting contacts from
the circle of friends, colleagues and family. le ttase of focus groups snowball sampling
was not used because it could have led to oveseptation in the groups. Both debates
were organised in Ljubljana and participants froms@e of Ljubljana were offered travel
costs reimbursement.

4.5.4 Data collection and analysis

Again, same guidelines can be followed as withitierviews. Data on the participants is
normally not disclosed, but kept in a file. It scommendable to record in order to be able
to write transcripts. General notes should be takemg the focus group. To analyse the
gathered information, deductive or inductive aniglgsin be applied (Harrell and Bradley,
2009): while the deductive analysis validates tifermation for the researcher (either by
providing answers to the same question or by pgidisproving hypotheses), the
inductive analysis explores the information to frethtionships or issues (word finding or
identifying themes through reading).

In this research, the focus groups were recordéeé. dudio files of the recordings are
available in Annex E. The focus groups were nolyftdanscribed due to highly time-
consuming transcription process, but the noteshefanswers were made based on the
recordings. Based on the notes, an analysis was, adoainly by checking and comparing
the answers of participants to the different sestiof the guide, analyzing the overall ideas
and messages. Both deductive and inductive analassused. It was observed that the
focus groups have strengthened the effect of dpdaksired answers. In some cases this
was helpful to highlight which of the intuitive feggs from the interviews are more than
just an intuition. In other cases, however, it vgg®d for defining what would be the
socially acceptable messages (e.g. on one childypol
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4.6 EMPHASIS ON AGRICULTURE

During all the phases of the research, except enlitarature overview, special attention
was paid to the agricultural aspect. In the deskaech, the aspects that are linked to the
agricultural field were especially observed, suslegtreme weather events. The phases of
in-depth interviewing and focus groups were iniyialesigned in a way to be able to
observe any potential differences between partitgo&rom rural and urban areas. The
participants were balanced between the rural abdruarea, in the case of both interviews
and focus groups. In both phases, the particip#mas came from rural areas were
representing a mix of those that primarily live af agriculture (fully employed in
agriculture) and those for whom agriculture repnésean addition to their regular job
(from small scale gardening to large scale fielttization). As mentioned above, when
choosing the structure of the participants, theecibje was to get to a sample that is as
close as possible to a representative sample foveSia. This is why among the
participants only one person was fully dependentagnrculture for making a living
(representing roughly 5 %, which is the share aihtxs in Slovenia according to SURS,
2010b), while other participants were linked toi@agiture by various degrees.

In the analysis of the findings, special attenticas paid to the possible differences among
the rural and urban participants. Where those miffees appeared was highlighted.
Additionally, a review of all the findings was carded in order to spot possible

differences between rural and urban participartte. reésults are presented in section 6.1.2.

4.7 RESEARCH LIMITATIONS

In spite of paying utmost attention to designing tesearch in an effective and objective
manner, several problems have appeared during#earch, the three most important ones
being:
socially desired answers that the subjects ofékearch were providing,
- lack of willingness to explain personal opinion®absome issues, and
inability to generalise findings, but gain insigigvertheless.

Bryman (2001) points out that a common belief gMists that because it cannot be fully
objective, social research cannot be scientifimdgerespect to the objectivity of the social
research should be considered. There is, accordinBryman, a set of factors that
influence social research to which attention shoddd paid: theory, practical
considerations, epistemology, ontology and valWghile the influence of these factors
should be reduced, it is not possible to fully @hate them, and therefore Bryman suggests
acknowledging them and explaining their possiblpaot on the research.

Already in the design of the research one couldeexthat a good measure of socially
desired answers would be provided by the subjetcthe research. One reason is that
attitudes towards the environment are an area wlhaeeording to the experience of the
author, people tend to present themselves in a ¢jgbtd Most express concern for the
environment, although in reality they would not d@ncerned about it. This is because
paying respect to the environment is socially aéekiAnother reason is that the author is
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known by the public as an active environmental caigmer, on mainly climate issues.
Some subjects that were interviewed or particiggaitmthe focus groups were likely aware
of the background of the researcher. Miller ands&hes (1997) stress that the presentation
of the researcher can impact the research andsthisbe limited. In the case of in-depth
interviews, the background of the researcher aaddkearch topic was not revealed to the
participants until the end.

In spite of searching through literature on redearethods, only a small amount of
suggestions on how to limit socially desired answeas provided (Miller and Glassness,
1997; Holstein and Gubrium, 1997). Sieder (200Hwshthat when researching history,
the views of the interviewees sometimes interferth whe historical facts, hence the
subjective views of the interviewees have to bentbin the interviews and eliminated.
Hence when analyzing the findings of the reseatwhpccasions where the answers were
socially desired according to the estimation bamegrevious knowledge and experience
of the author, were explicitly pointed out in thadings. Baker (1997) emphasizes that
interview analysis does not search for actual desons, but rather for the connections of
the categories- not only what, but also how thosigite connected in speakers’ minds.
This was used in the analysis of the interviewsstablish where the socially desired
answers could affect the research. Kramer et 88g)Lpoints out that the questions should
not be phrased in a manner to lead to sociallyrel@ésinswers; they should be neutral and
use phrases that do not stimulate socially desaresivers. This was used as a guideline
when creating the interview or focus group guiddse design of the research proved to
assist in limiting the effects of the socially desi answers. It was observed that the focus
groups have strengthened the effect of sociallyrel@sanswers, which were observed in
the analysis of the in-depth interviews. In somsesahis was helpful to highlight which of
the occasions from the interviews were such casgesn it could be detected that answers
were most likely socially desired answers. Focusigs were also useful for defining what
would be socially acceptable messages.

The second key problem, people’s unwillingnessrewer, is most likely related to the
ability or inability of the people to talk aboutree issues. Values are normally hard to
discuss, be it because one does not wish to destlissor her values, or because one does
not know them. Rapaille (2006) discovered in hiseezch that people often give answers
that they believe the researcher wants to heas iBhnot because people want to give a
researcher the wrong information, but because tis®/ a ‘cortex answer’ and not an
emotion or instinct. This problem was, in some agpef the research, limited through the
use of projection techniques (ESOMAR, 2003). If arants the people to reveal what they
mean or feel, one needs to become like a stramgéreim, like a visitor from another
planet. By asking basic questions, such as andautsiould ask, people are stimulated to
stop giving reasonable answers and answer authéntic

Literature stresses that findings from interviewsfacus groups cannot be generalised
(Perékyla, 1997; Harrell and Bradley, 2009; Bryma@0Q1), but in order to ensure that

some level of generalisation is possible, the mebemust be done on subjects that are
sufficiently diverse. The selection of the intewees and focus group participants was
therefore done according to a set of criteria tharanteed that conclusions that are as
general as possible could be reached.
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5 RESEARCH RESULTS

This section presents the result of the reseaic$t. the desk research results are presented,
then the results of the in-depth interviews arégagd. The section outlines open issues for
further research before presenting the resulte@id groups in the last section.

5.1 DESK RESEARCH

This section presents the results from the deskarel. The presentation is organised into
two sections: the first looks at the Eurobarometeidies and the second at Slovenian
studies and opinion polls.

5.1.1 Eurobarometer studies and polls

Eurobarometer, the EU’s house public opinion anslyeol (European Commission,
2010), has in recent years done two studies didés of the Europeans towards issues
related with climate change that are particulamtgiesting for this research:
Europeans' Attitudes Towards Climate Change 200®ofteans’ attitudes towards
climate change, 2009a)
Europeans' Attitudes Towards Climate Change 20@8ofteans’ attitudes towards
climate change, 2008)
This section gives an overview of the key findifigen both studies.

Europeans’ attitudes towards climate change 2008:dy findings

Slovenia’s inhabitants, who participated in thigdst, are highly aware of the seriousness
of the climate change problem. According to thenapi of respondents, in 2008 global

warming, poverty and international terrorism were three most serious problems facing
the world. With 80% of the polled people listingobgll warming as a serious global

problem, this problem was ranked first as compé&oetie other two (79% for poverty and

45% for international terrorism). In combinationthvithe fact that Slovenia was second
only to Greece (90%) in ranking global warming aseaious problem, this shows that

people in Slovenia in 2008 had a high awarenesbeoseriousness of the climate change
problem. 58% of the participants of the study rahkgobal warming as an extremely

serious problem, 22% as a very serious problema8% fairly serious one and only 1%

did not find it a serious problem whatsoever.

Slovenians are averagely informed about climatengbabetter on consequences than on
solutions. 66% of the people feel well informed atbdimate change in general (11% very
well, 55% fairly well), while 33% feel badly infored (27% not very well informed, 6%
not at all informed). On the consequences of cintditange, the people feel informed a bit
better (69% well informed and 30% badly informeal)t still the level is not very high.
Also the feeling of being informed about the sao# and ways to abate climate change is
rather average, as 62% feel well informed on thgeat and 37% feel badly informed.
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Not enough action is being taken on all levels;Ehkis the most progressive. People feel
that companies should do the most about climategdathen people themselves, then
national government and lastly the EU. 93% belighat companies are not doing enough
(5% think companies make the right amount of eff@6% people think that they should

be doing more about climate change (12% think theythe right amount) and 84% of

people think that the national government is nahglenough (12% think it is about the

right amount). The EU is estimated to be doinglist: 20% think the EU is making the

right amount of effort, while 75% think it shoule lnloing more. Only 1% of the people

thinks that too much is being done on all levels.

Climate scepticism in Slovenia is relatively lowf &l the polled people, 31% agree that
climate change is an unstoppable process, andfdheneeople cannot do anything about
it, while about two thirds (67%) disagree with thdaim. Only 18% believe that the
seriousness of climate change has been exaggevetdd,80% disagree with that. 32%
think that CQ emissions have only a marginal impact on climdtange, while 59%
disagree with that. The percentage of people whaaddeel they know enough about the
impacts of CQ is 9%, which is rather high. 68% of people agfest fighting climate
change can have a positive impact on the Europeanoely, 22% disagree and 10%
cannot estimate this.

People are taking action to fight climate changainhy because acting together can make
an impact, but many people still need to know vthay can do. 79% of the people have
taken actions aimed at helping to fight climate ngea (about half of the people on an
occasional level, about a quarter rather serioudl§yo of the people do not tend to take
action. The most popular actions are recycling (80%gucing energy consumption (70%)
and reducing water consumption (66%). The next aputarity is the use of public
transport (38%) and reducing consumption of displesiems (33%). A little less popular
are the measures of reducing use of car and/oshaaing (24%), use of environmentally
friendlier cars (23%) and buying seasonal and Igeabucts (20%). 6% have installed
renewables, 5% are avoiding short flights and 2&grsen electricity.

68% of the people take action because they betleateif everyone changed behaviour, it
would make an impact on the climate. 61% take adbecause they feel it is their duty to
protect the environment, 59% because they are coedeabout the world that they will

leave to future generations, 33% because takinigragtill save money and only 14%

because they have been directly exposed to conseegief climate change.

Over half of the people (52%) are likely to stopmelte action, because they think it is
governments and companies that have to changesitmens. 37% are hindered by the
thought that changing their behaviour will not haveimpact on climate, while 19% think
that it would be too expensive to take actions fighit climate change. 11% of people do
not act, because they are not concerned about telicteange. A surprising amount of
people (29%) would like to take action but do nedw what they could do to fight climate
change.
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The respondents would be ready to pay about 11% rworclean energy. 31% of the

people would pay up to 5% more, 21% up to 10% naoick 9% up to 20% more than the
regular price to have energy produced from soutibas emit less greenhouse gases in
order to fight the climate change. 16% are notimglko pay anything more.

The respondents from Slovenia mostly support theate and energy objectives of the
EU. A little more than half of the people believat the climate and energy objectives of
the EU are the right ones (20% or 30% reductiogreenhouse gas emissions by 2020
compared to 1990, 20% share of renewables by 202@)rest find those objectives either
too modest or too ambitious, with slightly more pledinding them too modest.

Europeans’ attitudes towards climate change 2009:dy findings

Slovenians who took part in the study are highlyasvof the seriousness of climate
change, even while there is a recession and apildemic. In 2009 the percentage of
respondents listing climate change as a seriousagloroblem reduced from 80% in 2008
to 70%. This share was still high above the Europeeaerage (47%), but nevertheless one
can observe the effects of the global financiasisrin this development. While poverty
was still seen as an important problem (69%), tirea of infectious diseases was ranked
by 53 % of respondents as a serious global prol® effect of the Mexican flu
epidemic) and economic downturn (52%) became manpoitant for the people.
Interesting is an observation that 18% of the peoplought the increasing world
population to be a serious global issue, whiclovwger than the European average in this
aspect. 78% of the Slovenian respondents thoughatd change to be very serious, 15%
fairly serious and 5% not serious. 83% do not beli¢hat the seriousness of climate
change has been exaggerated, while 14 % believéotba the case.

Climate action is still missing on all levels, nmgsh companies, less so in the EU. Also in
2009, people felt that companies should do the rabetit climate change. 92% believe
that companies are not doing enough, 82% of pabpi& that they should be doing more
about climate change themselves, 81% of respondleimis that national government is
not doing enough and the same share of people thaikhe regional and local authorities
are not doing enough. The EU could still be doirgrerfor climate change, believe 72% of
the people. The education split shows (see Tabthai)the more people are educated, the
more it is likely that they will think they do ndb enough to fight climate change.

Table 5: Education split for the people that thinéy should do more about climate change (Europeans
attitudes towards climate change, 2009b)

Preglednica 5: Izobrazba ljudi, ki menijo, da biradbukrepati v& v zvezi s podnebnimi spremembami
(Europeans’ attitudes towards climate change, 2009b

Education (end of it) Share
<15 76%
16-19 81%
>20 86%
Still studying 82%
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The split according to the perception of climaterue (Table 6) shows that the more
people perceive climate change as a serious prolblenmore they are likely to feel that
they do not take enough action.

Table 6: Split according to the perception of cliemehange (Europeans’ attitudes towards climategda
2009b)

Preglednica 6: Delitev po pogledu na problem poditebprememb (Europeans’ attitudes towards climate
change, 2009b)

Perception of climate change Share
Not a serious problem 60%
Fairly serious 73%
Very serious 86%

Personal action is growing slightly. 79% of peop#e personally taken actions aimed at
helping to fight climate change, which is 2% mdrart in 2008. 16% still have not taken
action and 5% do not know. The age split of the &bfaws that the highest action-taking
share is in the age group of 40-54 (87%). All ottmerups have a lower share (between 74
and 77%). In the education split, the group of pedpat finished education between 16-19
(normally finished high school) is the most likeaty take action (82%). The split by the
difficulty to pay bills (Table 7) shows that peopldno almost never have problems with
paying bills are the most likely to take personaian, while the people who most of the
time cannot afford to pay bills still take actidnt to a lesser extent.

Table 7: Split according to the difficulty to paji® (Europeans’ attitudes towards climate charapi9b)
Preglednica 7: Delitev glede na tezavnostelanja réunov (Europeans’ attitudes towards climate change,
2009b)

Difficulties paying bills Share
Most of the time 68%
From time to time 78%
Almost never 80%

Recycling remains the most popular climate protectneasure. 81% of people separate
their waste for recycling. 69% are reducing watarsumption at home; 68% are reducing
energy consumption; and 68% are reducing consummtiadisposable items. The latter
measure gained a lot in popularity since the previgesearch. Environmentally friendly
transport at 40% and buying seasonal products%t®® the next most popular measures,
while reducing use of a car and car sharing at 28&busing an environmentally friendlier
car at 21% lost a little bit in popularity. Avoidjrshort flights (8%), installing renewables
(8%) and switching to green electricity (6%) stdmain the least popular measures.

People still mostly agree that fighting climate mfp@ can have a positive impact on the
European economy (66%). The education split shawas the higher the education, the
higher likeliness that people will believe in postimpacts on the European economy.
The likeliness increases with the perception obseness of climate change.

Less people would be willing to pay more for clearergy. As compared to 2008, the
share of people that would not be willing to payrentor clean energy grew from 16% to
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23%. Still 33% of the people would pay up to 5% enand 14% up to 10% more, but all
in all, the willingness to pay more for clean enehgs reduced.

Climate scepticism is decreasing and understandingnpacts of CQ@ on climate is

increasing. 75% believe that @@as an impact on climate change, while 20% thinak t
this impact is only marginal. This shows that inmparison to the previous poll, the
climate scepticism has reduced (59% vs. 32%), &wdpeople have gained understanding
of the CQ impacts on climate change (5% do not know, as ewatpto 9% from 2008).

Table 8: Comparative overview of findings from 8tadies on Europeans’ attitudes towards climatagha
from 2008 and 2009
Preglednica 8: Primerjalni pregled ugotovitev izdiit Odnos Evropejcev do podnebnih sprememb za leti

2008 in 2009

Topic

Europeans' attitudes towards climate
change (2008)

Europeans' attitudes towards climate
change (2009)

Awareness of the
problem

80% list global warming as a serious
global problem.

Global warming is:

- an extremely serious problem 58%
- a very serious problem 22%

- a fairly serious problem 8%

70% list global warming as a serious
global problem.

Global warming is:

- a very serious problem 78%

- a fairly serious problem 15%

- not a serious problem 5%

Action on
various levels

Climate
scepticism

Who has to do more:

- 93% companies

- 86% ourselves

- 84% national government

-75% EU

80% believe the seriousness of climate

Who has to do more:

- 92% companies

- 82% ourselves

- 81% national government

-72% EU

83% believe the seriousness of climate

change has not been exaggerated, whilechange has not been exaggerated, while

18% believe that to be the case.

14% believe that to be the case.

59% believe that emissions of greenhousé% believe that emissions of greenhouse

gases have impact on climate change,
while 32% think that this impact is only
marginal.

gases have impact on climate change,
while 20% think that this impact is only
marginal.

Climate action

Paying more for
clean energy

79 % of people take climate actions
18% do not take climate action
3% do not know
Popularity of Actions:
- recycling 80%
- reducing energy consumption 70%
- reducing water consumption 66%
- use of public transport 38%
- reducing car use and car sharing 24%
- use of environmentally friendlier cars
23%
- buying of seasonal and local products
20%
- installation of renewables 6%
- avoiding short flights 5%
- use of green electricity 2%
Would Pay Up To:
- 5% more: 31%
- 10% more: 21%
- no more: 16%

79 % of people take climate actions
16% do not take climate action

5% do not know

Popularity of Actions:

- recycling 81%

- reducing energy consumption 68%

- reducing water consumption 69%

- use of public transport 40%

- reducing car use and car sharing 20%
- use of environmentally friendlier cars
21%

- buying of seasonal and local products
28%

- installation of renewables 8%

- avoiding short flights 8%

- use of green electricity 6%

Would Pay Up To:

- 5 % more: 33%

- 10% more: 14%

- no more: 23%
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5.1.2 Slovenian studies and opinion polls

Climate change opinion research is not a standactipe in Slovenia, but some cases of
systematic studying of it are available. The redeas mostly based on the opinion poll

‘Knowledge of Climate Change Issue in the Sloveriapulation’ from 2009 (Poznavanje

problematike podnebnih sprememb med prebivalci &ige, 2009) and the opinion polls

conducted by the daily web based media.

The opinion poll ‘Knowledge of climate change issum the Slovenian population’

Opinion poll ‘Knowledge of climate change issue the Slovenian population’
(Poznavanje problematike podnebnih sprememb mduavatei Slovenije, 2009) reveals
similar findings as the Eurobarometer studies. @lanchange is listed as the most
concerning 2%-century problem by 27.6% of people, followed bymamic crisis with
13.3% of the votes and poverty and hunger with %2 Bopulation growth is raised as the
most concerning problem by 3.5% of the responddw®. thirds of the people also think
that climate change should be of more concern tplpethan other threats to humanity.
More than % of the people believe that action isdeel now to reduce human impact on
climate change, because the time is running outlewl®.4% believe that it is actually
already too late for action.

The state should do more, but not only becausdefptofit stimulus. People are quite
clear that the state should take more ambitioussaorea for climate change action, even if
on account of their lifestyle (4.1 on a scale of 5 where five is agree fully with the
statement; 76% of people answered with a four \@)fiHowever, many people believe
that climate action is stimulated by interestsatesd to capital and profits (4+5=59%) and
that state uses climate change as an excuse folamaylimitations and taxes (4+5=43%).

People are averagely aware of the causes. Indaistngport and deforestation are believed
to be the key reasons for climate change, closdlgvied by waste. Over-consumption,
energy and agriculture are the last in the roneasons for climate change on the public’s
list.

People need to act as individuals, although sonmé feople do not need to worry about
climate change. About half of the people quitersgtp agree that they can do a lot in the
climate change fight as individuals. There are¢ stime people, however, who believe they
need not worry about climate change and the futbezause they will not feel the
consequences of climate change (about one fifth).

Saving electricity and recycling are preferredakirig public transport. When acting for
protection of the climate, saving electricity aedycling seem to be the two key measures.
Other measures, but not as often applied as thedlisvo, are the use of efficient
appliances, avoiding buying unnecessary items,cehoif food (eco-food) and buying
degradable and environmentally friendly productsing public transport is the least
favourite measure. People also seem to have ihteretaking action through voting
decisions: 48% give priority to the candidate thapports measures to reduce emissions
when voting.
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Opinion polls conducted by the multimedia portal, wvw.rtvslo.si

The multimedia portal www.rtvslo.si (RTV Sloveni010) is conducting opinion polls on
environmental issues on a regular basis. Being@whthe limitations of the web based
opinion polls, this overview of the most intriguingplls and their results gives an
indicative overview of relevant and useful findings

Energy

There is a rivalry between renewables and nucledvlarch 2006, out of 921 people, 52%
thought that in the future people should use sptawer, 17% nuclear, 16% wind, 10%
water, 2% fossil fuels and 2% other forms of eneryy August 2008, 41% thought
Slovenia should focus future energy efforts mostiysolar, 27% on nuclear, 18% on wind
and 12% on hydro. In January 2009, out of 702 meapl% believed that renewables are
the energy source of the future, 31% bet on nudeargy, 15% believe people will find a
new source and 3% think fossil fuels are the ensogyce of the future.

Windmills are welcome, but must be placed suitaBlfhough hotly debated since 2004,
the windmills remain popular. In 2005, the poll®wed that about % of the people (75%
in April 2005 and 77% in September 2005) would supgindmill farms, even if close to
their homes. In August 2006, the support of wirihagrew to 80%, but in 2007 and later
it can be observed that the people became awatbeopotential negative effects as
suitable placement of the wind farms became theéition for the support.

The share of people, who would support a new nutliegk, is slowly growing. However,
when in November 2008 164 people decided on theeis$ nuclear safety in Slovenia,
only 27% thought that Slovenia is well enough pregddor a nuclear accident, while 63%
thought Slovenia is not well enough prepared for it

October 2008 65% [ 31%* [4%
March 2008 | 69% [ 24% [ 7%
January 2007* | 63% [ 30% [ 7%
January 2006 | 45% 53% B%
November 2005 | 55% [ 39% [ 6%
September 2005 | 54% [ 42% [5%

0% 10% 20% 30% 40% 50%  60% 70% 80% 90%  100%

@ would support a new nuclear power plant @ would not support a new nuclear power plant 0O undecided ‘

* The question was ‘Do you think a new reactor m$lko would be environmentally justified?’
** 22% would not agree with a new nuclear powemplaand 9% would close the existing KrSko nuclear
power plant entirely

Figure 7:Public support of nuclear energy in Slovenia (RTigv8nija, 2010)
Slika 7: Javno mnenje o podpori jedrski energiglaveniji (RTV Slovenija, 2010)
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Gas pipelines are preferred to gas terminals. IncM&2006, 44% of the people thought
that a new gas terminal in Trieste bay would moktd to seawater pollution, 37% to
negative effects on sea fauna and 13% to the inohghe bay. In comparison to the
terminals, people were somewhat more enthusidstiatahe pipelines: in June 2006, 27%
said they would support construction of new ga®lpie, because there will be no more
need for a gas terminal, and 30% because Sloveui@pendant on gas import. 24% would
not support the pipelines, because of environmeaterns and 8% because gas would
increase Slovenia’s dependency.

Wood gains importance in heating on account of @as oil. Although the data from
various polls is not directly comparable, becaus¢he inconsistencies in the range of
heating sources and technologies, the followingetglves a clear trend of growing use of
wood for heating, mainly on the account of oil @yac.

October 2009 [6%] 8% | 8%
January 2009 39% [ 7% [ 8%
September 2007 [ 11% | 20% [ 5%
October 2006 | 25% [ 7%
September 2005 24% [ 6% ]| 7%

T T T T T T T T T

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

W oil @mgas @mwood O electricity O district heating O heat pump O other ‘

Figure 8:Use of various energy sources for heating in SlavéRTV Slovenija, 2010)
Slika 8: Poraba razihih energentov za ogrevanje v Sloveniji (RTV Sldjser2010)

Findings of a poll on Slovenian real-estate pai&bnep, 2009) shows a similar picture in
October 2009: 32% use oil, 17% use gas, 32% use ws% use electricity, 7% use heat
pump and 5 % use other sources to heat theiriflabase.

The use of air-conditioning is growing. In June 2002% had an air-conditioned home,
63% not, and 15% were thinking about buying ancaiditioner. In July 2006 already
25% had an air-conditioner; 20% were planning tg ibuand 55% did not need it.

People are willing to take action to save emissidmsAugust 2005, 34% believed they
personally could save more electricity, 31% motoel$, 16% heating fuels and 14%
nothing. In August 2006, 36% saved energy at hoocasionally; 26% saved it because of
reducing costs; 32% saved because of environm@ntdkction; and 6% did not save
energy. In November 2006, 44% were willing to rezlaar use, 36% not, and 16% did not
use a car. In October 2007, 48% said they would gjv hot water three times per week to
save glaciers, 45% would not, and 7% did not knowdanuary 2008, 39% would change
their habits to protect the environment, 40% somesi and 21% not.
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Energy saving light bulbs: as long as they are @gusbption, they are popular. The figure
below shows an interesting fact: when asked aldwiuse of efficient light bulbs, people
use them in principle. But on September 1, 2009 whOOW light bulbs were banned
from the market, there was an uproar in the pufilitis was also reflected in a more
realistic finding about how many people actuallg efficient light bulbs.

September 2009

August 2009

October 2008

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

W use energy saving bulbs m use regular bulbs ‘

Figure 9:Use of energy saving and regular light bulbs inv&féa (RTV Slovenija, 2010)
Slika 9: Uporaba navadnih Zarnic in energetskéniirsijalk v Sloveniji (RTV Slovenija, 2010)

Mobility

The use of cars and bikes for commuting to worlgriewing, mainly on account of
walking to work. Public transport use remains mordess the same. In February 2009,
19% always used a car, even for short distancdtthane kilometre), 22% occasionally,
26% very rarely and 23% never. 9% did not havera ca

September 2009

September 2007 7%

12% | 7%

December 2005

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

‘ B car m foot @ bus O train O bike O other ‘

* 20% for bus and train together.

