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10 key
initiatives

In conducting our scan, we analysed nearly
300 sustainable living initiatives and selected
70 different examples to proﬁle.
First, we highlight 10 key initiatives that, in
their communications approach, strongly
incorporate elements that happen to align
with the ones we are exploring with the
Beacon foundations and strategic shifts.
The callout “speech bubbles” added to the
second slide of each example shine a light on
speciﬁc elements that we want to note.
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10 key initiatives
(listed in alphabetical order)

●
●
●
●
●
●

Anatomy of Action
Bioregional / One Planet Living
Good Life Goals
Global Footprint Network
GreenDependent / Kislábnyom
Love Food Hate Waste

●
●
●
●

SITRA / Sustainable Lifestyles
The Story of Stuff
Transition Network
World Business Council for
Sustainable Development /
Good Life Playbook
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A HANDY ACTION SET FOR
EVERYDAY SUSTAINABLE LIVING!
WE ALL EAT, BUY STUFF, SPEND MONEY,
MOVE AROUND AND DREAM ABOUT THE
FUTURE.
HAVE YOU EVER WONDERED IF THE THINGS
YOU DO EVERYDAY CAN ACTUALLY MAKE A
DIFFERENCE? US TOO!
SO WE DID THE RESEARCH, LOOKED AT THE
LATEST DATA AND FOUND FIVE SIMPLE
AREAS OF ACTION.
THESE AREAS HOLD THE POTENTIAL, IF
ENOUGH PEOPLE SWAP THEIR ACTIONS, TO
SUPPORT THE GLOBAL CHANGES WE NEED
TO MAKE A POSITIVE IMPACT AND ACHIEVE
THE SUSTAINABLE DEVELOPMENT GOALS.
https://anatomyofaction.org
#AnatomyofAction #ActNow
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A HANDY ACTION SET FOR
EVERYDAY SUSTAINABLE LIVING!
Moves beyond the
classic domains
H.
toward areas of
real life

Focuses on 5
simple relatable
areas of action:
stuff, food, move,
money and fun

WE ALL EAT, BUY STUFF, SPEND MONEY,
MOVE AROUND AND DREAM ABOUT THE
FUTURE.
TheyIFdid
theTHINGS
HAVE YOU EVER WONDERED
THE
groundwork on
YOU DO EVERYDAY CAN ACTUALLY
MAKE A
the footprint
DIFFERENCE? US TOO!
science, to
make it easy for

you!
SO WE DID THE RESEARCH,
LOOKED AT THE
LATEST DATA AND FOUND FIVE SIMPLE
AREAS OF ACTION.

Nice phrase:
‘Protein swaps’
instead of ‘reducing
red meat’

THESE AREAS HOLD THE POTENTIAL, IF
ENOUGH PEOPLE SWAP THEIR ACTIONS, TO
SUPPORT THE GLOBAL CHANGES WE NEED
TO MAKE A POSITIVE IMPACT AND ACHIEVE
THE SUSTAINABLE DEVELOPMENT GOALS.
Using social media to
appeal to a mainstream
audience

https://anatomyofaction.org
#AnatomyofAction #ActNow
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One Planet Living:

Making it easier to live happily and sustainably.
Imagine a world where everyone, everywhere lives happy,
healthy lives within the limits of the planet, leaving space
for wildlife and wilderness.
We call this One Planet Living, and we believe it’s
achievable.
● 10 simple principles & detailed goals/guidance.
● Anyone can use it: developers, businesses, tourist
resorts/destinations, schools, community groups.
www.bioregional.com/one-planet-living
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Focuses on
health and
wellbeing

One Planet Living:

Making it easier to live happily and sustainably.

Simple
framework
and
infographic
of the 10
action
areas

Imagine a world where everyone, everywhere lives happy,
healthy lives within the limits of the planet, leaving space
Idea that anyone
for wildlife and wilderness.
Recognition
of planetary
this
One Planet
limits

We call
achievable.

can do it!

Living, and we believe it’s

● 10 simple principles & detailed goals/guidance.
● Anyone can use it: developers, businesses, tourist
resorts/destinations, schools, community groups.
www.bioregional.com/one-planet-living

Relevant to
diverse peer
groups and to
everyday life
and activities
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"A highly engaging way of personalizing and
humanizing the SDGs.”
● 85 individual actions
● 5 asks for each of the 17 SDGs

www.goodlifegoals.org
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Fun
graphics

5 simple
actions per
goal

Reframes
“the good life”

"A highly engaging way of personalizing and
humanizing the SDGs.”
● 85 individual actions
● 5 asks for each of the 17 SDGs

Links directly
to UN
Sustainable
Development
Goals

www.goodlifegoals.org

Individual
AND
systemic
change

Anyone
can do it!
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www.footprintnetwork.org
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Makes the connection
between the tool and direct
action (moving the date of
“Earth Overshoot Day”)

Links to
everyday
habits and
behaviours

Appealing
graphics

Clear sense of how
our individual
impacts correspond
with planetary limits

www.footprintnetwork.org
Backed by
detailed
science
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Kislábnyom / “Small Footprint” – Hungary
“We provide support and inspiration for small footprint living.”
● Celebrate and build on existing lower-impact lifestyles
● Low-income lifestyles are inherently sustainable

http://kislabnyom.hu
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Kislábnyom / “Small Footprint” – Hungary
Local language,
local audience

“We provide support and inspiration for small footprint living.”
● Celebrate and build on existing lower-impact lifestyles
● Low-income
Celebrates those
living one-planet
lives today - the
idea of sufﬁciency,
being happy with
what we have

lifestyles are inherently sustainable
Appeals to thrift,
savings among
lower-income
audience

http://kislabnyom.hu
Celebrations and
fun challenges
for participants
Identiﬁes existing
behaviours that
households could
expand upon
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Focus on individuals curbing their food waste, but
also on partnerships:
● community orgs, chefs, UK governments, UK
businesses, trade bodies, local authorities, scouts

It all adds up: “Between us, we’re saving just
under £5 billion a year compared with 2007, not
to mention saving 5.0 million tonnes of CO2 –
that’s like taking 2.1 million cars off the road.
So, keeping good food out of the bin really does
make a difference.”

lovefoodhatewaste.com
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Individual AND
systemic change,
linked to peer
engagement

Focus on individuals curbing their food waste, but
also on partnerships:
● community orgs, chefs, UK governments,
UK
Clear
andscouts
businesses, trade bodies, local tracking
authorities,

calculation of
impact,
It all adds up: “Between us, we’re
saving just
linked to the
under £5 billion a year comparedscience
with 2007, not

Focus on
economic
savings,
aversion to
waste

to mention saving 5.0 million tonnes of CO2 –
that’s like taking 2.1 million cars off the road.

So, keeping good food out of the bin really does
make a difference.”
Clever,
humorous
graphics
Easy steps
to follow

lovefoodhatewaste.com
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Finnish Innovation Fund

“Nearly 70% of Finland’s greenhouse gas emissions are
caused by us as individuals and our lifestyles. They come
from how we live, travel and eat and from what we buy.
● Daily activities and choices allow us to reduce
emissions.
● 100 ways to live a good life within the limits of the
earth’s carrying capacity.
● These choices can not only improve our quality of life
but also reduce the environmental impacts of daily life.”
www.sitra.ﬁ/en/projects/100-smart-ways-to-live-sustainably
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Finnish Innovation Fund

Direct connection to
lifestyles, everyday
habits and purchases

Focuses on
individual
AND systems
change

Engaging,
interactive quiz

“Nearly 70% of Finland’s greenhouse gas emissions are
caused by us as individuals and our lifestyles. They comeAcknowledges
from how we live, travel and eat and from what we buy. planetary limits;
● Daily activities and choices allow us to reduce
emissions.

making the target
very clear

● 100 ways to live a good life within the limits of the
earth’s carrying capacity.
● Focuses
These on
choices can not only improve our quality of life
a “good life”
but also reduce the environmental impacts of daily life.”
www.sitra.ﬁ/en/projects/100-smart-ways-to-live-sustainably

Clear actions
and positive
framing
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www.storyofstuff.org
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Framed as
storytelling
Focuses on
one speciﬁc,
digestible
topic at a
time

Use of classic
archetypes:
heroes and
villains

www.storyofstuff.org

Simple but
distinct
graphics

Appeals to
individuals as part of
a wider collective

Videos are translated
into multiple languages
for wider dissemination
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7 Essential Ingredients:
●
●
●
●
●
●
●

Healthy Groups
Vision
Community Involvement
Networks and Partnerships
Practical Projects
Part of a Movement
Reﬂect and Celebrate

“Transition is happening in many different
places, cultures, and settings… in rural
European villages, Los Angeles, California,
rural villages in China, rural villages in
South Africa, and rubber tappers
settlements in Amazonia, Brazil.”
www.transitionnetwork.org
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Shares stories and
experiences of real
people and
communities who
are doing it

7 Essential
●
●
●
●
●
●
●

Provides
inspiration for
Ingredients:
a better future

Healthy Groups
Vision
Community Involvement
Networks and Partnerships
Practical Projects
Part of a Movement
Reﬂect and Celebrate

Appeals to
individuals as
part of various
collectives

Recognizes the
“Transition is happening in many different
need for reﬂection places, cultures, and settings… in rural
and celebration

European villages, Los Angeles, California,
rural villages in China, rural villages in
South Africa, and rubber tappers
settlements in Amazonia, Brazil.”
www.transitionnetwork.org

Inclusive of different
living situations and
cultural experiences
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www.wbcsd.org/Programs/People/Sustainable-Lifestyles
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Focuses on
“the good life”

Positive visions of
futures that people
can aspire to with
guidance for shifting
marketing and
markets to enable
sustainable living

www.wbcsd.org/Programs/People/Sustainable-Lifestyles

Living well,
living better

Visualizes shifts to
more appealing
alternatives and
messaging

Images of real, everyday
sustainable living – it’s
already happening!
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“What if the ‘good life’ we aspire to was
actually good for us, our families and the
communities we live in? What if the cost for
living well actually allowed us to live
well?”

