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Project 1:                                    
Residential Recycling in Calgary



Construal Level

•Construal Level Theory

•Two different ways people can view the world

CONCRETE
• Lower-level construal of 

the activity 
• Specifics

ABSTRACT
• Higher-level construal of 

the activity 
• General



Message Framing and Recycling

Message Framing:
• Loss frames

• Gain frames

Loss-framed messages will be particularly 
effective when paired with a concrete appeal



Field Study

•Field Study with the City of Calgary; 390 Households

•Experimental Design:
• 2(Construal Level: Concrete vs. Abstract)
• 2(Framing: Loss vs. Gain)
• And a control group

Concrete 
(How)

Abstract 
(Why)

Loss 
Frame

Gain 
Frame

http://www.calgary.ca/portal/server.pt/gateway/PTARGS_0_0_780_237_0_43/http;/content.calgary.ca/CCA/City+Hall/Business+Units/Waste+and+Recycling+Services/Recycling+Information/Residential+Services/Blue+Cart+Recycling/Blue+Cart+Recycling+FAQ.htm?f=FromFl


CONCRETE CONSTRUAL:  
HOW TO MAKE A DIFFERENCE



ABSTRACT CONSTRUAL: 
WHY  MAKE A DIFFERENCE



Loss Frame:



Gain Frame:



Method: Pretest- Posttest Design

WEEK 1: PRETEST OF RECYCLING BEHAVIORS

WEEK 2: MARKETING MATERIALS DELIVERED 
(DOOR HANGERS)

WEEK 3: POSTTEST OF RECYCLING BEHAVIORS

MONTH 6: ONE MORE POSTTEST FOR GOOD 
MEASURE



Measures:

• Participation – yes = 1 and no = 0 
(coded for change over time (-1, 0, 1) 

• Following instructions

• Variety (1 to 5)

• Volume of material (cm3)

• Contamination



Results over time…
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Why does it work?

Matching      

(loss-concrete/ 

gain-abstract)

Fluency                                     
Perceived 

Self-Efficacy                                     

Recycling 

Outcomes                                    

Easier to understand = seems easier to do

Easier to do = people will actually do it!



•The case of “Grasscycling”

• Initial results of survey research 

Project 2:                                    

Grasscycling in Calgary



Survey Research:

Injunctive Norms
• Norms that reflect what others think should be done

Descriptive Norms
• Norms that describe what other people are doing 

Self-Benefits
• What is in it for me?



Self-Benefits

● Think about the benefits for you as an individual if you grasscycle…Think 

of the time you can save on your yard work. 

Descriptive Norms

● Your neighbors are grasscycling…Join others in your community in 

grasscycling this spring and summer.

Injunctive Norms 
● Your neighbors want you to grasscycle… Grasscycling is something you 

should do for your community.

Messaging



Individual Self

• “you as an individual…” 
• “you can make a difference”

Collective Self

• “we as a community”
• “we can make a difference”



Method

Part A: In conjunction with City employees, grasscycling activities 
for 696 households were recorded for a period of three weeks. 

Part C: Grasscycling activities recorded 
for a period of three weeks.

Part B: Appeals delivered on door hangers to each household. Varied Level of 
Self (individual vs. collective) and 

Appeal Type (self-benefit  vs. descriptive norm vs. injunctive norm.0



Grass Disposal Difference Scores (T1-T2)
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Takeaways…

1) Message “fit” can influence sustainable behaviours

• A match between loss (gain) framing and concrete (abstract) 
messaging led to increased recycling behaviours.

• A match between the collective (individual) self and norms (self-
benefits) lead to increased grasscyling behaviours

2) It is not the case that one strategy works “best” – context 
matters and you need to understand target population. 



Thank You!
Katherine.White@ sauder.ubc.ca