Figure 10:Modal split in Slovenia (RTV Slovenija, 2010)
Slika 10: Raba prevoznih sredstev v Sloveniji (R3Mvenija, 2010)
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Eco-vehicles are appealing, but still too expensive too distant in the future. In October
2006, 47% were eager to get environmentally frigredirs; 36% thought they would only

appear when humanity runs out of oil; 9% thougbkytivould never exist; and 9% thought
eco-cars were too slow, unpractical and expensivilay 2007, 85% would buy an eco-

vehicle, if they had enough money, while 9% woudd buy it, because they consider it
unnecessary. In May 2007, 32% would buy an electai¢ 32% would purchase a car that
runs on solar power; 21% would bet on ethanol; &6% did not show any orientation

towards alternative cars.

Public transport is desired, but expensive. In Maver 2007, 74% said they would take
public transport more often if it was cheaper, @Hll% would not take it, even if it was
cheaper. In December 2007, 75% believed that ttreduaction of a tram would be an
environmentally meaningful project, in spite of thigh costs, while 21% did not think so.

Congestion charges are fine in Germany, but ndlyrdasired in Slovenia. In November

2007, when a proposal for introducing a congestizerge was debated in Slovenia, 59%
were against a congestion charge in city centmed,38% supported it. In January 2008,
72% of the people found the German introductioerofironmental zones a positive effort
for emission reduction; 5% thought it was too exgpesr 11% did not believe in any

measures against climate change; and 6% likedldge but found the fees excessive.

Effects of a mobility week are weak. In October 2088% of the people were not affected
by the mobility week; 13% were warned about theatigg effects of transport; 12% were
actively involved in the mobility week; 2% took ethforms of transport than a car in the
future; and 15% did not know what mobility week is.

Awareness and attitudes towards climate change

The majority of the people is aware that the curetimate change is largely caused by
human actions. Although the poll question variée, following numbers can broadly show
how people felt about the cause of climate chandka period of 2005-2009:

December 2009

September 2008

February 2007

December 2006

December 2005

T T T T T T T T T

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

B human cause @ natural 0O do not know or care ‘

Figure 11:Slovenian public opinion regarding the cause ahatie change (RTV Slovenija, 2010)
Slika 11: Slovensko javno mnenje o vzroku podnelspiememb (RTV Slovenija, 2010)
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Similarly, in April 2008, 71% thought that arcticei is melting due to man made climate
change, while 26% found this to be a natural phesman.

People are worried about climate change and itsemprences. In June 2005, 68% thought
that climate change is threatening Slovenia verychm28% thought that not at the
moment; and 2% thought that not at all. In Febri96, 92% thought that glaciers will
melt faster and faster if people do not stop dgsigpthe Earth, and 5% thought the
glaciers will not melt faster. In April 2006, 87%eve worried about the consequences of
climate change and 11% not because the worriesesaggerated. Later in 2006, in
September, 65% thought climate change consequenité® catastrophic; 26% found it a
serious, but solvable problem; and 9% thought tiatmedia exaggerates the problem. In
November 2006, 53% were most worried about clincaienge, 26% about extinction of
species, 20% about quality of air and 2% aboutra#tselies. In January 2007, 41% thought
climate change was the key environmental threa®lovenia; 24% thought release of
chemicals in water was the key issue, 15% air gioly 14% increasing waste problem,
3% nuclear power and 2% other issues. In July 260% thought that warnings of experts
about climate change were not exaggerated bechegeate well-informed; 25% believed
some of them to be exaggerated; and 8% thoughthall scientific warnings were
exaggerated, because the situation is not so bad.

People link extreme weather events with climatengea InJuly 2005, 72% linked the
extreme weather events of that summer to irrespnsianagement of environment; 18%
linked it to natural climate change; and 9% thougft just a coincidence. In March 2006,
48% thought that stronger winters were due to maemdimate change; 31% due to
partially manmade climate change; and 17% due tiaralgphenomena. In July 2008, 67%
recognised the recent storms as a consequencératelchange, while 32% thought it
was just a natural extreme weather event.

People notice the consequences of climate chamgB®etember, 70% noticed that the
seasons did not bring the expected weather; 2196edothat the temperature range is
increasing; and 7% did not notice any change. Igust 2007, 33% had already felt the
consequences of hail, 12% of floods, 11% of eantikgs, 2% of fire and 1% of avalanche.
15% respondents felt more different consequenaws,286% felt none. In March 2008,
30% had already witnessed strong winds that caassage and 66% did not. In April
2008, 19% thought that of the various climate cleacmnsequences, the heat waves will be
most harmful for people’s health, 32% drought, 1f886ds and 26% believed pollution to
be the most harmful for the health.

Attitudes towards policies and actors

People’s belief in global climate deals is fadivgag. In November 2005, 70% believed
that the Kyoto Protocol could contribute to solvieagvironmental problems, while 21%
did not think so. In April 2005, 43% thought thaetEU should respond to the Kyoto
Protocol non-acceptance in the US with announcargtsons; 43% with direct response
measures; and 10% thought there was no need faEWh® respond. In June 2006, 27%
thought that Slovenia would reach its Kyoto tar@3% thought it will, but not by 2012;

31% thought Slovenia will fail, but so will othepuntries; and 13% thought that just

69



Zivéié L. Raising awareness on climate change in Sloveiilaan emphasis on agriculture.
Doct. dissertation. Ljubljana, Univ. of LjubljanBiotechnical Faculty, 2012

Slovenia would not meet the objective. In DecemB@07, 55% thought the Kyoto
Protocol was positive, because it is a first steple 41% thought the Kyoto Protocol was
doomed to fail because the key polluters were mdtided in the deal. In December 2009,
only 9% believed that the Copenhagen Agreement lv@lp to reduce emissions, while
85% did not put much hope in the agreement.

The majority believes in the success of climatéoast In May 2006, 15% thought that a
raise in price of oil could reduce car emissiors%3thought the same, but also thought
that only with marginal effect; 20% yes, but on thieg term; and 27% did not think there
would be any effect. In January 2007, 72% thoubht with environmental policies and
measures people can prevent the disappearing aegdaand ice, and 16% did not think
so. In January 2009, 72% thought that an individeah significantly contribute to
environmental protection, and 27% that an individiznot. An outstanding finding from
the polls is that although 75% of people think thetions like ‘Give 5 Minute Rest to the
Planet’ are needed, and 22% think these kindstajrescare meaningless (February 2007).
Only 38% joined the action in March 2009, while 52%@ not and 10% remained
undecided about it.

For some, climate or environmental issues shoulgiven a higher priority than economic

development. In June 2005, 78% would support radisenhouse gas emission reduction
on account of economic growth and 17% would notldnuary 2006, 90% would support
conservation of nature on account of developmedtl®96 would support development on
account of destroying nature.

Green movements and politics are desired in SlavéeniOctober 2006, 77% thought that
environmental movements in Slovenia do not haveughgower, while 18% thought
them to be strong enough. In November 2006, 66%ediga green political bloc and 29%
not. In October 2007, 49% still missed a strongegrparty and 31% not, while in June
2007, 56% believed Slovenia needed a strong grakyn and 33% not.

We all should do more, but politicians have a semile to play. In April 2007, 54% of

people thought that they should do more for tharenment; 38% thought national states
should do more, 4% international organizations, &% environmental NGOs. In

September 2007, 37% thought there should be marieoemental awareness in schools;
56% thought there should be more environmental athrcin schools; but the politicians
should also increase their action; and 6% thougleret was enough environmental
education in schools.

5.1.3 Key findings from the desk research

Based on the previously presented opinion pollgvakey findings can be constructed.
The most important one is that Slovenians are fighare of the seriousness of the
climate change problem. A closer look at the awassrshows that in spite of the high
awareness of the seriousness of climate changeer@éms are only averagely informed
about climate change, whereby they are slightlyebebformed on consequences than on
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solutions. There is an established link betweereex¢ weather events and climate change.
People tend to notice the consequences of clinmetege.

Being aware of the seriousness of the problem Slbgenians estimate that not enough
action is being taken on all levels. The actiothis most lacking at the level of Slovenian
government, while the EU is the most progressivadtion. People are willing to take

action and are taking action to fight climate changainly because acting together can
make an impact. Many people still need to knowdretthat it is that they can do about the
problem.

Recycling remains the most popular climate protectneasure. Saving energy is popular
and also clean energy is an acceptable measura/liioh people would be ready to pay a
bit more), but using public transport is not a vapceptable measure. People’s belief in
the global climate agreement is, however, fadingyawA large majority of Slovenians
believes in the success of climate actions. Foresartimate or environmental issues are
even prioritised to economic development. Climatepsicism in Slovenia is relatively
low, and the majority of the people is aware tha turrent climate change is largely
caused by human actions.

All in all, the awareness of Slovenians is reldiivM@gh, which suggests that more action
and less raising of awareness is required. Furgezarch is needed to establish whether-
and to what extent- Slovenians transfer their anese of climate change into practice.

A fast comparison with the results of research Rddima za promjene (2008) shows that
the situation in neighbouring Croatia is very sanito the situation in Slovenia. Namely,
the research reveals that 72% of Croatian peoplievieeclimate change to be a very
serious problem. The highest concern is in the &ulriregion, which is likely to be more
affected by climate change. People perceive onlyctlithreats of climate change, such as
health threats, as being dangerous, while widezatsr such as negative effects on food
production, are not perceived as dangerous.

The study also shows that in spite of high declar@dcern, the level of knowledge on
causes and effects of climate change is rather @natians are mainly informed about
climate change over media and less likely throudiosl, friends or family. Over 90% of
the respondents believe that Croatia should do rnmeduce greenhouse gases. They
believe that government and companies are the mestonsible for reducing the
emissions. A large majority of respondents claimstdake steps for protecting the
environment and is also ready to pay more for emvirentally friendlier sources of
energy. Their readiness to pay more is higher g&en in general throughout the EU,
hence it should be harnessed to promote efficieangt environmentally friendlier
consumption.
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5.2 IN-DEPTH INTERVIEWS

5.2.1 Findings from the interviews

This section briefly lists the key findings frometin-depth interviews to lay the basis for
conclusions that informed the next step of reseaftte sections follow the interview
guide (see Annex A).

Changing of habits

The first aspect of changing habits was to detegntire values of the interviewees. In

general, people’s key values are to be honest,dad friendly, as well as to help others, to
socialize, to be patient, etc. However, many of itlterviewees have expressed that one
should be careful with people, because they ddiveticcording to their declared values:

“I would teach him that not all the people areslithat, that people do not always act in
line with their values.” female, rural, 36-55

“There are values, but only a minority holds oriitem, in general they are not important,
on a personal level maybe. In real life we onlykl@ad ourselves or family, there are some
ideals, but in the end the bad values overrulelemaral, 18-25

(Please note that with ‘he’ or *him’ the intervieggerefer to the fictive alien that was used
to probe their answers.)

The finding is that interviewees know the valueat tthey are supposed to know, but life
teaches them that those values do not make itlgedsir one to live successfully among
people. Only one interviewee defined the valuesmlog to which the society functions
(“individualism, greediness, competitiveness, people objects for reaching objectives,
games in the society are played with people...”), foutthe rest people did not wish to
define the ‘real’ values. Apart from this cruciahding, there are a few less notable
findings. For example, in central Slovenia, the maststanding values are socializing,
friendship and helping others; in southwest Sloaehe values are honesty, fairness and
helping others; while in northeast Slovenia onedsde be nice to people, socialize and be
fair. The interviewees from southwest Slovenia wHre most aware that the thought
values are not in line with the values they live Blge notable difference in the rural/urban
split is that in rural areas they trust less thanrban areas. In rural areas it is also exposed
that the thought values are not the same as theevdleing applied to real life. Also, the
higher the education, the more likely the peoplé nealize that the way they live is not in
line with the values. The age split shows thathe 18-25 years group, socializing and
friendship are important, while in older groups ésty is an important value, as well as
care for people, respect and patience. The youagergroup is exception, but the other
two groups showed belief that life is not in lingttwthought values and expressed
carefulness in relation to how you deal with peoplien tend to realize the discrepancy
between the thought and real values more than women
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Figure 12: Categorisation of values of the intemges
Slika 12: Kategorizacija vrednot intervjujancev

The second step was to look at interviewees’ reveard punishment inclinations. The
majority of the interviewees decided that they vdonbt really punish the alien, but would
consider praising it or rewarding it.

“I would tell the alien he behaves badly and wofitdt try to explain to him what the
problem is.” male, rural, 18-25

“If he did something bad, like not wanting to h@kpople, | would do the same thing back
to him and explain to him why I did it. | would nptinish him, because punishment is a
reward in a way- it shows that the alien attrac#dntion, so by punishing him, | might
actually reward him.” female, urban, 18-25

Most people would first try to talk to a persomé or she did something wrong. Punishing
the person would be the last resort- some wouldspuie person by doing the same bad
thing back to him/her to see how he/she feels, evekdme would not be friends with
him/her any longer or even not give the person fételvarding the person was an option
for some of the interviewees, but it was not asosed as punishment. Some felt that
neither of these two options was doing any good, that the only solution was to talk to
the person.

In the socio-demographic split there were threalnlet findings. The interviewees from
urban areas would strictly not use punishment. Afemnales are less likely to use
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punishment than males. A female approach wouldhalk and explain, while the male
approach would be to talk and show how somethiglshor should not be done.
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z eye’
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Figure 13: Methods that would or would not be usgdeaching values
Slika 13: Metode, ki bi jih intervjujanci uporab#a wenje vrednot

The next step was to look at the average day ointieeviewees to explore their lifestyle.
The average day of the interviewees looks rathey.bMost of the interviewees feel too
busy while they rush through their days. The léasty, and therefore the most relaxed,
were people who were still studying. Some internges/complained to be too busy all the
time, mostly those who seemed to like doing whatythre doing in their life. Some
interviewees expressed the belief that if they imade time, they would take it easier and
live differently.

“I'm too busy too often, and this sometimes resint®ervousness that | transfer to other
people that don't deserve it; | react too fastvareover react.” female, urban, 26-35

“The tempo of life is fast, so we need a car toab& to move around fast, and we get
climate change in the end.” female, urban, 26-35

One specific aspect that was studied in this fraorkwas stress. The younger people (18-
25) tend not to be too busy, while the group of386is the busiest and suffers the most
stress. The older group (36-55) is rather busy, Hmittoo stressed. It seems that it is
slightly more stressful to live in an urban enviment, but also the rural life can get busy.
More education seems to positively relate with meogk and stress, as the interviewees
with a higher education level expressed that tlieybasy and stressed more often.

Another specific aspect that was studied in thasniework was whether or not people do
outdoor activities, such as working in fields, garohg, walks or outdoor sports, which
would bring them closer to nature. In central Stoaethe least amount of interviewees
were doing outdoor activities, while in northeasvv®nia the most interviewees spend
their time doing outdoor activities. The love oftdoor activities seems to grow with the
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age, as the youngest group tends to mostly aveiah thvhile almost all interviewees from
the oldest group were engaged in some kind of autdotivity. However, this might also
have to do with the new ways of spending time, @ younger generations are
traditionally more attracted to indoor activitissich as computers, and therefore have less
contact with nature. The rural environment seem®ffer more interest for outdoor
activities, as the majority of interviewees frone tlural areas do outdoor activities, while
urban interviewees tend to do less outdoor aatwitEducation seems to be related to
outdoor activities in a way that the higher thecadion, the more likely the person will do
outdoor activities. There seems to be a split almong male and female, as the latter tend
to do less outdoor activity than men.

Next are findings regarding the information sourfiesthe interviewees. In spite of being
in an era of multimedia, people are still the mastised source of information. People
seem to get their information mostly from other plepand this is still preferred to getting
it from media. Internet is the next useful sousgbile the media (TV, radio, and papers) is
the source of information only after people and Ititernet. Some people cross check the
quality of information through talking to other p#e, while some do this through
comparing different sources of information, e.gffedent papers. Almost all the
interviewees believe that commercials and mediandbhave an impact on them. In
general there is enough information, only some st there was too much information,
and one can get confused.

“Information about products or services? | mainit ¢hose from other people and then
from the Internet.” female, rural, 26-35

“l find that there is too much information. Thaseenough useful information, but also a
lot of false information, so | like to ask otheropée or check different media to find out
what is correct.” female, urban, 18-25

“I sometimes worry because | feel resistance tdhalinformation in papers, in mails, on
internet, TV... | started to think what this reaiste to information means, because | would
not like to close myself from information.” femal&ban, 36-55

Only in central Slovenia the Internet seems to hameadvantage over people as an
information source, which seems to be a case alsthé age group 18-25. In southwest
Slovenia shops are an important source of infoirnatbo. People from central Slovenia
are more critical about information; people fronutbovest find that there is too much
information available, while people from northeésthd to have a sufficient amount of
information. Younger people tend to pay attentimmiedia as a source of information too,
while older age groups mostly bet on people andritexnet. People under 36 seem to be
exposed to an overflow of information. In urbanaarethe Internet is the most expressed
source of information, but media is also used. Retpere also tend to have too much
information. In rural areas, people are the mogtartant, but some importance is also
given to shops. The higher the education, the rkedy/ that the Internet will be a more
important source of information than people, aral riore likely it is that people will be
critical of information. Males tend to trust peofdletter than the Internet; females trust
both the same. Environmentally more aware peogelso more likely to use the Internet
as a primary source of information.
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The following step in researching the motivationschange habits was to determine
factors that influence people’s decisions. Based spontaneous answers, the most
important factor influencing people’s purchase siecis is practicality or functionality.

Other important factors are quality, price, recomdaions or experiences of friends and
outlook. The less important factors are efficiemeyl environment, durability, brand and
service. Need, information and technology do netrs& play a role in people’s decisions.

Efficiency

EnVérI%l:]ﬂ;e”t Practicality

Functionality

Rerdee Quality
Price
Recommendations
Experiences of friends

Qutlook

Figure 14: Factors that influence people's degssaccording to the research
Slika 14: Dejavniki, ki glede na raziskavo vplivaja naSe odtstve

In the age group of 18-25 quality and price areartgmt, but outlook and brand stand out
as well. The next age group seems to appreciatenm@endations, while for the oldest age
group practicality and durability are relevant. Theal interviewees placed importance on
practicality, quality and durability, while urbames gave priority to quality and needs. A
similar split is with the education level: peoplé@wa higher level of education need more
practicality and durability, while people with aner level of education preferred quality
and placed price before the outlook. For womenityjaleed and recommendations are
the key factors, while for men the key factors @r&cticality, durability and quality. For
the more aware people durability is important.

Figure 15: An example of using 'spider net' fotiig decision factors in the research
Slika 15: Primer rabe 'pajkove mreze' za predstandejavnikov za odlsitve v raziskavi

When one looks at the answers that were based exprppared factors (cards with
factors), the findings change slightly. In the caégre-prepared factors, quality and price
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are the most important factors, closely followedn@gd, environment and durability. The
next influential factors are practicality, familywé impact on life, while innovativeness,
technology, friends, awareness, availability, desgackaging and subsidy follow. Other
people as a decision factor are ranked low, bdk Isigher than status, media and
commercials, which are the three factors that mpe@pe the least influenced by when
making decisions.
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innovativeness
technology
friends or family
awareness
availability
design
packaging
subsidy

other people
status

media

commercials
cold

Figure 16: Factors that influence people's dectsamtording to the research (based on prepare@ stimus
and ranked according to the importance)

Slika 16: Dejavniki, ki glede na raziskavo vplivaja naSe oditve (na osnovi vnaprej pripravljenih
predlogov in razvi@&ni glede na pomembnost)

Figure 17: An example of using pre-prepared cauitls decision factors in the research
Slika 17: Primer rabe predpripravljenih kartic edmiki za odl@anje v raziskavi

Another step was to detect how the interviewees dbbut being influenced by other

people and their influences on other people orrenment. A large segment of the
interviewees did not feel to be influenced by otipeople. Those who did perceive
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influence of other people listed closest peopléhasones that can influence them (friends
and family). The majority of interviewees do nointhabout their impacts on environment
or other people whatsoever. A few happen to queshemselves about their influences,
but not systematically; only sometimes. There d@namore of those that think of impacts
on environment than those that think of impactpeople.

“Opinion of others... Friends count, but other petplEpinions are not really important.
Family and friends would still have the most infige on me.” male, urban, 26-35

“I am aware that my decisions have impacts on gtkeple, like children producing sports
shoes, so | check the origin and eco-impacts. Bistnot something that | systematically
think of.” female, rural, 36-55

Interviewees from central Slovenia seemed to bertbst influenced by close people. The
young people seemed to be the least under theemduof others, while the oldest group
was most likely to be influenced by others. Urb&ogde, people with higher education,
women and unaware people seem to be more likédg iofluenced by close people.

The people of central Slovenia are the most likelyhink about their impacts on other
people or the environment. This seems to holdatse for the age group of 36-55, people
with higher education, males and environmentallyeraware people.

The final area to explore in the first part of ihéerviews was the change of habits. The
majority of interviewees changed some habits thay found to be bad, ranging from not
yelling at people to not eating late or smoking.s¥lof them enacted the change gradually,
taking some time, but there were also a few who gimply decided to change the habit
and did so the next day. The prevailing motivafmnchanging the habit was to feel better
about oneself. The most impressive finding for safihe people was that it is possible to
actually live with the changed habit, although theyuld not think so before changing it. It

is not always easy to change habits, but when iksyat feels good. In general self-

limitations are not too problematic for people hky have the right motivation and they
know how to motivate themselves. Most of the intamees have faced failures in

attempting to change the habit, and that made feehbad about themselves.

“l stopped planning things, because plans weranéplapart. | intentionally stopped
planning; it took time to realise that | had totHis, but then the change of habit was rather
fast.” female, urban, 26-35

“Main motivation was to feel better about myseH, tealthier.” male, rural, 18-25

In the youngest age group (18-25) other people sdeta be somewhat more of a
motivation than for other age groups. Similarlyhest people tend to be more of a
motivation for the people with lower education tHanthe people with higher education,
whose main motive is to feel better. The age g@iu@6-55 expressed satisfaction with the
change of habit more often than others. For makerviewees it seemed to be easier to
stick to limitations than for females. For the mengare interviewees the changed habit
was often recycling, and their motivation was foumd other people’s or nature’s
wellbeing. Regionally no notable differences weeéedted.
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Motivations for changing the habits

After checking the habits that the intervieweesngeal, the last part was to look at the
motivations for changing the habits. The intervieweéhighlighted feeling better about
oneself, better health and better living environtreenthe most outstanding motivations for
changing habits. The next three important motivegiovere a better life for children,

improving the environment and helping others. Sgvirme and money, along with

receiving praise are still rather important motiwas, while reducing poverty, improving

wellbeing of society, following ethics, receivingnsulation, obeying laws and receiving

awards are somewhat less important drivers for ghamhe least important driver seems
to be the actions of other people.

Yy
nfc:,tﬁg::)arls ! better feeling about oneself
better health
better living environment
soclal — better life for children
maotivators \ improving the environment
helping others
Efficiency
g motivators saving time
T saving money
=
% \'~ reducing poverty
= Other wellbeing of society
motivators Q ethics
stimulation
pralse
awards

actions of other people

Figure 18: Factors that motivate change of halfithe@interviewees according to the research
Slika 18: Dejavniki, ki glede na raziskavo motiyoadpremembe navad intervjujancev

Figure 19: Example of using cards with motivatiantbrs in the research
Slika 19: Primer rabe kartic z dejavniki za motiya raziskavi
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Understanding of the climate change problem

The first step was generating associations to ¢érmhange. The first associations with the
expression ‘climate change’ reveal that weathéhésmost common association. Slightly
less common, but still important, are global wamgianvironment and greenhouse gas /
effect. Fossil fuels, extreme weather events, ahatlisasters, storms and melting of ice are
the next first associations. The second assocm@wa natural disasters, extreme weather
events, weather and greenhouse gas / effect. Tis¢ important third association is the
ozone hole. The following associations were stigntioned in relation to the phrase
‘climate change’: floods, Al Gore, heat, speciesinetion, drought, change of life or
habits, sorts of food, continuity, recycling, toach traffic, air corridors, damages, polar
bears, agriculture, energy efficiency, economisisrideath, politics, renewables, Kyoto,
scientific and military tests, impact on natureaptétion, war, impact on people, lack of
drinking water, plastic, hail, moving, consumptidinermal power plants, more and more
diseases, fast tempo of life, more and more méatgoads, sustainable development,
personal and social responsibility, urgency, hungamans challenge the nature and the
nature strikes back, over-saturation of market.

global environ- greenhouse
: warming ment gases
climate V4
change
~ natural fossil extreme greenhouse
disasters fuels weather gases
events
ozone
hole

Figure 20: Associations of the interviewees to alienchange, ranked according to importance
Slika 20: Asociacije intervjujancev na podnebneeammbe, razvi&ne po pomembnosti

A look into the demographic characteristics of geapho are well aware, partially aware
or rather unaware of climate change shows thabties who are well aware of the climate
change problem are people who are generally moregoementally aware, have mostly
high education, are mostly from rural areas and raostly male. The ones who are
averagely aware of the problem are mostly femabenfurban areas that have higher
education and are in general not more environmigraalare. Half of them are in the 26-
35 age group. The people who are least aware aflithate problem are mostly from rural
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areas, with high school education and generally erotironmentally aware. They are
mostly from the 18-25 age group.

Figure 21: Example of using 'sun rays' for ass@miatfor climate change in the research
Slika 21: Primer rabe 'sénih Zarkov' za asociacije na podnebne spremembeiskavi

The next step was to check information on clim&i@nge. Most interviewees thought that
they receive enough information on climate chanQely a few actively search for
information on climate change, mostly in relationeducation or work purposes. The rest
of the interviewees are only passively followingn@te change issues in the media or
online. The major source of information on climekenge for the interviewees is media or
the Internet; they rarely obtain information frong.ebooks or brochures. Of all the media,
TV is referred to as the most common source, buganaes are also used. Some
information is obtained in school and some overierBame people have seen the Al Gore
film ‘An Inconvenient Truth’ and received informati from there.

There is a relatively high extent of scepticismuttbe information on climate change that
people receive through various channels. It shawéldhoted that scepticism in this case
refers to situations when people hear opposingnmétion and decide to believe both sides
of the story or decide to dig further for infornmatj not really about people who would

publicly defend the position that climate changeasreal.

In general it was found that people would prefesuai information, in an easy to
understand manner and as practical as possible.idldepth pieces (articles, TV shows,
talk shows or interviews) would be appreciated egpe.