“If you present a world where better beats
bigger, where smarter consumption beats
excessive consumption, where more time
beats more stuff, we will all prosper.”
https://docs.wbcsd.org/2017/03/TheGoodLife_PlayBook_US.pdf
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It’s not about
sacriﬁce or
giving up

“What if the ‘good life’ we aspire to was
actually good for us, our families and the
communities we live in? What if the cost for
living well actually allowed us to live
well?”
Compelling language
about better living

Focus on
marketing

Redeﬁnes
prosperity:
smarter
consumption,
prioritizing
time over
“stuff”
Idea of “doing more
with less”

https://docs.wbcsd.org/2017/03/TheGoodLife_PlayBook_US.pdf

“If you present a world where better beats
bigger, where smarter consumption beats
excessive consumption, where more time
beats more stuff, we will all prosper.”
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Reframes
aspirations: what
“the good life”
really means

Based on
a scan of
Instagram:
how ordinary
people see
and share an
aspirational
lifestyle

Images of
real people

seeking a
new version
of success

Key
categories
of images
found
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60 other
initiatives

In addition to these 10 initiatives, we selected
60 other initiatives focused on sustainable
living, including videos, apps, advertising
campaigns and programs. These initiatives are
proﬁled starting on page 32, with our added
notes in ‘speech bubbles’.
Each of these initiatives aligns with certain
aspects of communicating the Beacon
foundations and strategic shifts. They move us
in the right direction to address the
magnitude, scale and urgency of sustainable
living. In these next pages, we explore some
patterns, missing pieces and next steps.
27

ANALYSIS

Patterns we’ve noticed among 70 initiatives
●

●

Many initiatives don’t publicly track the
impacts of the actions being taken, so it isn’t
clear if participants are making a difference
or if the initiative is truly effective.
Initiatives with a one-way delivery of
information or ‘set of instructions’ are less
effective than those providing ongoing
guidance and that enable participants to
engage with behaviour change over time.

●

Many initiatives encourage people to
take action in one area of their lives
and to stop there.

●

There’s still a focus on buying green
as a ‘ﬁx’ to our unsustainable habits.

●

It’s easier to ﬁnd initiatives targeting
the US, UK and EU than in emerging /
developing countries (more in Asia vs.
Latin America, Middle East, Africa).
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ANALYSIS

What’s mostly missing among 70 initiatives
●

Missing: promotion of a wider package
/ vision of a ‘sustainable life’ that
reaches into all aspects of living.

●
●

●

●

Missing: connection to the science and
carbon / ecological footprints.

Missing: celebrating / honoring
communities that are already living more
sustainable lifestyles (often out of
necessity).

●

Missing: a sense of community among
users vs. asking the individual to take
one-off actions.

Missing: connecting the dots between our
actions in one area and impacts in others
(rebound effects).

●

Missing: programs aimed at primary
school youth, with integration into
curricula.

●

Missing: Efforts to reach beyond
individuals who are already interested
or concerned.

Missing: discussion about ‘right sizing’
and ‘sufﬁciency’ rather than
downsizing (which can be perceived as
condescending).
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RECOMMENDATIONS

The next stage (where to take initiatives)
●

●

●

Need to expand to unlikely allies /
everyday institutions (banks, real estate,
etc.).
Need to interface with people’s existing
routines / habits rather than expecting
people to come to you, especially if they’re
not eco-minded.
Need to trigger an internal, intrinsic desire
to shift, which requires giving people time to
reﬂect on their actions and to really build
sustainable living into everyday actions,
habits and decision-making.

●

Need to ask real, impactful things of
people, not just ‘feel-good’ actions.

●

Need to challenge people and make
them uncomfortable, as this will engage
them and make them really think. Need
to be a bit disruptive, unconventional.

●

Need to communicate creatively, to
break through the noise. Can’t just
build another platform, app or program
and expect people to engage.
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ANALYSIS

Some key takeaways...
What works:
●

Grounding framing and messaging as
relevant to people and their context.

●

Being compelling and clear in messaging
and suggested actions.

●

Connecting ‘better living’ to the footprint
numbers – sharing how happy, healthy lives
remain within ecological boundaries.

●

●

Envisioning future one-planet living and
celebrating more sustainable ways of living
that exist today.

Leading with doomsday messaging or

What doesn’t:
●

Leading with doomsday messaging or
providing one-way delivery of scientiﬁc
information.

●

Oversimplifying – for example ‘top 10
lists’ – that lead us into a ‘small action’
trap: focusing attention on low-impact
actions.
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ANNEX
Scan of 60
sustainable living
initiatives
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Index of initiatives - 60 examples
(listed in alphabetical order)
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●

#NovoPF
#SolveDifferent – Find Your Goat
1.5 Degree Lifestyle Puzzle
7 Day Challenge Vietnam
And Beauty for All
Better Buying Lab
Better Living App / IKEA
Bring It NY
Bundles
China Dream
Clean Up Your Act!
Cool Congregations
Dear Tomorrow
Drop It
Eco Warrior Princess
For Your World
Generation180
Global Ecovillage Network
Gram Anubhavs
Green Monday

●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●

Green Union
Green Zhejiang
Ground-Up Initiative
Handprint
Intersectional Environmentalist
LCA Art
Lighter Footprint App
Live Lagom / IKEA
Live Well
Living the Change
Living the Change (ﬁlm)
Meet Your Carbon Footprint
Melanin and Sustainable Style
Naked!
New Dream
OLIO App
One Tonne Life
Opt to Act
Plenitude
Pokemon GO Earth Day Cleanup
Possible.

●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●

Post-Fossil City Contest
Rapid Transition Alliance
Repair Kopitiam
Save the Food
Shame Plane
Shareable
Slow Fashion Season 2020
Small Footprint Family
SoKind Registry
Stay Grounded
Sustainable Living Education
Trust
The Minimalists
Trash Fish
Trash Hero Thailand
Trash Tiki
Urban Village Project
Young, Wild & Living Green
Zero Waste Home
Zero Waste Iftars
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#NovoPF (“Rethink the size of your order”)
– Akatu, Brazil
● Works with restaurant owners and customers to
encourage restaurants to create small, medium
and large options for the PF (Prato feito), a
typical everyday meal comprising rice, beans,
salad and protein.
● The PF is usually a very big and relatively cheap
meal, leading to a lot of waste.
● Through the campaign, customers can choose
the size that’s right for their appetite.

akatu.org.br/novopf
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#NovoPF (“Rethink the size of your order”)
– Akatu, Brazil

Targets people in
their routines, at the
moment of decisionmaking

● Works with restaurant owners and customers to
encourage restaurants to create small, medium
and large options for the PF (Prato feito), a
typical everyday meal comprising rice, beans,
A culturally
salad and protein.
relevant

Focuses on a
simple change to
habits (3 choices)

intervention

● The PF is usually a very big and relatively cheap
meal, leading to a lot of waste.
● Through the campaign, customers can choose
the size that’s right for their appetite.
Idea of
sufﬁciency,
enough

Appeals to
values of thrift,
avoiding waste

akatu.org.br/novopf
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#SolveDifferent: Find Your Goat – UN
“Leading a sustainable lifestyle can be difﬁcult.
Many luxuries are sacriﬁced for options that
are less attractive and easy. That is what Stan
discovers when he switches his electric
lawnmower for a push-mower, or when he
collects rainwater for his plants. Yet, he is
determined to reduce his carbon footprint
and his family’s use of natural resources.

nutrient pollution per burger

GHG emissions per
4-person family

Doug, his neighbour, is anything but
sustainable and consumes to his heart’s
content…. His life looks easier, ﬂashier and
even more fun.
What Stan doesn’t realise is that there are ways of being environmentally friendly and having time to
enjoy life. Stan’s daughter Samantha encourages him to ﬁnd #SolveDifferent solutions by thinking
innovatively when she brings home a goat to mow their lawn.
And now YOU ﬁnd your GOAT and #SolveDifferent.”
www.unenvironment.org/news-and-stories/video/solvedifferent-ﬁnd-your-goat
total material requirement of a car
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Takes a positive,
#SolveDifferent: Find Your
Goat – UN
solutions-oriented

nutrient pollution per burger
Accessible
video format

approach

“Leading a sustainable lifestyle can be difﬁcult.
Many luxuries are sacriﬁced for options that
are less attractive and easy. That is what Stan
discovers when he switches his electric
lawnmower for a push-mower, or when he
collects rainwater for his plants. Yet, he is
determined to reduce his carbon footprint
and his family’s use of natural resources.
Employs humor
Doug,
his neighbour, is anything but
and creativity
sustainable and consumes to his heart’s
content…. His life looks easier, ﬂashier and
even more fun.

GHG emissions per
4-person family

Creates a contrast
and tells a personal
story in the context
of bigger-picture
challenges

What Stan doesn’t realise is that there are ways of being environmentally friendly and having time to
enjoy life. Stan’s daughter Samantha encourages him to ﬁnd #SolveDifferent solutions by thinking
innovatively when she brings home a goat to mow their lawn.
And now YOU ﬁnd your GOAT and #SolveDifferent.”

Easily
shareable on
social media

www.unenvironment.org/news-and-stories/video/solvedifferent-ﬁnd-your-goat
total material requirement of a car

37

1.5 Degree Lifestyle Puzzle – D-mat ltd; SITRA, Finland
● An activity designed to help consumers (in groups or as individuals) visualize pathways to decrease their
footprints and achieve a sustainable (1.5 degree) lifestyle by 2030.
● Helps people discover alternatives to their individual pain points (e.g., meat consumption or air travel).
● Points to areas that may be easier vs. harder to shift (e.g., availability of public transit).
Designed by Michael Lettenmeier, Sonja Nielsen & Viivi Toivio

www.aalto.ﬁ/sites/g/ﬁles/ﬂghsv161/ﬁles/2020-03/Lettenmeier_200302.pdf

https://d-mat.ﬁ/en/what-we-do/#puzzle
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Shows the big picture
of how various habits
add up to a “lifestyle”

1.5 Degree Lifestyle Puzzle – D-mat ltd; SITRA, Finland

● An activity designed to help consumers (in Acknowledges
groups or as individuals) visualize pathways to decrease their
footprints and achieve a sustainable (1.5 degree)
difﬁcultlifestyle
choices by 2030.
● Helps people discover alternatives to their individual pain points (e.g., meat consumption or air travel).
● Points to areas that may be easier vs. harder to shift (e.g., availability of public transit).
Focuses on
footprint science
and achieving the
1.5 degree goal

Designed by Michael Lettenmeier, Sonja Nielsen & Viivi Toivio
Reveals options to
select an impactful
set of actions to
achieve 1.5 degree
lifestyles and to
spread out actions
over time

www.aalto.ﬁ/sites/g/ﬁles/ﬂghsv161/ﬁles/2020-03/Lettenmeier_200302.pdf

Interactive activity
designed to
inspire deep
thinking about
lifestyle choices

https://d-mat.ﬁ/en/what-we-do/#puzzle
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7 Day Challenge – Vietnam
The challenge aims to encourage innovation
and awareness about lifestyle choices that
contribute to sustainability.
It involves small but sustainable changes that
participants make in their daily routines.
As the number of participants grows, the
challenge will contribute to a greater public
awareness about climate change and in time
reduce individual carbon footprints.

