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about 
the survey

this pioneering new 
research from Corporate 
Culture into the early 
adopters of sustainable 
behaviour change has 
revealed the nature and 
scale of this emerging 
discipline, and its 
increasing importance.

The survey was conducted online between 26 March 2013 and 16 May 2013, 
with invitations to participate disseminated widely and promoted by partners 
Guardian Sustainable Business, Business in the Community and ComRes – 
which facilitated the delivery of the survey.

Who took pArt?

organisation type, sector and location
328 organisations took part in this groundbreaking research. Two-thirds (65%) 
of respondents are from private companies, 21% are from the public sector 
and 14% work in the third sector.

A wide variety of industry sectors is represented, including technology and 
communications; environment and energy; health, sport and lifestyle; FMCG 
and retail; construction and built environment; and finance and banking.

In terms of geography, 47% of organisations operate in the UK only, with 53% 
operating in Europe or worldwide.

position and job type
Nearly half of the total sample (46%) is at Director level or above, rising to 
56% of those in private companies. Those respondents from the public sector 
are in mainly managerial positions.

Unless otherwise stated, the sample size for data throughout this report is 328 (all respondents).

27%
SUSTAINABILITY/

CSR

16%
MARKETING
AND COMMS

14%
MD/CEO

11%
BEHAVIOUR CHANGE/
SOCIAL MARKETING

33%
OTHER

OUR pARTICIpANTS 
WORK IN A MIx 
OF ROLES, BUT 
pRIMARILy IN THE 
FIELDS OF CSR AND 
SUSTAINABILITy, 
OR MARKETING AND 
COMMUNICATIONS. 
‘OTHER’ ROLES 
INCLUDE HUMAN 
RESOURCES, 
FINANCE AND 
CORpORATE AFFAIRS.

“i am glad to see this report, because the desire for 
fundamental organisational change depends on the underlying 
changes in behaviour, attitudes and values that we often 
take for granted, and need to understand much better.”
matthew taylor, chief executive, rsa
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john drummond, chairman, corporate culture

introduction

this research seeks to 
quantify, for the first time, 
the priorities, motivations, 
strategies and challenges 
of organisations currently 
acting to achieve sustainable 
behaviour change.

“ ... there is a need to increase understanding of the 
principles and practices of sustainable behaviour change – 
especially at a senior level.”

What do people mean by sustainable behaviour change? 
What are the external issues that are seen to be key for 
long-term success? What behaviours are people trying 
to change, and which strategies are being used? Whose 
responsibility is it to encourage people to act sustainably?

The research shows that sustainable behaviour change 
is an important strategy in achieving long-term success. 
It indicates that leaders see that the only way to achieve  
real change is through evidence-based strategies. 

engaging at a senior level
But it also shows there is a real need to grow skills in-house for 
managing sustainable behaviour change at scale. In particular, 
there is a need to increase understanding of the principles and 
practices of sustainable behaviour change – especially at a 
senior level.

We have been fortunate to have the support of Guardian 
Sustainable Business, ComRes and Business in the Community 
as active partners in this research. I would like to take this 
opportunity to thank all of our partners, our research 
participants, and those who have had early sight of the research. 
you will find their valuable insight throughout this report.
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lady susan rice cBe, managing director, lloyds Banking group

a personal perspective

this research begins to 
take a coherent look at 
what must be one of the 
fundamental elements in 
creating any sort of change 
in society – behaviours 
and attitudes. As the chair 
of the Chartered Banker: 
professional standards 
Board, I am closely involved 
in developing professional 
standards for bankers in 
the Uk.

With all of the crises and chaos financial institutions and 
the financial system have lived through over the last five 
or six years, and with all of the changes in rules and 
requirements around capital and compensation and 
competition, what will actually create a change that can be 
sustained over the long term is a change in the way every 
individual banker behaves and feels as they do their job.

I am also deputy chair of Scotland’s 2020 Climate Change 
Group, a collection of leaders from all sectors in Scotland 
who are working together to find ways to influence within 
and across their worlds to help the country move to a greener 
economy. We’ve been operating for several years but, in the 
last year, we have increasingly recognised the importance of 
behaviour change in moving the agenda forwards.

Bringing about change
people have intellectual debates about renewables, and about 
the low-carbon economy and lifestyle, but those debates alone 
don’t necessarily lead to real change. It’s a different attitude, 
behaviour and emotional engagement that bring about change.

Over the years, I’ve sat with various groups looking at lifelong 
learning, and the relationships between institutions of 
learning and business. I feel quite strongly, in this and other 
areas, that it becomes too easy to assume some other part of 
society, some other sector or organisation, has responsibility 
for what it is you need to provide in your own organisation.

In terms of education and skills, while there is a central 
obligation to make these things available and accessible 

to as much of the population as possible, there also has 
to be individual responsibility for taking up the opportunity.

taking ownership
Indeed, individual responsibility has to be the most 
important element that complex and mature societies may 
find themselves ignoring at their peril. Individuals need to 
be responsible to take matters into their own hands and do 
something for themselves, alongside the structures that 
others create.