“l think | have enough information. | mainly getfibm the shows that | translate and this
information raises concern. Sometimes | also trafm@mation in the media, but it's very
general, always the same, and not enough detaitsetBmes | get information in email or
find things on the net; sometimes | have to preabtilook for information for my work.”
female, rural, 36-55

“I'm well informed, | think, but there is a floodf information; the media talks about what

is interesting - if contra theory is interestingey publish it and create confusion among
the people. There are always conspiracy theories) tlimate change issues to war in
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Irag, and then you start to wonder what is reahakes you think. [...] For the majority of
people scientific articles are not understandabte,t has to be clear and based on a
credible source.” male, rural, 18-25

“The first time | heard of it in primary school, tifiere was a good teacher, like a biology
teacher. Now | get most information on the Interffdf, sometimes in a magazine, but
also in the lectures that they have for us [farindiisey tell us there are changes, but you
don’'t know it, you have to judge if this is corredt is like the conventional and
biodynamic raising of cattle and crops- you haveamne who wants to earn from this,
and then you have an objective side that seestiicture, and you need to judge if this
is really going to affect you and how.” male, ru26-35

No significant differences are observed regionalipe group split shows that young

people (18-25) get information from media, interagid school, but they also simply

notice the changes. The group of 26-35 additionpil{s stress on TV and magazines.
There is a large extent of scepticism present. dldest group (36-55) was marked by

listing radio shows as a source of informationthi@ rural areas scepticism was highlighted
more and similar was the finding for the more edetanterviewees. Women tend to

stress importance of visual information, while nsressed the radio more. Men are also
more likely to be sceptical about climate chandee $ame is valid for those who are more
aware, who wish to have more in-depth informatibawd climate change. With the people

who are less aware, the Internet seems to be aortiamp tool for obtaining information.

Next, the actors for protecting the climate weralgsed. The interviewees mostly agreed
that all people have to act to protect the climatee government is perceived as the actor
that has to do the most to protect climate. The aetor in line is public, then companies,
schools, civil society and media. The interviewbebeved that the government must take
a lead and set up laws and regulations for the eomep that would then influence the
consumers. Some pointed out that education and odélring has an important role in the
story. A few interviewees expressed concern thassistem is formed in a way as to keep
people living the way they live, which is the samay that lead humanity into trouble.
There was also a notable amount of fear that asigidual cannot do a lot make a change.

“We all must act- companies are above us, goverhnadaove companies, so the
government should direct the companies, which tsleould direct us, as consumers.”
female, urban, 18-25

“First act yourself, then change policies. Compamdl always look to the politics, and
politics can only be changed by the media, the [aopepinion. Lobbies have impact on
policies: commercials are focused on cars andigialits believe that cars are important for
the people. Media has large impact on the peopieiths run by politics...” male, rural,
36-55

Interviewees from central Slovenia were the moseé sbat the government is a starting
step for change, while in the other two regionsgheple (all of us) is the most important
starting point. People from northeast Slovenia weost concerned about the existence of
a system that is hard to change. The young ped@e?%) had the highest belief that
government is the first to act. This belief seemsleteriorate with age, while the belief
that people are the first to act grows with agee Jbung people felt the most powerless
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about the impacts of one individual or one countmile the oldest age group most
distinctly expressed concern about the systemctratot be changed. The rural/urban split
shows that all who believe there is a system tleapk people going in a loop are from
rural areas. Interviewees from the rural areas ase the ones that feel the most
powerlessness as an individual or country. Yet,yvsditl think the government is the first
step to action. In the educational split the inamees with a higher level of education do
not put their trust mostly in government, but ipeople. The people with a lower level of
education believe more in government and compaalgsugh they show concern that the
system cannot be changed, and individual actiodogmed to fail. Women tend to
highlight the importance of schools, while men telddespair because it is almost
impossible to change the economic system and ihaliés can only have a low impact on
the system.

Not very often, but sometimes climate change setenise a topic of discussions among
people. Although not a large majority of interviease some people said that they did talk
about the climate problem with their friends or fgmMany discussions are related to the
extreme weather or unusual seasonal trends, but saso talk about the possible
solutions.

“Yes, it happens that | discuss climate with mefiids, lately not so much, because | don’t
have enough time, but it happens here and theetnga documentary or reading a book
sparks the debate, and the debate is more orientélde climate problem. Sometimes we
also debate about the solutions.” male, urban,526-3

“We talk about it very rarely. Normally it is moedbout the weather, sometimes also the
solutions, but more likely the weather.” femaldyam, 26-35

Regionally the differences are negligible, and #aene is valid for the age split and
rural/urban split. The only notable observatiorhiat the younger groups’ wish for action
Is too weak. The education split shows that thédrnighe education, the more likely it is
that people will be discussing the problem withrtifreends; there is also more of a chance
that the talks will address both the climate probknd its solutions (unlike the group with
lower level of education, where the main focus néyan the problem). Women tend to
have somewhat more weather oriented debates amd Iskno motivation for action. The
aware people are more likely to talk about the jgnmband solutions, while less aware, if
they talk about it at all, they talk about the peoib.

The following step was to explore how much themwigavees know and feel the impacts
of climate change. It was observed through thervigers that not many people feel
impacts of climate change in their lives, in sptehe fact that some of them did witness
extreme weather events and have felt uncomforiinimg those or even suffered serious
damage. Interviewees mainly did not see a conneti@iween the impacts in their lives
and the climate change problem. Being affected Ibyiate change consequences is a
motivation for some people to act, but most feelpowerless to make a difference.

Interviewees have even less of a feeling that thefions would impact lives of other
people. This is mainly due to the belief that cartiom with other parts of the world or
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future generations is not proven. Many think thiera connection, but until this connection
Is proven, they are not willing to act.

The impacts that are felt in people’s lives arerenmsects, a fast change of weather,

extreme weather events, and weather that is netitiksed to be. The interviewees most

often experienced hail, winds, floods and storntseneby they felt emotional distress (bad

feelings, uncomfortableness, wonder, anger, feanepessness). However, this does not
make one think about the cause or connection teaté change, and even less about action
(only a few observed such links, majority not). oo not connect extreme weather

events to climate change because of scepticism.

“I don’t connect hail with climate change. When asvwyounger there was hail, but not so
strong as now, now it is hard to e.g. protect &@m it.” male, rural, 18-25

“I do not really see a lot of connection betweenlrehaviour and Bangladesh, because the
connection is not proven - if it could be provemyduld think about it. Impact on farmer's
crops cannot be proven because this is a big i¢¢oeever, | see a connection to the
hungry people in Africa, although there is no rewdde connection.” female, urban, 26-35

“l witnessed floods. The feeling was horrible, Btithe moment you are not thinking about
the causes, only later you think why it happenedidl not think how to change habits
because of that, there was no direct relationdhiipeatime.” male, urban, 26-35

experienced climate experienced emotional
change consequences distress
4 R )
bad feelings
floods 9
hail uncomfortableness
. = wonder
heavy rains
; anger
winds foui
storms -
powerlessness
extreme temperatures
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Figure 22: Experienced emotional distress of theruiewees related to climate change consequences
Slika 22: ORgutki intervjujancev ob posledicah podnebnih sprefmem

Interviewees from central Slovenia expressed ahtiighigher feeling of connection

between one’s actions and other people, but theéwdi think it was proven enough. The
young people (18-25) do not seem to note impactiwfate change in their lives, and even
if they do, they do not seem to connect it to ctenahange. They are likely to feel
uncomfortable during extreme weather events, ef/@mdoor. The oldest group (36-55)

showed a more expressed comparison of how it usdzktand how it is now. If they

witness extreme weather events while indoor or gmoaip, they can even enjoy them. It is
also less likely they will find something reallytesme.
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Of the interviewees from rural areas only a few wlid feel impacts of climate change in
their lives. The rest did, either in small aspéetg. more insects), or in bigger aspects (e.g.
destruction of crops). They also more often exmess comparison of before and now.
They are less likely to think about the connectionother parts of the world or future
generations, and even if so, they tend to put atgpremark over the connections. Almost
one half of the urban area interviewees do notdeglimpact of climate change and even
if they do, it is a small impact. They are moreelikto think about the connection to other
people or future generations, but few still do thirk connections are proven.

The higher the education, the more likely the vieawees feel climate change impacts and
think about them, and the more likely interviewedso think about impacts on other
people. Yet they will still question the connectioetween personal behaviour and impacts
on others. Women tend to be more aware of influemdeheir behaviour on others than
men, but tend to observe less climate impacts eir fives than men. Women are more
likely to be scared; men are more likely to feedl lmat horrible while witnessing extreme
weather events. Environmentally aware people tentdet aware of influences on other
people's lives, but often question them; only omeara person really did something
because of it. They also question the connectidwden extreme weather events and
climate change.

Climate solutions

Solutions on a smaller scale were either implenteateeady or quite acceptable, while
large scale solutions (like PV or insulation) wobkl welcome, if not too costly. The most
popular measures turned out to be turning off §ghtstalling better insulation and using
efficient appliances. The least popular measure® wgoiding long-distance flights for
exotic holidays and having less children. The omavwvof the popularity of various

measures is given in Table 9.

For some of the measures interviewees did not pte@sany comments, for some they did
and this is a swift overview of the key thoughtscentain measures:
- energy:
- switching off lights: Some people like their light® or do not want to think

about turning them off, so sensors might be welctonéhe later argument.
installing better insulation: It works in practidé.can be done when getting a
new house or renovating, but needs support fromyewe in the building.
using efficient appliances: Save money; sometintess iunclear what is
efficient.
showering instead of bathing: Occasionally it feglsod or is necessary.
Slovenia has enough water and can be heated wahestergy.
eliminating stand-by: At home stand-by can be ddms,in bigger buildings it
is hard. Regulation for producers would be a weleamprovement.
reducing temperature: Some simply like it hot. Saag that they personally
can have it, but their family not. Stimulation wdube to know that this
contributes to savings.
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using green electricity: Many do not know how itrhk& Concern is what will
happen with it and its price in the future. Somendbbelieve it is green. If the
price is the same, it can be accepted. Some cawitzh on their own.

not using air conditioning: Most needed air comditng in cars and if it is
really too hot in the summer. It is also used feating in the period when it is
not too cold yet.

installing photovoltaic panels: When doing or remey houses, this is
acceptable. It is expensive, so only if subsidy aalable. Some are sceptic as
more emissions are used to produce them than dwey s

- mobility:

- using a bike: Further insight shows that many in&vees do use a bike, but
only sometimes, because the car is used in maogti®ihs. One cannot put
items on a bike. Terrain or weather can be obstacle
reducing speed: Some would do it, if it was oblggt but for even then it
would not be acceptable. In Scandinavia one getsl &3 slower speed, but
when on holidays and with time.
using public transport: If it was faster, more afi@nd cheaper, people would
use it. Some are too comfortable in their carswodld never use it.
taking short flights: Many do not do it often. Someuld think of going by car
instead, less with train. Planes leave anywayhsoetis no difference if one
more person is on the flight. A high price dematiga
avoiding exotic holidays: Many did not go on thgseg but would not mind it if
they could. People want to learn about new pldease is demotivating.

« consumption:

- avoiding consumption: Some do not like consumptioat when one needs
something, one needs something. Many believe tloepad buy unnecessary
items. Being economical prevents one from buyingeaessary items. Going to
shop can be a stressful event.
reusing or fixing of items: One needs to know h@naix items. The system
does not stimulate the act. Sometimes objectsustetpo broken or obsolete.
Sometimes it is good to give items to someone else.
buying locally produced products: If the price st moo high, they are good.
Local is used mainly for food, for other items stnot checked. Quality is a
motivator for local products.
buying of same sized or smaller appliances: If m@eds an item to be bigger or
with more functions, it is bought, otherwise noheTtrend is that the size of
appliances increases and one cannot go agaiRsidé can be an obstacle.
doing some tasks manually: Often one is in a harrhe amount of work is too
big to be done manually. People would not givehgrhachines.
using less products of animal origin: Some claimytklo not eat meat often.
People would reduce, but not entirely give it Upa Imeat substitution would
taste like meat, it would be acceptable. Propedyxcton of meat would
improve the situation. Health reasons or high pwoeld demotivate.

. other:
demanding environmental policies and measureselfet would be a response
to it, people would do it. Some still doubt theeetiveness. Some would do it
passively, but not actively.
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- having less children: In Slovenia more children reeded, because population
numbers are decreasing. There is no connectiolintate change. If there was,
maybe some would think about it. Money would beason to have less kids.

Table 9: Popularity of actions for protecting thienate according to the preferences of the intereies
Preglednica 9: Popularnost ukrepov za varovanj@@lojd glede na preference intervjujancev

Does it Sometimes does or Does not Overall

would consider it doit score
Turning off lights 16 1 49
Installing better insulation 15 2 47
Using efficient appliances 14 3 45
Showering instead of bathing 13 4 43
Eliminating stand-by use 13 3 1 42
Reusing or fixing items 12 4 40
Using bike 11 5 1 38
Buying locally produced products 11 4 2 37
Reducing temperature by 1 or 2 degrees 11 2 3 35
Demanding policies and measures 11 2 4 35
Using green electricity 9 7 1 34
Not using air conditioning 9 6 2 33
Avoiding consumption 7 10 31
Reducing speed 8 4 5 28
Doing some things manually 6 8 3 26
Using public transport 6 7 4 25
Installing photovoltaic panels 6 7 3 25
Buying same sized or smaller appliances 6 6 5 24
Avoiding short flights 5 3 8 18
Eating less meat 4 6 6 18
Avoiding exotic holidays 1 5 11 8
Having less children 1 3 11 6

Figure 23: Using cards to explain climate actiod araction in the research

Slika 23: Raba kartic v raziskavi za razlago o pdmem ukrepanju in neukrepanju
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There were many obstacles identified by the ineareies. They also identified some
possible solutions to overcome these obstaclesTi@eale 10).

Table 10: Obstacles to implementing various clinpt#ection measures and suggested solutions
Preglednica 10: Ovire za izvajanje ukrepov za vanj& podnebja in predlagane reSitve

Obstacles Solutions

Energy

support from everyone in the building forevising the regulations on share of agreeing osvner
insulation and PV

having to think about lights light sensors

manual unplugging for stand-by regulation for proehs

preference for hot temperatures in flats reducihgemperature during the day and raising
awareness on how much it contributes to the savings

low awareness of green electricity same price amabelectricity and informing people
about it

air conditioning in the car or in summer raisingaa@ness on right temperature settings

the expense and pollution of use of photovoltaic ubsgly

Mobility

difficulty of putting items on a bike presentingsea, which show how more goods or
bigger objects can be transported by bike

terrain or weather obstacles for biking provididgweather protection solutions

no acceptance of speed reduction, even if legafhore time for driving and raising awareness on fuel

binding use at high speeds

not enough time to drive slow or do thingshowing of relations between time used for workimg

manually earn money for driving (or goods) and time useddo
by bike/public transport (or to fix objects)

slow and expensive public transport lobbying focr@asing political relevance of and

stimulating improvements in public transport
departure of planes, irrelevant of an additionaiformation concerning air traffic expansion and

person on the plane comparison of emissions with other modes

use of cars instead of planes us of trains instéathnes

the wish for exotic holidays correct pricing ofgftits (because high price is an
obstacle)

Consumption

lack of knowledge to fix items support to give iteno someone else or establish
reuse shops

lack of stimulus to reuse or fix items trendsettiigeusing or fixing items

high price of local products stress on qualityarfdl products

buying of locally produced items; mainly food sgen quality of local products

belief that unnecessary items are not bought strasthat unnecessary items are not economical;
showing how fast items become redundant or obsolete

trend of items becoming bigger and bigger obstatfwicing

Other

no response to demand for environmentedising of awareness of political responsibilitydan

policies stimulating of the engagement of people in processe

no complete commitment for becomingeduction of the use of meat, raising of awareness

vegetarian about meat production, and the exposure of health
reasons and high prices

the decrease of Slovenian population changing ofally accepted norms concerning the

number of children in a family; if people canncave
a good place for the children to live in, then &etiot
to have them at all
the perception that Slovenia has enough water ngaisf awareness about the availability of water in
Slovenia
no link between population and climate change mgisif awareness on the connection
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5.2.2 Highlights for further research

The conclusions from the in-depth interviews paouat some questions that should be
further addressed in the focus groups:

- discrepancy between one set of values that peimgl@tcording to and the socially

prescribed set of values

« influence of other people on us

- our influence on other people and environment

- credibility of sources of climate information andhat breeds (dis)trust

- effectiveness of climate communication

« overcoming the feeling of powerlessness of one

- effects of climate change consequences on pedples

< our impact on climate change

- willingness to give up the current life standargome extent

« motivations to change the climate related habits

« presenting change of climate related habit as sopat motivation

- further insight into the ‘tricky’ areas for solutis: population issue, flying, meat

- relation of changing habit to the general lifestylgpeople

5.3 FOCUS GROUPS’ FINDINGS

This section outlines the findings of the focusugp®. The sections follow the sections of
the focus group guide.

Values

The first step was to outline the values of thdip@ants. The following values were listed
by the group members (grouped positive or negative)

« positive: tolerance, empathy, patience, money, reatequity, success, carrier,
school, education, family, work, move to your owlage, responsible attitude
towards society and environment, saving, non-comsiom, integrity, honesty,
transparency, moral, fairness, live and let livegef thinking, spontaneous,
animalism (following instincts), accepting, undergling differences, openness,
love, compassion, active thinking, participatioasponsibility for society, active
citizen

« negative: over consumption, buying as much as plessnore shopping centres,
more packaging

The positive values have become less valuable.l®é&gpo live according to these values,
but now the values are put upside down. Some ofvéiiees of today are not personal
values, but social ones (e.g. consumerism is avialgociety, but not a personal value). It
seems like the ‘old’ values are an obstacle for thew’ values (e.g. honesty vs.
achievement of objectives over other people).

Society today is estranged, and many people festl Beople are not in touch with
themselves and even less with nature. They all vaoldit, because society values it, and
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one is expected to run and hurry to build a caraéhough people are at a level where
they could start arranging quality of life, not gtity. If one does not live according to the
values that society prescribes, he or she is maRad has to be brave to live outside of
the social norms and values. One interesting reraarthe living of values was that one
can achieve values easier if one decides for e job.

Effects on you and others

The following step was to estimate how many paréinis feel influenced by other people,
and how much they feel their actions would influemthers. In general, the participants
did not show a perception of high impact of otheope on us. Some cases of influence
were exposed, such as school kids influencing &aeher or a professor inspiring a
student, but for the rest a notion of influence wagressed, but not specified.

Also some notion of how people influence the otlvess expressed by the participants, but
it was not very developed, just general, that pedpl influence others. The specified cases
were the case of influence that people have onwltn raising them, the influence on the

nature through their actions and influence thropgisonal actions (being a role model for

friends or involving other people in a fashion shwith recycled clothing.

Participants agreed that people have influencesush distant places as Africa, mainly
because everything is globalised. Items that atgiboand used in the developed world
have impacts on other parts. There is also a dinélaence through donations for work in
developing countries. A concern was expresseddban if people were aware of their
impacts, the companies would not allow them to stmpsuming.

Participants mentioned a lot of manners in whicaytlimpact the environment, from
positive (recycling, turning off water while bruslyi teeth, biking, etc.) to negative ones
(using car and plane, cutting down forests, expbmwaste, use of materials, etc.). When
asked about the impact on the Maldives, the ppeimds did not enter into debate.
Participants sometimes thought of the environmaedtibustrated some actions when they
think of it (turning off water, walking in naturefc.). However, one participant explained
that when she was getting used to the habit ofirigrioff water, she thought of the
environment all the time, while now that it is ébliashe does not think about it anymore.

Motivation to change habits

First the satisfaction with the living standard welsecked among the focus group
participants. Many of the participants were saidfor even very satisfied with their living

standard. The ones that were still students coolestimate what sort of a living standard
they would have. The outlined obstacle to havingetier standard or being fully happy
with the current one was stability of income. Itswstressed that today a large part of
standards comes down to material goods. The olaigicipants expressed disappointment
with the developments in the last 10 years: middéss disappeared, and even if one
works really hard, he/she needs to rationalizenbrshcome in order to live with it.
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When asked if they would be ready to give up am it possession, if they had to, a car
was the most often mentioned item that people wbaldeady to give, closely followed by
long-distance travelling by plane. The other itdhet participants were willing to give up
were a mobile phone, the Internet, going to the smmrettes, music and bread. It was
stressed that it would be more acceptable to give car than a job, education or family.

The first group estimated that they would be wglito change their lifestyle to the
following extent in order to protect the climat®9%, 65%, 72%, 78%, leaving it at 74% on
average. The second group had the following ex&4#b, 80%, 52%, 72%, 48%, making
an average of 63%. Both groups together would hbgeperception that they would be
willing to change their life to the extent of owero thirds in order to protect the climate.

Figure 24: Indication of willingness of focus grauparticipants to change their lifestyle
Slika 24: Pokazatelj pripravljenosti udeleZzencekunih skupin, da spremenijo svoj Zivljenjski slog

For some of the participants the change of habustds environmentally friendlier ones
was a part of a bigger change, whereby they stantéabk at the life differently. This was
not the case for all of them, however. The ‘stepstgp’ approach was highlighted; some
started with one field and then moved on to otied$, because they thought there were
connections. It was expressed that kids must eedain an environmentally friendly
manner, so that they understand the environmentkandv which changes need to be
made when they become directors and politicians.

When asked about motivations for biking or usinglmutransport instead of car, the
following motivations were listed: better healtlavsg time, saving money, a better life
for children, improving environment, wellbeing aicsety and a better living environment.
Among exposed obstacles, the following were listedfety for biking and bicycles,
cheaper public transport, better connections astefgublic transport.

When asked about motivations for using solar enetbgse were listed: improving
environment, saving money, a better living envinemt, stimulation (or award),
wellbeing of the society, poverty reduction andtérefeelings about oneself, but also
giving a good example and making it legally bindwguld be motivators. Although one
participant thought that solar energy is not usedtihers did not share his opinion and
exposed lower prices and subsidy as possible mots/aThey said that service should be
included in the price; that security is an issuehave electricity also when there is no
sun); that panels should have better efficiencyg thiat the whole building has to approve
use of solar energy.

When asked about the key motivations for keepintheosame size of appliances when
buying a new one, the following were emphasisediinga money, improving the
environment, having a better feeling about oneselfiroving the wellbeing of society,
providing a better life for children, having a letiiving environment and supporting
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ethics/morale. Participants believed people daemd to buy bigger appliances with more
functions, especially if there is no need for thfed. additional motivators they mentioned
efficiency and lower price. Saving climate wouldanea good experience, because they
would feel good about it.

Climate change information

In the first step, the following associations wiksted by the participants:

< environment: air, water, nature, climate, UV ragkin cancer, ozone hole,
expansion of sun,

- weather events: weather, rain, temperature,

« consequences: catastrophe, apocalypse, endangpesiess (bears, penguins),
Africa, sand, freedom, water, war, dying, threagltmg of ice, disease, long term
consequences for all generations, poor food quafibods, droughts, glacier,
melting, sea level, higher temperatures, changeadon times, hot,

- system: change, capitalism, money,

- solutions: green technology, energy saving, newsjaarbon footprint, change of
habits, electrical cars, trend, smart use of enargyng solar energy for electricity
and heat,

- politics: politics, Al Gore,

- doubt: idiocy, climategate,

- social issues: social problem, migrations, limiad feelings towards other people,
worsening of relations among people,

« causes: energy, waste,

- other: future, time, IPCC.

The participants obtain climate information mostty the media: TV, radio, written
formats, but also on the Internet. Participants mlamed that climate information
normally consists of percents, data and numberschvimakes it hard for them to
understand the problem and extent of it. The nusmla@ed percentages are supposed to
explain know how deep the climate problem is, big hard to understand them. An issue
of wrong data, poor interpretations and copy-pase/'s pieces was raised, as well as
alarmist approach that only scares people.

When asked about the human impact on climate cheaugee participants believed that
humans do not have a notable impact on climatelendome saw this attitude as the
problem: people do not think that they have an ichpaut they do, all of them bit by bit.

Most people expressed that they tried to reduck thpact on climate by recycling or

reducing waste, but some thought that personabragt not enough. There is a major
difference in what one can do as a consumer ansbamone who influences policies.
Transport is the field where participants most mfteought on their impact on climate;
recycling too.

A high level of uncertainty was expressed by sorh¢he participants on the aspect of
climate consequences. For some consequences, sipciaa bear extinction, there was an
almost unanimous consensus among the participdras they are climate change
consequences. However, on the.@Q@pact, especially the human €{npact, there was
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no common opinion. The key origins of doubt are féod that the Earth can handle the
emissions, that there are many historical cases @@ was changing without the human
impact and that it is simply required to doubt. ®oopinions stated that even if it is not
known how much of the climate change is natural lama much is human, it is better to
act because it cannot hurt to act. One participa® pointing out that it is strange not to
believe scientists: in the past one would not d@hérk about not believing scientists, while
today science is more of an opinion, not the truth.

One participant was questioning why all the pedpét are aware of the climate problem
do not stop eating meat, since it was known howhrateess it puts on the climate and
environment in general. Participants concluded daath person should decide on his/her
own priorities; some would rather give up a canthzeat.

Participants thought that one does not feel maimyaté change consequences. The listed
cases are: less snow, so less skiing, going tegaen June or September, short periods of
hot weather and cold for the rest, unusual weaents, and hail that destroys cars. It was
pointed out that media shows a lot of extreme weragivents, and in general writes a lot
about climate change consequences these days,dstitomit is just marketing tricks for
‘greening’ the companies. When asked to pick aoball that best represents their
perception of the size of the climate problemhi tonsequences of climate change that
can be felt are taken into consideration, one gm@aghed and average of 28 ona l -5
scale (1 small, 5 large). One participant of thisug highlighted that there is a lot of
evidence, but science still works on the conseqegnand therefore the problem should
not be treated so seriously. Another participamtl $hat selecting the biggest balloon
would be his choice in the 90s, but now the situatis improving. The other group
reached an average of 4, meaning that they fimoaté change to be a big problem.

Communication

Most thought that there is not sufficient commutaa about the problem and more is
needed. However, the issue of scepticism was btotglight again, and participants
thought that poor interpretations and poor artidpsn space for climate scepticism. The
film ‘An Inconvenient Truth’ was exposed as an ep#nthat was not based on sound
data, and hence opened place for critique, buitnséitle it possible to communicate to the
wider public. This opened a debate on the issuesadnce vs. commercialisation.
Participants said that when news that appear inrtbdia are more complex, people are
less interested to listen or see those. This is yadwyneed to go out of the expert circle and
make it more attractive for the public. This broutite participants to a conclusion that the
climate topic is very complex, so it is hard taomstte how to best communicate it. Advice
was given to develop special models of communiodiio each of the different groups of
people. Other advice was to talk more about susbdity and less about climate change
because the issues are interconnected anyway.