1. Pick challenges in the categories
EAT, MOVE and LIVE.
2. Create and share a daily schedule of
the smart choices you’ll undertake.
3. Follow through with your choices
and update them on the app or social
media for the Challenge.
4. Take a photo of each smart choice
and post it to social media with the
hashtag 7DayChallengeVN.

www.swedenabroad.se/es/em
bajada/vietnam-hanoi/current/
calendar/7-day-challenge
40

7 Day Challenge – Vietnam
Takes a challenge
approach to get
people to trial new
habits in their own
challenge
aims to encourage
lives and routines

Focuses on three
action areas but
1. Pick challenges
in choice
the categories
provides
EAT, MOVE
and LIVE.
within
them

The
innovation
and awareness about lifestyle choices that
contribute to sustainability.
It involves small but sustainable changes that
participants make in their daily routines.
As the number of participants grows, the
challenge will contribute to a greater public
awareness about climate change and in time
reduce individual carbon footprints.
Acknowledges scale
– that individual
actions add up!

2. Create and share a daily schedule of
the smart choices you’ll undertake.
Emphasizes
the positive
beneﬁts

3. Follow through with your choices
and update them on the app or social
media for the Challenge.
4. Take a photo of each smart choice
and post it to social media with the
hashtag 7DayChallengeVN.

www.swedenabroad.se/es/em
Involves
active
bajada/vietnam-hanoi/current/
participation via
socialcalendar/7-day-challenge
media
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And Beauty for All – US

www.andbeautyforall.org

● “in the quest for wealth and growth we may overlook the
human need for beauty.”
● “Working to restore beautiful landscapes and create
beautiful places is a non-partisan cause that can bring
us together and build community in polarizing times."
● "We believe all Americans appreciate beauty,
regardless of their political views, origin, economic status
or creed.”
● “We recognize the inequalities still inherent in our access to beauty and seek to extend
opportunities to experience beauty to all who share this country.”
● “We commit ourselves to passing on a more beautiful America to our children and theirs and we
seek a renewed stirring of love for our land.”
42

And Beauty for All – US

Appeals to the
universal value of
beauty

www.andbeautyforall.org

● “in the quest for wealth and growth we may overlook the
human need for beauty.”
Seeks to
● “Working to restore beautiful landscapes and create
beautiful places is a non-partisan cause that can bring
us together and build community in polarizing times."

engage more
conservative
audiences

● "We believe all Americans appreciate beauty,
regardless of their political views, origin, economic status
or creed.”
Language of equity
and inclusion

● “We recognize the inequalities still inherent in our access to beauty and seek to extend
opportunities to experience beauty to all who share this country.”

Images of
beauty and
diversity

● “We commit ourselves to passing on a more beautiful America to our children and theirs and we
seek a renewed stirring of love for our land.”
Appeals to intergenerational
equity and patriotism
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Better Buying Lab – WRI, US

nutrient pollution per burger

Cutting-edge strategies to enable consumers to
buy and consume more sustainable foods.
How food is described inﬂuences what people choose,
and many plant-based dishes have names that are not
appealing to people who normally eat meat.

www.wri.org/our-work/project/better-buying-lab
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Better Buying Lab – WRI, US

nutrient pollution per burger

Cutting-edge strategies to enable consumers to
buy and consume more sustainable foods.

Strong focus on
language and
How food is described inﬂuences what people choose,
messaging

and many plant-based dishes have names that are not
appealing to people who normally eat meat.
Targets chefs
and the food
industry

Accessible
visuals backed
by research
and science
Clear guidance
on what works
and doesn’t

Expert buy-in
and testimonials

www.wri.org/our-work/project/better-buying-lab
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Better Living App – IKEA, Sweden
“The easy way to make your everyday habits more
sustainable – at home or at work.”
EARN ACHIEVEMENTS • BE SOCIAL • TRACK YOUR PROGRESS

● Organises sustainability tips into Actions
that you log in the app when you do them
in real life.
● Learn more about each Action with
easy-to-understand impact stats,
bonuses, how-to videos, and helpful
links.
● Compete in Challenges and help your
team win cool prizes.
● Encourage your friends by sharing how
you're making a difference and following
what they're up to in the Feed.
● Track your impact with your career stats
as you ﬁll your Trophy Case.
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Better Living App – IKEA, Sweden
“The easy way to make your everyday habits more
sustainable – at home or at work.”
A platform that

EARN ACHIEVEMENTS • BE SOCIAL • TRACK YOUR PROGRESS
can quickly go ●
Easy steps that can
be tracked and
rewarded

mainstream

Meeting
people where
they’re at (on
their devices)

Organises sustainability tips into Actions
that you log in the app when you do them
in real life.

● Learn more about each Action with
easy-to-understand impact stats,
bonuses, how-to videos, and helpful
links.
● Compete in Challenges and help your
team win cool prizes.

Ability to interact
with peers and share
progress and
accomplishments

● Encourage your friends by sharing how
you're making a difference and following
what they're up to in the Feed.
Challenges
and rewards

● Track your impact with your career stats
as you ﬁll your Trophy Case.
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Better Living App –
IKEA, Sweden
DISCOVER ⇢

JOIN

⇢

FOLLOW

⇢

TENSION: Links users to
possible products to assist
them with taking Actions.
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Better Living App –
IKEA, Sweden

Everyday images that
enable users to easily
imagine doing this
Language of
wellbeing and
contributing to
wider collective
goals

DISCOVER ⇢

JOIN

FOLLOW

⇢

A win for
everyone
Peer sharing and
reinforcement of
norms

⇢

TENSION: Links users to
possible products to assist
them with taking Actions.

Risk of focusing too
much on promoting
green products
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Bring It New York – US
“When you bring your
reusable bag or bottle
wherever you go, you’re
helping NYC cut down on
single-use plastic waste.
Those actions add up.
For example, if you carry a
reusable water bottle, you
can keep 167 plastic bottles
out of the trash every year.
Now imagine if all 8.6
million New Yorkers started
to Bring It!”
https://bringit.nyc
50

Highlights authentic
New York culture and
targets a diverse
audience

A simple focus
on just two
actions:

Bring It New York – US

Individual
actions
add up
Graphics appeal to
economic savings
and a better future

“When you bring your
reusable bag or bottle
wherever you go, you’re
helping NYC cut down on
single-use plastic waste.
Those actions add up.
For example, if you carry a
reusable water bottle, you
can keep 167 plastic bottles
out of the trash every year.
Now imagine if all 8.6
million New Yorkers started
to Bring It!”
Meets people in
https://bringit.nyc
their everyday
routines
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Bundles – Netherlands

nutrient pollution per burger

A start-up that sells subscriptions to washing
machines, tumble dryers, dishwashers, etc.
It sells “use cycles” instead of machines.
GHG emissions per
4-person family

How It Works:
●

Bundles leases a high-efﬁciency machine to the customer,
and a device is attached to enable monitoring of use, etc..

●

The Wash-App displays statistics on the overall cost of the
washing, including energy, water and detergent consumption.

●

The app has tips to reduce costs and gives feedback on the
effect of different sorting, dosing and programming schemes.

●

This reduces user costs and extends the lifetime of the machine.

●

To stimulate ‘good behaviour’, customers who use the machine
optimally are rewarded with a reduced monthly fee.

●

Bundles is responsible for installing, maintaining and repairing
the machine, as well as replacing it if outdated or broken.
GHG emissions to produce iced coffee

“In a circular
economy, only the
best appliances will
be used and reused.”

The circular theory

bundles.nl/en

Pay for performance instead of ownership. That is
one of the most important principles in the circular
economy. This will stimulate manufacturers to
make appliances that last longer and can be
repaired. That’s what we believe.
total material requirement of a car
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nutrient pollution per burger

Bundles – Netherlands

Thinks outside the box by
focusing on providing a
service rather than ‘stuff’.

A start-up that sells subscriptions to washing
machines, tumble dryers, dishwashers, etc.
It sells “use cycles” instead of machines.
Emphasizes beneﬁts
and provides incentives
How It Works:
for positive behaviour
change
● Bundles leases a high-efﬁciency machine
to the customer,

and a device is attached to enable monitoring of use, etc..

●

The Wash-App displays statistics on the overall cost of the
washing, including energy, water and detergent consumption.

●

The app has tips to reduce costs and gives feedback on the
effect of different sorting, dosing and programming schemes.

●

This reduces user costs and extends the lifetime of the machine.

●

To stimulate ‘good behaviour’, customers who use the machine
optimally are rewarded with a reduced monthly fee.

●

Bundles is responsible for installing, maintaining and repairing
the machine, as well as replacing it if outdated or broken.
GHG emissions to produce iced coffee

Anyone can do it
– and it’s easy!
GHG emissions per
4-person family

“In a circular
economy, only the
best appliances will
be used and reused.”

Demonstrating that a
different future (and
economy) is possible

Individual change
leading to
systemic change

The circular theory

bundles.nl/en

Pay for performance instead of ownership. That is
one of the most important principles in the circular
economy. This will stimulate manufacturers to
make appliances that last longer and can be
repaired. That’s what we believe.
total material requirement of a car
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China Dream – JUCCCE, China

nutrient pollution per burger

“The China Dream cannot be the Kim Kardashian dream.
More houses, more steaks, more rings, more things for me…
simply cannot work for we.”

.
● Worked with a PR ﬁrm and
storytellers to brand the China
Dream and create the narrative.

GHG emissions per
4-person family

● Replaced sustainability jargon with
culturally relevant and appealing
language about a ‘Happy and
Harmonious’ lifestyle.
● Created a visual lexicon to make the
dream ‘tangible and irresistible’.

www.juccce.org/chinadream
GHG emissions to produce iced
coffee

total material requirement of a car 54
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China Dream – JUCCCE, China

nutrient pollution per burger

“The China Dream cannot be the Kim Kardashian dream.
More houses, more steaks, more rings, more things for me…
simply cannot work for we.”

.

Focuses on shifting
the narrative

● Worked with a PR ﬁrm and
storytellers to brand the China
Dream and create the narrative.
Culturally
relevant
language
and framing

Reimagines
prosperity and
changing
GHG emissions per
social
normsfamily
4-person

● Replaced sustainability jargon with
culturally relevant and appealing
language about a ‘Happy and
Harmonious’ lifestyle.
● Created a visual lexicon to make the
dream ‘tangible and irresistible’.

Points to a better future,
Emphasizes
while appealing to
equity and
patriotism
inclusion
www.juccce.org/chinadream
GHG emissions to produce iced
coffee

total material requirement of a car 55

55

China Dream – JUCCCE, China
Importance of
language, storytelling,
cultural relevance

nutrient pollution per burger

“How do we make this new Dream come alive?
By telling a different story and using communication arts.