The focus of this research on sustainable behaviour change 
begins to get at that all-important issue of the place and 
ultimate responsibility of the individual in society. Institutions 
may have a collective responsibility to help build the skills 
needed to achieve behaviour change. But, at their best, what 
they do through those skills is help individuals tap into their 
own values, making it easier for them to act.

This research provides a baseline, a starting point for 
being able to observe, identify and hopefully prompt 
both organisational and individual behavioural change. 
Congratulations for carrying it out.

lady susan rice was previously chairman and chief executive of 
lloyds tsb scotland, the first woman to head a uk clearing bank. 
she is a non-executive Director and chairs the remuneration 
committee of scottish and southern energy, the uk’s largest generator 
of power from renewable sources. she also sits on the court of the 
bank of england, where she chairs the audit & risk committee, and 
is a non-executive with J sainsbury and big society capital.

“the focus of this 
research on sustainable 
behaviour change 
begins to get at that 
all-important issue of 
the place and ultimate 
responsibility of the 
individual in society.”
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section 1

What is 
sustainable 
behaviour 
change?

Before we dig into specific attitudes 
and actions, let’s look at what is 
understood by behaviour change 

and sustainability. We asked people 
for their spontaneous definition of 
behaviour change. the word cloud 

illustrates the comparative frequencies 
of keywords across all replies.

6 Motivating Millions – the sustainable behaviour change Marketplace survey



7 Motivating Millions – the sustainable behaviour change Marketplace survey

Behaviour change
means developing a deep 
understanding of people 
and their current lives to 
design interventions that 

make it as easy as possible 
for them to choose 

different, more positive, 
behaviours.

It is about
establishing a clear, 

engaging and compelling 
(positive) vision for a 

different future state that 
resonates with individuals 
at both a hearts and minds 

level, and gives them a 
clear pathway and 
supporting tools to
make the change.

It encompasses
the understanding

of both cognitive and 
unconscious triggers, the 
psychology of choice and 
action (and inaction), and 

using this knowledge to 
encourage sustainable 
behavioural changes.

It tries to
'nudge' people to do

the right thing through 
targeted communications 
that have been developed 

from good audience 
insight and are 
evidence-led.

It encourages
sustainable behaviour

of consumers by creating 
new products/services, 

or adapting old ones.

It comes from
listening and being

heard, engagement, 
valuing people and letting 

them know this through 
the experience of being 

appreciated. 

“

”

“

”

“

”
“

”

“

”

“

”how do you define 
Behaviour change?
Naturally, the responses were 
varied, as is reflected in the quotes 
on this page. However, the roots of 
behaviour change were clear in the 
high frequency of keywords like 
people, social, individual and benefit.

section 1 – what is sustainaBle Behaviour change?



We also prompted respondents to choose 
which of a range of possible definitions best 
reflected their view of behaviour change.

A rounded definition, and the one supported 
by the authors of this report, is that

‘behaviour change is an 
evidence-based process that 
uses psychology, behavioural 
science and audience insight 
to develop strategies that 
change the way people act’.

Almost two-thirds (63%) of those surveyed agree 
with this definition. A significant minority (15%) 
believe behaviour change is primarily about 
communications, and one in 10 believe it is 
primarily about choice architecture and ‘nudging’.

Interestingly, nearly half (44%) of the MDs and 
CEOs in our survey chose one of the narrower, 
more communications-led definitions of behaviour 
change, compared with only one in 10 of those 
who work in behaviour change/social marketing.

BehAvIoUr ChAnge Is...

...AN EVIDENCE-BASED pROCESS THAT USES 
pSyCHOLOGy, BEHAVIOURAL SCIENCE AND 
AUDIENCE INSIGHT TO DEVELOp STRATEGIES 
THAT CHANGE THE WAy pEOpLE ACT.

...pRIMARILy ABOUT COMMUNICATIONS 
SO pEOpLE HAVE THE INFORMATION THEy 
NEED TO MAKE INFORMED DECISIONS.

...pRIMARILy ABOUT 
SOCIETAL CHANGE.

...pRIMARILy ABOUT NUDGING pEOpLE AND EDITING 
CHOICES TO ENCOURAGE A DESIRED BEHAVIOUR.

and sustainaBility?
When asked to select their preferred option from a 
range of definitions of sustainability, three-quarters 
(73%) chose the established ‘Brundtland’ definition: 
‘meeting the needs of the present without compromising 
the ability of future generations to meet their own 
needs’. Only one in 10 believe sustainability has a 
purely environmental focus.
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section 1 – what is sustainaBle Behaviour change?



% AGREE STRONGLY WITH STATEMENT % TEND TO AGREE

HELPING CUSTOMERS ADOPT MORE SUSTAINABLE BEHAVIOURS
IS IMPORTANT TO HELP MY ORGANISATION IMPROVE ITS IMPACT
ON SOCIETY AND ACHIEVE LONG-TERM SUCCESS.