Participants shared the opinion that it is necgsgarfind information in more than one

source. It is necessary also to talk about tangibfeects, such as impacts of eating or not
eating meat. It was also expressed that films asteeeto understand. Some participants
followed their 'gut feeling' on how much to trusetsources. Credibility of the source was
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highlighted as important, too. The key elementsaafnd information or media pieces were
outlined as follows: in-depth and better explaimefdrmation, multiple-verified sources,
rational writing, research-based information, ladistories, and use of pictures and
numbers. Graphs were not believed to be good, Bectey are impractical and hard to
understand. Another message was that people megstdptical about the cause of climate
change, but are not sceptical about humans’ negatigacts on the environment.

Action and inaction

In regard to actions for protecting climate, thitade of the participants towards several
specific actions was checked.

Flying: The participants more or less agreed thate was too much flying and travel in
general. They listed several important reasondlyorg: because their close relatives or
friends live far away, because it is cheap (altimotiggre is no need or even wish for travel,
just the price stimulates it), conferences, a nemdard for holidays, expensive train. If
they substituted flying, it would be with a car.el'majority would not give it up entirely,

just reduce it. One participant said that he tsoel foot or on bike for a better experience.

One child policy: First the attitude towards thesahild policy in China was checked. In
general there was a disagreement between partisiparo found this solution unnatural
and unacceptable and participants who thoughtwiiis a good solution for China (and
other countries with a growing population). The alebwas focusing on other possible
mechanisms for reducing population, such as catas#is and diseases. In principle it was
agreed that with too many people too many resoumcesonsumed, and if there are too
many people, they all might have to live at a lowaality. It was also agreed that each
individual should be able to decide on this issydimself/herself. An agreement was also
around the fact that the 'normal' amount of childdepends on the time- in history it used
to be normal to have 5-6 children, while now 1-Zassidered to be the normal amount.
There was no answer to the question of what isméteral amount of children to have. The
next step was to check the attitude towards a dmle policy in Slovenia. Here the
majority agreed that in Slovenia the populationwglois desired, because there are not
many Slovenians and the numbers have been dechmirglong time. While it might be a
problem in China, it is not in Slovenia, and it wabe unnatural to regulate the number of
children. Some believed that such a policy woultpass in Slovenia anyway.

Vegetarianism: Participants in general respect tee@gams, but would not give up meat.
They would reduce the use of it, but not give iteampirely, because human organism needs
meat. One participant even pointed out that meatise a part of her culture, not just
biological needs. A variety of views was presenfsaim vegetarianism being a luxury and
fashion trend to the suffering of plants, yet magyeed that the problem is that meat
production is intensive, and this is why it leagesh an imprint. If there were small farms
with cows, it would be less of an impact and tkisvhat should be looked for instead of
giving up meat.

Buying balls from Asia: If buying a ball from Asiparticipants would consider work force
abuse, mainly child abuse. Some would think alsdrafisport and unequal exchange,
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while some would think it cheaper and of less qualhan a Slovenian ball. For some
participants it was a dilemma whether to buy a &dall abuse the workers in Asia or not to
buy a ball and maybe cause a fallout of incometierworkers in Asia. Generally it was
thought that it might be better that workers camkaand receive at least a meagre salary.
Participants wondered if there really was an impaud doubted that people’s choices
would make a difference.

Checking origin of products: People did not seerthiok of the origin of the product too
often. If they do think about it, it is mostly foddat they check. With food many would
only buy Slovenian food or from nearby regions,swese it is known how it is produced,
unlike food from other origins that might suffeoifn various diseases. With other products
they do not check, because everything is so linkemthe global system that it does not
make sense.

Many expressed that the feeling of powerlessnessam@ason for inaction. When asked
how to overcome the feeling of powerlessness, #& blustration of the feeling was
provided in the following statement:

“One puts his or her drop into the sea, but ones cha¢ change the sea.”

The key message of participants was that while leeame strict with themselves and might
start to act, they fail to be demanding towardstig@ns and the ‘big system’. One is
ready to take personal actions, but not changeigmliThis seems to be a key problem. To
overcome the problem, the participants suggestatl rtfore specific cases of how the
situation can be changed should be put to the @uBécause today's generations are more
involved in community and the wellbeing of sociétyt so individualistic), there are many
critigues among the younger generations. Theyeady to do more than taking personal
actions. It was also believed that the problemtbdse resolved on the level of values: one
can be aware, but in the end one is practical alhoWs the line of least resistance- unless
one has values to which he or she sticks.
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6 DISCUSSION AND CONCLUSIONS

6.1 DISCUSSION

This subchapter provides some views on the findogscribed in the previous chapter.
First the research findings are debated, thendbesfis put on the agriculture and lastly a
general discussion is provided that relates théirfgs to the literature overview and the
key research questions.

6.1.1 Discussion of research findings

The first important conclusion that can be obserfreth the research findings is that
people know what their values should be, but theyat live in accordance with them. As
much as people still cling to the traditional vabonesty and friendliness), in reality they
know that to live their lives according to anothest of values (individualism and
competitiveness), is making it easier for them ive Isuccessfully among other people.
People have their own individual values, which @b mecessarily coincide with the values
of society. Some individuals will still follow theipersonal values to the best possible
extent, while trying to show that they also follokae societal values. However, it did not
seem that the interviewees or the participantofi$ groups were aware to what extent
the societal values prevail in the practical aspeéttheir life. It was also interesting to
observe that people are not ready to name thevahats, probably because they would be
considered as ‘bad’ values, although the wholeetpis based on them.

The set of values that people live by is influenbgdow the society influences their lives.
Findings show that people are too busy to liveeddhtly. People are stressed to organize
their life according to the values of the sociéinder stress they tend to implement actions
the way they would not if they were not strességhebple were less busy and stressed,
they would also have more time for thinking aboawhto do things differently. This is
most obvious with the age group of 26-35, whicthis busiest and stressed, because they
are changing their life: finishing education, stagtto work, forming a family or finding a
place to live. These are important and tiring atiés, and yet at the same time they have
to prove themselves at work or among their friends.

When pointing out that people departed from theartgnt values, this has to be pointed
out in a positive, supportive way. People do n&e lto be punished, but reward and
recognition are welcome. A positive approach incaésion and praising or rewarding
seems to be attractive to people. If their behavisunot according to the desired
behaviour, people would like to have it explained e shown tolerance, which means
that climate change should be explained to peopéeway that they can understand. There
should also be tolerance towards different poirftzview. Building understanding and
explanation is what people want, not punishment

From time to time people realize that in order ¢oi line with their desired values, they
need to change their habits. People mainly chaagésto feel better about themselves or
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to do something good for themselves. Change ofthahst evoke positive feelings in

people, which means that for example communicataimpaigns must be long enough to
build such feelings. If proper motivation is founidpiting oneself is not a major problem

for people, and they do not tend to have really femdings about limiting themselves

(except when they fail).

It is estimated that there is a discrepancy betweleat people say motivates them and
what in reality actually does. Respondents choose@vation factors that are not really
there, but would look bad in the eyes of other pedjpthey did not choose them (e.g.
helping others). As far as the most important nagton factors are concerned, the having
better feelings about oneself and better health camainly believed to be the top
motivations- basically people are motivated by pe&s wellbeing, but a better living
environment is questionable. Other questionableivaiiddn factors are helping others,
wellbeing of society and a better life for childréihat probably does have more influence
than assigned, but respondents do not seem to &nadmit, are praise, award, ethics and
other people’s behaviour. Praise for example israt@td as highly important, yet when the
values were discussed, the respondents explaiegdithnot want to be punished, but they
do want to be acknowledged for what they do well.

Similarly to the discrepancy in motivations, theseestimated discrepancy also in the
factors that influence people’s decisions. Pratiticand quality seem to guide people’s
decisions, but it can be felt that the respondefien choose factors, which in practice do
not play a role in their decisions, but it wouldkeaespondents look bad if those are not
chosen those (e.g. environment and awarenesshefuesearch would be needed to prove
if this perceived discrepancy is correct. Howevar, this research the perceived
discrepancy between the stated factors and real féttors needs to be taken into
consideration, because it somewhat discounts #tedsimportance of some factors. For
these reasons it must be concluded that the ingight factors that impact people’s
decisions is valid to some extent, but the validitgome parts is questionable, although it
cannot be disputed in this research. It can alseshiemated that there are some factors, for
which respondents believe that they do not plagla in their decisions, while in reality
they do (e.g. media, commercials, subsidies, tdolggpstatus and other people).

As mentioned, people think they are not influenbgather people (except by those close
to them, like family or friends). Because studié®vg that people are subject to the
influence of other people, one of the possible kmions is that people are simply not

aware of the impacts that others have on them. &y quite strongly believe that they

cannot influence other people or the environmehis 1s why people tend to do things

without considering the effects on anyone else feagn close family or friends, but that

is all the influence they seem to perceive). Theywuhat they do, because it is a habit and
so far it did not harm anyone or at least theyrditl perceive that it would harm anyone.

When probed about the impacts on distant peopége thvas more active response, which
showed awareness of people's global impacts. tBilgeneral conclusion is that people do
not tend to evaluate how their actions will impaitter people.

A parallel can be drawn between attitude towardwate change and general aspects of
people’s lives. People live up to social valuesspite of knowing the desired values.
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Similarly, people live climate-unfriendly lifesty\dein spite of knowing what the climate
friendlier lifestyles should be.

However, findings lead to conclude that people ravélea about what the climate change
problem is and how to solve it, but the real siturais far from what their idea about it is.
From the findings of the research, it can be catexduthat associations to climate change
show low knowledge of climate change. About onedtloif respondents had a reasonably
good understanding of what climate change is; bird had a vague idea of what climate
change is; and the last third had hardly any cheutaclimate change, because they related
it to weather or the ozone hole. The awarenessastlynlinked with education (high
education — high awareness) and general envirormainamtareness of the person. Young
people are less aware. Rural people are more apraeably because of their contact with
nature. In general it can be observed that mangoretents relate climate change with
weather- weather events and normal weather chadgesgther strong link is with the
consequences of climate change. In the focus graspsciations to system problems
(capitalism) and social aspects (migrations, retetiamong people) were expressed more.
The association with solutions is rather weak.

It can also be concluded that thinking about thdrenment is a socially desired activity.
Participants showed a good level of awareness @anthey impact the environment, but
judging from the answers provided, it is, in sorasas at least, an artificial concern arising
mainly from the socially imprinted activities (rextyzg and turning off water while
brushing teeth). The respondents also listed maggsares as ones that they do or would
do, but when cross-checked, they only did a patho$e solutions and even this part they
did only sometimes, not always. Again, it can bsuased that people tend to try to look
better than they are, because this is what is §pedgected from them.

People hardly ever consider or think what impadirttactions would have on others
(except on their kids) and even if they do so, teelf do not really believe it until it is
proven. This is why it is necessary to improveuhderstanding of connection between the
observed impacts in their life and climate chang®rmg all people. It would be useful to
try to establish a link between behaviour and ingaa other people by proving those as
much as possible. It is also needed to build vghiess of people to act without having to
see proofs of each possible connection. Communitathould be oriented in making
people aware of the connection of extreme weathvents and climate change and
translating their emotional distress into a motaafor action. The raising of awareness of
the relation between climate consequences and telilaange is most needed among
young people. Comparison of how it used to be awl ihis now is useful for people, as
they can observe it and identify themselves wittWlbmen should be used for promoting
the connection between actions and impacts, astémelyto understand it better.

Climate change does not affect people’s lives getat least not sufficiently to want to
worry about it. Most of the people do not reallglfémpacts of climate change in their
lives, except for the occasional weather impaclke Gloser that the respondents were to
the nature, the more they seemed to feel the imp&iimate change consequences are
also noticed mainly with outdoor activities (holydd and when cars are destroyed by hail.
The research participants seem to feel consequences because of media attention for
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the consequences. The seriousness of climate cltamgequences is perceived as rather
strong (3,4 on the scale of 1 — 5), whereby thetfst the problem is still being explored
and that some progress was made already to redesetiousness of it.

In spite of the high concern about climate chartge, climate challenge is not really a
discussion topic, which subsequently translates antonclusion that people show concern
about climate change, but the issue is not highugimon their agenda to penetrate their
discussion with friends. The people that do tal&wbt are mostly referring to the change
through weather issues. Talks about the solutioesae, but they do happen. A higher
level of education and awareness do contributeigoudsing the problem, which shows
that the problem is relevant for those people.

Because people do not talk about climate changg, fiil to understand the real problem.
It also means that someone else has to talk abduedause people perceive the problem
as serious, and they expect that someone (govethmdhdeal with it. When talking
about informing the public of climate change, thedings show that people want
practicality and preferably visual information ofin@ate change. Information about
climate change must be as practical as possilsigilti® consequences, practical solutions.
Information must be easy to understand, and if mnhland data are provided, they need
to be interpreted to the people (e.g. what doesriE¥Cof temperature mean in practice?).
Visual aids were also stressed, but graphs werdifeiel as something that does not really
help in understanding. An unresolved dilemma wasethdr to make climate
communication scientific, and therefore trustfut, more commercialized and therefore
prone to critique. In the case of a too-scien@ifiproach the problem was that it would not
reach out to all people, while in the case of comumaézation the problem would be the
guality of the communication. This remains an ogeastion for further research.

The most useful channel for communicating climafermation should be the Internet. It
works mostly for young people and less aware pedsegeople do not know what to trust
from the information in media, the use of the In&dris welcome also because there they
can filter information and find more detailed infeation. Among media, TV is a good tool
to be used, but also the importance of radio skhshesild not be underestimated, especially
when addressing older people and men.

People trust and believe in information from otheople or the Internet. Usually they rely
on people close to them for information. The nagpsgs the Internet, not media. This is
probably because they can find information theneselon the Internet, filter it, check it
and this makes it more credible for people thanllswang stories from the media. Also it
seems that the Internet is a tool, where people amnally share and communicate
information and experiences, builds more trust tbae way media, where one journalist
tells one story. This is probably because sharirfgrination in a sort of community
approach is better for people than one way comnatioit. It can be noted that the Internet
is slowly taking a more prominent role than peopkecially as the younger people tend
to rely on it more.

An interesting observation in regard to the sounfesformation on climate change is that
here people do not appear as a relevant sourcen \&$leed about general sources of
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information, other people are an important sounes, in the case of climate change

information they do not appear as such. This idb@oty because climate change is far
from people’s discussion topics. However, it coudghresent an appealing manner for
communicating climate change: people to people @dwf mouth. The communicated

information should be easy to understand, pracéndlvisual (especially for women). For

young people, stress can be put on the observableges. More stress should be put on
presenting the full climate issue through in-depitces (especially for the more aware
ones).

Although generally low in Slovenia, there is a asrtdegree of climate scepticism present.
Scepticism is indicated to be the highest in the ggup of 26-35, among men, people
with higher education, rural areas and environnmntaore aware people. The link of

climate scepticism to men is also established BciBI(2009). Men, who finished their

education and are mostly living in rural areasysée be the important target group for
reducing the levels of scepticism and increasingroanication on climate change. The
approach for this group must be different. Theyestmated to be the right target group,
because they are the ones who are building uplifesicar, house, family, which could be

perceived to be a contradiction with the ways totgxt climate, hence they show more
expressed doubt about the climate problem. Thislosion could be backed up by the
finding that people in the older group (36-55) daa tend to be sceptical: they have all the
material goods that they need in their life, soytan 'afford’ to believe in the climate

problem and change their ways here and there tsuputhe solutions. However, these
conclusions should be further researched togetitarfurther research into the factors that
make men more outspoken-climate sceptics than women

In the problem of scepticism, the solutions offeregre to ensure that climate
communication is based on logical, not alarmingll-meerpreted, appealing to common
sense and sound data (more sources, trustful adible sources), while aided with a
visual and practical angle. A similar message dbnea above appeared here too: people
might be sceptical about the cause of climate obabgt they are not sceptical about the
negative impacts of humans on the environment. e basis that should be used for
communication too, orienting it from purely climatehange communication to
sustainability communication.

An interesting conclusion is also that no mattew houch science is sound and sources
credible, some people will be following their 'deeling' for building a picture. This, in
combination with the findings of the psychology tsat explains why there is a place for
charisma in the climate change debate (both onstience side and on the side of
scepticism).

A key conclusion in regard to communicating climet@nge is that it may not be imposed
or critical, but positive and rewarding. The comneation should transfer the message
that people do something good for themselves biggtd protect climate; that it can make
them feel better to protect the climate; and tlmtytwill be acknowledged for doing

something good. The focus groups reinforced thelosion of the interviews that people
like to be awarded and stimulated for their ‘go@edss’. Another reinforced conclusion is
that people change habits if it makes them fedebewhich means that protecting climate
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would mean a positive experience for people if tweyld feel good about it. This is what
should be achieved through communication for changiabits. It should be pointed out to
people that changes in their behaviour are goodtHemselves (and close family or
friends) and not solely by pointing out that chagee good for other people. Close people
do leave an impact on us. The implication for comioating climate change should be
that changing habits towards climate friendlieronan be triggered through the influence
of others, and the power of spreading the messaga Mmouth to mouth should be
harnessed.

When exploring the motivations for biking or publiansport use, the use of solar energy
and buying same-size appliances, one importantlesina is that in focus groups it was
possible to see more clearly, which of the answgiken by the interviewees in the in-
depth interviews, are socially desired rather treflecting personal motivations. In focus
groups motivations such as improving the envirornmeebetter living environment and the
wellbeing of society were quite exposed (also savironey), while motivations such as
better feelings about oneself or better health cansecond, as opposed to the interviews.

This means that some of the motivations will beaahore social nature and some of a
more personal nature. Both types should be used wiggering the change of habits, only

they should be used in different manners. It isartgnt how people receive the message
of motivations- do you communicate the messagentmaividual sitting in front of a TV

or to a group through a screen in a stadium? Sagalvational messages should be

communicated in a social way, individual motivagan an individual way.

When asked how much they would be willing to chatigestandard of living to protect
climate, participants believed that they would fxdeao change their life significantly
(perception of two thirds) in order to burden thevieonment less. Changes are more
acceptable if they do not represent serious limiat The car would be one item that
people would give up, closely followed by long-diste travelling by plane. Baring in
mind that people tend to think about their impamtsclimate most in the transport field,
this provides a window of opportunity for influengi people to reduce their travel.
Another conclusion was that it would be more acaglptto give up a car than to give up a
job, education or family, which also gives a himt lmow to formulate the messages: job,
family or education are more important than a car.

The most popular measures tend to be those thatot@ffect people’s wellbeing or
comfort significantly and are linked to saving eneor water (and consequently money):
switching off lights, insulating, using efficienppliances, showering instead of bathing or
eliminating stand-by use. At the same time it candbserved that the most popular
measures are those that are well known to the guidicause of the raising of awareness
and subsidies. The next group of measures is tetatéhe actions that people in principle
see as a good action to do, and therefore bellee dre doing, but in reality still to a
small extent. For example, using a bike was claiteede a popular measure, but many
respondents commented that they do it occasionbigause a car is used in many
situations. The third group of measures showsatgrariety, but one characteristic is that
it starts to demand more effort and has more ingpadife. Another observation is that the
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connection of those measures to reducing greenhgasemissions is not widely known
and/or accepted.

It can be observed that people know these are gotohs to do, but in reality they are not
done to a big extent. For example, avoiding congiompvas not too harshly criticized,
and many people thought they only buy what theydnétwever, they mentioned that
they still bought items that are not strictly nedd€he least popular group of measures is
avoiding flying (be it long or short distance), iagtless meat and having less children.
Most of these measures go harshly against peop#disfs (travel is interesting; we are
facing too slow of a population growth in Slovenend meat is healthy). The least
favourable solution was to have less children, espfe thought that this really does not
make a difference, and that it is people’s dutyeoroduce. Some respondents felt really
uncomfortable when discussing the having of lestd@n issue. Because those were
perceived as the most limiting measures, spediahi@n was given to them.

Flying: While people are sure that there is too Imflging, they also tend to find excuses
for it (visiting loved ones, having to go to a cerdnce or holidays). As the prices
stimulate people to fly, it is becoming a sociahul to take flying holidays. It seems that in
this sector it can be clearly observed that a nesexteated from the side of the flying

industry, because when asked about what they wgivkel up, some participants pointed

out flying. Although in each person there is a naediscover distant places, this need is
being carefully nurtured by the flying and tourisngustry. In practice, this means that
raising awareness on flying should be based on mgaseople question their need to fly
and looking for ways to reduce it, rather to gitvap. As many would substitute a plane by
a car rather than a train, this leaves a lot oteléor stimulating people to use trains
instead (here some collaboration from the railwagsild be welcome in order to create a
different pricing system).

One child policy: Although clearly a taboo issu®e participants of focus groups did show
some awareness about the importance of limitingifadion growth, however, only as long
as it is meant for countries other than Sloveniae ©lear conclusion is that establishing a
limit on the number of children would not be acedyi¢, while establishing a socially
accepted ‘normal amount of children’” would be atable. In such a way people would
have the feeling of personal freedom of choiceeigard to such an important issue, yet
they would know the socially desired limitation.iFtshows that instead of bombing the
Slovenian society with the message that numbepgople are decreasing and introducing
stimulations for expansion of families, the goveeminshould be giving a message that
with too many people too many resources are congduththere are too many people, they
all might have to live at a lower quality. Howevenlikely as it is that the government
would find such a message acceptable, this woult deod move.

Vegetarianism: Vegetarianism turned out to be arateasure that could be perceived as
restrictive. Two key conclusions or messages capdieted out here. One is that people
are not willing to give up meat entirely. This isiyit would not be good to try to persuade
people to give up meat entirely, but to rather pade them to reduce the use of it. The
other conclusion is that all question the qualityn@at, so the focus should be on orienting
the meat production from intensive to extensivecobination of the both conclusions
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gives a useful message for practical applicatiamless meat and make sure that the meat
you eat is produced in environmentally friendlieanmer.

Cheap products from Asia: While in relation to g/imeat the research participants
questioned its origin and quality, this was hartllg case with products such as balls.
Although participants are aware of abuse of wokddoin Asia, they still questioned the
link between their choices and the working condsion Asia. This doubt, coupled with
the belief that for workers in Asia it is bettergarn a meagre salary than none, makes it
possible for people to continue buying cheap Agiarducts, although they do doubt their
guality and the ways of treating workers who praatlee product. In practice this means
that the link between people’s choice and poor wgrkonditions needs to be established
better. A good way to communicate this link is tc@mpany it with the communication on
the quality of products and questioning the leviepiices of products, as in the case of
food.

With changing habits, some participants have pdimet that there is a sort of snowball
effect, where changing one habit becomes a patlfiger change, because one starts to
look at things differently. In combination with thetep by step’ approach that was
highlighted by participants, this makes a good $&si communicating the change of a
lifestyle.

People expressed that they do not want anyonenibtheir freedoms, but paradoxically,
they expressed that they want someone to provittaraework for addressing climate
change (e.g. government or companies). Action éslee on all levels, but especially at the
governmental level, because people feel a discogpaetween the seriousness of the
problem and the lack of seriousness in responading Failing to see a proper response
from the authorities is creating confusion amongpbe. People expect the government to
take a lead and set up a framework for action fmtbompanies and individuals.

The reason for demanding governmental action wssal expressed belief that individual

action is not enough to make a difference. Accaydim research participants, personal

actions do not translate into consequences- ngitbstive nor negative. There is no close

correlation in people’s minds between their actiand climate change consequences (or
environmental problems in general). The participaate aware to some extent, but

basically they believe that they do not contribaitet to the environmental problems. This

is also the origin of belief that they cannot dotao resolve the present problems.

There is a need for creating a stronger link betwgersonal actions and climate
consequences, as this link is likely to also stiteey the belief that actions by all people
matter also when resolving the problem. It is neagsto show that even one individual
contributes, and that more individuals togethentike a difference (both in positive and
negative ways). Another important conclusion ig fieople do not think about exercising
their influence on the political system and pokgievhich gives room for raising
awareness. Transportation and recycling are thesfigehere participants most often
thought on their impact on climate, which also gi\ae clue on where to first place the
messages for creating links.
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People do not feel that they contribute to the [@mlb so they have difficulties also in
understanding that they can help with solving tlabjem. However, there seems to be one
crucial difference in the direction of contributing the problem vs. contributing to the
solution. While when contributing to the problemeors fully in line with the wider
capitalistic system that makes you consume (thiieisise of natural resources and leaving
of pollution), in the case of solving the problemeais fully against the current system.
People do try to act with small contributions, lomly very few will try to change the
system as such or even try to fully exit the syst&ms provides a platform for further
action: motivating the people who are already ddimgjr bit to also do their share in
changing the system. Here specific cases of suazasbe applied, appealing to people's
sense of community, especially among younger peogtel helping people to live
according to their values, even if those are ndina with the societal values. Of course
reorienting the personal values is one necessapyaftaction.

Communication should be oriented into overcoming feeling of powerlessness and
inability of individuals to make a difference. # estimated to be a good idea to stimulate
the young people to demand governmental actionlewdider people should play as an
engine in generating movements of regular peogte. gossibility to change the 'system’
should also be communicated. The communicatiom@fpbssibility to change the system
with individual action should primarily be directatto rural areas and target people with
lower degrees of education. Education is an imporation to promote, mainly through
and with the support of women.

There is a high level of doubt on whether it is llsenan impact that causes climate change
or not. However, a rather strong agreement lieghénfinding that even if it is not known
how much of the climate change problem is natumdl llow much is human, it is better to
act, because it cannot hurt to act. Combined with findings from other parts of
discussion, one conclusion is that it is bettetatk about general change in environment
and link the solutions with sustainable developmé#érdn to single out climate change as
one big issue and leave the rest aside. Two othaglgsions can be pointed out from the
findings from the debate around this issue. Onéha science should re-establish its
position as the field that gives solid answers aad just opinions. Although it is
impossible to give the ultimate truth and finalttaehn many of the scientific fields, and
there are open questions, it would be better fop[geto rely on science as a solid field and
not just an arbitrary opinion-maker. This, accogdito Schwartz (2009), could make
people less lost, as they would not have to keepdewng whether to trust the doctor or
not. Another conclusion is that it is important ttihose that deliver messages about
climate change also act in line with their messgges question of why all the ones that
are aware of the climate problem do not stop eatiegt). This is also established from the
general critiques of the film ‘An Inconvenient Tmu{Al Gore is sitting in a car or going to
a plane while describing how the planet is suffgriecause of him doing so) and the
personal experience of the author of this dissertat
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6.1.2 Discussion of findings with an emphasis on agriculte

In the results of the research (see sections 525a8) the emphasis on agriculture was
integrated into the findings of the specific resbaphases, while this section focuses on
briefly reviewing the findings from the angle ofremlture. The section first generally
discusses the findings and then outlines the dssmasn specific aspects or the research,
such as research of the values or impact of clinmédemation.