To cross the chasm we must change a polarizing conversation on environment to a
GHG emissions per
broader conversation on prosperity. Aspiration is more compelling than fearmongering...
4-person family
Impenetrable sustainability jargons such as circular economy, ecological civilization,
low carbon transport, eco cities, transit oriented design, upcycle, collaborative
consumption, or harmonious society need to be thrown out the door.
Instead we must use the everyday language of everyday people that speaks to
people’s hearts, and not just their heads.
We need to understand the cultural shading of each region to voice this new prosperity.
In China, personal prosperity means safe food, air, and water; vibrant living; liveable
communities; and opportunities to advance while respecting our past.”
GHG emissions to produce iced coffee
www.oneplanetnetwork.org/sites/default/ﬁles/china_dream_initiative.pdf
total material requirement of a car
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nutrient pollution per burger

Clean Up Your Act – Extinction Rebellion, UK

Challenging people to make
two pledges: to question our
current ﬁnancial system and to
divest from non-sustainable and
non-responsible banking
solutions.

GHG emissions per
4-person family

www.cleanupyouract.org.uk
GHG emissions to produce iced coffee

total material requirement of a car
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nutrient pollutionTestimonials
per burger
from real
people who
have done it

Acknowledges
urgency without
feeding despair

Two simple
Clean Up Your Act – Extinction
UK
callsRebellion,
to action

Challenging people to make
two pledges: to question our
current ﬁnancial system and to
divest from non-sustainable and
non-responsible banking
solutions.

Focuses on shifting
everyday choices in
the areas of money
and banking

GHG emissions per
4-person family

Individual
action leading
to systemic
change

www.cleanupyouract.org.uk
GHG emissions to produce iced coffee

total material requirement of a car
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Cool Congregations – US
●

Certiﬁed Cool Congregation: recognition for 10%,
20%, 30% and 40% carbon footprint reduction.

●

How climate change disproportionately impacts
the world’s poor, and the moral obligation the
faith community has to work towards
equity/justice.

●

Affordable actions for faith communities that
have varying resources – “25 steps under $25.”

www.coolcongregations.org
59

Cool Congregations – US
●

●

Makes link
to footprint
reductions

Certiﬁed Cool Congregation: recognition for 10%,
20%, 30% and 40% carbon footprint reduction.
Uses images of everyday
people and communities
disproportionately
impacts
making a difference

How climate change
the world’s poor, and the moral obligation the
faith community has to work towards
equity/justice.

Appeals to equity,
morality, faith, justice

●

Affordable actions for faith communities that
have varying resources – “25 steps under $25.”
Targets diverse audiences:
idea that sustainability shouldn’t
www.coolcongregations.org
just be for the wealthy

A checklist of
actions tied to
measurement
of impact
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DearTomorrow – Global
letters • photo promises • videos
A legacy storytelling project where
people write climate messages to
those they love living in the future.

To inspire deeper thinking
and bold climate action,
messages are shared and
ampliﬁed through:

“I want to be able to look you in the
eye and say, ‘When I became aware
of the existential threat of climate
change, I did all I could.’”

www.deartomorrow.org

"I work on climate
because I love you."

●
●
●
●

the website
social media
community events
public art
61

DearTomorrow – Global

Interactive and
participatory

letters • photo promises • videos
A legacy storytelling project where
people write climate messages to
those they love living in the future.

Uses art and
creativity for
engagement

Easily
shareable on
social media

“I want to be able to look you in the
eye and say, ‘When I became aware
of the existential threat of climate
change, I did all I could.’”

www.deartomorrow.org

Focuses on future
generations
(intergenerational
equity)

To inspire deeper thinking
and bold climate action,
messages are shared and
Reﬂective, deep,ampliﬁed through:
emotional hook –
●
personalizes
●
climate

"I work on climate
because I love you."

●
●

the website
social media
community events
public art
130

Drop It – United Arab Emirates
● Unites individuals and the business
community in rethinking single-use
plastic consumption – bottling their
own water for use at home, in ofﬁces
and in public areas.
● Expanded to empower youth ages
11-22
● By becoming a Drop It Youth
ambassador, students can inspire
sustainable living practices in their
schools and in their communities,
https://goumbook.com/drop-it
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Drop It – United Arab Emirates
● Unites individuals and the business
community in rethinking single-use
plastic consumption – bottling their
own water forTargets
use atahome,
in ofﬁces
youth
audience
and in public areas.

Intriguing
graphics

● Expanded to empower youth ages
11-22
● By becoming a Drop It Youth
ambassador, students can inspire
sustainable living practices in their
schools and in their communities,
https://goumbook.com/drop-it

Individuals
and
collectives

Links to the
science and
provides
comparative
data
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Eco Warrior Princess – Australia

https://ecowarriorprincess.net
Eco Warrior Princess covers
the topics that matter —
environmental issues,
conservation, sustainable
fashion, conscious business,
social justice, politics,
feminism, eco beauty,
wellness, green technology —
in an analytical, intelligent
and honest way – without any
of the BS.

65

Focuses on
Eco Warrior
Princess – Australia
“what matters”
Language of
better living

Encourages personal
reﬂection about
lifestyle impacts

https://ecowarriorprincess.net
Diversity, equity
and inclusion

Eco Warrior Princess covers
the topics that matter —
environmental issues,
conservation, sustainable
fashion, conscious business,
social justice, politics,
feminism, eco beauty,
wellness, green technology —
in an analytical, intelligent
and honest way – without any
of the BS.

Uses a
knowledge-based
media approach
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For Your World – WWF UK
“It really feels like you’re ﬂoating through space.
Through all the choices you can make.”

WWF is challenging people to consider
how the choices we make every day
impact the planet – from how we live,
the food we eat, to the things we buy
and what we throw away.
● “We wanted to make an advert
that would get people’s
attention. To make people think.
About the choices they make
every day. About their world.
● We need to show there is hope –
as although we’re all part of the
problem – we’re also all part of
the solution.
● We wanted to create a powerful
emotional hook without pointing
the ﬁnger of blame at people like
you and me.”
—Claire Lowe, head of brand

www.youtube.com/watch?v=pBmLPcvTUHw
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WWF is challenging people to consider
how the choices we make every day
impact the planet – from how we live,
the food we eat, to the things we buy
and what we throw away.

For Your World – WWF UK
“It really feels like you’re ﬂoating through space.
Through all the choices you can make.”
Encourages
reﬂection
Powerful video
imagery

Uses positive,
solutions-oriented
framing
Shows scenes of beauty
and destruction, ending
with the urgent question:
“Are you for the world – or
against it?
... It’s time to decide.”

www.youtube.com/watch?v=pBmLPcvTUHw

Uses an
emotional hook

● “We wanted to make an advert
that would get people’s
attention. To make people think.
About the choices they make
every day. About their world.
● We need to show there is hope –
as although we’re all part of the
problem – we’re also all part of
the solution.
● We wanted to create a powerful
emotional hook without pointing
the ﬁnger of blame at people like
you and me.”
—Claire Lowe, head of brand
68

Generation180 – US

generation180.org/ﬂip-the-script
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Generation180 – US

Uses clever
cartoons and
humor

Appeals directly
to the everyday
person

Reframes the
issue in a
generation180.org/ﬂip-the-script
positive way

Offers a new
twist on a
relatable,
everyday scene
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Uses clever
cartoons and
humor

Offers a new
twist on a
relatable,
everyday scene

Shows diverse
communities –
anyone can do it

72

Global Ecovillage Network – Scotland
● A network of 10,000 ecovillages, from traditional
villages to rural and urban communities.
● Living laboratories experimenting with
innovative ways of integrating sustainable living
into rural and urban environments.

“Imagine a world living abundantly,
while within its limits. A world that is
regenerating rather than depleting the
environment, and where cooperation and
connection are rewarded.”

● GEN “envisions a world of empowered citizens
and communities, designing and implementing
pathways to a regenerative future, while
building bridges of hope and international
solidarity.”
● “We innovate, empower, educate, and advocate
for a regenerative world in which we can all
ﬂourish together.”
www.ecovillage.org

Catalyzing Communities for
a Regenerative World
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Appeals to a

Global
Ecovillage
Network – Scotland
diverse range
of
living situations

● A network of 10,000 ecovillages, from traditional
villages to rural and urban communities.
● Living laboratories experimenting with
innovative ways of integrating sustainable living
into rural and urban environments.
● GEN “envisions a world of empowered citizens
and communities, designing and implementing
pathways to a regenerative future, while
building bridges of hope and international
solidarity.”
● “We innovate, empower, educate, and advocate
for a regenerative world in which we can all
ﬂourish together.”
www.ecovillage.org
Individuals as part of
a collective

“Imagine a world living abundantly,
while within its limits. A world that is
regenerating rather than depleting the
environment, and where cooperation and
connection are rewarded.”

Highly
participatory,
using living
labs

Calls for abundance
while acknowledging
limits

Language of
regeneration

Catalyzing Communities for
a Regenerative World
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Gram Anubhavs – Swechha, India
●

Five-day exposure trips to rural areas for
urban school and college students in India.

●

Students visit a rural village and also
donate their labor for a service project.

●

Focus is on experiential learning, self
awareness, minimalist living, and
communication with people from different
socio-economic and cultural backgrounds.

●

Students learn from and connect with a part
of India that remains ignored or overlooked.

●

More than 5,000 students have attended
over 50 such learning expeditions.

https://swechha.in/project/gram-anubhav
GHG emissions to produce iced coffee

nutrient pollution per burger

GHG emissions per
4-person family
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nutrient pollution per burger
Shows participants that
there are MANY ways to
live sustainable lives

Gram Anubhavs – Swechha, India
●

Five-day exposure trips to rural areas for
urban school and college students in India.

●

Students visit a rural village and also
donate their labor for a service project.

Emphasizes
cultural and
economic
diversity

●

Focus is on experiential learning, self
awareness, minimalist living, and
communication with people from different
socio-economic and cultural backgrounds.

●

Students learn from and connect with a part
of India that remains ignored or overlooked.

●

More than 5,000 students have attended
over 50 such learning expeditions.

Encourages
reﬂection and action
https://swechha.in/project/gram-anubhav
among youth
GHG emissions to produce iced coffee

Speciﬁc focus on
underrepresented
voices

GHG emissions per
4-person family

Hands-on and
participatory

total material requirement of a car
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Green Monday – Hong Kong
○
Constructing
a global ecosystem of future food that combats
climate change, food insecurity, food-related illness,
planetary devastation, and animal suffering.

https://greenmonday.org

TIME FOR CHANGE
Diet Change, Not Climate Change.
We advocate practical transitions to
sustainable living by adopting
plant-based meals on Mondays.
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Green Monday – Hong Kong

Appeals to a
better future

○
Constructing
a global ecosystem of future food that combats
climate change, food insecurity, food-related illness,
planetary devastation, and animal suffering.

