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“Enjoyed the survey. I wish it had 
focused more on irreplaceable 
resources like oil, animal species, 
plastics, instead of just on water. 
Water is the one thing I don't seem to 
mind wasting because it'll always be 
back.” 



Our Contribution to DCDC 

Add psychological and 
experimental approaches. 
Intuitive interventions do not always 

work 

Understand how and why 
people make decisions. 



Changing a Behavior 

Pick a behavior 
– Using a refillable water bottle 
– Idling while waiting to pick up your child at 

school 
– Using public transportation 
– “Meatless Mondays” 

What are some ways you can get people 
to start adopting the new behavior? 
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Behavioral Change 
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Psychological Perspective 

Behaviors, emotions, and thoughts don’t 
necessarily correspond. 
– “Educating” people often  does not change 

either their attitudes or behaviors. 
– Even when attitudes change,  

behaviors don’t necessarily  
follow. 



Evolutionary Functional Approach 

The human brain and mind evolved 
over millions of years.  
– Conditions now are radically different 

than those under which we evolved. 
– Previously adaptive or “rational” 

preferences and behaviors may be 
maladaptive in the present or future. 



Obviously, this implies… 

There is a human nature. 
Some aspects are potential obstacles to 

sustainability. 
– Status-seeking 
– Short-term time perspective 

Other aspects facilitate our ability to change. 
– Concern for close others 
– Sensitivity to social norms—interest in what others do 

Kenrick, Li, & Butner (2003); Kenrick, Neuberg, et al. (2010); Kenrick, Griskevicius, Sundie, Li, Li, & Neuberg (2009) 

 



Study 1. Landscape Choice and 
Perceptions of Social Identity 

In most cultures there 
is a relationship 
between consumption 
and status. 
Behaviors that connote 

low status are avoided if 
possible 

“What do her 
diamonds say 
about you?” 

 



Landscaping Experiment 1 

Individuals or couples were described as 
choosing desert landscaping or mesic 
landscaping for their newly purchased 
home 
Participants were asked to rate the 

individuals or couples on a variety of 
dimensions 

 



Results-Landscaping Experiment 1: 
Personality inferences 



What image were P’s picturing? 



Landscaping Experiment 2 

Manipulated SES of the neighborhood 
(working, middle, upper): 
– A woman decided to purchase a home in an 

upscale neighborhood with large houses... the 
houses were quite similar, but differed in their 
front yard landscaping...   After thinking over her 
options, she realized she had a strong 
preference for desert landscaping... 

 



Results-Landscaping Experiment 2: 
Personality inferences 



Landscaping Experiment 3 



Landscaping Experiment 3 



Results-Landscaping Experiment 3: 
Personality inferences 



Study 2: Activating Kin and Status 

Does activating different fundamental 
motives influence landscaping priorities? 
Our experiment: Participants were primed 

with kin or status motives  
- Asked whether they would keep their front or 

back yards in grass if they had to choose 
Results: Gender interacted with motive 

 
 



Results-Study 2 
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Study 3: Advertisement Framing 

Participants viewed an advertisement 
encouraging them to purchase an 
energy efficient home. 
They were then asked to indicate which 

energy efficiency measures they would be 
likely to carry out. 



Study 3: Advertisement Framing 
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Results-Study 3 

 



Study 4 Pilot: Normative Beliefs 
Climate Change 

To what extent do the beliefs of others 
influence your beliefs about climate 
change? 
Correlational Study: 

– What percentage of ASU students do you 
think believe that global warming is occurring? 

– How sure are you that global warming is 
occurring? 



Results of -Study 4 Pilot 

Men and women are highly influenced by 
the percentage of women that they think 
believe in global warming. 
New experiment manipulates percentage 

of men, women, or people who believe in 
global warming. 
Stay tuned! 



Study 5 Pilot: Morality of  
Environmental Destruction 

Question:  Is environmental destruction is more 
immoral if it happens sooner or later? 

Experiment:  Manipulated timing of 
environmental destruction (1 year, 10 years, or 
100 years) 



Results-Study 5 Pilot 

 



Results driven by participants with children. 

 



Take-Away Message 

Kinship, status, and perceptions of social 
norms influence responses to 
environmental appeals. 
And they interact with gender 

Considering the gender of both messenger 
and perceiver is important when crafting 
an environmental appeal. 
 



Final Thoughts 

 Messages, policies, and programs will be 
more effective if they are designed to  “run 
with the grain of human nature.” 
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