People who are closer to nature and have to litk wiare sensitive to extreme weather
events, but at the same time they do not find thaite as extreme or special as the urban
people do. The rural people tend to be more awkesmvdaronmental issues in general, yet
they are more likely to be sceptical about whesene environmental problems are real
problems or are just exaggerated. Rural people sedrardly ever consider or think what
impact their actions would have on others or onetindronment.

An interesting observation is that rural peoplensée camouflage their personality, their
real selves, more than the city people. This caoliserved through the socially desired
answers that the rural participants tended to pevmore often than the urban
counterparts. This is likely to be because thewkitimat in a village one should not stick
out among the average, which means that it is dfedter to give desired answers than to
give answers that make you look bad.

The last general observation is that the tempdethd also tempo of change is slower for
the rural population than for the urban. Not orfigttpeople from rural areas experience
less stress, but they are also slower to take wplties and changes. Traditions and old
values are more appreciated and are built upon mo@ng the rural people than among
urban dwellers. At the same time, rural people tenbde more down to earth and in touch
with reality than the urban people. All these chteastics make them a rather different
target group for communicating climate change tihanurban group.

In the field of values, a few interesting conclisican be made. Rural people show a low
trust of values. As almost all the respondents e@rithe values that people believe in are
different from the values that they live. Many felat there is one set of values that people
are supposed to follow, but that they must be chm@out living by those values. All in
all, the respondents from rural areas showed a leighl of distrust for the values that
people hold on to. This might be because rural lgeage much more in touch with ‘reality’
or 'real life' and therefore seem to be less ntnga the city people. Values that appear are
respect, friendship, kindness, understanding, respiity, goodness, helping others,
fairness, and honesty. Those values are similahenurban population, except that the
urban people care for environment features mormprently than among the rural, where
no one mentioned it as a value. The rural partitpaf the research also tended to
highlight the traditional values (morale and fagsg while the urban group highlighted
more the social values (success, career, educaior), It can also be noticed that apart
from the ‘traditional values', rural participantavh more creative ideas on what their
personal values are.
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In regard to reward and punishment schemes, ibeaconcluded that while interviewees
from urban areas would strictly not use punishmtra, people from rural regions would
use punishment, although not always or in all cablesy would first try to talk, explain or
show what is wrong. If that would not work, somewlgbput a person into situations from
which he or she could learn. Punishment by nothgifood was highlighted as an option.
Reward would be a tool for everyone. All in all, m@ractical aspects of punishment were
exposed than in the urban group (showing situatmaspunishing by taking away food).

In rural areas, people are an important sourcenfofration, but they are slowly being
replaced by the Internet. The internet is mainlgduto get brief information, while when
more information (and opinion or experience) isdeek people are the right source. In
rural areas some importance is also given to shepsre people can get information.
People in rural areas tend to be less criticahfifrmation than in cities, but they still pay
attention to it. Rural areas also tend to be ddsit saturated with information than the
urban areas.

When it comes to factors that influence decisidhs,rural respondents place importance
on practicality, quality and durability, while unbaespondents give priority to quality and
take needs into consideration. Rural respondems ge think that other people, media
and commercials affect them less than in the chagban respondents. They are also more
likely to pay attention to technology as a factart the rural respondents.

When it comes to factors that influence the chaofgeabits, among rural people it seems
less likely that if other people do something, twif be a motivation factor for them to
change as well. Praise and award are also noy likdbe stimulators. Saving time does not
seem to rank as a strong motivation for the ruespte either. An interesting finding is
that obeying the law is an arbitrary issue for rgarticipants- sometimes this could be a
motivation factor, sometimes not. Improving théwrlg environment seems to be a strong
motivation for rural participants, as opposed tbhaur participants, whose main motivation
would be better health. Also a better life for dnéin seems to be an important motivation
for the rural respondents. In changing habits rtinal respondents tended to be more strict
on themselves. When they decided to change a litalids a must to change it, no matter
what. This shows that rural people are likely teenenore self-discipline.

The associations of climate change are more vimidray rural people. One specific issue
that can be noted about the associations of clirdh#sge is that the rural respondents
tended to have more tangible associations of céinchinge than the urban respondents.
Items like storms, floods, food- more tangible isgroloser to real life, were slightly more
often associated with climate change among ruraplgethan among urban people. The
associations of rural people also tended to be nseresationalistic (catastrophe and
storms) than those of urban people, and fewer isokitfor the problem seem to be
associated with the problem than among the urbapleeThe rural respondents showed
generally higher awareness on climate change, itih@ other hand, the respondents that
showed the least knowledge about climate change also rural people.

Rural people seem to build their knowledge of ctenehange from school and not as
much from the media as the urban respondents.nhafibon on climate change is also
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something that they observe around them, rather ¢jedting from the media. The rural
participants also thought they get too little imi@tion on climate change. They expressed
that they would like it better to talk about sus#diility in general and not specifically
about climate change.

This is likely to be linked to the climate scepdimi, which was more expressed in the rural
areas. The respondents were unsure what to bellm@guse they receive opposing
information. Also in some cases they simply did waint to hear about it, because they
thought climate change is just another construanéike them worse off, because they
have to change their ways and invest in new wayking and living.

The rural respondents had less articulated ideatiaam to improve informing about

climate change than the urban respondents. Theylyneanted to have climate change
information communicated in a way that it reachesarpeople, but could not specify how
this should be done. In terms of objectivity of theormation, for rural people sources of
information are important, while the information sbhube tangible, simple and
understandable. The messages should be adjusteddwersonal action, not action for
society: the rural participants would act for thehass, but not for the society.

When talking about climate change consequenceyg,afdw of the rural respondents do
not feel impacts of climate change in their livieg rest do, either in small aspects, such as
more insects, or in bigger aspects, such as déstmuof crops. They also more often
expressed comparison of before and now. Ruraloregnts showed that if their
discussion is spinning around climate change, thaa more likely that they will be
discussing the consequences of climate changelynweesather related, than the solutions.

It is possible to detect that the rural respondanésmore used to extreme weather events
because they do not find those to be such 'extreneits- in comparison to the urban
respondents, the rural people are less likely tosdmed and terrified by the extreme
weather events. They also expressed that they doesessarily connect extreme weather
events with climate change, that they are rathenab

Rural participants are less likely to think abdwe tonnection to other parts of the world or
future generations and even if so, they tend toapgtiestion mark over the connections.
While among the urban participants there was amiopithat there can be a positive
impact on global level, through donations and higdp developing the world, rural
participants did not show any positive possibiljtyst negative through consumption and
actions. Rural participants also expressed thetilat one is forced to negatively impact
through consumption, and that it is not clear, Wwhactions are good and which are bad
because of the opposing information they wouldivece

In regard to changing habits in order to protechate, the list of items that one would not
give up for climate is longer with the rural paipiants than with the urban ones. Items that
they would not give up are exotic holidays andnityi although not many of them actually
do it. Children are the next on the list. What dtaout is also that the participants from
rural areas would less likely give up big appliameeth many functions than their urban
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counterparts, although for them doing things mdgual generally more accepted than
among the urban dwellers.

On vegetarianism, the rural respondents focusepgractical aspects, such as survival (in
some places only meat can guarantee survival, agdtarianism is luxury), while urban
people were looking more into the 'scientific’ agpe(can the human body function
without meat?). Rural people did not specificakypress tolerance for vegetarians.

On the one child policy, the rural respondentsdweldl it was an unnatural measure,
because nature should do its work, and no one eagivien the right to say to others how
many children to have. Rural respondents also \elighat the acceptable amount of
children is a socially designed concept: whileha past it was considered normal to have
eight or nine children, today this number wouldobe or two.

On the use of PV panels, some of the rural respaadeelieved that this is a futility, but a
few also saw potential for savings in it.

The last interesting conclusion that can be obskemvehe research findings is that all the
respondents, who believed that there is a strucpuadblem that keeps people going in a
loop, are from rural areas. Respondents from thel areas are also the ones that feel the
powerlessness of one person acting against themsydte most. Yet, many still think
government is the first step to action.

6.1.3 Discussion of the special highlights about the findgs

As in other research, also the findings of thiseaesh are to some extent expected.
However, some findings carry a level of unexpectsdnand are interesting to have a
special look at. This section therefore briefljeefs interesting findings.

The first important highlight is that people havedauble layer for their values: their values
are both individually and socially constructed.dome situations the individual values
prevail, while in some situations the social o@spending on which values one builds the
climate communication, the effort can yield entirdifferent results.

The next highlight is that people believe they knaviot about climate change, but in
reality they only know the really basic aspectscldinate change or have a completely
mismatched picture of what climate change is. Tk that climate change is equal to
natural disasters, or they believe that the clinmatgblem is caused by the ozone hole.
Even the people, who do know a bit more than jhst bhasics, often do not see any
connection between their actions and the climatelpm.

Another highlight is that people need to see a stigng link between their behaviour and
climate consequences before they start acting. Memv@nce the people understand that
everything is actually connected to everything elde system, the way the society

evolves, the environmental problems- it is easmrthem to change their lifestyle and

understand the need for a deep structural change.

108



Zivéié L. Raising awareness on climate change in Sloveiilaan emphasis on agriculture.
Doct. dissertation. Ljubljana, Univ. of LjubljanBiotechnical Faculty, 2012

Research showed that people seriously underestithate contributions to the climate

problem. Although aware of the problem, many haweidea that their contribution is

actually significant. On the other side, when tadkabout the perceived contribution to the
solving of the problem, people claim that they drgthing possible to protect the

climate, while not being aware that in reality thearbon footprint is still large.

An interesting finding is that environmentally ma@aeare people are also at the same time
more sceptical about the climate problem- both altswrigin and its extent. This gives
insight that climate scepticism is not born maifitym ignorance, but to some extent also
because the climate change problem might be takiodig a part of the environmental
agenda. People, who are concerned about the emarnbelieve that other issues should
feature more prominently.

The last interesting component to stress is thdirfgnthat even when some people want to
make significant changes in their lives, they arg of captured or limited by the system
(e.g. lack of public transport, disinterest of cerers to insulate buildings, and limited
ability to socialize due to a wish to not consume).

6.1.4 General discussion

It is of utmost relevance to understand that clenahange- its causes, effects and
solutions- is deeply intervolved in the global ¢ajpstic system. This is often not

understood enough by the variety of actors thak sstutions to the climate change

problem and hence the gap between awareness aml i@chains wide.

While a large part of action focuses on informingople about climate change and
promoting solutions- from renewable energy to kikifrom voluntary pledges to
emissions trading- there is not enough linkage widimmunication on the need to change
the global market system. This is reflected inrbgearch findings in several points.

The first such point is that there are some peopl®, are well aware that a deeper change
in the system is needed. When they are faced witfate change communication without
a link to the message about the need to restrutitersystem, they find the climate change
communication ‘idiocy’ (as one of the participantsa focus group put it; see ‘Findings of
the Focus Groups’ in section 5.3).

The second point is the finding that some peoplevidh to live according to their values
concerning living in line with planetary limitatisnbut are ridiculed by the society, or it is
very hard to live according to their values (e.gsfdnctional public transport vs. an easily
available car). Some people know that they neediv® differently, but the system
stimulates them to stay within its limits. Thoseomkish to act, are trapped in the system,
and do not know how to get out of it. Even whernytde know how to break out of the
system, it often takes too much energy and eftbrentually it is easier to remain trapped
in a circle of which one knows is wrong. Apart fraganeral environmental and climate
problems, this also causes internal discrepanciesmg values of certain people.
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The third point where research comes back to rexieNterature is that without wanting it,
people support the capitalist system, becausedbeayot know all the implications of their
habits or behaviour. People are not aware that @etions affect the environment and
other people, because the links are not visibleligct enough. Yet, if they were sure
about the effects of their actions on the climafgesn or distant peoples, the people who
participated in the research would try to rethimé&it behaviour.

In climate action, like in many other fields, pem@re used to looking for silver bullet
solutions, but for such a complex problem as clamatange, it would be hard to have
silver bullet solutions. While many believe thenwdite problem is to be blamed solely on
the overproduction that is stimulated by the maliional corporations, the consumption
side should also be looked at. Although peoplestineulated to buy because of marketing
actions that are run by the companies, they allerestponsible for their behaviour. Both
sides need to be engaged in reforming the capiwligem. It is also not just the society
that has to act, but individuals, so, again, ef§twtuld not stay focused on one aspect.

The research has shown that climate psychologyeohdmn play an important role in
awareness of the problem.

The first important finding, that people have ore¢ ef values, but live according to
another one, is related to the question of peopiagoherd animals. Although people
believe themselves to be individualists on whomebptheople, society, does not have
influence and have important personal values aaogrtb which they live, the answers
from the people who patrticipated in the differemtniis of research show, that people are
significantly more shaped by the society than thewyt to admit. With many people the
personal values were in clash with the social \&lyet in practical terms they adhered to
social values. This means that climate communinanaost build a change in social values
rather than the personal ones.

Another important relation to the findings is the#ople are capable of very strong self-
control, if the motivation is right. People oftexpéained that they do not have energy to do
some actions that are beneficial for climate, et tresearch showed that when there is a
strong motivation- health and feeling better abonéself are very strong motivations-
people can do anything. Changing a habit does etesent a major problem, which
comes as a surprise to many people- that it réaibpssible to live differently, and that it
works. This means that for climate action either tight motivations should be identified,
or it should be communicated as something benéficiahealth, and something that can
make people feel better.

The third key finding is that for people climateacige and connections between personal
behaviour and climate change effects are too vagbe on the mental map. Awareness of
the climate problem is high, but awareness of thenections is poor; people see the
problem, but not the connections. This means tres|between people’s everyday actions
and distant effects (distant either in time ordodtion) must be made clearer.
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Another interesting reference to the psychologaatks is that for many people today
security is a motivation of piling up items, whiaieans that the feeling of security is one
of the issues climate communication must address,only from the aspect of being
secure from extreme weather events, but also froen aspect that security must be
increased through other means than just accumnolaifoitems. Security also means
knowing how to grow food or make useful items, th&tse aspects of security do not seem
to count in today’s world.

All'in all, in order to guarantee successful climattion, it is necessary to move out of the
climate change framework. Climate change shoutdt @f all, be communicated as a part
of the wider environmental agenda, and, second, part of even wider issue: change of
the global economic system. Communicating climdiange without communicating the
need to significantly transform the economic systetmound to fail.

In order to start system transformation, the fitsp is to question some concepts that are
taken for granted, such as growth, well-being austy. The next step is to stimulate
people to rethink these concepts, and find out imdreaind how it would be possible for us,
as society, to function outside of those concept® third step is to stimulate action for
changing habits. Last step, but running in paratiedhe previous steps, is to challenge the
system and look for different solutions.

A key challenge in this endeavour is that a pathefpeople are relatively well aware that
such changes are needed and ready to undertaketibie to change the system to the core
of it. Another part of the people, however, stidlieve that it is possible to continue to

grow and expand people’s wellbeing into eternitys hot just a question of the politicians

and corporations believing in everlasting expansiut also regular people. This suggests
a high likelihood of a civilization clash of someathdifferent proportions than those that

are normally discussed (religious clashes or cksiiepoor against the rich): a clash of

people who will want to adopt changes in ordereiouse survival on this planet and people
who will not want this.

As mentioned several times throughout the text,ramess of the climate change is there
and is rather high in Slovenia. Yet the depth ofiarstanding is missing, and this is a
relevant dimension of the awareness. Without i lard to perceive the depth of needed
changes. This is an area where communication eétrto be increased in the future.

Slovenia is a small puzzle in the mosaic of thebglocapitalism, which is normally a
reason for not believing that it can have any ifice over such large institutions as the
global capitalistic system, or even global climdéals. However, this should not represent
a reason not to think of systemic changes in Slavdfirst: such changes could make
Slovenia more self-reliant, and second: being nsaiéreliant would give Slovenia less
dependency on the actions or inactions of theakeste world. Having the advantages of a
small country- flexible, easy to steer and innox&tiSlovenia should start to seriously
think of how to avoid further undesired effectstbé global capitalistic system on its
development.
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6.1.5 Responding to the key research questions

By looking at the relevant parts of the researctdifigs and conclusions, this section
summarizes the findings and conclusions in a walp amswer the key research questions
that were presented in section 2.2.

The first specific research question was: Is takaighate action closely related to a

personal reward/punishment system or feeling? Rgglfrom the research that answer this
research question can be wrapped up in the follpwonclusion. The findings show that

people do not like to be punished, but reward awdgnition are welcome. People like to
be awarded and stimulated for their ‘good deedsbpRe also change habits if it makes
them feel better. However, it could not be cleasyablished that they would take climate
action if they were personally rewarded for it ot take action if they had to sacrifice their

comfort (in other words: be punished).

Rewards seem to be either of an emotional or atiamal (monetary) character. Cases of
rational rewards are saving money or time, subsidie discounts. Cases of emotional
rewards are feeling better about oneself or thdéinfipeof contributing to society. The
rational rewards might be a stimulant for someaactn the everyday life of people, but
not in all cases. If climate action brings no reals in comfort and people do not have to
proactively do something, then rational reward vio# stimulating enough to change
people’s ways (e.g. using energy saving appliangesting subsidies, and reducing
temperature). However, in actions that affect teespnal happiness (having children or
eating meat), or have the status of luxury comexrotic holidays), people will not be
stimulated by the rational rewards, because theghtrseem like a punishment or loss of
success to them. The emotional rewards, on the btred, can be a strong motivator, but
not in all cases either. In cases when peopleaaindood in the eyes of the others or will
feel better about themselves, emotional rewardsdwithe trick (e.g. feeling good because
of doing some action for the environment or visishowing your action). In cases when
the action cannot be seen by others, emotionalrceméght not be the trigger for change.

[ Reward: YES] [ Punishment: NO]

<
[ Rational ( Emotional ]
J
s / N N\ % N
YES NO YES NO
- no loss in comfort - 'luxury comfort' - feeling better about| | - not feeling better
- no need for - personal oneself about oneself
activation satisfaction - visible to others - not visible to
- efficient appliances,| | - exotic holidays, - solar panels, others
recycling, saving smaller cars, less recycling, saving - reduced
water, etc. children, etc. water... temperature...
G AN J & J J

Figure 25: Scheme on motivations and demotivationshanging habits related to climate action, dase
findings of the research

Slika 25: Shema motivacij in demotivacij za spregamie navad, povezanih s podnebnim ukrepanjem glede
na rezultate raziskave
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The key motivations for changing habits that theeesch puts to light are feeling better
about oneself, doing something good for oneself laetitler health- basically people are
motivated by personal wellbeing. The research atseals that if proper motivation is

found, limiting oneself is not a major problem feeople, and they do not tend to have
really bad feelings about limiting themselves. Reagfaimed that they would be ready to
give up a car, mobile phone, the Internet or musiwas stressed that it would be more
acceptable to give up a car than a job, educatidanoily.

The second specific research question was: Is @opewho is affected by the

consequences of climate change, or understandstimection between his/her behaviour
and the consequences of climate change, more dideefor changing habits than a

person who is not affected or does not understaiscconnection?

The Eurobarometer studies, Europeans’ attitudearsvclimate change 2008 and 2009
(Europeans’ attitudes towards climate change, 2B08peans’ attitudes towards climate
change, 2009a), both lead to believe that peoph®, wnderstand the connection between
their behaviour and climate change, or have befattafl by the consequences of climate
change, are more likely to change their habits. fWoestudies show that Slovenian people
are informed better about consequences than sadytamd that they find climate change to
be a very serious problem. 14% of the people claintake climate protection actions,
because they have been directly exposed to conseegief climate change. Also some of
the Slovenian opinion polls (RTV Slovenija, 201how the connection between
awareness or affectedness and action. Polls shthaeg@eople found climate change to be
an important issue, that the extreme weather evametsttributed to climate change and
that people notice the consequences of climategehavhile at the same time showing that
people are willing to change habits. These includducing car use to reduce £0
emissions or giving up hot water 3 times per weekave glaciers.

However, the next phases of research revealed avgloat different picture. Firstly, only a
few participants of the research said that theypbapo question themselves about their
influences on the environment, but not systemdyic&lecondly, the respondents mainly
did not see a connection between the impacts inlthes and the climate change problem.
People do not really see or believe there is a etiion between their personal action and
climate change; the link is not sufficiently provéar them. Being affected by climate
change consequences was a motivation for somegamplct, but most felt too powerless
to make a difference, because personal actiontiemaugh and they cannot change a lot
on the global level. Thirdly, not many people figle impacts of climate change in their
lives, in spite of the fact that some of them dithess extreme weather events and have
felt uncomfortable during those or even sufferedoss damage. Even though they
witnessed consequences of climate change, this mmteseem to make them think about
the cause or connection to climate change- and legsrabout action (only a few observed
such links, the majority not). Some did not connextreme weather events to climate
change because of scepticism.

An interesting link to the research question wasnshwhen talking to respondents about

the impact of their lives on other people. Theyregped the belief that their actions do not
affect other people, because the connection witteroparts of the world or future
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generations is not proven. Many thought there wesrmection, but until this connection
Is proven, they would not be willing to act.

The research showed that the groups that are likeye more aware of the links between

behaviour and climate change are more educated| amd male people. The younger

people are the least aware of the connections.mdre educated participants tended to
talk more about climate change, both about thelpnotand the possible solutions, while

the less aware ones only talked about the problerastonally. The younger age group

hardly ever talks about the climate change isslies.more environmentally aware people

and older people talk about the climate challengeabse they are more affected. The
older also talk about climate change, becausetibgg a longer experience. They can see
how the climate change consequences have developed.

In spite of showing attention for the climate perhl the more aware groups do not seem
to see the big picture of how their actions conriectlimate change. They do not feel
further connections than the occasional extremetheeaevent. What is especially
interesting is that the more aware groups talk@ard about climate change, but when this
has to be translated into practical action, theneoi difference between the groups of more
or less aware people.

All in all, it can be concluded that there is nosd correlation in people’ minds of their
actions and climate change consequences. Basipalbple believe that they do not
contribute a lot to the environmental problems,alihis also the origin of belief that they
cannot do a lot to resolve the present problemss T$ why the understanding of
connections between people’s actions and climatangd or affectedness with
consequences do not seem to translate into incteasdivation for changing climate
damaging habits.

The third specific research question was: Is chaaféabits to implement climate
solutions- and the scale of them- conditioned attiors such as the price, availability and
quality of the product or services? The most imguartconclusion about this research
guestion is that the question was not formed ctyethe research established that the
question is not relevant in its current form, arme tbest way to gain insight into
(de)motivations is to look back to the first resdaquestion. However, partial answers can
be extracted from the research findings.

The desk research shows that the answer to the tggmEsarch question can be affirmative.
It can be observed from Eurobarometer studies (t&amos’ attitudes towards climate

change, 2008; Europeans’ attitudes towards clirshtange, 2009a) and RTV Slovenija

(2010) polls that from one quarter to over onecdtlof people engage in climate action,
because taking action will reduce costs and heace sioney. About 1/5 is likely to stop

climate action because it is too expensive to tk®n, and a bit less than 1/5 would not
be willing to pay more to have energy produced fremarces that emit less greenhouse
gases in order to fight the climate change.

The information obtained through the research aésmms to provide a positive answer to
the upper question. The most important factorsftuence people’s purchase decisions
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are practicality or functionality, quality, pric@érecommendations or experiences. While
studying the relevance of factors, it was cleat thare are also factors that can exercise
influence due to social conditions. Such factoesevironment, durability and an impact
on life. This means that while personal preferemaght be influenced mainly by
practicality, price and quality, social preferenceght also be shaped by the impact on
environment and life or durability.

Analysis of factors that influence the changingtloé habits shows that people mainly
change habits to feel better about themselves@bletter or to have a positive impact on
health). A better living environment and bettee lifor children seemed to be better
motivators for changing habits than saving timemamey, but in the last phase of the
research it could be established that those weialgodesired motivations. Saving money
seemed to be a stronger motivation overall. Tha&d$ to conclude that some of the
motivations have a social nature and some persgaaboth types should be used when
triggering the change of habits.

To conclude, it can be estimated that the primagson for taking climate action is not
environmental or climate change concerned. Act®mainly still a monetary issue, the
primary reason being to save money. Saving clingagewelcome by-product, but people
still mostly do not understand how their action Ivabntribute to stabilization of the
climate system.

The key research question that this research taeghswer is ‘What are the drivers and
barriers that (de)motivate people to take persanotbn to fight climate change?’. While a
detailed analysis of the drivers and barriers aafoboind in sections 5.2 and 5.3, here only
a summarized answer to the key research questiggroided. The key drivers that
motivate action are monetary improvements (savirmgney or receiving subsidy) or
improvements in personal comfort. Another key drigan be recognition of the actions
(e.g. naming the persons who installed PV panelghenroof). The key barrier is the
decrease of comfort, when one might have to saeriéin easy going lifestyle to achieve
change. Another important barrier is the feelingpaiverlessness, which stops people from
taking action, because they believe that their rdmution is either too small (drop in the
ocean) or that bigger actors must change first dgunents and companies must act).
Abundance is an important barrier, because peaplafle to lead satisfied lives, and do
not have to care too much about the effects oetive@onment.

6.2 CONCLUSIONS AND RECOMMENDATIONS

6.2.1 Conclusions

This section outlines the key conclusions thatlmadrawn from the research. The first one
Is that social values override personal values recctice. Values are important as the
driving force of people’s decisions and ways ofragt People have their own individual
values, which do not necessarily coincide with\hkies of society, but often the societal
values prevail over personal values in practicgdeets of their lives. In the case of
environmental action, it seems that environmentakgetion is an important personal
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value, but in practice mostly the socially improhtactivities (recycling and turning off
water while brushing teeth) are taking place.

The next conclusion is that climate awarenessgg,hbut in-depth understanding of the
problem still lacks. The strongest awareness isceted with consequences of climate
change and weather events, less awareness seent® tabout solutions. Some

understanding that system problems (capitalism) sowilal aspects (migrations, relations
among people) are related to climate change wazss@d. A better knowledge about how
climate change is caused and what the solutionssameeded. However, what should be
highlighted is that although awareness of the @obis high, there is also a high level of
doubt of whether it is the human impact that causiesate change or not. In spite of this

strong doubt, there was a rather strong agreerhaheven if it is not known how much of

the climate change problem is natural and how nsitluman, it is better to act, because it
cannot hurt to act.

One important highlight is that people are not aw#rat other people shape them,
although this is the case. Similarly, people areaware that they shape the lives of others.
People do not tend to evaluate how their actiodisimpact other people (maybe on close
family or friends, but that is all the influenceethseem to perceive). Climate friendlier
habits should be communicated as socially desictigittes and focused on close people
or locations, rather than distant people or locetidHowever, the link between people’s
behaviour and distant consequences should stilelter established.