Encourages
commitment /
resolution

Endorsed
by a global
celebrity

Popularized
by a local
inﬂuencer

Focuses on a simple
behavioural shift
within people’s
https://greenmonday.org
weekly routines

TIME FOR CHANGE
Diet Change, Not Climate Change.
We advocate practical transitions to
sustainable living by adopting
plant-based meals on Mondays.
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Green Union – UK
“The wedding industry has traditionally operated within
the realms of luxury and excess…. While no one can be
perfect, many wedding businesses have a founding
eco-ethical ethos, or are making profound changes to
their practises…. We believe that eco-conscious and
ethical weddings should be the norm, not an
‘alternative’.

nutrient pollution per burger

GHG emissions per
4-person family

WEDDINGS… Perhaps your wedding is to be a
reﬂection of how you both already live your lives, or
maybe it’s the starting point for lasting lifestyle
changes – either way, we’re so happy that you found us!
LIFESTYLE... Because sustainability and conscious
consumerism envelopes every aspect of our lives,
both before, during, and after the wedding day!
www.greenunion.co.uk
GHG emissions to produce iced coffee
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nutrient pollution per burger

Targets the mainstream
wedding culture

Green Union – UK
“The wedding industry has traditionally operated within
the realms of luxury and excess…. While no one can be
perfect, many wedding businesses have a founding
eco-ethical ethos, or are making profound changes to
their practises…. We believe that eco-conscious and
ethical weddings should be the norm, not an
‘alternative’.
Recognizes
that
lifestyles are dynamic

Focuses on a
key period of
life transition

GHG emissions per
4-person family
Aims to shift
social norms

WEDDINGS… Perhaps your wedding is to be a
reﬂection of how you both already live your lives, or
maybe it’s the starting point for lasting lifestyle
changes – either way, we’re so happy that you found us!
LIFESTYLE... Because sustainability and conscious
consumerism envelopes every aspect of our lives,
both before, during, and after the wedding day!

GHG emissions to produce iced coffee

Encourages people to
think beyond just the
www.greenunion.co.uk
wedding day
80

Green Zhejiang – China

nutrient pollution per burger

“Our mission is a healthy lifestyle and
information disclosure for a cleaner world.“
Ecological community activities:
Smart Greenhouse: an intelligent recycling
system allows kitchen waste to be processed
into organic fertilizer on the spot. Citizens earn
carbon credits they can use for community
parking and supermarket expenses.
ReStores: resource recycling stores offer
craftsman activities and employ disabled
persons and those serving sentences.
ReClothing: cute panda receptacles “eat”
used clothes, shoes and household textiles,
which are then recycled into gloves, scarves,
carpets, mops, etc. for groups in need.
Soap: restaurant waste oil is recycled into soap.

total material requirement of a car
www.facebook.com/greenzhejiangchina
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nutrient pollution per burger
Targets youth
and families

Focuses on individual
and societal health and
wellbeing

Green Zhejiang – China

“Our mission is a healthy lifestyle and
information disclosure for a cleaner world.“
Ecological community activities:
Smart Greenhouse: an intelligent recycling
system allows kitchen waste to be processed
into organic fertilizer on the spot. Citizens earn
carbon credits they can use for community
parking and supermarket expenses.
ReStores: resource recycling stores offer
craftsman activities and employ disabled
persons and those serving sentences.
ReClothing: cute panda receptacles “eat”
used clothes, shoes and household textiles,
which are then recycled into gloves, scarves,
carpets, mops, etc. for groups in need.
Soap: restaurant waste oil is recycled into soap.

Offers positive
incentives for
behaviour change

Prioritizes
inclusivity and
social justice

Uses culturally
relevant symbols
and language

total material requirement of a car
www.facebook.com/greenzhejiangchina
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Ground-Up Initiative – Singapore
●

Kampung Kampus is a low-carbon footprint
community on 2.6 hectares in Yishun, Singapore.
Teaches skills in farming, cooking, carpentry, etc.

●

Aims to be a role model in sustainable living and
a School of Life; nurturing an eco-conscious
community with the mind, the hands and the
heart to be stewards of a more sustainable and
happier future.

●

“GUI is...a place to connect and heal. You come
here to learn to connect with yourself then to
those around you.”

●

“People who come here find comfort, peace and
clarity. They find purpose and meaning…. You
learn to care. You learn what is important to you
and how to build towards it, to speak up for it.”
GHG emissions to produce iced coffee

nutrient pollution per burger
“We
want to see a 5G society:
Gracious, Green, Giving,
Grounded and Grateful”

GHG emissions per
4-person family

https://groundupinitiative.org

total material requirement of a car
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Ground-Up Initiative – Singapore
Incorporates
understanding of
the footprint

●

Kampung Kampus is a low-carbon footprint
community on 2.6 hectares in Yishun, Singapore.
Teaches skills in farming, cooking, carpentry, etc.

●

Aims to be a role model in sustainable living and
a School of Life; nurturing an eco-conscious
community with the mind, the hands and the
heart to be stewards of a more sustainable and
happier future.

●

“GUI is...a place to connect and heal. You come
here to learn to connect with yourself then to
those around you.”

●

“People who come here find comfort, peace and
clarity. They find purpose and meaning…. You
learn to care. You learn what is important to you
and how to build towards it, to speak up for it.”
GHG emissions to produce iced coffee

nutrient pollution per burger
“We
want to see a 5G society:
Gracious, Green, Giving,
Grounded and Grateful”
Appeals
to values

GHG emissions per
4-person family

Encourages
active
reﬂection

Language of
healing and
connection

Focuses on personal
aspirations and
“what matters”

https://groundupinitiative.org

total material requirement of a car
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Handprint – India
“While the Footprint is a measure of human
pressure on earth’s resources, the Handprint
is a measure of what we can do individually,
and together, to restore the balance between
consumption and the planet’s carrying capacity.
The Handprint concept captures the energy
which young people see in themselves and
desire to do things for a better future.

nutrient pollution per burger

GHG emissions per
4-person family

Handprint is positive action, commitment,
measurement; it means connecting – joining
hands, a symbol of care and it’s inspiring.
Actions required for combating environmental
issues including climate change are actually to
do with everything we do, the way we live, eat,
waste things, read, shop and consume.”
www.handprint.in
GHG
emissions to produce iced coffee

total material requirement of a car
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nutrient pollution per burger

Clever adaptation
of the footprint
concept

Handprint – India

“While the Footprint is a measure of human
pressure on earth’s resources, the Handprint
is a measure of what we can do individually,
and together, to restore the balance between
consumption and the planet’s carrying capacity.
The Handprint concept captures the energy
which young people see in themselves and
desire to do things for a better future.
Handprint is positive action, commitment,
measurement; it means connecting – joining
hands, a symbol of care and it’s inspiring.

Language of
connection
and caring

Actions required for combating environmental
issues including climate change are actually to
do with everything we do, the way we live, eat,
waste things, read, shop and consume.”
A holistic
understanding
www.handprint.in
GHG
emissions to produce
iced coffee
of lifestyles

GHG emissions per
4-person family
Culturally
appropriate
messaging

Global reach
and connection
to UN goals

total material requirement of a car
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Intersectional Environmentalist – US

nutrient pollution per burger

“We’re committed to dismantling systems of oppression and
the whitewashed narrative of environmentalism.”
“[F]ar too often, BIPOC communities have been left out of the
conversation, despite being the most harmed by the negative
effects of climate change. The only way we can tackle this issue
is by decolonizing fashion and elevating the voices of folks that
have been traditionally ignored by the fashion industry, and
within the sustainability movement in general.

GHG emissions per
4-person family

www.intersectional
environmentalist.com

The major tenets of sustainability have always been a part and
parcel for most of us in BIPOC communities. Reducing and
reusing has been a way of life for many generations, long before
they became the often forgotten phrases in the waste reduction
hierarchy. Building upon this ancestral experience… is imperative
if we intend on
changing
for iced
the better.”
GHG
emissionsfashion
to produce
coffee

total material requirement of a car
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Intersectional Environmentalist – US

nutrient pollution per burger
Focuses on diversity
and inclusion in
fashion agriculture,
education, waste, etc.

Rewriting the
narrative

“We’re committed to dismantling systems of oppression and
the whitewashed narrative of environmentalism.”
“[F]ar too often, BIPOC communities have been left out of the
conversation, despite being the most harmed by the negative
effects of climate change. The only way we can tackle this issue
is by decolonizing fashion and elevating the voices of folks that
have been traditionally ignored by the fashion industry, and
within the sustainability movement in general.
Lifts up voices
that have long
been ignored

GHG emissions per
4-person family

Relevant to current events:
founder Leah Thomas
gained ~100K
followers in
www.intersectional
two weeks
due to Black
environmentalist.com
Lives Matter and was
featured in Vogue.

The major tenets of sustainability have always been a part and
parcel for most of us in BIPOC communities. Reducing and
reusing has been a way of life for many generations, long before
they became the often forgotten phrases in the waste reduction
hierarchy. Building upon this ancestral experience… is imperative
if we intend on
changing
for iced
the better.”
GHG
emissionsfashion
to produce
coffee

Afﬁrms existing,
traditional practices
of sustainable living

total material requirement of a car
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LCAart – Northeastern University, USA

nutrient pollution per burger

Translates life cycle assessment data, which is often
difﬁcult to visualize, into images of everyday life.
www.lcaart.com
GHG emissions per
4-person family

GHG emissions to produce iced coffee

total material requirement of a car
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LCAart – Northeastern University, USA

nutrient pollution per burger

Translates life cycle assessment data, which is often
difﬁcult to visualize, into images of everyday life.

Shows
images of
relatable
everyday
activities

www.lcaart.com
Uses clear,
provocative
visuals

GHG emissions to produce iced coffee

Tied to the
ecological
footprint, but
not in an overtly
statistical way

GHG emissions per
4-person family

Conveys the
point regardless
of the language
of the viewer

total material requirement of a car
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Lighter Footprint App – Canada

www.lighterfootprint.org

91

Easily accessed
via smartphone

Lighter Footprint App – Canada
Connects “better
living” to reducing
one’s footprint

Appealing
graphics and
an engaging
approach

Links everyday
choices directly
to the footprint
science from
the ecoCity
footprint tool
Incorporates challenges
and check-ins to
motivate and sustain
behaviour changes

Designed for
multiple audiences
and peer networks

www.lighterfootprint.org
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Live Lagom – IKEA, Sweden

www.hubbub.org.uk/live-lagom

● Three-year collaboration between Hubbub (UK) and IKEA to explore how the power of
community alongside tailored support can inspire people to live more sustainably at home.
● “Living Lagom” is a philosophy for living well: it is all about not denying what you love,
while not taking more than you need.

93

Live Lagom – IKEA, Sweden

www.hubbub.org.uk/live-lagom
It’s not about

or
● Three-year collaboration between Hubbub (UK) and IKEA to explore how the sacriﬁce
power of
Ongoing
giving
engagement,
community alongside tailored support can inspire people to live more sustainably
at home.
something up
not one-off
actions

● “Living Lagom” is a philosophy for living well: it is all about not denying what you love,
while not taking more than you need.
Promotes a
philosophy and
holistic lifestyle
rather than
single-area action

Individual
actions
add up!