63 30

BEHAVIOUR CHANGE IS GOING TO BECOME MORE IMPORTANT
TO HOW MY ORGANISATION OPERATES IN THE FUTURE.

57 33

BEHAVIOUR CHANGE IS CURRENTLY A KEY STRATEGY IN
ACHIEVING MY ORGANISATION’S BUSINESS OBJECTIVES.

45 31

is sustainaBle Behaviour change important?

BELIEVE BEHAVIOUR 
CHANGE IS IMpORTANT TO 
HELp THEIR ORGANISATION 
IMpROVE ITS IMpACT ON 
SOCIETy, AND ACHIEVE 
LONG-TERM SUCCESS.
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section 2

does behaviour change Matter?
“sustainable behaviour change is key to helping 
organisations develop sustainable marketplaces and 
communities. now is the time for business to understand 
sustainable behaviour change and to take the lead, 
to redefine and strengthen customer and supplier 
relationships. it is a must for powerful, engaged brands.”
amanda long, executive officer memBership, 
marketing media, east of england co-operative

Behaviour change is seen as bringing a range 
of benefits essential to business success, 
and is expected to become increasingly 
ingrained in future operations.
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79% view behaviour 
change among employees, 
customers and suppliers 
primarily as an opportunity 
for their organisation.

By role, MDs and CEOs 
are more likely to see 
behaviour change as an 
opportunity (85%) than 
those in sustainability 
and CSR (76%).

Overall, one in five see 
failing to act to change 
behaviours as primarily 
a risk. This is highest 
among the public sector 
(38%), FMCG/retail (38%) 
and organisations of 
5,000+ employees (30%).

“although some see it as a risk, it is encouraging that 
the majority see behaviour change as an opportunity. 
Many businesses are clearly aware of the value that 
behaviour change can bring, and we expect many 
more to wake up to the opportunities in the future.”
andrew hawkins, chairman, comres

section 2 – does Behaviour change matter?

is it an opportunity or a risk?

EIGHT IN 10 BELIEVE BEHAVIOUR CHANGE IS AN OppORTUNITy.
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85

ECONOMIC
UNCERTAINTY

93

ATTRACTING
AND RETAINING

A SKILLED
WORKFORCE

89

SPEED OF
TECHNOLOGICAL

CHANGE

88

CLIMATE
CHANGE

85

ENERGY
SECURITY

UNCERTAIN
PUBLIC POLICY

CONTEXT 

81

FOOD
SECURITY

40

SOCIAL
UNREST

3
2

RAW MATERIAL
SCARCITY

3
2

WATER
SECURITY

20

HEALTH AND
WELLBEING OF
THE GENERAL
POPULATION

19

POPULATION
GROWTH

19

Overall, there are few surprises in the 
top-rated issues facing organisations 
today. However, the relatively high 
rating of certain issues seen as being 
less important (e.g. food security, raw 
material scarcity and water security) is, 
perhaps, more surprising.

PUBLIC

97%
ECONOMIC

UNCERTAINTY

94%
UNCERTAIN

PUBLIC POLICY
CONTEXT 

94%
HEALTH AND

WELLBEING OF
THE GENERAL
POPULATION

THIRD

87%
ATTRACTING

AND RETAINING
A SKILLED

WORKFORCE

87%
UNCERTAIN

PUBLIC POLICY
CONTEXT 

96%
ECONOMIC

UNCERTAINTY

PRIVATE

91%
ECONOMIC

UNCERTAINTY

90%
ATTRACTING

AND RETAINING
A SKILLED

WORKFORCE

88%
ENERGY

SECURITY

88%
SPEED OF

TECHNOLOGICAL
CHANGE

section 2 – does Behaviour change matter?

which issues matter most and least?

the IssUes of Most IMportAnCe 
(% RATED VERy OR FAIRLy IMpORTANT)

the IssUes seen As less IMportAnt 
(% RATED NOT VERy OR NOT AT ALL IMpORTANT)

the top IssUes By seCtor 
(% RATED VERy OR FAIRLy IMpORTANT)

There is some disparity between the public and private 
sectors on the relative importance of these issues. The 
public sector is generally more concerned with the broader 
issues of uncertain policy context, health and wellbeing, and 
population growth. The private sector is more concerned 
with the immediate business priorities of attracting and 
retaining a skilled workforce and the speed of technological 
change, as well as energy, water and raw material security.



section 3

Who is responsible?

Belief in organisation-led stakeholder behaviour 
change is almost universal. Complexities arise 
when we ask who is responsible for its delivery.