In relation to climate action, the key conclusisrthat action is needed on all levels, but
especially at the governmental level, because pefg#l a discrepancy between the
seriousness of the problem and the lack of seresssin responding to it, which creates
confusion over the problem. Companies and politiage to move, because individual
action will not be enough to make a difference. ghe@xpect the government to take a
lead and set up framework for actions- both for panies and individuals.

In principle, people implement climate action, lthé action in practice should be put
under a question mark, nevertheless. It can beres$that people tend to try to look better
than they are, because this is what is sociallyeetgqal from them. If people did all that
they think they do, the climate system would bes@ihe most popular actions tend to be
those that do not affect people’s wellbeing or aantngignificantly, and are well known in
the public because of awareness raising and seBsidi

The next important conclusion is that understarelaold trustful information on climate

change is needed. People want practical and pbéfexasual information on climate

change: tangible consequences and practical sofutimformation must be easy to
understand. If numbers and data are provided, tieeyl to be interpreted to the people.
Visual aids were also stressed. Sharing informaitioa sort of community approach is
better for people than one way communication. S&eshould re-establish its position as
the field that gives solid answers and not jushigis. Although it is impossible to give

the ultimate truth and final facts in many of thdestific fields, and there are open
guestions, it would be better for people to relysarence as a solid field and not just an
arbitrary opinion-maker. However, it remained arresolved dilemma whether it was
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better to make climate communication scientific dimerefore trustworthy, or to make it
more commercialized and therefore prone to critigmethe case of too a scientific
approach, the problem was that it would not readhto all people, while in the case of
commercialization the problem would be the quaditythe communication. This remains
an open question for further research.

To address the problem of scepticism, climate comoation must be based on logical,
not alarming, well-interpreted, appealing to comnsense, and sound data (more sources;
trustful and credible sources), while aided witlsudls and practical solutions. An
interesting conclusion is also that no matter houcimthe science is sound and sources
credible, some people will be following their ‘daeling’ for building a picture.

In regard to the change of habits, the key congotugs that habits are changed only if the
change is good for people. The changing of halbitsilsl be triggered by both individual
motivations and social motivations, depending ow lome communicates the message.
Social motivational messages should be communicateé social way, individual
motivations in an individual way. Climate messagjest will be delivered to groups of
people, for example school lessons, should buildamally based motivations, such as the
wellbeing of society. Climate messages that willdeéivered to individuals, for example
advertisement or article in a newspaper, shoultdbon individual motivations, such as
better health).

People like to be awarded and stimulated for tlggiod deeds’. People change habits if
this makes them feel better, which means that ptiotg climate would mean a good
experience for people if they would feel good abibuThis is what should be achieved
through communication for changing habits. Peop&niy change habits to feel better
about themselves or because very close people avéiméen to change their habits. The
change of habits must evoke positive feelings ioppe The message conveyed should be
that people do something good for themselves biggtd protect climate; that it can make
them feel better to protect the climate; and tlmtytwill be acknowledged for doing
something good. The changing of one habit beconpestaof a bigger change because one
starts to look at life differently. In combinatianith the ‘step by step’ approach that was
highlighted by respondents, this sets a good Hasi€ommunicating a comprehensive
change of lifestyle.

An interesting conclusion is that people percehat they do not contribute to the climate
problem, and can hence not contribute to the swiutihere is no close correlation in
peoples’ minds between their actions and climasngh consequences (or environmental
problems in general). People believe that theyatocontribute a lot to the environmental
problems. This is also the origin of belief thag¢yhcannot do a lot to resolve the present
problems. There is a need for creating a strongkhletween personal actions and climate
consequences, as this link is likely to also stitesg the belief that actions by all people
matter also when resolving the problem. Howeveastdlseems to be one crucial difference
in the direction of contributing to the problem esntributing to the solution. While when
contributing to the climate problem one is fullyline with the wider capitalistic system
that makes you consume (using natural resourcedeavihg pollution), in the case of
solving the problem one is almost fully againssthystem (reducing consumption, using
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less polluting forms of transport, and eating lofwadd). People do try to act with small
contributions, but only very few will try to changlee system as such or try to fully exit
the system.

The last, yet very important conclusion is thamelte communication must involve a
demand for structural changes. What needs to be\eth in order for the climate
communication to succeed is reform the global esoo®ystem. However, although this
Is a crucial recommendation, the practicality agiat the moment unclear. In other words,
literature review and research reveal marginalshiiitany whatsoever, on how to go about
reforming the economic system. While there are mooee proposals how to start
addressing the problem of having to revise the alohpitalistic system (see for example
Monbiot, 2003), one possible way to look at itesrédefine what 'quality of life' means.
Namely, to start a deep change, one of the fiegissis to redefine the most basic concepts.
Today's definition of quality of life in practice isimilar to the life of an over-average
American family as seen on TV, and this definitisnslowly becoming a worldwide
definition. In order to create a more realisticsien of quality of life, people need to
reconsider their life- to evaluate its quality, tave a clear view on what contributes to
quality and what not, to assess their social safetyetc. One key ingredient to defining
quality of life is that people assemble their owctyres of what a good life is rather than
to accept them as a pre-packed product that atheahedia is offering.

A consumption lifestyle and related consumptionome of the important obstacles to
leading a quality life. People are constantly chgsf something else, something better,
leaving no time aside to be actively engaged ar@aaihng problems of today's societies.
The political and economic system de-stimulatesvaitdn of people, and this leads to
passivity of people, combined with disbelief in @ssibility of change. This also leads to
individualism and a low level of solidarity amongeqgple, along with low social
interrelation and inclusion.

To reverse the listed trends, one step is to satautritical thinking among people, to
make them challenge the pre-existing concepts amdakke them redefine those concepts.
The next step is to stimulate a change of lifest@ed habits, but together with this also to
stimulate demand for a possibility for differerfesityles. This demand could constitute the
beginning of change of the institutional framewdtat currently keeps the global
capitalism possible. Demand must come for an ungtital framework that allows
conducting of different lifestyles.

When it comes to conclusions related to the emph@siagriculture, they are summarised
in the following few paragraphs.

People from rural areas have a few distinctly défe characteristics than the urban
people, which define them as a very different grémpcommunicating climate change.
Key distinctive lines are:

being closer to nature and hence more aware afttaeges in nature,

that socially desired behaviour and actions areemible than in cities,

that the tempo of life and also tempo of changetawer,

being more down to earth and in touch with readitgl hencéess naive,
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being distrustful of information and novelties cagpifrom ‘outside’,

people are a source of information, also shop s|drlat they are being replaced by
the Internet,

being less saturated with information than the ard@as,

practicality is a key decision factor, followed tyality and durability,

being less aware that other people and media dffent.

Although rural participants claimed that they aw fikely to be influenced by other

people or media, let alone commercials, the mopbntant characteristic of this group for
climate communication is that it acts in line wabcially desired behaviour. This means
that if climate action is a rule, given by the pleoground them, they are more likely to
take it up, even if they personally do not beliavdt. At the same time, this group stands
firmly in reality and is less naive than urban deoplence the solutions offered for the
climate problem must be practical and realistitieowvise they will be dismissed as an
option.

There is another distinctive feature that shouldcbesidered in climate communication
among the rural participants: they tend to showgh level of distrust of information, rules

or guidelines coming from ‘outside’ their commuegi Obeying the law is an arbitrary
iIssue in rural areas, which means that even rakeg will not take for granted, because it
comes from outside. This is likely the reason foe tlimate scepticism to be more
expressed in the rural areas. Because people ee@@posing information, and this

information mostly comes from ‘outside’, they like believe that climate change is just
another construct to make them worse off, becaosg have to change their ways and
invest in new ways of working and living. Generalligey are more likely to be sceptical
about whether some problems are real problemseguat exaggerated. An implication of
this feature is that climate change should be comcated with the help of people who are
within rural communities, and it should be linkeastly to the impacts observed around
them, in their own area.

When stepping across a line, be it a socially es@®ally designed one, rural people are
more likely to use punishment and very strong deéipline. This means that in climate

communication- award and praise is a must, butgtuméent is not completely out of

question, like in the urban areas. Punishment shd& educative and practical, an
experience one can learn from. This should not nieanfor any climate inaction there

should be punishment, it merely means that if yeaicessary, punishment could be an
accepted tool to secure action in rural areas.

Rural people seem to be slower in taking up nee®lédnd changes, as traditions are more
respected. They experience less stress and sawiagd not a strong motivator for them.
This means that strategy for climate communicatiust be planned on a very long term;
novelties that trendsetters can promote are ri&eby Irecipe for success.

Although rural respondents show a high awarenessliofiate change (and other
environmental issues), they tend to lack knowledgeut how the problem is created.
They have very tangible associations of climatengkea storms, floods and food - but do
not see a clear link between their actions andotbeerved consequences. As the rural
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people tend to build their climate knowledge in@ahand not so much from media, it
seems that channels, which are institutionalisegni@g classes, seminars for farmers,
etc.) are the best way to provide in-depth undedste of the climate problem. Sources of
climate information must be credible, and the infation must be tangible, simple and
understandable. The messages should be adjustadd®w personal action, not an action
for society: the rural participants would act fdremnselves, but not for the society.
However, if action is a socially desired one, iikgly to be taken up.

The last specific characteristic of the rural papioh, which should be harnessed in
climate communication, is that rural respondentewstunderstanding that there is a
structural problem that keeps people going in tiog lof an economic conveyor belt. They
expressed the belief that one is forced to nedstiapact the environment through
consumption. This understanding could originatenfrihe instincts of the rural people;
they can see what is going on with nature and ressuaround them, and instinctively
know that the consumption craze is destroying usoter origin of this understanding
might be in the fact that rural people tend to hanare time to reflect upon what is going
on around them and can think of where the reallprmob are. In any case, the implication
of this characteristic is that climate change stiadrtainly be communicated as a part of
the wider, structural, change, which is neededHercurrent production and consumption
system to be in line with the planet’s limitatio@mmunicating climate change should be
done in a way as to stimulate a general changéestyle towards more sustainable ones.
In this communication, the motivations for changas be built on the message that they
are improving their living environment and ensuriagbetter life for their children by
changing.

6.2.2 Recommendations

The following set of recommendations is composed tfmse who are interested in
communicating climate change in Slovenia, be it ti@y are environmental activists,
governmental officials or scientists. It hopes ti@ioa basis for formulating more effective
climate change communication. In the end of theckapter a few methodological
recommendations are also provided for future resear

The key step in communicating climate change isfing the message correctly. Although
the list of 'dos’' and 'don'ts' is a long one, ithe most important to give practical and
tangible information, but formulated in a positigad attractive manner- much like the
general messaging or marketing.

The first important step is to define the targebugr and learn about it- how do they
formulate their views, what is attractive to thesi. When trying to change beliefs, find
out from where the people get their beliefs. If t@up leans towards self-generated
belief, give them experiences or rational argumelfithey rely more on beliefs that are

generated externally, communicate through expertguthorities. The message must be
adjusted to the group: if the group shares a certeorldview, form the message

accordingly.
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The general tone of the message should not be ialguon create a feeling of guilt, blame
or fear, as people will seek refuge in denial. Ailsis important to avoid scaring people,
rather provide realistic and practical informatibat is as tangible and visual as possible.
Highlight benefits for the community and for perablife. Do not communicate a decrease
of comfort, but instead an improvement of the duatif life. Make climate change an
issue of now and here, not of the future in Bangshd Do not communicate that climate
change is threatening, rather say ‘we need to abeidisks of climate change’.

To make the message noticed, or 'sticky’, useest@md emotions along with unusual, and
dramatic information. The message should be unigoé distinctive. It must have
relevance for people, and it must be close to ge@@pmiliarity). Spoken message and non-
verbal communication should be harnessed.

As values are at people's core, those should bagedgin communication. However,
today's values have no universally accepted defimitwhich provides space for
interpretation on which consumption is based. Thiwhy defining people's values is one
key step. The next key step is bringing the fragedralues (we have one set of values as
individuals and another set of values as sociedgklinto wholeness.

As often there is a strong messenger-effect onlpetpe right people should be selected
to act as messengers. Build on pro-social peoptecambine charisma with scientific
message. As some people are more able to stapidenac than others, they should be
engaged: connectors- talented for connecting peopteoisseurs- talented for connecting
information and spreading information; and selléedented for persuading people. It is
vital that the messenger is a role model and pesvah example to other people.

To trigger personal action, crucial changes aredegeon a personal level. Instead of
seeking ‘the best’, one must learn to seek whaiaed enough’. One must also learn to
lower expectations, show gratitude for what hatsfi® regret one's decisions less and pay
less attention to what others are doing. One aksed® to question the rationality of
people’s habits and challenge the most basic agsumsplt is needed that one reflects on
the real needs and use common sense in defininge.th@ersonal goals need to be
supported by strategy for reaching them. A charigebit must evoke positive feelings in
people and contributions must be acknowledged.

On a social level, one can try to harness humaa imentality through human interaction,
influence, word of mouth, building of values, b&iand purposes along with letting other
people co-create. People are happier in a herd, thiey make better decisions- group
decision-making is inherent to human culture, beeaa group has memory or social
knowledge and predictions. Decisions made by apyare better than the predictions of
individuals. The involvement of people in forming&wions can yield better results

To make a social change, one needs to create aenejpi When systems start to
destabilise, even small events can lead into langeges: one should look for such events
and connect the small, but right groups of peopdeired them. One needs to make the path
visible: the more walked a path is, the more irging it is to others. It is important to
form a large movement that motivates people ta join
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Another possible action is employing the so-calfash-pull’ strategy. People generally
belong into two groups: those who are willing t@abe their ways (but feel confined by
society in doing so), and those who are not inteces introducing changes. At the same
time, everybody seems to have the perception treigbvernmental institutions are not
doing enough, which is the basis for applying thategy. People who are willing to
change, need to trigger (pull) action from the goweent, pressure the government to
make changes and adapt new laws and rules. Baghisqressure the government pushes
new legislation, which is the push, needed forgheple who do not want to change their
habits. Those that are willing to change will featisfied with new framework and will not
continue to feel ridiculed by the society, while ththers will be able to adapt. In this way
a step by step circle to push changes forward eaoréated, the crucial point being to
efficiently identify and engage those who are wdlito change to create pressure for
legislation changes.

For society to act as one, communities and relatiare needed; the disintegrated,

individualistic society must be re-integrated. Aidtegrated society cannot act, because it
is just a mass of individuals, each with his/henassion, but no shared story. Hence one
needs to rebuild trust for cooperation and re-ersatial safety nets.

An important link between the global effects an@gle’'s actions must be established.
People need to become aware that each of themilmaes to the problem of climate
change and as such can also contribute to tha@alut

In relation to the specifics of agriculture, sevaecommendations can be highlighted.
Strategy for climate communication must be planme@ long term. The life in rural areas
'moves' slower, and people like to take more tioreunderstanding or changing. As they
take more time for reflection, this can represamtopportunity to communicate climate
change as a part of a wider, structural, changemrfanicating climate change should be
done in a way as to stimulate a general changiéestylles towards more sustainable ones.
The motivations for changes can be built on thesags that they are improving their
living environment and ensuring a better life fbeit children. Help of people, who are
within rural communities, is needed for climate eoomication. The communication
should initially be linked mostly to the impactdserved around them, in their own area.
Channels that are institutionalised (evening cksseminars for farmers, etc.) are a good
way to provide in-depth understanding of the cliengroblem. Sources of climate
information must be credible (preferably withinitheommunity and someone that speaks
‘their' language and understands 'their' life). iftiermation must be tangible, simple and
understandable. The messages should be adjustadd®wersonal action, not action for
society. The society should benefit through perkaacton.

From the methodological perspective, the key recendation for future research is to

explore more in detail on how to eliminate socialgsired answers by the researched
subjects. This research tried to eliminate the allyciconditioned answers in a few

manners.

Firstly, this was done through designing the in®mguidelines in a way as to eliminate
socially desired answers. The questions were forimed objective manner, and the focus
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of the research was revealed only at later stafjeseointerviews. The objective of the
research was normally presented only at the emloeohterviews.

The next step was estimating which of the answersilely to be socially conditioned and

crosschecking them in the focus groups. This tumédo be a quite effective method, as
the focus groups have strengthened the effect oblbp desired answers, which were
observed in the analysis of the in-depth intervieWss was helpful to highlight which of

the occasions from the interviews resulted in dlycdesired answers. Hence it can be
recommended that focus groups are used to crosg-¢he situations in which socially

desired answers could appear. Focus groups alpedah defining what would be the

socially acceptable messages (e.g. in the casermd ghild policy).

The last key methodological recommendation is td&emase of projective techniques in
situations when dealing with sensitive issues, saghalues of people. This research used
a fictive alien that had to be introduced to life Barth, and it proved to be a good way to
lead the respondents into talking about sensisiseas.
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7 SUMMARY (POVZETEK)
7.1 SUMMARY

Research background and objectives

The problem of climate change reaches an unpretasdidavel of complexity already
when viewed strictly from an environmental perspectViewing it as a side-effect of a
dysfunctional economic system adds on the compl@fithe issue. However, to properly
address the problem, its dimensions should be kn®Wis dissertation aims at providing a
wider framework for understanding the dimensionsclahate change in order to help
formulate more effective solutions. After buildirsgich a framework, it researches the
awareness and habits of people in Slovenia and toedetermine best strategies for
triggering the change of habits.

The overarching objective of this dissertationdsptovide guidance on communicating
climate change in order to raise awareness on @igtaange among people, specifically in
Slovenia and with an emphasis on the agricultueatas. In order to do that, the first
specific research objective of the dissertatiotoiassemble as full a picture as possible of
the climate change problem, whereby knowledge iding are overcome and links are
established not only between scientific fields, &lsb between global and local or personal
and social. Building a multidisciplinary framewdidr climate change is, however, only a
tool that helps to base the research on all releagpects. The second specific research
objective is to identify the drivers and barrielnsitt (de)motivate people to take personal
action to fight climate change. Within this objeeti exploring three specific aspects is the
focus of the research: the connection of climatdoacwith the personal reward /
punishment scheme; the connection between clinwitenaand being personally affected
by the consequences of climate change or undeistatite problem; and the connection
of climate action with factors such as the priaailability and quality of the product.

The dissertation brings a number of contributionsstience. It shows that climate
destruction is inherent to the prevailing econosystem. It looks at leverages from the
psychology of an individual and society that camppsut climate action. It offers an
overview of the key strategies for communicating ttimate change issue. It researches
how to best raise awareness and communicate clichatiege in Slovenia, and it tries to
suggest how to control the extent of socially ctoded answers.

Methodology

This research was done through three key resedrekep. In the first phase, a desk
research of the existing opinion polls was donethin second phase, insight was gained
into the barriers and drivers of climate action amgeople with the use of in-depth

interviews. The last phase cross-checked the eesitlthe first two phases and gained
additional insight into a few issues through thbate in two focus groups.
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Because it enabled an efficient exploration of dp&ion of the people, the review of the
existing opinion polls and research was used tmfargood basis for answering research
questions and finding out the areas where the abdaildata is insufficient or of poor
guality. The desk research looks at two Eurobaremgpinion polls on people’s attitudes
towards climate change. Next, a similar opinion,dmit done by a Slovenian agency, was
studied. Further desk research was conducted odlithate-related opinion polls that are
conducted on a weekly basis by the multimedia pantav.rtvslo.si.

17 in-depth interviews were conducted, whereby ftill®wing criteria was applied for
selecting the interviewees: age (18-25, 26-35 an@-53 years), education
(professional/high school, bachelor degree andedmsghigher than the bachelor degree),
region (southwest Slovenia, central Slovenia andheast Slovenia) and lifestyle (rural
and urban). The analysis was done mainly by chegckimd comparing the answers of
respondents to the different sections of the im@ry analyzing the overall ideas and
checking them against the socio-demographic cheratits. To analyse some of the
topics and factors, simple quantitative methodswsed.

Next, two focus groups were conducted to give &ebatsight on how people’s interaction

influences their decisions and behaviour. The aitéor the focus groups’ participants

were the same as for the interview, except thaduacation two levels were demanded
(professional/high education and university diploondnigher) and the region was omitted
as a criterion. One focus group was organized ar@amnticipants coming from rural areas
and one on participants from urban areas. Analysis done mainly by checking and

comparing the answers of participants to the difieésections of the guide, analysing the
overall ideas and messages. Both deductive andctivduanalysis was used. It was

observed that the focus groups have strengthemeeffibct of socially desired answers. In
some cases this was helpful to highlight whichhef intuitive feelings from the interviews

are more than just an intuition. In other casesga$ useful for defining what would be the
socially acceptable messages.

During all the phases of the research, except enlitarature overview, special attention
was paid to the agricultural aspect. In the analgdithe findings, special attention was
paid to the possible differences among the rurdlwaban participants. Where differences
appeared, those were highlighted. Additionallyewaew of all the findings was conducted
in order to spot possible differences between ramal urban participants.

In spite of paying utmost attention to designing tesearch in an effective and objective
manner, several problems appeared during the dsetire three most important ones
being that research participants were providingaslgadesired answers, they did not want
to explain what they thought about some issues thad findings cannot be fully
generalised.

Findings and conclusions

The first important conclusion that can be obserfreth the research findings is that
people know what their values should be, but theyot live them, because they live by
the socially conditioned values. The next conclusie that people do not like to be
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punished, but reward and recognition are welcone®pl® mainly change habits to feel
better about themselves or to do something goodhtemselves. A change of habit must
evoke positive feelings in people. It is estimatieat there is a discrepancy between what
people say that motivates them and what motivatesntin reality. The strongest
motivations are better feelings about oneself agiteb health. Similar to the discrepancy
in motivations, there is an estimated discrepaisy i the factors that influence people’s
decisions. Practicality and quality seem to guidepbe's decisions, but it can be felt that
the respondents often choose factors, which intipeado not play a role in their decisions.
Climate communication may not be imposed or ciiitibat positive and rewarding. It can
be communicated that people do something goochfmselves or they can feel better if
they act to protect the climate.

Associations to climate change show low knowledigeimate change. Many respondents
relate climate change with weather or other consecgs of climate change. The
association with solutions is rather weak. Althowggnerally low in Slovenia, there is a
certain degree of climate scepticism present. Heweas much as people might be
sceptical about the cause of climate change, tleynat sceptical about humanity's
negative impacts on environment. This is a basa sihould be used to direct climate
communication from purely climate change commuincat to sustainability
communication. When talking about informing abodimate change, people want
practical and preferably visual information on di@ change.

The most popular measures tend to be those thatot@affect people’s wellbeing or
comfort significantly, and are linked to saving Egyeor water (and consequently money):
switching off lights, insulating, using efficienppliances, etc. The next group of measures
is related to the actions that people in princgde as good ones and therefore believe they
are doing them, but in reality still to a smallent (e.g. biking is claimed to be a popular
measure, but only some actually did it). The thgrdup of measures shows a great
variety, but one characteristic is that it stastslémand more effort and has more impacts
in life. The least popular group of measures is@ug flying, be it long or short distance,
eating less meat and having less children. Mosthese measures go harshly against
people’s beliefs (e.g. meat is healthy).

People hardly ever consider what impact their astiovould have on others (except on
their kids) and even if they do so, they do notllyelelieve the link until it is proven.
People do not feel that they contribute to the [@mob so they have difficulties also in
understanding that they can help solve it. Comnatidn should be oriented into
establishing clear links between personal actionis@nsequences of climate change and
overcoming the feeling of powerlessness to make ifeerence. People want the
government to provide a framework for addressingnatie change. People feel a
discrepancy between the seriousness of the prolsledh the lack of seriousness in
responding to it, which is creating confusion ampegple.

While a large part of action focuses on informingople about climate change and
promoting solutions, there is not enough linkageghwiommunication on the need to
change the global market system. This reflectheresearch findings in several points.
The first is that there are some people, who a@athat a deeper change in the system is
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needed. When they are faced with climate changemeonication without a link to the
message about the need to restructure the systesy, find the climate change
communication irrelevant. The second point is #wahe people do wish to live according
to their values, but are ridiculed by the societyit is very hard to live according to their
values (e.g. dysfunctional public transport). Thiedt point where research comes back to
reviewed literature is that without wanting it, pé®support the capitalist system, because
they do not know all the implications of their higbor behaviour. People are not aware
that their actions affect environment and othempbebecause the links are not visible.

The research has shown that climate psychologyeohdmn play an important role in
awareness of the problem. The first such exampléhén findings is that people are
significantly more shaped by the society than tweyt to admit. This means that climate
communication must build a change in social vahaéiser than the personal ones. Another
important conclusion is that people are capablevefy strong self-control, if the
motivation is right. This means that for climatdiac either the right motivations should
be identified or it should be communicated as sbmgt beneficial for health and
something that can make people feel better. Thd ffath back to the psychology is that
for people connections between personal behaviodrdimate change effects are too
vague to be on the mental map. Awareness of theat# problem is high, but awareness
of the connections is poor. This means the linds/den the everyday actions of people
and distant effects must be made more clear.

The research provided the following answers tokéneresearch questions. The answer to
the first research question, on whether or notnkilimate action is closely related to a
personal reward/punishment system or feeling,as ithcould not be clearly established if
people would take climate action if they were pagly rewarded for it, or not take action
if they had to sacrifice their comfort. What can $ad is that people do not like to be
punished, but reward and recognition are welcomewdRds seem to be either of
emotional or of rational (monetary) character. Tdreswer to the second key research
question, on whether or not a person who is aftedtg the consequences of climate
change, or understands the connection betweerehisdnaviour and the consequences of
climate change, is more susceptible for changirmtfiahan a person who is not affected
or does not understand this connection, is thaetiseno close correlation in people’ minds
of their actions and climate change consequenasca@lly people believe that they do not
contribute a lot to the environmental problems,alihis also the origin of belief that they
cannot do a lot to resolve the present problemselltion to the third research question,
on whether the change of habits to implement cknsatiutions- and the scale of them- is
conditioned with factors such as the price, avditgband quality of the product or
services, the research showed that the questionnaiatrmed correctly. Yet at least a
partial answer can be extracted from the reseandinfis: people do seem to engage in
climate action, because this will reduce costs lagrice save money. Saving climate is a
welcome by-product, but people still mostly do nwtderstand how their action will
contribute to the stabilization of the climate gyst The key research question that this
research tried to answer, about what the drivedsbanriers are that (de)motivate people to
take personal action to fight climate change, shihasthe key drivers that motivate action
are monetary improvements (saving money or recgiwabsidy) or improvements in
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personal comfort. Another key driver can be rectgmiof the actions (e.g. awarding
action). The key barriers are the decrease of cdrafa the feeling of powerlessness.