Creating a community

Idea of sufﬁciency,
enough

Idea of equity
within the
limits of the
planet
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Live Lagom – IKEA, Sweden
Impacts:
● 1,500 Lagomers that took part demonstrated a marked
behaviour change towards consuming less, including:
switching to LEDs, reducing tumble drying, washing at
lower temps, cutting food waste through planning,
learning new skills like sewing, upcycling, growing.
● Lagomers reported saving hundreds on bills and feeling
happier and more in control of their lives.
● #LiveLAGOM has reached over 26 million unique
users.

www.hubbub.org.uk/live-lagom
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Live Lagom – IKEA, Sweden
Impacts:

Measurable
impact

Shows how
other people
have already
done it – and
succeeded

● 1,500 Lagomers that took part demonstrated a marked
behaviour change towards consuming less, including:
switching to LEDs, reducing tumble drying, washing at
lower temps, cutting food waste through planning,
learning new skills like sewing, upcycling, growing.

It doesn’t have to
be about buying
something

Co-beneﬁts include cost
savings, wellbeing, sense
of control

● Lagomers reported saving hundreds on bills and feeling
happier and more in control of their lives.
● #LiveLAGOM has reached over 26 million unique
Using social media to
users.
appeal to a mainstream
audience

www.hubbub.org.uk/live-lagom
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Live Well – Wen, UK
●

Popular course explores, in a practical
way, how our diet and lifestyles has
an impact on the planet.

●

Attendees learn and try new plant
based recipes, spend time in the
community garden and enjoy a
delicious lunch.

●

Live Well courses aim to grow
community cohesion, sustain equal
rights and open possibilities for
residents living in disadvantaged or
poor conditions in the London Borough
of Tower Hamlets.

●

“Nature can play an important role in
mental health, reducing depression,
anxiety and stress.”
GHG emissions to produce iced coffee

Feminist values

GHG emissions per
4-person family

www.wen.org.uk/our-work/nature-for-wellbeing

total material requirement of a car
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Feminist values

Live Well – Wen,
UK
Better living
framing

●

Popular course explores, in a practical
way, how our diet and lifestyles has
an impact on the planet.

●

Attendees learn and try new plant
based recipes, spend time in the
community garden and enjoy a
delicious lunch.

●

Targets
Live Well courses aim to grow
disadvantaged
community cohesion, sustain equal
communities
rights and open possibilities for
residents living in disadvantaged or
poor conditions in the London Borough
of Tower Hamlets.

●

“Nature can play an important role in
mental health, reducing depression,
anxiety and stress.”
GHG emissions to produce iced coffee

Uses a feminist
and equity lens
Participatory
approach

GHG emissions per
4-person family

Emphasizes
wellbeing and
mental health
beneﬁts

www.wen.org.uk/our-work/nature-for-wellbeing

total material requirement of a car

98

Living the Change – US

nutrient pollution per burger

“As people of faith and spirit, we are deeply grateful for the
Earth. Yet we know that nature is out of balance and feel a
responsibility to respond. We want our lives to reﬂect our
values, avoiding excess and embracing sufﬁciency.
Reducing the impact of our consumption is a spiritual
challenge. By Living the Change, we engage this struggle
with joy as part of our response to climate change.”

GHG emissions to produce iced coffee

GHG emissions per
4-person family

total material requirement of a car
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nutrient
per burger
Takes apollution
faith-based
approach to addressing
the challenge

Living the Change – US
Language of values,
responsibility and sufﬁciency

“As people of faith and spirit, we are deeply grateful for the
Earth. Yet we know that nature is out of balance and feel a
responsibility to respond. We want our lives to reﬂect our
values, avoiding excess and embracing sufﬁciency.
Reducing the impact of our consumption is a spiritual
challenge. By Living the Change, we engage this struggle
with joy as part of our response to climate change.”
Uses science-based
graphics to show
lifestyle choices

Clearly states
the 1.5 degree
goal
GHG emissions to produce iced coffee

GHG emissions per
4-person family

Inclusive and interfaith

total material requirement of a car
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Living the Change – Australia (2018)
A feature-length ﬁlm that explores solutions to the global crises we
face today – solutions any one of us can be part of – through the
inspiring stories of people pioneering change in their own lives and in
their communities in order to live in a sustainable and regenerative way.
GHG emissions per
4-person family

From forest gardens to composting toilets, community supported agriculture to
timebanking, Living the Change offers ways we can rethink our approach to how we live.

GHG emissions to produce iced coffee
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Storytelling through
ﬁlm
Living the Change – Australia
(2018)

A feature-length ﬁlm that explores solutions to the global crises we
face today – solutions any one of us can be part of – through the
inspiring stories of people pioneering change in their own lives and in
their communities in order to live in a sustainable and regenerative way.
Language of
regeneration

GHG emissions per
A call for
4-person family
conversation

From forest gardens to composting toilets, community supported agriculture to
timebanking, Living the Change offers ways we can rethink our approach to how we live.

Stories of everyday
people making the
change
GHG emissions to produce iced coffee

Encourages reﬂection
and action by providing
inspiration
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“Meet Your Carbon Footprint” VR Experience – UN Environment

An immersive virtual reality experience
designed to increase global awareness
about what a climate change-friendly
(1.5 °C) lifestyle looks like.
https://youtu.be/aCu9rZvXRLg

● Takes the audience on a 5 minute journey through an
average day, observing what they eat, how they travel
and the homes they live in.
● Ends with viewers witnessing a giant 34 meter high
heaving ball illustrating the carbon footprint of an
average person in a developed country.
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“Meet Your Carbon Footprint” VR Experience – UN Environment
Reaches out to a
large, mainstream
audience

Uses comparisons to
show alternative
visions of sustainable
living
Shows images of
everyday living
and habits

An immersive virtual reality experience
designed to increase global awareness
about what a climate change-friendly
(1.5 °C) lifestyle looks like.
Based on the science,
https://youtu.be/aCu9rZvXRLg
1.5 degree
limit

● Takes the audience on a 5 minute journey through an
average day, observing what they eat, how they travel
and the homes they live in.

Focuses on●
the carbon
footprint

Ends with viewers witnessing a giant 34 meter high
heaving ball illustrating the carbon footprint of an
average person in a developed country.
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“Meet Your Carbon Footprint” VR Experience – UN Environment
“COVID has brought unprecedented disruption to how we live our lives, but
now as we move out of lockdowns, we have an opportunity to develop new
habits that can keep us within the safe limits of a
1.5 degree world. We hope that this ‘virtual reality check’ will show people
how beautiful and possible these new lifestyle choices are.”
—Ligia Noronha, Director of UNEP’s Economy Division
● A collaboration with Sony, a member
of the Playing for the Planet Alliance,
launched in 2019 with UNEP support

● 2.6 billion people play games, and
one in ﬁve gamers are under 21
● To be shared via Earth School, visited by
some 700,000 young people via
UNEP’s collaboration with TED-Ed

“Virtual reality is an extraordinary storytelling
medium for climate change – as an artist, I wanted to
design a beautiful and sometimes frightening
experience that shows the true scale of our emissions
and the impacts we should expect to see.”
—lead illustrator Martin Nebelong
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Makes
“Meet Your
Carbon Footprint” VR Experience – UN Environment
connections with
current events
Acknowledges

“COVID has brought unprecedented disruption to how we live our lives, but
planetary limits
now as we move out of lockdowns, we have an opportunity to develop new
habits that can keep us within the safe limits of a
1.5 degree world. We hope that this ‘virtual reality check’ will show people
how beautiful and possible these new lifestyle choices are.”
—Ligia Noronha, Director of UNEP’s Economy Division

●

Recognizes
value of
storytelling,
triggering
emotions

Uses positive words
A massive
like ‘safe’, ‘beautiful’,
potential
A collaboration with Sony, a member
possible
audience,
of the Playing for the Planet Alliance,
primarily youth,
“Virtual reality is an extraordinary storytelling
launched in 2019 with UNEP support
gaming
medium for climate change – as an artist, I wanted
community

● 2.6 billion people play games, and
one in ﬁve gamers are under 21

● To be shared via Earth School, visited by
some 700,000 young people via
UNEP’s collaboration with TED-Ed

to

design a beautiful and sometimes frightening
experience that shows the true scale of our emissions
and the impacts we should expect to see.”
—lead illustrator Martin Nebelong
106

Melanin And Sustainable Style /
Dominique Drakeford – US
“In a world of layered toxicity, we are proud to be a
safe space promoting non-toxic style and diversity at
the SAME DAMN TIME.”

“I rarely attend fashion shows… I’ve opted out of
what once was a dream of mine due to
understanding how this week perpetrates an
oversaturated growth of overconsumption,
waste and disposability culture.”

“I’m a thought-leader harnessing my Leo energy to
educate and disrupt un-sustainable systems while
simultaneously celebrating my Blackness.
I’ve worked alongside a myriad of companies and
organizations to further understand systems-based
thinking for a regenerative future....
I work at the intersections of sustainability and style
to heal our relationship to the Earth and spark
equitable change for economic wellbeing.
I bring fairness to storytelling by championing the
values of inclusive representation and informed
responsibility.”

melaninass.com

www.dominiquedrakeford.com
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Melanin And Sustainable Style /
Dominique Drakeford – US
“In a world of layered toxicity, we are proud to be a
safe space promoting non-toxic style and diversity at
the SAME DAMN TIME.”
“I’m a thought-leader harnessing my Leo energy to
educate and disrupt un-sustainable systems while
simultaneously celebrating my Blackness.
Individual AND
I’ve worked
systemic
changealongside

a myriad of companies and
organizations to further understand systems-based
thinking for a regenerative future....
I work at the intersections of sustainability and style
to heal our relationship to the Earth and spark
equitable change for economic wellbeing.
I bring fairness to storytelling by championing the
values of inclusive representation and informed
responsibility.”

“I rarely attend fashion shows… I’ve opted out of
what once was a dream of mine due to
understanding how this week perpetrates an
oversaturated growth of overconsumption,
waste and disposability culture.”
Explicitly lifts up the
voices and values of
Black and Indigenous
People of Color
(BIPOC)

Trying to disrupt
the inﬂuential,
mainstream
fashion industry

Strong emphasis
on healing and
regenerative
solutions

Orients around
fairness, equity
melaninass.com
and inclusion /

Uses language
the audience
will relate to
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Naked! – LUSH, Canada

www.lush.ca

“In 2007 and 2008 we got naked in our shops to spread awareness about excess packaging.
Silly? Maybe. But if our bits helped do our bit for the environment, it was worth it.”
●

We want to encourage
other retailers and
manufacturers to eliminate
unnecessary packaging, and
for consumers to do their
part by buying naked,
unpackaged products.