12 Motivating Millions – the sustainable behaviour change Marketplace survey

“as a social marketer valuing the contribution that 
the private sector can make to behaviour change, 
i am grateful to have this new research resource 
and especially inspired by the finding that a major 
responsibility and role for the private sector to play 
is to ‘make it easy for customers to act’. i agree!”
nancy lee, president, social marketing services, inc.

should organisations encourage Behaviour change?
97% BELIEVE THAT ORGANISATIONS SHOULD TRy TO INFLUENCE THE BEHAVIOURS OF THEIR 
EMpLOyEES, CUSTOMERS AND SUppLIERS. THERE WAS NO DIFFERENCE BETWEEN THE SECTORS.
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which sectors 
should deliver it?
government is seen as having most 
responsibility for highlighting that 
current consumption is unsustainable, 
and for providing information to 
promote informed choices.

the private sector is seen as having 
the most responsibility for making it 
easy to act. This is driven by businesses 
themselves, as those in the public sector 
are (narrowly) more likely to see this as 
primarily government responsibility.

Notably the third sector barely features, 
as our respondents (even those within 
the sector) don’t believe that it owns the 
lead role in delivering behaviour change 
in any area.

section 3 – who is responsiBle?

“With the third sector not seeing themselves as having a lead role in this arena, 
we must do more to empower them to engage in collaboration and leadership to drive 
change. this is especially important given the high degree of public trust they enjoy.”

laura k. lee dellinger, president, metropolitan group

and who is 
responsiBle 
for driving it?
There is almost universal agreement 
from participants that their own 
organisations must shoulder the 
responsibility for encouraging 
behaviour change among stakeholders. % THAT AGREE STRONGLY % TEND TO AGREE

MY ORGANISATION HAS A RESPONSIBILITY TO ENCOURAGE
EMPLOYEES TO CHANGE THEIR BEHAVIOUR 65 31

MY ORGANISATION HAS A RESPONSIBILITY TO ENCOURAGE
CUSTOMERS OR THE PUBLIC TO CHANGE THEIR BEHAVIOUR 53 37

MY ORGANISATION HAS A RESPONSIBILITY TO ENCOURAGE
SUPPLIERS TO CHANGE THEIR BEHAVIOUR 47 45

55

39     3

SHOULD MAKE IT
EASY FOR PEOPLE
TO ACT TO CHANGE
THEIR BEHAVIOUR

% PRIVATE SECTOR
% GOVERNMENT
%THIRD SECTOR

17                                                                                                                
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SHOULD MAKE IT
CLEAR TO PEOPLE THAT

THEIR CURRENT
CONSUMPTION PATTERNS

ARE UNSUSTAINABLE

% PRIVATE SECTOR
% GOVERNMENT
%THIRD SECTOR

25                                                                                         
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SHOULD PROVIDE
INFORMATION TO PEOPLE
AROUND THEIR CHOICES

IN ADOPTING A
SUSTAINABLE LIFESTYLE

% PRIVATE SECTOR
% GOVERNMENT
%THIRD SECTOR



section 4

Who is already acting?

With near-universal agreement on the importance 
of behaviour change, we looked at how many 
organisations are actually acting.
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who is implementing Behaviour change?

ALREADy CONDUCT 
OR pLAN TO CONDUCT 
BEHAVIOUR CHANGE* 
pROGRAMMES 
AMONG CUSTOMERS 
AND EMpLOyEES.

*Behaviour change was described as the preferred definition from page 8 of this report.
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Customers/
public24

 
    

    
     

     
 16

54

Employees

21

29                                                                           
46

Suppliers

35 

                   26
26

% CURRENTLY CONDUCT

% PLAN TO CONDUCT IN THE FUTURE

% DO NOT AND HAVE NO PLANS TO CONDUCT

Around half already had initiatives 
underway for employee and customers/
public audiences, with a quarter in the 
planning stages. Behaviour change 
activities underway for suppliers are 
at a markedly lower level (26%).

However, the level of activity varies 
significantly between the sectors. The 
public sector leads the way and is most 
likely to be implementing programmes 
for all audiences. 87% of public sector 
respondents are already conducting or 
planning behaviour change programmes 
for customers/the public, compared 
with 78% of third sector respondents, 
and 70% within the private sector.

Despite these differences, across 
all three sectors, there is a clear gap 
between the perceived importance 
of behaviour change and the extent 
of current action for each audience, 
as shown in the table below.

Target audience Agree “It’s important for my 
organisation to change behaviour” 

Acting now Gap

Customers/public 95% 54% 41%

employees 90% 46% 44%

suppliers 84% 26% 59%

“i was surprised to see 
behavioural change in the 
supply chain being given 
a low priority – for large 
organisations, this is an 
opportunity to change 
behaviour quickly and often 
profoundly. supermarkets 
proved this years ago 
in relation to sustainable 
packaging – who will be next?”
jennie price, ceo, sport england
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what motivates 
leaders to act?
There was overall agreement that the principal 
motivations for carrying out behaviour change 
are the strengthening of relationships, creating 
sustainable local communities and markets, 
and gaining a competitive edge.

However, this could mean that a focus on 
competitive advantage is slowing engagement 
in collaborative initiatives to achieve real change.