Recommendations

The key recommendations for the interested pubticm(municators, environmental

activists, scientists or decision-makers) can lmersarised as follows:
the key step in communicating climate change isnfog the message right: the
general tone of the message should not be scabjaoring, but rather realistic,
with tangible and visual information, and clearlytlomned benefits for community
and personal life; use stories and emotions, as aglunusual and dramatic
information,
the target group should be well defined and itsrattaer well known to the
communicator,
the values should be engaged in communication;odayls values have no
universally accepted definition, there is spacdriterpretation,
carefully selected messengers: build on pro-squémiple and combine charisma
with scientific message,
a clear communication of the link between the gle@fects and people's actions,
the teaching to seek what is ‘good enough’ rathan tthe best’ to trigger personal
action; change of habit must evoke positive fedlimgd contributions must be
recognized,
climate solutions should be build on a social level groups and through
interaction and co-creation; for this, communitigsould be strengthened and
people should be reintegrated,
social change stimulated in an epidemic way: contiecsmall, but right groups of
people; also the 'push-pull’ strategy should beleyep (people who are willing to
change, need to demand (pull) action from the gowent, while people who do
not want change should be pushed by new laws).

From the viewpoint of agriculture, the key conctusis that people from rural areas
represent quite a different target group for comication of climate change than the
people in urban regions. Key characteristics ofgitoelp to keep in mind when designing
the communication climate are the following:
behaviour is consistent with social norms: if climaction is a social norm, people
will take action, even if it is contrary to theieliefs,
attitude is very close to reality and not naiveaneke solutions must be practical
and realistic, otherwise they are not seen asldedi
distrust of information that comes from the ‘ougsictlimate communication
should come from the community and should be linkeithe effects that are
visible in the community,
punishment is an acceptable option: if praise amar@s do not help, punishment is
an acceptable option, but the penalty has to beatide and practical,
following of traditions: climate communication must planned in the long run,
because novelties do not stick quickly,
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lack of understanding of the climate problem: aclenk between personal actions
and the consequences of climate change should#&igisked; climate information
should be simple and practical,

understanding of the structural problems: climdtgange should be communicated
together with the demand for structural changelereconomic system; a change
of lifestyle should not be linked only to the clitaabut to sustainability.

7.2 POVZETEK
Ozadje raziskave

Problem podnebnih sprememb je izjemno zapletetezga gledamo strogo iz okoljskega
vidika. Ce ga obravnavamo kot stranskéinek delovanja gospodarskega in drugih
druzbenih sistemov, se zapletenost bistveno q@ov®a bi podnebni problem lahko
ustrezno obravnavali, moramo poznati vse njegovseinosti. Péujoca disertacija
poskuSa zgraditi Sirok okvir za razumevanje razgstzrpodnebnih sprememb, da bi tako
pomagala pri oblikovanju bolj¢inkovitih reSitev. Na osnovi interdisciplinarnegagbeda
na podnebne spremembe poskuSa naloga raziskastzaveavade ljudi v Sloveniji ter
poiskati najboljSe strategije za spremembo navad.

Podnebne spremembe so stransknek napano zastavljenega gospodarskega sistema.
Zato je boj proti podnebnim spremembam obenemnatin za reSevanje gospodarskega
(in s tem polittnega) sistema, ki uSel iz vajeti. Da bi spremesiditem, ki je globoko
zakoreninjen v naSih druzbah in¢ivau zivljenja, bo potrebno do&ebistvene spremembe.
Da bi lahko dosegli bistvene spremembe, je potrebnometi razvojne ovire in gonilnike,
ki ljudem prepréujejo ali omogdajo spreminjanje. Psihologija posameznika in psihijd
druzbe sta pomembna elementa za razumevanje padrsglsamemb, saj lahko v sistemu,
ki ga poganjajo interesi kapitala, samo posamezrikipovzra@ajo socialne nemire,
izpostavljajo probleme in zahtevajo njihovo reSitBotrebno je razumeti, kako motivirati
ljudi, da sami zahtevajo spremembe in uvajajo sprebe v svoja lastna zivljenja. Pri
obravnavanju podnebnih sprememb je psihologija pegaika in druzbe prepogosto
zanemarjenaeprav igra pomembno viogo.

Namen in cilji disertacije

Namen disertacije ni iskanje pomembnih novih ugibtevv sami podnebni razpravi.
Poudariti poskuSa nekatere razloge za podnebnoukieganje in vzpostaviti
interdisciplinaren okvir za razumevanje globine pemma podnebnih sprememb.
Poglavitni cilj préujoce disertacije je oblikovati smernice za boljSe &samje o

podnebnih spremembabh, speagif za Slovenijo in s poudarkom na sektorju kmegst

Zato je prvi raziskovalni cilj disertacije oblikotvkar se da popolno ozadje podnebnega
izziva, ki presega meje med vejami znanosti terosivlja povezavo ne le med
znanstvenimi podigi, ampak tudi med globalnim in lokalnim ali osetmin druzbenim
pogledom na podnebne spremembe. Oblikovanje takSoegdja je orodje za raziskavo
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vseh pomembnih vidikov komuniciranja podnebnih spmb. Drugi cilj raziskave je
ugotoviti kaeri so gonilniki in ovire, ki (de)motnajo ljudi, da osebno ukrepajo v boju
proti podnebnim spremembam. Tukaj so v skaedifiziskovanja naslednji trije pogledi:
povezava podnebnega ukrepanja z osebnim sistemgmajeaanja/kaznovanja,
povezava med podnebnim ukrepanjem in osebno ptasifte zaradi posledic
podnebnih sprememb ali razumevanjem problema,
povezava podnebnega ukrepanja z dejavniki, kot ewma,c razpolozljivost in
kakovost izdelkov ali storitev.

Prispevek k znanosti

Obravnava neldljive povezanostimed utévanjem podnebnega sistema ter previatiumo
gospodarskim (kapitalizem) in potitim (demokracija) sistemom, je eden Ehih
prispevkov za podnebne akterje na vseh ravneh. ltazmmevanjem te povezave je
mogaie vzpostaviti reSitve problema in komunikacijo &iteah v pravi okvir. Drugi
pomemben prispevek disertacije za podnebne akjerjebravnavanje povezave med
psihologijo posameznika oz. druzbe ter podnebnoukokacijo in ukrepanjem. Disertacija
ponuja pregled Kljignih strategij za komuniciranje podnebnih spremekan, predstavlja
raziskovalno ozadje o wi@ih ucinkovitegaosveXanja o podnebnih spremembah v
Sloveniji. Kljub Stevilnim Studijam in javhomnenjsk raziskavam, ki zajemajo splosno
mnenje Slovencev o podnebnih spremembah, v Slovengelovite Studije dojemanja
podnebnih sprememb med ljudmi, zlasti ne v povezavnoznimi nainispodbujanja
strukturnin sprememb. Disertacija zato poskuSa g@ibinyoglobljeno razumevanje
dojemanja podnebnih sprememb med ljudmi v Sloveeiji tako ponuditi vpogled v
komuniciranje podnebnih sprememb in potrebe po Imgem raziskovanju. Iz
metodolosSkega vidika je doprinos disertacije v tela, skusa odpraviti zgolj druzbeno
zazelene odgovore pri raziskovanju dojemanja patinefprememb med ljudmi.

Interdisciplinarna slika podnebnih sprememb

Obicajno na problem podnebnih sprememb gledamo kokaoBsé&i izziv, ceprav problem
sega v vse vidike nasega Zivljenja vse socialsiersie (politine, ekonomske ...Xe bi
nanj gledali kot na stranskicmek delovanja gospodarskega sistema, kar tudijéjlo
jasno, da reSevanje problema zahteva strukturnemsgnbe v samem gospodarskem
sistemu.

Tokom 18. stoletja je gospodarska blaginja postdia ne pa sredstvo za doseganje
kakovostnega Zzivljenja. Spremenile so sevrednoteaielo se je masovno izkotiti
naravne vire. Da bi lahko proizvajali, je bilo peiino trositi in s pomgo druzbeno
pogojenih mehanizmov (npr. moda) se je druzba yialev potroSniSko. Podjetja,
predvsem mednarodna, so si uspela podrediti ne ggspodarski sistem, temveudi
druge druzbene sisteme, kot so politika, medijizlbrazevanje. Tudi polithi sistem, ki

je trenutno opredeljen kot najboljSi razpolozljivdemokracija - je sistem, ki ustreza
tekatem traku proizvodnje. Ta te&iotrak temelji na predpostavki neskowe rasti, kar
pomeni, da se rast ne sme ustaviti ali dgsmiti, tudice je jasno, da smo prekdia
razlicne omejitve, ki nam jih postavlja planet. Ne biobprvic, da ¢lovek unti svojo
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0Snovo za prezivetje — zgodovina pozna neStetegpeipropadov civilizacij, ki sodile ob
meje svojih ekosistemov. Tezava je danes v tensnua prvE tréili ob globalne omejitve
planeta, ne le lokalne. Zato se &amo z globalno groznjo, ki zahteva reSevanje proble
na globalni ravni in korenite spremembe v vrtengkatega traku. Te spremembe
zahtevajo tako osebne, kot tudi druzbene spremembe.

Ena od osnovnih pogojev za spremembe je motiviaga Da bi vedeli, kaj motivira ljudi
za spreminjanje, je nujno osvetliti Stevilne psdiile faktorje. Razine Studije navajajo
naslednje kljdne psiholoske ovire za podnebno ukrepanje:
- nevednost: ljudje so bodisi ne zavedajo podnebrmgdlema, ali pa ga ne
razumejo;
negotovost: zaradi znanstvenih negotovosti ljud@genjujejo tveganje in odlagajo
ukrepanje;
nezaupanje: ljudje ne zaupajo spoimm o spreminjanju podnebja;
zanikanje: aktivno zanikanje problema in njegowuislpdic;
nasprotujée si zavedanje: zavedamo se, da moramo ravnatagruga vendar
tega ne ptnemo;
prenasanje odgovornosti: prefamnje, da bo problem reSeval kdo drug;
podcenjevanje oddaljenih tveganj: tveganja, ki slwatjena bodisi prostorsko
bodisi¢asovno, podcenimo in ne ukrepamo pasmo;
pogled na svet: nas svetovni nazor pogojuje tudigzbna podnebne spremembe;
navade: zakoreninjene navade je tezko spremenito ije ena glavnih ovir pri
podnebnem ukrepanju;
ucinek prenasSalca spaifita: ¢e nam sporgélo prenese nagaa oseba, ga ne
jemljemo resno;
neracionalnost: neracionalen pogled na informapijeerjanje, n&tovanje;
obcutek nemdi: ljudje menijo, da ne morejo storiti Miza reSevanje globalnega
podnebja;
povratni &inek: ljudje uporabljajo na primer bolgmkovita vozila, ampak zato,
ker vozijo bolj pogosto, je skupnémek za podnebje negativen.

Poznavanje psiholoskih dejavnikov lahko pomaga kobhti n&ine komuniciranja
podnebnih sprememb. Razli vodniki za komuniciranje navajajo naslednje &ija
smernice za komuniciranje podnebnih sprememb hej&o iz psiholoskih Studij:

Spoznaj svoje atnstvo;

postavi svoje spotilo v pravi okvir;

preoblikuj znanstvene podatke v konkretne izkusrigjalno in razumljivo;

ne izkori€aj custev: ne strasi ljudi, ne prenapihuj posledic...;

pojasni znanstvene negotovosti in upravljanj z njim

motiviraj sodelovanje v skupini;

olajSaj spremembe v vedenju (npr. kratkmm spodbude ...);

poskuSaj dose ljudi, ki niso "obikajni osumljenci®;

pohvali ljudi za ukrepanje;

ne uporabljaj denarja za motivacijo, saj ni dobetivator;

motiviraj lovilce trendov in uporabi socialnéenje;

vodi vladne politike v skladu s spd@ith o podnebnih spremembah.
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Metodologija

Raziskava je potekala v treh liuih fazah. V prvi fazi je bil opravljen pregled adyecih
javnomnenijskih raziskav. V drugi fazi sem skozi lpb¢jene intervjuje poskusila pridobiti
vpogled v ovire in gonilnike ljudi za podnebno ykaaje. V zadnji fazi je bila preverjena
uporabnost rezultatov prvih dveh faz in skozi ragpr v dveh fokusnih skupinah
pridobiljen dodaten vpogled v pogled ljudi na pdoime spremembe in spreminjanje navad.

Poglobljeni intervjuji

Vzorec za intervjuje je bil izbran na podlagi ndsigh meril: starost, izobrazba, regija in
n&in Zivljenja. Raziskane so bile tri starostne skepil8-25 let, 26-35 let in 36-55 let.
Mlajsi niso bili upoStevani, saj njihova mnenjavedenje Se niso v celoti oblikovana, kar
bi lahko imelo slab vpliv na raziskavo. Starostkapsna 55 + ni bila vkljgena, ker je
navade te skupine tezko spremeniti. Pri raziskavi ksle upoStevane tri stopnje
izobraZzevanja: poklicna / srednja Sola, univeradetdiploma in stopinje viSje od
univerzitetne diplome. V zadnji skupini je bilo ptematéno najti zadostno Stevilo
intervjuvancev, tako da ni enakomerno zastopananaaen raziskave je bila Slovenija
razdeljena na tri glavne regije: jugozahod, osmedipvenijo in severovzhod. Raziskana
sta bila dva Zivljenjskega sloga: podezelski intmes

Idealna velikost vzorca je bila déena med 15 in 18 anketirancev. V praksi je to
pomenilo naslednjo grobo delitev, ki je bila smeanza iskanje intervjuvancev: za vsako
od teh treh regij 5-6 anketirancev, od tega v ngbm primeru 2 iz vsake starostne
skupine, idealno polovica moskih, polovica zenskméimalno 2 s srednjeSolsko stopnjo
izobrazbe, 2 diplomirana in 1 s stopnjo, ki je &iEpt univerzitetna diploma. Na koncu je
bilo opravljenih 17 intervjujev, podrobnosti o delipa so v Prilogi B.

Analiza je bila opravljena predvsem s preverjanjam primerjavo odgovorov

intervjuvancev glede na ragtie dele intervjuja, analizo krovnih idej in prerjem glede

na socio-demografske zfimosti. Primerjalna analiza je bila opravljena dgena temo

(npr. podnebne asociacije). Za analizo nekatenih ite dejavnikov so bile uporabljene
preproste kvantitativne metode.

Fokusne skupine

Fokusne skupine so bile v tej raziskavi uporabljeaegloblji vpogled v raziskovalna
vprasanja. Ta metoda omagoboljSi vpogled v to, kako interakcija med ljudwpliva na
njihove odl@itve in vedenje. Vzorec za fokusne skupine jedbkan na podlagi naslednjih
meril: starost, izobrazba in Zivljenjski slog. Zom® bile raziskane tri starostne skupine:
18-25, 26-35 in 36-55 let. UpoStevani sta bili dwaa/ni izobrazevanja, strokovna /
srednjeSolska in univerzitetna ali viSja, ter dwajenjska sloga, podezelski in mestni.
Regija ni bila uporabljena kot merilo, saj bi bdelo tezko najti udelezence iz vseh regij,
razen tega pa so poglobljeni intervjuji redko paltaxelike razlike med regijami. Ena
fokusna skupina je zaobjela udelezence iz podebetsdmaiij, druga pa udelezence iz
urbanih obmdij. Ceprav je bila kot idealna velikost skupine predwiaened Sest in osem
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udelezencev, je bila podezelska fokusna skupineadgna iz samo Stirih udelezencev,
kar je posledica nenadne odpovedi napovedanih zeletev.

Analiza je bila opravljena predvsem s preverjanjgmrimerjavo odgovorov udelezencev
na razléne dele pogovora ter analizo Kijuh idej in spor¢il. Uporabljena je bila tako
deduktivna, kot induktivha analiza. Bilo je m@gazaznati, da so fokusne skupine okrepile
vpliv druzbeno Zelenih odgovorov. V nekaterih priihge bilo to koristno, saj je bilo
mogaie ugotoviti, v katerih primerih iz intervjujev nicsle za olsutek raziskovalca, da so
podani le druzbeno sprejemljivi odgovori. Koristje bilo tudi zato, ker je bilo lazje
opredeliti, kaj bi bilo druzbeno sprejemljivo sp&ito (npr. v primeru politike enega
otroka).

Poudarek na kmetijstvu

V vseh fazah raziskave, razen v pregledu literatigrdila posebna pozornost namenjena
kmetijstvu. V pregledu obstajdn raziskav so bili vidiki, povezani s kmetijstvomelezni
posebne pozornosti (npr. pojavi ekstremnih vremiéndkgodkov). Poglobljeni intervjuiji

in fokusne skupine so bili zasnovani tako, da Je lmogae iskati morebitne razlike med
podeZelskimi in mestnimi udelezenci. V obeh fazalpadezelski udelezenci predstaviljali
mesSanico tistih, ki zivijo od kmetijstva (polno zmbteni v kmetijstvu), in tistih, ki jim
kmetijstvo predstavlja dodatek k redni zaposlitwd (majhnih vrtov do wgega obsega
kmetovanja). V analizi ugotovitev je bila posebmag@nost namenjena iskanju razlik med
podeZelskimi in mestnimi udelezenci. Poleg teghifjeregled vseh ugotovitev izveden
tako, da je bilo mogte ugotoviti razlike med podezelskimi in mestnimeletenci.

Omejitve raziskave

Kljub temu, da je bil veliko truda vlozenega v d¢lolWanje @inkovite in objektivhe

raziskave, se je med raziskavo pojavilo nekaj aeejoziroma tezav. Klgne tezave so

bile:
. podajanje druzbeno gakovanih odgovorov s strani udelezencev raziskave;

udelezenci raziskave niso Zeleli pojasnjevati, kake njihov pogled na nekatera

vprasanja in

ugotovitev raziskave ni moge posploSevati.

Razprava o ugotovitvah

Prva pomembna ugotovitev raziskave je, da siceroyéaksne naj bi bile naSe vrednote,
vendar jih ne zivimo. Vrednote posameznika ne sdajmaz vrednotami druzbe. Vrednote,
ki jih Zivimo, so ustvarjene s strani druzbe. Svpjéjenje si organiziramo v skladu z
vrednotami, ki jih ima druzba. Ker smo nenehno patiskom, ravnamo tako, kot od nas
pricakuje druzbageprav bi sami morda Zeleli ravnati drdgaCe bi bili ljudje manj
zaposleni, bi imeli v& ¢asa za razmiSljanje o tem, kako narediti stvargdie in ziveti
svoje osebne vrednote. To je najbaljtmo pri starostni skupini od 26-35, ki je najbolj
obremenjena in pod pritiskom.
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Druga pomembna ugotovitev je, da ljudje ne maragank radi pa sliSijo pohvalo ali
priznanje.Ce Zelimo opozoriti na to, da odstopamo od pomemirelinot, je to potrebno
izraziti pozitivno in nuditi podporcCe vedenje ljudi ni v skladu s pakovanim vedenjem,
ljudje zelijo, da se jim to pojasni na strpertina Podnebne spremembe je zato potrebno
razlagati na strpen in pozitiven da ne pa z vzbujanjem obtka krivde (oz.
kaznovanjem).

Tretja pomembna ugotovitev je, da ljudje spremengwade e imajo zaradi tega boljSi
obxutek o lastni samopodobi ali pa storijo nekaj dgharease. Sprememba navad mora
spodbujati pozitivne alutke pri ljudeh. To pomeni, da morajo podnebne koikacijske
kampanje trajati dovolj dolgo, da lahko takSnéuke izgradijo .

Opaziti je mogoe, da obstaja neskladje med tem, kar ljudje prawg jih motivira in
tistim, kar jih v resnici motivira. Udelezenci rakave so izbrali motive, ki jih v resnici ne
motivirajo, vendar pa bi bili videti slabée jih ne bi izbrali (npr. pomiodrugim, varstvo
okolja...). Pohvala je bila opredeljena kot zelba& motivacijski dejavnik, vendar pa so
udelezenci vseeno dejali, da si Zelijo pohvaleanild le-ta motivira. Kljgna motivacijska
dejavnika sta boljSi alutek o samem sebi in boljSe zdravje. V bistvu 8dj§ motivirani s
poveanjem osebne blaginje.

Podobno neskladje se pokaze pri dejavnikih, kivgpi na odlgitve ljudi. Prakténost in
kakovost sta vsekakor dejavnika, ki vodita naSeodwide, vendar pa so udelezenci
raziskave pogosto izbrali tudi dejavnike, ki v miakiso pomembni pri odétvah, vendar
pa bi vpraSani izpadli kot slabie jih ne bi izbrali (npr. okolje, efmost... ). Nadaljnja
raziskava bi lahko pokazala, ali zaznano neskladjesnici tudi obstaja. Opaziti je bilo
mogae, da je tudi ukrepanje za Z#® okolja druzbeno Zelena dejavnost. Udelezenci
raziskave so nam¢gpogosto nastevali okolju prijazne ukrepe, ki pavjipraksi izvajajo le
redko. Ljudje so se tako ponovno poskuSali pokdxaite, ker se to v druzbi pakuje od
njih.

Med odnosom ljudi do podnebnih sprememb in sploswidtiki njihovega Zivljenja je
mogaie potegniti vzporednico. Tako kot zivimo druzbenednote kljub zavedanju
zazelenih, zivimo podnebju neprijazno Zivljenjeprav se zavedamo, da bi morali imeti
podnebju prijaznejSi zivljenjski slog. Asociacij@ podnebne spremembe kazejo nizko
raven znanja o podnebnih spremembah. Ozawest je véinoma povezana z izobrazbo
(visoka izobrazba - visoka zavest) in splosno @kolj ozave®&enostjo posameznika.
Veliko ljudi povezuje podnebne spremembe z vremenétovezava s posledicami
podnebnih sprememb je Se relativno¢may povezava z reSitvami pa je precej Sibka.

Ljudje le redko pomislijo, kakSen vpliv ima njihovavnanje na druge. Tude pomislijo
na lastne vplive, ne verjamejo, da so povezavedagimimi spremembami riige. Zato je
potrebno izboljSati razumevanje povezav med obpesann posledicami podnebnih
sprememb. Podnebne spremembe ne vplivajo na ndgmja dovolj, da bi nas to skrbelo.
Vecina ljudi nec¢uti vplivov podnebnih sprememb v svojem zivljenjazen obasnih
ekstremnih vremenskih dogodkov. Zdi se celo, ddeiéaci raziskaveutijo posledice
bolj zaradi medijske pozornosti na posledice, lewadi posledic samih.
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Ugotovitve o obvefanju o podnebnih spremembah kazejo, da ljudjeazpligkttne in po
moznosti vizualne informacije o podnebnih spremdmbaternet je najboljSe orodje za
obveganje, predvsem za mlade in tiste, ki so okoljskanjnezaveseni. Med mediji je
dobro orodje televizija, ne smemo pa podcenjewudlii pomena radijskih oddaj, Se posebej
pri starej$ih ljudeh in moskitCeprav je na splodno nizka, obstaja v Sloveniji deha
stopnja podnebnega skepticizma. Pomembna ciljngiskuza zmanjSanje stopnje
nezaupanja so moski, ki so katli izobrazevanje in Zivijo na podeZelju. Za odmrav
nezaupanja mora podnebna komunikacija temeljitizaaesljivin podatkih (@& virov,
verodostojni viri), biti mora logha in privi@&na za zdrav razum. V duskepticizma je
pomembno spordlo to, da so ljudje lahko skeptii glede vzroka podnebnih sprememb,
niso pa skeptni o nasih negativnih vplivih na okolje. Zato je npembno podnebno
komunikacijo usmeriti v komunikacijo o trajnostneazvoju.

Naslednja kljgna ugotovitev v zvezi s komuniciranjem podnebniresgemb je, da ne
smemo biti kriténi, temve pozitivni. Ljudje bodo pripravljeni narediti nekdpbrega za
podnebjege bo to dobro tudi zanjeée se bodo zaradi tega boljecptli in ¢e jih bo kdo
pohvalil, ker so naredili nekaj dobrega. Zato jer@ono poudarjati, da so podnebju
prijazni ukrepi dobri za ljudi (in njihove druzingli prijatelje). Spreminjanje navad je
mogaie sproziti skozi druge ljudi. Pomembno je tudi&jg sporsil od ust do ust.
Nekateri motivi za spremembe so druzbene naravkateee pa osebne. Obe vrsti
motivacije je treba uporabiti, vendar jih je pomebuporabljati na razine n&ine:
druzbeno motivacijo naj se prikaze na druzabefinnasebne motivacije pa na oseben
nacin.

Raziskava je pokazala, da so najbolj priljubljerkrepi pogosto tisti, ki nimajo
negativnega vpliva na potje ali udobje ljudi, ter so povezani z ¥ vanjem z energijo ali
vodo (in posledino z denarjem): ugasSanjeipizolacija, raba &inkovitih naprav, tuSiranje
namesto kopanja ali odprava rabe v stanju pripeaolti (stand-by). Hkrati je moge
opaziti, da so najbolj priljubljeni ukrepi tistij o dobro znani v javnosti zaradi os¥&sja

in subvencij. Naslednja skupina ukrepov se nanasSstvari, ki jih ljudje n&eloma vidijo
kot dobre in zato verjamejo, da je to treb&qip vendar pa v resnici ukrepe izvajajo v
manjSi meri. Kot primer: kolesarjenje je priljubtjaikrep, vendar pa veliko udelezencev
raziskave ne kolesari, ker je avto bolj uporabemrogih situacijah. Tretja skupina
ukrepov je zelo raznolika, skupno pa jim je, daeplanje zahteva ¥enapora in bolj vpliva
na Zivljenjski slog. Ta skupina ukrepov ni povezaremanjSanjem izpustov toplogrednih
plinov in je tudi manj sprejemljiva za ljudi. Najmapriljubljena skupina ukrepov je
izogibanje letenju, pa naj bo na dolge ali kratkedalje, prehrana z manj mesa in
zmanjSanje Stevila otrok.