●

Thanks to our cheeky nude
stunts, we raised awareness
about excess packaging
through international media
coverage and good old
fashioned shock value.
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Naked! – LUSH, Canada

Very visible campaign
targeting
a mainstream
www.lush.ca
audience

“In 2007 and 2008 we got naked in our shops to spread awareness about excess packaging.
Silly? Maybe. But if our bits helped do our bit for the environment, it was worth it.”
●

●

We want to encourage
other retailers and
manufacturers to eliminate
unnecessary packaging, and
for consumers to do their
part by buying naked,
unpackaged products.

Individual AND
systemic
change

Clever use
of language

Tied directly to
easy action
solutions

Thanks to our cheeky nude
stunts, we raised awareness
about excess packaging
through international media
Uses shock value
coverage and good old
to grab attention
fashioned shock value.
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New Dream, US

“New Dream empowers individuals, communities, and organizations to transform the
ways they consume to improve well-being for people and the planet.
● We envision a world in which the values that enhance
well-being – relationships, service to others, spending
time in nature, community building, and personal
growth – are the primary drivers of societal behavior,
resulting in reduced consumption and a healthier planet.
● Our overall goal is to change behavior, attitudes, and
social norms to reduce consumption, build community,
and improve quality of life.
● We envision a society that pursues not just ‘more,’ but
more of what matters – and less of what doesn’t.”
www.newdream.org
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New Dream, US
Appealing
language

“New

Focuses on
wellbeing, quality of
life, better living,
community

Points to the
many co-beneﬁts
Dream empowers individuals, communities, and organizations to transform
the
of sustainable
ways they consume to improve well-being for people and the planet.
living

● We envision a world in which the values that enhance
well-being – relationships, service to others, spending
time in nature, community building, and personal
growth – are the primary drivers of societal behavior,
resulting in reduced consumption and a healthier planet.
● Our overall goal is to change behavior, attitudes, and
social norms to reduce consumption, build community,
and improve quality of life.
● We envision a society that pursues not just ‘more,’ but
more of what matters – and less of what doesn’t.”
www.newdream.org

Offers visions of
something better

Helps people
think about
‘what really
matters’
112

OLIO App – UK

nutrient pollution per burger

OLIO connects neighbours with each other
and with local businesses so surplus food
can be shared, not thrown away.

GHG emissions to produce iced coffee

https://olioex.com
total material requirement of a car
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OLIO App – UK

nutrient pollution per burger

OLIO connects neighbours with each other
and with local businesses so surplus food
can be shared, not thrown away.

Emphasizes equity
and accessibility

Lots of people are
already doing it!

Individual AND
systemic change
App format makes it
easy to integrate into
existing routines
GHG emissions to produce iced coffee

Measurable impact
at large scale

https://olioex.com
total material requirement of a car
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One Tonne Life – Sweden
● In 2011, an ordinary Swedish family successfully
reduced its CO2 emissions an incredible 80% – from
7 tonnes down to 1.5 tonnes per person per year.
● For six months, they lived in a climate-smart house
that produced its own energy, and used an electric car.
● A-hus, Vattenfall and Volvo, together with ICA and
Siemens, created a climate-smart life for the Lindells.
● Environmental experts from the city of Stockholm
helped calculate the family’s carbon footprint.

“Industry participants believed that with the right
know-how, the right technology and conﬁdent,
consistent behaviour it is possible for the test
family to approach the one-tonne target ﬁgure
without departing signiﬁcantlyGHG
fromemissions
its regular
per
lifestyle or standard of living.
4-person family
The necessary preconditions are there – right now!”
https://onetonnelife.com

Transport accounted for the largest reduction (up to 95%)
followed by food (84%), housing (58%) and the rest (51%).

GHG emissions to produce iced coffee

total material requirement of a car
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storytelling about an
One Tonne Life – Compelling
Sweden
everyday family making change

● In 2011, an ordinary Swedish family successfully
reduced its CO2 emissions an incredible 80% – from
7 tonnes down to 1.5 tonnes per person per year.
● For six months, they lived in a climate-smart house
that produced its own energy, and used an electric car.
● A-hus, Vattenfall and Volvo, together with ICA and
a climate-smart life for the Lindells.

Participatory,
Siemens,living
created
lab experiment

● Environmental experts from the city of Stockholm
helped calculate the family’s carbon footprint.

With the right
support, anyone
can do it – today!

“Industry participants believed that with the right
know-how, the right technology and conﬁdent,
consistent behaviour it is possible for the test
family to approach the one-tonne target ﬁgure
without departing signiﬁcantlyGHG
fromemissions
its regular
per
lifestyle or standard of living.
4-person family
The necessary preconditions are there – right now!”
You can still live a
satisfying, high-quality life

https://onetonnelife.com

Transport accounted for the largest reduction (up to 95%)
followed by food (84%), housing (58%) and the rest (51%).

Connects clearly
to the footprint
science
GHG emissions to produce iced coffee

total material requirement of a car
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Opt to Act – REI Co-op, US

www.rei.com/opt-outside

117
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Opt to Act – REI Co-op, US
Individual
actions count!

Appeals to the
“outdoors” subculture

Provides guidance
over a full year to
help embed habits

www.rei.com/opt-outside

Offers a broad
menu of possible
lifestyle actions
Individual AND
systemic change
118
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Plenitude – New Dream, US

nutrient pollution per burger

This fun animation provides a
GHG emissions per
vision of what a post-consumer
4-person family
society could look like...
...with people working fewer
hours and pursuing re-skilling,
homesteading, and small-scale
enterprises that can help
reduce the overall size and
impact of the consumer economy.
https://www.youtube.com/watch?v=
HR-YrD_KB0M&feature=emb_logo
GHG emissions to produce iced coffee

total material requirement of a car
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nutrient pollution per burger

Plenitude – New Dream, US

Emphasizes
wellbeing and
quality of life

Imagining
better futures

Creative
animation
approach

This fun animation provides a
GHG emissions per
vision of what a post-consumer
4-person family
society could look like...
...with people working fewer
hours and pursuing re-skilling,
Idea of
homesteading, and small-scale
reducing
enterprises that can help
work hours
reduce the overall size and
impact of the consumer economy.
https://www.youtube.com/watch?v=
HR-YrD_KB0M&feature=emb_logo

GHG emissions to produce iced coffee

total material requirement of a car
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Pokémon GO Earth Day Cleanup – Niantic, US / Global
Niantic = the world’s leading augmented reality company

Downloaded over
1 billion times!

Trainers [users] discover Pokémon as they explore the world around them,
getting rewards for how far they walk.
In 2019, Niantic partnered with 46 organizations in 41 countries and on 6 continents to
organize 17,000 players into cleaning squads to remove 145 tons of trash.
“By participating in these Earth Day cleanups and learning more about local NGOs,
players can have a larger impact on their communities and the health of the planet.”

Argentina

South Africa

GHG emissions to produce iced coffee

Players get game-based rewards
for attending and cleaning up

total Japan
material requirement of a car
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Potential for
large-scale impact

Pokémon GO Earth Day Cleanup – Niantic, US / Global
Appeals to a mainstream
audience of gamers

Niantic = the world’s leading augmented reality company

Downloaded over
1 billion times!

Trainers [users] discover Pokémon as they explore the world around them,
getting rewards for how far they walk.
In 2019, Niantic partnered with 46 organizations in 41 countries and on 6 continents to
organize 17,000 players into cleaning squads to remove 145 tons of trash.

Includes the added
health beneﬁts of
exercise

“By participating in these Earth Day cleanups and learning more about local NGOs,
players can have a larger impact on their communities and the health of the planet.”

Argentina

Individual
actions add up

South Africa

Players get game-based rewards
for attending and cleaning up
Offers relevant
incentives for
participating

GHG emissions to produce iced coffee

total Japan
material requirement of a car
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Possible. – UK
“Combining individual and local actions with larger systemic change, we face our climate
dread with a can-do attitude and sense of fun.”
● “If we’re going to move at the speed required – and
if we’re going to ensure the new world we build is a
fair one – people and communities have to be involved.”
● “Politicians, corporations and other established
institutions will have to play a key role too, but they
will only move fast enough once they know their
constituents and customers are on board.”
wearepossible.org
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Possible. – UK
Individual AND
systemic change

“Combining individual and local actions with larger systemic change, we face our climate
Uses images
dread with a can-do attitude and sense of fun.”
Points to
of diversity
urgency
and
equity

● “If we’re going to move at the speed required – and
if we’re going to ensure the new world we build is a
fair one – people and communities have to be involved.”
● “Politicians, corporations and other established
institutions will have to play a key role too, but they
will only move fast enough once they know their
constituents and customers are on board.”
wearepossible.org

Everyone has
a role to play

Value of talking
as a key action
area
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Post-Fossil City Contest: African Alternatives
Will the African city become ‘smart’ for the privileged few?
Or is it possible to think of a wiser and more inclusive future?

African City Today

Blake Robinson & Karl Schulschenk, created 2017
http://postfossil.city/en/ﬁnalists/african-alternatives
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Post-Fossil City Contest: African Alternatives
Will the African city become ‘smart’ for the privileged few?
Or is it possible to think of a wiser and more inclusive future?

Visions of
alternative
futures

Attractive,
thought-provoking
graphics
Focuses on
equity,
inclusivity

African City Today

Blake Robinson & Karl Schulschenk, created 2017
http://postfossil.city/en/ﬁnalists/african-alternatives
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Post-Fossil City Contest: African Alternatives
The “Smart” City
“Although the modernity and
ambition of this city stirs pride
in many residents, its promises
of a better future for all are
hollow as it does little to
improve the lives of those living
in ever-expanding slums.”
“In contrast, the wise city
represents a more inclusive
vision, centred on meeting the
needs of all income groups.
This is an egalitarian city.”

African City in 2040

The “Wise” City
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Post-Fossil City Contest: African Alternatives
Clear
graphical /
visual
contrast

The “Smart” City

“Although the modernity and
ambition of this city stirs pride
in many residents, its promises
of a better future for all are
hollow as it does little to
improve the lives of those living
in ever-expanding slums.”
Strong equity
language

“In contrast, the wise city
represents a more inclusive
vision, centred on meeting the
needs of all income groups.
This is an egalitarian city.”
The images
African City in 2040
tell the story

Technologically
“smart” but
bleak future

Appealing,
positive futures,
showing relatable
everyday life

The “Wise” City

Notice the fun
zebra stripes
for a ‘zebra
crossing’!
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Question Consumption – US / Canada
“Interested in learning more about how your
consumer habits relate to broader issues
of equity and diversity?
By questioning consumption, we can all
understand more deeply what it means to
be a consumer, and how our own choices and
actions – as well as the wider systems we're
a part of – impact other people and the planet.
The QC Stories Project wants to lift up
stories not often told about the impacts of
consumption on diverse communities.
We seek to elevate solutions and ideas,
especially from young people, about
how to create a livable future for all of us.”