Motivations among private sector respondents 
reflect this same hierarchy. However, there are some 
notable differences among the public and third sector, 
with those in the latter far more driven by influencing 
public policy and a desire to show leadership.

It is also worth considering which motivators are seen 
to be less important. Only a minority are driven by the 
need for regulatory compliance or to meet stakeholder 
expectations; instead they are using behaviour change 
to pro-actively build relationships.

Notably, ensuring resource security is also seen as 
less important, whereas cutting resource costs is a key 
motivator for public sector respondents in particular.

44%
TO BUILD STRONGER

RELATIONSHIPS WITH
CUSTOMERS AND OTHER

STAKEHOLDERS
38%

TO CREATE SUSTAINABLE
LOCAL COMMUNITIES

AND MARKETS

38%
 TO GAIN COMPETITIVE

ADVANTAGE OR
DIFFERENTIATION29%

TO SHOW
LEADERSHIP

26%
TO CUT

RESOURCE
COSTS

private public Third

top three 
motivators

Competitive advantage (48%)

Build stronger relationships 
(47%) 

Create sustainable communities 
and markets (33%)

Create sustainable communities 
and markets (46%)

Build stronger relationships 
(44%) 

Cut resource costs (43%)

Create sustainable communities 
and markets (50%)

Influence public policy (43%)

Show leadership (39%)

Bottom 
three 
motivators

Ensure resource security (13%)

Meet stakeholder expectations 
(12%)

Regulatory compliance (9%)

Create new revenue streams 
(10%)

protect or improve reputation 
(9%)

Ensure resource security (9%)

Meet stakeholder expectations 
(13%)

Reduce risk (7%)

Regulatory compliance (0%)

the top fIve 
MotIvAtors
(IMpORTANT 
REASONS, % OF 
RESpONDENTS) 

“it is encouraging that business sees 
behaviour change as a way to build 
relationships with customers, to ensure 
they have a market in the future and 
to differentiate themselves. if business 
can be positive about the potential for 
behaviour change, so can consumers!”
mike Barry, head of sustainaBle Business, 
marks & spencer
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what are they prioritising?
In terms of behaviour change 
priorities, it is notable that 
effort is targeted more at 
employees than customers 
or the public, with suppliers in 
last place. The main areas for 
action across all audiences are 
reducing waste, recycling more, 
and saving energy. This may be 
expected, given the importance 
of cutting resource costs as a 
motivator for action.

Interestingly, there are very 
few other parallels between 
the external issues and 
motivators seen as most 
important, and priority 
behaviour change actions.

Although economic insecurity 
topped the list of important 
external issues, encouraging 
positive financial behaviours – 
such as saving for the future 
and improving the ability to 
manage finances – ranked 
bottom of the list of priority 
behaviours for all audiences.

More alignment between 
sustainable business priorities 
and sustainable behaviour 
change priorities might have 
been expected. However, in 
our experience, it’s still early 
days in the development of 
this kind of alignment.

While there are some notable 
differences in behaviour 
change priorities by audience, 
the general focus is on 
encouraging employees to stay 
healthy, while encouraging 
customers to buy sustainable 
products and services, and 
suppliers to save water.

In the age of austerity it may 
be of particular concern that 
encouraging people to give 
more time or money to charity 
is ranked close to the bottom 
of the hierarchy of behaviour 
change priorities. Notably, this 
behaviour is of markedly lower 
priority among respondents 
from the public sector.

% TARGETING EMPLOYEES % TARGETING CUSTOMERS % TARGETING SUPPLIERS 

84
70
71

TO ENCOURAGE THEM
TO REDUCE WASTE
OR RECYCLE MORE

84
70
71

TO ENCOURAGE THEM
TO SAVE ENERGY

83
60

36

TO ENCOURAGE THEM TO ACT TO
STAY HEALTHY OR REDUCE RISKS TO
THEIR OWN HEALTH AND WELLBEING

77
49

41

TO ENCOURAGE THEM TO
TRAVEL SUSTAINABLY

74
56

43

TO ENCOURAGE THEM TO
GET INVOLVED IN THE

LOCAL COMMUNITY

66
57

61

TO ENCOURAGE THEM
TO SAVE WATER

65
61

56

TO ENCOURAGE THEM
TO BUY SUSTAINABLE

PRODUCTS AND SERVICES

56
49

42

TO ENCOURAGE THEM
TO PREPARE FOR EXTREME

WEATHER EVENTS

46
30

23

TO ENCOURAGE THEM
TO GIVE MORE TIME OR

MONEY TO CHARITY

44
39

20

TO HELP TO IMPROVE
THEIR ABILITY TO MANAGE

THEIR FINANCES

39
32

14

TO HELP THEM
TO SAVE MONEY

FOR THE FUTURE

“it is good news that the top priorities for behaviour change, if addressed, can 
have a profound effect both on the immediate and the less immediate concerns 
identified. i would single out saving energy and waste, and recycling. these 
actions must, however, be sold first on the personal benefits, not the global.”
sir tony hawkhead, chief executive, groundwork uk

Sample size 283 (those conducting or planning behaviour change activities).
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“any organisation 
engaged in behaviour 
change instinctively 
understands that it’s 
a leadership issue, 
so this report is a 
wake-up call for ceos 
and other leaders.”
jennie price, ceo, sport england

who owns the process?
THE CHIEF ExECUTIVE 
OR MD’S OFFICE HAS MOST 
OWNERSHIp OF BEHAVIOUR 
CHANGE (39%), FOLLOWED 
By SUSTAINABILITy/CSR 
DIRECTOR AND MARKETING 
DIRECTOR ROLES (8%).