Ker ljudje nimajo obButka, da prispevajo k podnebnemu problemu, imajave pri
razumevanju, da lahko pomagajo pri reSevanju probléed prispevanjem k problemu in
reSevanjem problema obstaja pomembna razlika. Medtko je prispevanje k
podnebnemu problemu popolnoma v skladu s potrogmiskvljenjskim slogom, je
reSevanje problema v nasprotju z osnovnimtehapotrosSniSkega zivljenjskega sloga.
Ljudje sicer poskuSajo prispevati k reSitvi, vendarle malo takih, ki bi poskusSali
spremeniti gospodarski sistem ali celo poskuSaiopiti iz sistema. Zato je potrebno
podnebno komunikacijo usmeriti v premagovanjecubka nemeéi in nezmoznosti
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posameznika, da bi naredil spremembo. Potrebarpktstni spremembi gospodarskega
sistema mora postati del podnebne komunikacijesedp tako lahko odpravi neskladje
med potrebami za ukrepanje in nezmoznostjo ukrepanj

Razprava s poudarkom na kmetijstvu

Ljudje, ki so blizje naravi in Zivijo z njo, so Qobbcutljivi na ekstremne vremenske
razmere, vendar pa se jim obenem ekstremni vremdogkdki zdijo manj ekstremni kot
mestnim ljudem. Ljudje iz podeZelja se bolj zavedakoljskih vprasanj na splosno,
vendar pa so bolj dovzetni za podnebni skepticizgodje s podezelja imajo manj stresa
in so manj odprti za novosti in spremembe. Traditijstare vrednote so bolj cenjene med
ljudmi na podezelju, prav tako so ljudje s podexzdplj v stiku z realnostjo kot mestni
ljudje. Zaradi vseh teh lastnosti so ljudje iz poel@ bistveno drugaa ciljna skupina za
komunikacijo podnebnih sprememb.

V podezelskih obm$ih so ljudje pomemben vir informacij, vendar pa patasi kot vir
informacij nadome& internet. Ljudje na podeZelju so manj kntido informacij, kot v
mestih, vendar imajo vseeno veliko mero nezaupadanekaterih informacij, sploh
takSnih, ki so v nasprotju z njihovimi preganju. PodeZelje je ponavadi manj kasio z
informacijami, kot urbana obni@. Ljudje s podezelja zelijo ¥epodnebnih informacij,
spor@ila je potrebno prilagoditi v smeri osebnega ukrgpane pa ukrepanja v dobrobit
druzbe (ljudje s podezelja bi delovali zase, neysh za druzbo). Izrazili so tudi, da ne
povezujejo ekstremnih vremenskih pojavov s podmabspremembami, saj naj bi bili taki
pojavi precej normalni.

Med dejavniki, ki vplivajo na njihove odidve, ljudje s podezelja uwgjo predvsem
prakticnost, kakovost in vzdrzljivost, medtem ko mestodjg prednost dajo kakovosti.
Med dejavniki za spreminjanje navad je na podezelpoljSanje zivljenjskega okolja in
boljSe Zivljenje za otroke pomembnejSa motivacga\k mestih. Pri spreminjanju navad so
ljudje s podezelja bolj strogi do sebe o0z. imajé samodiscipline kot ljudje iz urbanih
podraij. Na sploSno je seznam stvari, ki se jim ljudg Im odpovedali zaradi podnebne
krize, na podezelju nekoliko daljsi, kot v mesttvari, ki se jim ljudje na podezelju ne bi
odpovedali so eksdiie paitnice in potovanje z letalicéprav to dejansko Boe le redko
kdo med njimi) ter otroci. Zanimivo je tudi, da & ljudje s podezelja tezje odpovedali
velikim napravam z veliko funkcijami, kot njihovi estni kolegi,éeprav so jim réna
opravila bistveno bolj sprejemljiva kot prebivalcembanih podrdij.

Izstopa tudi ugotovitev, da imajo podezelski udetez razprave W@noma oprijemljive
asociacije na podnebne spremembe (nevihte, podieaea ...). Asociacije so pogosto bolj
senzacionalistho obarvane (katastrofa, nevihte...). Ljudje s pgetja so na splosno
pokazali viSje zavedanje o podnebnih spremembahdarepa imajo po drugi strani
najmanj znanja o podnebnem problemu. Svoje znapedoebnih spremembah pridobijo
vecinoma v Soli, ne pa toliko iz medijev, kot to vel@ ljudi iz urbanih podkg).
Informacije o spreminjanju podnebja dobijo bolj apazovanja lastnega okolja, kot iz
medijev. Zanimivo je, da je podnebni skepticizemlj barazen med podeZelskimi
udelezenci raziskave. Razlog je v tem, da dobivegsprotujée si informacije. Ker ne
vedo, v kaj verjeti, se raje izogibajo poslusanjproblemu ali pa so pregeni, da so
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podnebne spremembe samo Se en konstrukt, ki jgpkavil v Se slabSi polozaj, ker bodo
morali spremeniti svoje navade in vlagati v nové&makmetovanja.

SploSna razprava

Medtem, ko se velik del podnebne komunikacije ocst@@ na obveZnje ljudi o
podnebnih spremembah in spodbujanje reSitev — odowjivin virov energije do
kolesarjenja — je le redko mazaznati spor@lo o nujnosti strukturnin sprememb v
globalnem gospodarskem sistemu. Raziskava se teda acha vé tockah. Prva je ta, da
obstajajo ljudje, ki se zavedajo nujnosti strukiarrsprememb.Zanje je podnebna
komunikacija brez zahteve strukturnih sprememberag’. Druga t@ka je ugotovitev, da
nekateri ljudje zelijo ziveti v skladu s planetanniomejitvami, vendar pa so tarposmeha
v druzbi ali pa tezko zivijo v skladu s svojimi dreotami (npr. nedelujojavni prevoz).
Oddaljitev od potrosniSkega sistema jemlje velikergije in truda. Tako jedasih lazje,
da ljudje ostanejo ujeti v sistemu, za kateregaoyved je napgen. Tretja téka, kjer nas
raziskava vrne nazaj na ugotovitve iz pregledaditee je to, da podpiramo kapitalésti
tekati trak, ne da bi to v resnici tudi Zeleli, ampaleosto zato, ker ne poznamo vseh
posledic naSih dejanj. Ljudje se ne zavedajo, teowa dejanja vplivajo na okolje in druge
ljudi, ker povezave niso dovolj vidne ali neposredn

Raziskava je prav tako pokazala, da lahko psih@oggra pomembno vlogo pri
osvesgenosti o podnebnem problemu. Prvi tak primer jetangtev, da nas druzba oblikuje
precej bolj, kot smo si to pripravljeni priznatiaZeliko ljudi so osebne vrednote v
nasprotju z druzbenimi, vendar pa se v praksi teskiepajo druzbeno sprejemljivi
vrednot. To pomeni, da je potrebno podnebno konaaiik vezati na spremembo
druzbenih vrednot, ne pa toliko osebnih. Druga pobra ugotovitev je, da so ljudje
sposobni zelo mime samokontrole,ce je motivacija primerna. Ljudje pogosto
pojasnjujejo, da nimajo energije narediti dejafljaso koristha za podnebje, vendar pa
raziskava kaze, da so ljudje sposobni deagti spremembge je le motivacija prava.
Zdravje in boljSi obutek o samemu sebi sta dva zelo¢rme motiva. To pomeni, da je za
podnebne ukrepe potrebno iskati primerno motivaglijgpa podnebno ukrepanje prikazati
kot nekaj, kar je koristno za zdravje in boljSe&ydge. Naslednja t&ka, kjer se raziskava
vrne k psihologiji, je to, da je povezava med osgbvedenjem in posledicami podnebnih
sprememb prevenejasna in nedokazana, da bi se znaSla na duSexemijevidu ljudi.
Zavest 0 podnebnih spremembah je visoka, vend@ pavedanje povezav med nami in
posledicami podnebnih sprememb zelo nizko; ljudfgjor problem, ne pa tudi povezav z
njimi samimi. To pomeni, da je potrebno povezavel masimi vsakdanjimi dejavnostmi in
daljnimi posledicami podnebnih sprememkxinkovito pojasniti skozi podnebno
komuniciranje. Se ena zanimiva ugotovitev je, daeaiko ljudi varnost predstavlja razlog
za koptenje stvari. Obutek varnosti mora zato podnebna komunikacija nagsloviti, ne

le iz vidika varnosti pred ekstremnimi vremenskpojavi, ampak tudi iz vidika po¢anja
varnosti na druge gme, na primer s pridelovanjem hrane ali znanjemizzkelavo
potrebnih dobrin. Ta vidik varnosti je v danasnjevetu zanemarjen.

Da bi zagotovili uspeSno podnebno ukrepanje, sieejga premakniti iz tradicionalnega

okvirja podnebne komunikacije. Podnebne spremembebilm potrebno najprej
komunicirati kot del sploSnega odnosa do okoljdprza tudi kot del SirSih strukturnih
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sprememb (sprememba svetovnega gospodarskega sispmfiticnega sistema itd.).
Komuniciranje o podnebnih spremembah brez komun&apotrebe po strukturnih
spremembah gospodarskega sistema je obsojeno speteu

Odgovor na kljuéna raziskovalna vpraSanja

Odgovora na prvo vpraSanje raziskave, ali je podoebkrepanje tesno povezano z
osebnim sistemom za nagrajevanje / kaznovanjejanibgaie jasno razkriti. Mogee je
ugotoviti, da ljudje ne Zelijo biti kaznovani, nage in priznanja pa so dobrodosla.
Nagrade so lahk@ustvenega ali racionalnega Zam. Primeri racionalne nagrade so
prihranki denarja alicasa, subvencije in popusti. Primetistvene nagrade so boljSi
obcutek o samem sebi ali dltek, da prispevas nekaj dobrega za druzbo.

Drugo kljueno vpraSanje raziskave, ali oseba, ki je prizaderadi posledic podnebnih
sprememb in/ali razume povezavo med lastnimi dejanj posledicami podnebnih
sprememb, bolj dovzetna za spreminjanje navad &eba, ki ni prizadeta zaradi posledic
podnebnih sprememb ali ne razume povezave pongjadmi odgovor. V dojemaniju ljudi
ne obstaja tesna povezava med njihovimi dejanpidsledicami podnebnih sprememb. V
bistvu ljudje verjamejo, da ne prispevajo velikokoljskim problemom, kar je tudi izvor
preprianja, da ne morejo storiti veliko za reSevanje uteih podnebnih tezav. Zato je
razumevanje povezav, ali vpliv posledic, teZko petivv v&jo motivacijo za spreminjanje
navad. Skupine, ki se bolj zavedajo povezave metknjem in posledicami podnebnih
sprememb, so bolj izobraZeni ljudje, ljudje s padezin moski.

V zvezi s tretjim vpraSanjem raziskave, ali na spmbo navad za izvajanje podnebnih
reSitev (in obseg spremembe) vplivajo dejavnikit &0 cene, razpolozljivost in kakovost
izdelka ali storitve, je raziskava pokazala, daaganje ni bilo pravilno oblikovano. Iz
izsledkov raziskave je moge dobiti le delni odgovor, ki je predvsem pritrdileZdi se, da

se ljudje angazirajo v podnebnem ukrepanju zato jike ukrepanje prinese zmanjSanje
stroskov in s tem prihranek v finemem smislu. ReSevanje podnebnih tezav je dobrodoSel
stranski produktceprav ljudje Se vedno ¥moma ne razumejo, kako lahko njihovo
ukrepanje prispeva k stabilizaciji podnebnega siste

Klju¢no raziskovalno vprasanje je poskuSalo ugotoviditek so gonilniki in ovire, ki
(de)motivirajo ljudi, da sprejmejo osebno ukrepanjaoju proti podnebnim spremembam.
Mogoce je ugotoviti, da so klgni dejavniki, ki spodbujajo ukrepanje, denarne wara
(prinranek denarja ali prejem subvencije) in izBafjje osebnega udobja. Nasledniji ddju
gonilnik je pohvala ali priznanje za podnebno ukrgp. Kljwna ovira je zmanjSanje
udobja oz. Zrtvovanje udobja z namenom dosegarjmandivljenja, ki je prijaznejsi do
podnebja. Pomembna ovira je tudicatek nemei, ki ljudem prepréuje ukrepanje, saj
menijo, da je njihov prispevek premajhen (kapljicamorje), ali pa da morajo bolj
pomembni akterji (vlade in podjetja) narediti pkarake. Izobilje je ovira za ukrepanje in
sicer zato, ker nam za dosego udobja ni treba skrdekolje oz. celo nasprotno: skrb za
okolje utegne zmanjSati nasSe udobje.
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Zaklju ¢ki in priporo ¢ila

Klju¢ne zakljuike raziskave lahko strnemo v naslednje:

. druzbene vrednote preglasijo osebne vrednote \spra&to so popularni podnebni
ukrepi. ki imajo druzbeno vrednost (nprééwanje odpadkov);
zavest 0 podnebnih spremembah je visoka, vendg@oggoblieno razumevanje
problema Se vedno nizko; ozaveBost je povezana predvsem s posledicami
podnebnih sprememb (ekstremni vremenski dogod&ipantudi z reSitvami;
ne zavedamo se vpliva drugih ljudi na nas, kar ponda je podnebno ukrepanje
lahko bolj uspesSna@e postane druzbeno zazeleno ravnanje;
sprememba navad je pogojena s pozitivhim vplivomas lege je to dobro zame,
bom spremenil/a svoje navade;
od vlade se p&akuje podnebno ukrepanje, saj neukrepanjecv tlko resnega
problema ustvarja zmedo med ljudmi;
podnebno ukrepanje sedetoma izvaja, vendar v praksi veliko manj, kot Jpud
mislijo;
podnebne informacije morajo biti razumljive in vnedzaupanja, zelo dobrodosle
so vizualne in praktne informacije;
ljudje menijo, da ne prispevajo k podnebnemu problekar je vir preptianja, da
ne morejo prispevati niti k reSevanju problema; ggavo med osebnimi dejaniji in
posledicami podnebnih sprememb je potrebno okrepiti
podnebna komunikacija mora vidgvati zahtevo po strukturnih spremembah ter
na splosno bolj trajnostnem zivljenju in strukturaie pa samo zahtevo po
podnebnem ukrepanju.

Kljucna pripor@ila za zainteresirano javnost (komunikatorji, okkij aktivisti,

znanstveniki in odl®evalci) je mogoe povzeti z naslednjim:
klju¢ni korak pri obve&nju o podnebnih spremembah je oblikovati pravilno
sporailo; sploSen ton spotda ne sme biti alarmisten, strasljiv ali obtozujg
ampak realen, temeljena podatkih, otipljiv, vizualen; jasno je trebasati koristi
za skupnost in osebno zivljenje;
sporailo mora biti vidno, skozi uporabo zgodbduastev ter nenavadnih in opaznih
informacij;
ciljna skupina mora biti dobro opredeljena; pozjatreba njene zidnosti;
komunikacija mora temeljiti na vrednotah; danaswjednote nimajo splosSno
sprejetih definicij, kar odpira prostor za razlilimerpretacije,
prenaSalec spo&a mora biti previdno izbran; iskati je treba dabhe ljudi, ki
lahko povezZejo znanstvena spél@a s karizmo;
povezava med osebnimi dejanji in globalnimi poslachi podnebnih sprememb
mora biti jasno komunicirana;
ljudi je treba natiti, da iZejo tisto, kar je "dovolj dobro" in ne "najboljSd&r tako
sproziti osebno ukrepanje; sprememba navad moradizliti pozitivne obutke
in mora biti prepoznana ter pohvaljena;
podnebne reSitve je treba graditi na druzbeni ravnskupinah in s pondgo
interakcije in soustvarjanja; zato moramo okregpkupnosti in ponovno povezati
ljudi;
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druzbene spremembe je mdgospodbujati podobno, kot se dogajajo epidemije;
povezati je treba majhne, a prave skupine ljudagdr je treba tudi na "push-pull”
strategiji (ljudje, ki so pripravljeni na spremembrorajo spremembe zahtevati
(pull) v ukrepanju vlade, pri ljudeh, ki sprememé relijo, pa je treba potiskati
(push) z novimi predpisi).

Iz vidika kmetijstva je kljdna ugotovitev, da so ljudje s podeZelja preceji¢aal ciljna
skupina za komuniciranje podnebnih sprememb odi llpdurbanih obmgij. Klju¢ne
zn&ilnosti skupine, ki jih velja upoStevati pri snoyanpodnebne komunikacije, so
naslednje:
. obnaSanje je v skladu z druzbenimi normatei;je podnebno ukrepanje priznana
druzbena norma, bodo ukrepali, tddije to v nasprotju z njihovimi prepanji;
realizem: stojijo na trdnih tleh, zato morajo bpiddnebne reSitve praktie in
realistcne, sicer ne bodo uporabne;
nezaupanje do informacij, ki pridejo ‘od zunaj'dpebna komunikacija naj pride iz
skupnosti in naj bo vezana na vplive, ki jih zazajaw svoji skupnosti;
kaznovanje in strogost kot sprejemljivi opcie pohvale in nagrade ne zalezejo, je
kaznovanje sprejemljiva opcija, vendar pa morakaiien potina in prakina;
oprijemanje tradicij: podnebno komuniciranje mora bastavljeno na dolgi rok,
saj se novosti ne primejo hitro;
pomanjkanje razumevanja podnebnega problema: \engsia mora biti jasna
povezava med osebnimi dejanji in podnebnimi poskedi; informacije morajo biti
preproste in praktne;
razumevanje strukturnih problemov: podnebne sprdmeenmmso osamljen problem,
zato morajo biti komunicirane skupaj z zahtevo paksurnih spremembah v
gospodarskem sistemu; sprememba zivljenjskega stegjane bo vezana le na
podnebje, temuena trajnostni razvoj.
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ANNEX A
In-depth interview guide

Introduction

Chang

Calming down interviewees: assuring safe and relaatmosphere (assure
anonymity, reasons for taping and observing, niotrand wrong answers, everyone
has its own opinion, critic is welcomed)

Introduction of moderator, reason for interview axglanation that purpose of the
research will be revealed in the end

Short presentation of interviewee: age, educatooypation, hobbies, family...

ing of habits

the alien

If you would get a visit of an alien and you wotndise' him/her what would you
try to teach him to get through life? Which valuesw to behave, ...

How would you ensure that his/her behaviour isne ith those values?

How would you motivate him/her to improve his/hehaviour? Would you reward
or punish him?

How would you teach him to live among us?

lifestyle exploration

Take me through a regular day of your life, fromrmiog till evening. What do you
do?

[Relate to previous answers] Do you feel that yoaiGften too busy? Would you
do things differently if you had more time?

In what ways do you get information and how muchugado you assess to it?
Probes: TV, commercial, friends, family, newspaperernet...,

Do you have a feeling that you have too much, fjigstt or not enough information,
things, commercials, everything?

How do you choose things to have or do? How dopyauritize them?

the spider net

This is a spider net. List the factors that infloeryou when buying something or
deciding on a service. List them in a way that mogiortant ones are close to the
centre, least important ones at the periphery.

Are those decisions influenced in any way? How2vBpm? TV, opinions of other
people?

Is there a certain group/type of people you fee$elconnected to? Why?

Do you think your choices have an effect on e.girenment or other people? In
what way?

cards with factors that influence decisions on pobervice

Please take a look at these elements. Which ofthosinfluence your decisions
when you buy or choose products or services? Wigeth Why not the others?
change of habit

Have you ever changed some habit? Why?

How did that make you feel? What was the most ingmrdiscovery?

How did you start changing the habit? What motigdateu to change your habits?
Do you comfort yourself when you do something bad?



» Do you ever make self-limitations? How?

= give cards with motivations for changing a habit

= Which are for you potential motivations to adjustchange behaviour and which
not? Why?

Understanding of the climate change problem

» Sun ray associations: climate change

= Your task is to put down all associations on thass. Don't think; just write down
anything that comes to your mind. You don’t havéltaon every ray. Why did you
write this down?

= [nformation and communication

= When did you first hear of climate change?

= Do you feel you get informed about climate change®hich way do you get
information about it?

= |Is this enough? In which way do you think you sklogét information or better
information?

= Do you look for information proactively or not?yiés, where?

» Do you think that communication about the problema right one? Why (not)?

= Who is the best actor to inform you? Who is the tmwmastworthy in the
communication- science, politics, media, sceptics?

=  What would you think would work better, both in vBagf communicating and for
actors?

= Do you discuss these problems with friends or egilees? Why (not?)

= Did your understanding of the problem change overe? Did information
influence this change?

= Consequences

= Do you believe there are consequences to it? ¢iflee)

= Do you feel in any way that your personal life iluenced by climate change
consequences? How so? Can you elaborate? How abisfchke you feel?

= Do you think there is any connection between yarspnal actions/behaviour and
climate change?

= If you knew your personal actions would negativieljuence climate would you
still do them?

= Do you think people elsewhere are influenced byAr® you bothered by it?

= Does this influence your behaviour? Why (not)?

= Do you think future generations will feel any comsences of climate change?
Does it bother you?

= Have you ever personally withessed some consequeincémate change, e.g.
storm, flood? What were your feelings? How, if Bit@id this affect you? Did you
make any changes? If yes, how long did the chaagj@ |

= If not witnessed: Do you know someone who has?sHmee as above.

= Who should be responsible to act to solve the praBl Government, companies,
people?



Actions for solving the problem

= Give cards with solutions

»= Put cards in piles: | do this or would do thispheetimes do this, | do not do this
and would not do it.

= Why do you think those are part of solution anddtiers not?

= Make then piles with solutions that you do or @t would do.

= Are there some habits you would never change? \afihivhy?

= What are the barriers for those that you do notWbat would be motivators?

= To what extent would you be willing to change ybabits?

= What kind of actions would reduce your feeling a@imfort? Give a choice of
actions.

Personal action
»= Is personal action only what you do at home andkwar also means raising
awareness of other people or even influencingipstt
= Are you a member of group (Greenpeace...)? Why)Tnbotd you ever consider?
Why(not?).
= Would you vote for greens? Do you ever punish @ip@n by not voting him/her
at next elections?

Conclusion
= Summary of conversations. If interviewee still waitd say anything, let him/her
talk.

= Give details on the research.
= Thank and give incentive to interviewee.



ANNEX B

List of in-depth interviewees

Cipher | Age Education Region Gender Lifestyle
01 24 high-school NE Slovenia male rural
02 18 high-school NE Slovenia female urban
03 27 high-school NE Slovenia male rural
04 29 bachelor deg. NE Slovenia female urban
05 54 bachelor deg. NE Slovenia male rural
06 38 high-school NE Slovenia male rural
07 22 high-school SW Slovenia female rural
08 24 bachelor deg. SW Slovenia male rural
09 35 bachelor deg. SW Slovenia male rural
10 34 bachelor deg. SW Slovenia female urban
11 45 high-school SW Slovenia male rural
12 55 bachelor deg. SW Slovenia female urban
13 21 high-school Central Slovenia male rural
14 22 high-school Central Slovenia female urban
15 29 PhD Central Slovenia male urban
16 27 bachelor deg. Central Slovenia female urban
17 36 bachelor deg. Central Slovenia female rural




Intro —

ANNEX C

Focus group guide

10 min

Calming down participants: assuring safe and relaaemosphere (anonymity,
reasons for taping and observing, no right and giemswers, everyone has its own
opinion, critic is welcomed)

Introduction of moderator, reason for focus groups

Short presentation of participant: age, educateoupation, hobbies, family...
Associations on climate change: please write ysgoaations with climate change

Values — 10 min

Statement: We all know the values that we are ssggbdo know, but life teaches
us that we live more successfully among people withfferent set of values.

How much can you agree with this statement?

If yes: Why is there a difference in values thatlveéieve in and values that we live
by? Why don’t you adjust your life to your valuestioe opposite?

If no, move on to the next question

Effects on you and other — 20 min

Do you ever feel that your actions have effect®ther people? Which actions and
how?

Is there any example when someone else’s behawispired you to change yours?
What, why?

Do you feel that you affect only people close ta yor also the ones that live in
other parts of the world? In what way?

Do you ever feel that your actions have effect®owronment? Which action and
who?

Do you feel in any way that your personal life méluenced by climate change
consequences?

Do you think there is any connection between yoenspnal actions and climate
change?

If you knew that the ball you are buying was mantifeed by a child in Asia,
would you still buy it?

If you consider your personal habits and lifestgtel those of the people close to
you — family, friends, acquaintances, how big abpem do you think climate
change is? Select differently sized balloons

Motivations to change habits — 25 min

Would you say that you are satisfied with your eatrlevel of comfort in your
personal life? Could you live with less comfortyiour life? Give me an example.
Relate to the following three examples.
What would be your motivations for

o using bike or public transport instead of your car?

o installing photovoltaic panels? (subsidy?)

o buy same sized appliances? (tax deduction?)



Take out 5 motives that would most motivate you

How could changing a habit related to climate cleantake you personally feel
better? How could it represent a positive expegenc you?

If you knew that buying bigger appliance leads taldives disappearing under the
sea, would you still buy and use it? Relate toahgwer on the question with ball:
ball you would not buy, but appliance yes. How ¥#? do you believe the child

iIs manufacturing the ball? Why don’t you believerthis no proof for the other?

Climate information — 10 min

Where do you notice information about climate cleghg

Think about this information. Do you believe thidarmation?

Think about the information that you do believe. &VIs it that makes you believe
it? (Probes: credible people, source, picturesprtepstatistics, because you have
personal experience?)

Think about the information that you do not belieWhat is it that makes you not
believe it?

Communication — 10 min

Do you think that communication about climate cleargga right one? Why (not)?
Imagine that you are a reporter. What approach a@vgoli use to communicate
something about climate change in a way that thergbeople would believe it?
(Probes: use experts, use visuals, use climategehaitnesses, share personal
experience...)

If you take only communication of climate changehe media into consideration,
how big problem do you think that climate change 8elect differently sized
balloons.

Action — 15 min

What do you think of Chinese one child policy? ti:écessary in other places?
What about here? Why (not)?

Do you think that people fly too much — businessholidays? Why? Are you
willing to give up flying and take other means afbjic transport? Would you
consider travelling less?

What do you think about vegetarians? Have you ewesidered giving up meat?
Why (not)?

We were discussing before the use of public trans@dso putting off lights,
recycling...

If you change such a habit, is that for you anatat event or a part of a process of
changing lifestyle?

For those who have it as a part of process: Das<ianging lifestyle conflict with
your wished or required consumption level?

To what extent would you be willing to change ybfastyle to taking such actions
to prevent further climate change consequences® Sha scale.



Inaction — 10 min
= If you consider only the actions that happen ontipal level, in Slovenia, Europe

and global level, how big do you think that ther@die change problem is? Select
differently sized balloons.

= Do you think that the changes you make personallyetan impact on the overall
picture? Why (not)?

* You know the saying Kamen na kamen, palazrno na zrno poga. So, how
would you suggest to overcome the feeling of poegsmess of one individual?

Wrap-up



ANNEX D

Focus groups' participants

Focus group 1 (‘rural’)

Cipher | Age Education Gender
01 25 bachelor deg. female
02 32 bachelor deg. male
03 24 bachelor deg. female
04 37 bachelor deg. female

Focus group 2 (‘urban’)

Cipher | Age Education Gender
01 26 high-school male
02 20 high-school. female
03 49 high-school male
04 25 high-school male
05 20 high-school female
06 48 bachelor deg. female




ANNEX E

Audio files of the in-depth interviews and focus goups, minutes from the interviews
and focus groups, and table with analysis of the tdepth interviews



