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Tangibility Feelings & Cognition Individual Self Habits Social Influence 

Labels with “10-year 
dollar cost” framing 

increased energy 
efficient purchases 
from 12% to 48%5 

Positive emotions: 
warm glow, pride 

Negative emotions:  
Fear, guilt 

Information 
Framing  
Labeling 

 
 

Individual differences 
Self-efficacy 
Self-interest 

Self-consistency 
Self-concept 

While men are often 
less likely to support 
sustainable causes, 

masculine branding or 
affirmation can close 

this gender gap4 

Break bad habits: 
Discontinuity  

Penalties 
Form new good habits: 

Make it easy 
Prompts  

Incentives 
Feedback 

Context changes  
make it harder to act 

automatically & easier 
to change habits 

 
Recent movers reduced 
car use from 64% of the 

time to 37%3 

Social Norms 
Social Desirability 

Social Group 
Membership 

Communicate impact 
Match temporal focus 
Encourage desire for 

intangibles  
Concrete 

Communications 
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Water  
Commercial washing machines 

use an average of 34,740 gallons 
of water a year 

Transportation 
Transport is the most rapidly 
growing area of global energy 

use 

Food 
1/3 of all food produced i.e. 1.3 

billion tons worth around $1 
trillion is wasted every year 

There are many sustainability challenges that we can address1 

Disposal 
More than 80% of wastewater 

resulting from human actions is 
discharged into rivers or seas 
without any pollution removal 

Energy 
If people worldwide switched to 

energy efficient lightbulbs we 
would save US$120 billion a year 

Reviewing 320 academic articles revealed the following 5 factors 

JOIN YOUR FELLOW GUESTS IN 

HELPING TO SAVE THE 

ENVIRONMENT 

 

Almost 75% of guests who are asked 

to participate in our new resource 

savings program do help by using 

their towels more than once. You can 

join your fellow guests in this program 

to help save the environment by 

reusing your towels during your stay 

Linen-reuse rates were 
higher  when  the 

message  mentioned 
descriptive norms (44%) 
than when  it focused on 
environmental protection 

(35%)2 

Consumers are 
motivated more by 
concrete stories, 

images, and examples 
than by abstract 
information and 

statistics6 
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