39%
CHIEF EXECUTIVE OR
MANAGING DIRECTOR

3%
OPERATIONS

DIRECTOR

4%
DIRECTOR
OF PUBLIC

HEALTH

5%
STRATEGY
DIRECTOR

7%
COMMUNICATIONS

DIRECTOR

7%
HR DIRECTOR

8%
MARKETING
DIRECTOR

8%
SUSTAINABILITY

OR CSR DIRECTOR

2%
CORPORATE

AFFAIRS
DIRECTOR

Sample size 283 (those conducting or planning behaviour change activities).

Managing directors and CEOs are 
clearly the key roles when it comes to 
driving forward behaviour change as 
part of wider business transformation.

But while that’s where the ownership 
of behaviour change mostly lies, these 
positions tend to have a narrower 
definition of behaviour change. 
Lack of senior level engagement is 
also seen as one of the top two 
barriers to progress (read more on 
page 19). This might indicate a need 
to increase the knowledge and 
engagement of senior colleagues 
if real change is to be achieved.



section 4 – who is already acting?

what are the Barriers?
IMportAnt BArrIers to CArryIng oUt BehAvIoUr ChAnge AMong desIred AUdIenCes (% OF RESpONDENTS)
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“the tipping point of real behavioural change should 
be reached with government, the private sector 
and individuals each fully realising our own roles. 
individuals absolutely need to do more in making 
responsible personal choices, but must be supported 
by a marketplace that empowers and motivates. 
this is where business can realise the power and 
influence of our brands to incentivise positive change. 
as well as investing in sustainable product innovation, 
there will also be times when it will be necessary 
to take bold and brave decisions on the place our 
products have in a sustainable future. these tough 
commercial decisions can only be made, however, 
when sustainable leadership is embedded and 
advocated at the most senior level of the business.”
jeremy Beadles, corporate relations director, heineken uk

top three barriers to behaviour change by sector

private public Third

Lack of senior buy-in (42%)

Lack of funding (35%)

Lack of skills or knowledge (34%)

Lack of funding (53%)

Lack of skills or knowledge (37%)

Lack of senior buy-in (35%)

Lack of funding (52%)

Lack of senior buy-in (33%)

Lack of skills or knowledge (30%)

There are a number of barriers 
to the effective implementation 
of behaviour change activities. 
Chief among these is the lack 
of funding. Just beneath – 
and an issue for nearly 40% of 
our respondents – is a lack of 
engagement at the senior level.

The top three barriers are 
consistent across sectors, 
with varying degrees of 
importance. Lack of funding 
is the main barrier for over 
half of respondents in the 
public and third sectors, 
compared to just over a third 
of private sector respondents.

Not surprisingly, barriers are 
also felt differently depending 
on the stage of the behaviour 
change journey. The key barrier 
for those who do not conduct 
behaviour change and have no 
plans to do so is a lack of senior 
engagement (56%), whereas 
those in the planning stages 
are most likely to be held back 
by lack of funding (45%).

41%
LACK OF 

FUNDIN
G 39%

LACK OF 

SENIO
R LEVEL 

ENGAGEMENT 34%

LACK OF EMpLOyEE SKILLS 

OR KNOWLEDGE OF HOW TO 

ACHIEVE BEHAVIO
UR 

CHANGE

26%

NO BUSIN
ESS CASE 

FOR ACTIO
N



77%COMMUNICATIONS TO RAISE AWARENESS AND PROMPT ACTION

71%RESEARCH TO UNDERSTAND CONTEXT, AUDIENCES, AND THEIR PRIORITIES AND MOTIVATIONS

52%PROVIDING SUSTAINABLE PRODUCTS AND SERVICES

50%TRAINING TO BUILD SKILLS IN BEHAVIOUR CHANGE

49%CHANGING POLICY OR RULES

49%GRASS-ROOTS COMMUNITY ENGAGEMENT

43%THIRD PARTY ENDORSEMENT OR COLLABORATION

40%CHANGING INFRASTRUCTURE, SERVICE DESIGN OR SYSTEMS

38%SUPPLIER PROCESSES AND ENGAGEMENT

24%INCENTIVES OR PENALTIES

section 5

hoW are they doing it?

the choice of strategies for planning 
and conducting behaviour change 
programmes should be evidence-based. 
so which approaches are leaders using, and 
are their choices informed by research?

these insights will enable us to track how 
different strategies emerge over time.

20 Motivating Millions – the sustainable behaviour change Marketplace survey Sample size 283 (those conducting or planning behaviour change activities).

% USING EACH SpECIFIC STRATEGy 
TO EFFECT BEHAVIOUR CHANGE

“...how businesses engage and inspire their 
customers on the choices they need to make to 
create a more sustainable economy is key... the 
most important finding was the role of employee 
engagement as part of the chain of communication.”
dr alan knight oBe, sustainaBility director, Business in the community

which strategies are Being used?
Communications is the most 
popular strategy, though many 
adopted a broad approach 
across multiple behaviour change 
methods. In our view, there is a 
need to have a wider perspective 
of potential strategies that can  
help to achieve real change.



section 5 – how are they doing it?
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Many organisations are using 
research to best understand 
the context of their behaviour 
change challenge, and to gain 
insight into the priorities and 
motivations of their target 
audiences. However, only half 
of our organisations invest in 
behaviour change training 
and capacity building, and 
less than a quarter currently 
use incentives or disincentives 
to prompt action.

Once again, supplier engagement 
is one of the lower priorities.

public sector respondents 
tended to use a broader range 
of methods. In addition to 
communications and research, 
they were more likely to focus 
on changing policy or rules 
(57%), grass roots community 
engagement (57%), changing 
infrastructure or service 
design (48%), and incentives or 
penalties (34%). Conversely, the 
private sector is most likely to 
focus on providing sustainable 
products and services (57%).

49%

100%
EMPLOYEES/GENERAL PUBLIC/SUPPLIERS

INFORMAL FEEDBACK FROM CUSTOMERS/

DATA ANALYSIS OF OUTCOM
ES

QUALITATIVE RESEARCH

(E.G. IN-DEPTH INTERVIEWS, FOCUS GROUPS
)QUANTITATIVE RESEARCH (E.G. CLOSED

QUESTIONS, MULTIPLE CHOICE ANSWERS)

OF
 OUR BEHAVIOUR CHANGE PROGRAMME

W
E D

O NOT MEASURE THE EFFECTIVENESS
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18%
5%

25%

43
%

42%

66%

75
%

57%

59%

51%

70%

HOW DO YOU
MEASURE THE

EFFECTIVENESS OF
YOUR BEHAVIOUR CHANGE

PROGRAMMES?

% PRIVATE
% PUBLIC

0%

how is success Being measured?
public sector organisations lead the way in 
measuring the impacts of their behaviour 
change programmes. They are the most 
likely to use data analysis and both 
qualitative and quantitative research.

perhaps surprisingly, private sector 
respondents score the lowest against 
all measurement strategies. Of most 
concern is that nearly a fifth (18%) of 
private companies do not measure 

effectiveness at all, compared to just 
5% of public sector organisations. 
This represents a clear business risk.

Future research might investigate the 
reasons behind this lag in private sector 
businesses measuring the effectiveness 
of their behaviour change programmes.

“kudos to the public sector 
for its emphasis on utilising 
quantitative and qualitative 
research to assess outcomes. 
however, the private sector 
lag is a bit of a surprise.”
laura k. lee dellinger, president, 
metropolitan group

Sample size 283 (those conducting or planning behaviour change activities).
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this unique body of research 
has delivered rare insight 
into the current state of 
sustainable behaviour change 
and the attitudes of a 
significant cross-section of 
organisations from the public, 
private and third sectors.

the findings highlight a set 
of powerful conclusions, 
which are particularly relevant 
to leaders:

 1  There is almost universal agreement about the 
importance of sustainable behaviour change.

 2  It is seen as critical to helping organisations 
achieve future success.

 3  It is also seen as much more of an opportunity 
than a risk.

 4  Around half are already delivering behaviour 
change programmes; another quarter are in 
the planning stages.

 5  There is a clear gap in knowledge, understanding 
and buy-in among the most senior colleagues. 

 6  Sustainable behaviour change is predominantly 
owned at the CEO/MD level.

 7  There isn’t always alignment between the key 
external issues that could affect future success 
and an organisation’s behaviour change priorities.

 8  There is still a relatively narrow band of strategies 
being used to achieve real change, and these are 
dominated by communications.

 9  A surprisingly large percentage of private sector 
companies don’t measure the effectiveness of 
their behaviour change programmes.

10   Governments are seen to have a key role in 
making it clear to consumers that current 
consumption behaviours are unsustainable.

motivating millions, together

conclusions
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In our view, there are 10 
key actions leaders can take 
to maintain momentum:

 1  Leaders actively champion sustainable behaviour 
change and encourage peers to use it as a key 
strategy to achieve long-term success.

 2  Organisations identify the major issues they 
need to act on to achieve long-term success 
and directly align this analysis to sustainable 
behaviour change priorities.

 3  Leaders work together to agree a national 
competencies framework in sustainable 
behaviour change.

 4  Leaders raise their own skills in sustainable 
behaviour change and the capability of 
their organisations.

 5  Organisations use research and insight to 
inform strategies to achieve real change.

 6  Organisations extend and tailor the range 
of methods and behaviour change tools they 
use to maximise impact.

 7  Organisations invest more in measuring 
effectiveness to inform continuous improvement.

 8  All organisations actively collaborate to achieve 
behaviour change at scale.

 9  Third-sector leaders consider their key role 
as a catalyst for this agenda.

10   Governments actively engage citizens on the 
need for sustainable living in order to protect 
their lives and lifestyles.

john drummond, chairman, corporate culture

Maintaining MoMentuM
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a final word from mike Barry, head of sustainaBle Business, marks & spencer

taking a better path

the world’s social and 
environmental footprint is a 
cumulative reflection of the 
many hundreds of decisions 
we make each day. What we 
buy, what we eat, how we 
travel, how we save, how 
we exercise right through 
to whether we hold the door 
for a rushing stranger.

None of these impacts is, on its own, big, but replicated 
hundreds of times by billions of people each and every day 
of the year, we are left with the unsustainable use of the 
world’s resources and the blight of poverty and inequality.

thinking differently
A sustainable way of life will not emerge because a few 
boffins invent a huge geo-engineering solution. Instead, 
it depends on billions of us thinking and behaving 
differently in all the many things we do in our busy lives.

Now this is not to pass the buck to the individual consumer 
and citizen, the unspoken message, it’s all your fault, sort 
it out! Far from it. The billions of small changes need to be 
inspired by business and government taking the first steps 
and putting in place the infrastructure, business models 
and incentives to encourage behaviour change.

Changing together
To me, the equation is simple. Our collective way of 
life is unsustainable and a failure to act will lead to 
significant social and environmental dislocation. 
There is a pathway to a better, more sustainable future 
based on collective behaviour change. Individuals need 
business and government to inspire and ease this shift.

Mike was part of the team that developed Marks & spencer’s 
ground-breaking plan a: a 100-point, five-year plan to address a 
wide range of environmental and social issues, and ensure a leading 
approach to sustainability across the company. in May 2011, Mike 
was named the guardian’s inaugural sustainable business innovator 
of the year. he sits on the board of the World environment center 
and business in the community’s environment leadership team.

“there is a pathway to a better, more sustainable 
future based on collective behaviour change. 
individuals need business and government 
to inspire and ease this shift.”
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oUr goAls

To drive this forwards, Corporate Culture intends to:
 
¬  conduct this research once every two years

¬  produce a biennial report which draws on this research 
to detail best practice in sustainable behaviour change

¬  refresh and expand our Social Marketing Network of 
like-minded people, sharing and learning from what 
works (and what doesn’t)

¬  deliver our Social Marketing Academy courses in 
sustainable behaviour change.

let’s tAlk

If you would like to collaborate, or discuss how we can 
help you achieve your sustainable behaviour change goals, 
please contact:

sharon kemp, director, Corporate Culture
0845 607 0000
sharon.kemp@corporateculture.co.uk

If you want to talk further about sustainable behaviour change 
or anything in this report, please contact us or our key partners:

John drummond, Chairman, Corporate Culture
020 7566 3406
07831 175907
john.drummond@corporateculture.co.uk
corporateculture.co.uk

dr Alan knight oBe, sustainability director, 
Business in the Community
alan.knight@bitc.org.uk
bitc.org.uk

Caroline holtum, editor, guardian sustainable Business
caroline.holtum@guardian.co.uk
theguardian.com/sustainable-business

Andrew hawkins, Chairman, Comres
andrew.hawkins@comres.co.uk
comres.co.uk

collaBorating to motivate millions

next steps

this research is just 
one step in establishing 
sustainable behaviour 
change as a discipline. 
What is already proven 
is that evidence-based 
strategies can and do 
change behaviour at scale.

http://www.linkedin.com/groups/Social-Marketing-Network-3734155?home=&gid=3734155&trk=groups_most_popular-h-logo
mailto:sharon.kemp%40corporateculture.co.uk?subject=Motivating%20Millions
mailto:john.drummond%40corporateculture.co.uk?subject=Motivating%20Millions
http://www.corporateculture.co.uk
mailto:alan.knight%40bitc.org.uk?subject=Motivating%20Millions
http://www.bitc.org.uk
mailto:caroline.holtum%40guardian.co.uk?subject=Motivating%20Millions
http://www.theguardian.com/sustainable-business
mailto:andrew.hawkins%40comres.co.uk?subject=Motivating%20Millions
http://www.comres.co.uk
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“this is a significant piece 
of research underlining the 
increasing importance of 

sustainable behaviour change. 
its findings may well challenge 

accepted views as to who 
is really responsible for 
delivering such change.”

philip sellwood, chief executive, energy saving trust