Question Consumption
is a collaboration of
deep inquiry and
YOUR experiences.
medium.com/question-consumption

129

Focuses on

Question Consumption
diversity, equity– US / Canada
and inclusion

“Interested in learning more about how your
consumer habits relate to broader issues
of equity and diversity?

Features diverse
urban and rural
perspectives

Individual AND

By questioning consumption, we can all
systemic change
understand more deeply what it means to
be a consumer, and how our own choices and
actions – as well as the wider systems we're
a part of – impact other people and the planet.
The QC Stories Project wants to lift up
stories not often told about the impacts of
consumption on diverse communities.
We seek to elevate solutions and ideas,
especially from young people, about
how to create a livable future for all of us.”
Solicits stories from
young people and the
underrepresented

Question Consumption
is a collaboration of
deep inquiry and
Emphasizes
YOUR experiences.reﬂection
and inquiry

medium.com/question-consumption
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Rapid Transition Alliance – UK
“Rapid economic
transition, including
widespread behaviour
change to sustainable
lifestyles, is necessary to
live within planetary
ecological boundaries and
to limit global warming to
below 1.5 degrees.”

“We are collecting stories of change to share
and demonstrate how rapid transition has
happened in the past and to remove excuses
for inaction and show the way ahead.”

www.rapidtransition.org
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Rapid Transition Alliance – UK
“Rapid economic
transition, including
widespread behaviour
change to sustainable
lifestyles, is necessary to
live within planetary
ecological boundaries and
to limit global warming to
below 1.5 degrees.”

Focuses on
storytelling

Inspiration
for forward
progress

“We are collecting stories of change to share
and demonstrate how rapid transition has
happened in the past and to remove excuses
for inaction and show the way ahead.”
Relevant stories
linked to everyday
life, current events

Recognizes planetary
limits, 1.5 degree goal

www.rapidtransition.org
Appealing adjectives to
describe topic areas
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Repair Kopitiam – Singapore

nutrient pollution per burger

● A community repair meet-up, guided by
volunteer Repair Coaches.
● People repair simple items like broken appliances,
torn clothes, and wobbly chairs, and engage in
responsible e-waste disposal together.

GHG emissions per
4-person family

“In engaging in repair, not only is one able to hone
his technical skills, he or she will ﬁnd the value in
objects as wells as learn valuable lessons in the
process of repairing such as perseverance, discipline
and patience.”

“Spreading the joy of repair and extending the life of
your beloved items, Repair Kopitiam hopes to nurture
the value of prudence back to our society.

GHG emissions to produce iced coffee

Let’s give our faulty items a chance to serve us a
few more good years instead of mindlessly throwing
them away.”
https://repairkopitiam.sg
total material requirement of a car
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Repair Kopitiam – Singapore
● A community repair meet-up, guided by
volunteer Repair Coaches.
● People repair simple items like broken appliances,
torn clothes, and wobbly chairs, and engage in
responsible e-waste disposal together.
Emphasizes
community and
shared responsibility

nutrient pollution per burger
Focuses on
everyday
household items

Highlights the nonmaterial beneﬁts of
taking
action
GHG
emissions per
4-person family

“In engaging in repair, not only is one able to hone
his technical skills, he or she will ﬁnd the value in
objects as wells as learn valuable lessons in the
process of repairing such as perseverance, discipline
Language of
and patience.”
joy and love

“Spreading the joy of repair and extending the life of
your beloved items, Repair Kopitiam hopes to nurture
the value of prudence back to our society.
Fun and
inclusive
GHG emissions to produce iced coffee graphics

Let’s give our faulty items a chance to serve us a
few more good years instead of mindlessly throwing
them away.”
https://repairkopitiam.sg
total material requirement of a car
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Save the Food – NRDC, US

GHG emissions to produce iced coffee

nutrient pollution per burger

●

“...showcasing the wondrous life cycle of
food and the loss of resources when it
goes unconsumed.

●

Americans can learn how simple lifestyle
GHG emissions
per
changes like making shopping
lists,
4-person
family
freezing food and using leftovers
can
help
“Save The Food” and signiﬁcantly reduce
the… food individuals throw away.”

total material requirement of a car
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Save the Food – NRDC, US

nutrient pollution per burger

Balances facts and
statistics with
accessible text and
clear graphics

Interactive tools to
demonstrate
impacts

●

“...showcasing the wondrous life cycle of
food and the loss of resources when it
goes unconsumed.

●

Americans can learn how simple lifestyle
GHG emissions
per
changes like making shopping
lists,
4-person
family
freezing food and using leftovers
can
help
“Save The Food” and signiﬁcantly reduce
the… food individuals throw away.

Makes it
appealing
and easy
to take
action

A helpful calculator
that relates to everyday
decision-making

Supplies a
variety of
pre-made
shareables for
social media
GHG emissions to produce iced coffee

total material requirement of a car
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Shame Plane – Sweden

Comparative emission
reductions needed to offset
the Berlin → Cape Town
ﬂight (by lifestyle changes)
for 1 year

shameplane.com

Emissions from one
economy, round-trip
ﬂight from Berlin to
Cape Town = loss of
11.1 m2 of Arctic ice
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Shame Plane – Sweden
To enable comparison,
column adjusts up and
down depending on the
lifestyle choices selected
Ties directly to
the footprint
data

Comparative emission
reductions needed to offset
the Berlin → Cape Town
ﬂight (by lifestyle changes)
for 1 year

Focuses on doable, everyday
sustainable living choices

shameplane.com

Uses bold, accessible
visuals to show the
impact

Emissions from one
economy, round-trip
ﬂight from Berlin to
Cape Town = loss of
11.1 m2 of Arctic ice
Draws
equivalence to
a clear “loss”
that users can
visualize
138

Shareable – US

A nonproﬁt media outlet,
action network and
consultancy that empowers
people to share for a more
resilient, equitable, and
joyful world

“Our work focuses on common
good, sharing solutions while
acknowledging the broader
social and historical context
about inequities and obstacles
based on race, religion, gender,
and sexuality.
Free download:
https://www.shareable.net/
sharing-cities

We seek out examples of people
sharing across race, class, and
gender lines. We aim to reduce
prejudice by showing different
groups working together.”
www.shareable.net

139

Shareable – US

Prioritizes
diversity, equity
and inclusion

A nonproﬁt media outlet,
action network and
consultancy that empowers
people to share for a more
resilient, equitable, and
joyful world

“Our work focuses on common
good, sharing solutions while
acknowledging the broader
social and historical context
about inequities and obstacles
based on race, religion, gender,
and sexuality.

Positive
words like
“resilient’,
‘joyful’

Stories and
photos of
real people
making it
happen

Free download:
https://www.shareable.net/
sharing-cities

We seek out examples of people
sharing across race, class, and
gender lines. We aim to reduce How-to’s, with
prejudice by showing different examples of
communities
Focuses on individuals groups working together.”
engaging in
collaborative efforts

that have
already done itwww.shareable.net
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Slow Fashion Season 2020 – CollAction, UK
“Crowdacting” – getting 25,000 people
to commit to making conscious fashion
choices for a 3-month period.
“By acting as a crowd, we can be a force for
change – for ourselves, the people around us, and
the policies and industries we want to change.”

GHG emissions per
4-person family

“...aims to raise awareness about the fashion
industry and how you as a consumer play a role in
it, while providing you with a concrete action that
has real impact and brings you into a community.”
“As a consumer, you have the power to
change the industry for the better.”
“Become part of our fastest growing global
Slow Fashion Community. Let’s act together
to combat the fast fashion industry.”
GHG emissions to produce iced coffee

total material requirement of a car
www.collaction.org/crowdactions/slow-fashion-season-2020/174
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Seeks to have an
Slow Fashion Season
2020 – CollAction, UK
impact at scale

“Crowdacting” – getting 25,000 people
to commit to making conscious fashion
choices for a 3-month period.

Individual action
leading to
systemic change

“By acting as a crowd, we can be a force for
change – for ourselves, the people around us, and
the policies and industries we want to change.”

“...aims to raise awareness about the fashion
industry and how you as a consumer play a role in
it, while providing you with a concrete action that
has real impact and brings you into a community.”
“As a consumer, you have the power to
change the industry for the better.”

Messaging to
peers to broaden
participation

GHG emissions per
4-person family
People are already
committing to
making a difference!

Provides a sense
of efﬁcacy and
personal control

“Become part of our fastest growing global
Slow Fashion Community. Let’s act together
to combat the fast fashion industry.”
GHG emissions to produce iced coffee

total material requirement of a car
www.collaction.org/crowdactions/slow-fashion-season-2020/174
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Small Footprint Family – US

nutrient pollution per burger

Sustainability starts at home.
●

The choices we make
about what we consume
(or avoid consuming) are
some of the most powerful
means through which we
can live our values.

●

We believe the health of
our environment directly
correlates to the health of
the human species…. To
heal one, we must also
heal the other.

www.smallfootprintfamily.com
GHG emissions to produce iced coffee

GHG emissions per
4-person family

total material requirement of a car
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Small Footprint Family – US

nutrient pollution per burger

Aims to inspire
and empower

Sustainability starts at home.
●

●

The choices we make
about what we consume
(or avoid consuming) are
some of the most powerful
means through which we
can live our values.

Appeals
to values

We believe the health of
our environment directly
correlates to the health of
the human species…. To Connects to
heal one, we must also everyday
living choices
heal the other.

Language of connection
and healing

www.smallfootprintfamily.com
GHG emissions to produce iced coffee

GHG emissions per
4-person family
Takes a holistic
approach to
sustainable living
rather than
focusing on only
a few domains

total material requirement of a car
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SoKind Registry –
Center for Biological Diversity, US
● Encourages the giving of homemade gifts,
charitable donations, secondhand goods,
experiences, time, day-of-event help, etc.
● “Want to plan a joyful and meaningful event
that reﬂects your lifestyle and values?
● SoKind allows you to create a registry
focused less on stuff and more on family,
fun, and friends.
● Here’s to more fun and less stuff!”
● Beyond the converted: messaging to gift givers.

www.sokindregistry.org
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life transitions as
SoKind Registry – Uses
the entry point: weddings,
births, graduations,
Center for Biological
Diversity,
US
celebrations,
gifts

● Encourages the giving of homemade gifts,
charitable donations, secondhand goods,
experiences, time, day-of-event help, etc.
● “Want to plan a joyful and meaningful event
that reﬂects your lifestyle and values?
● SoKind allows you to create a registry
focused less on stuff and more on family,
fun, and friends.
● Here’s to more fun and less stuff!”

Focuses on
non-material
aspects like
time and
experiences

Showcases
examples of
real people,
real celebrations,
real choices

Emphasizes fun,
wellbeing, quality
of life

● Beyond the converted: messaging to gift givers.
Reaches a broader
audience in an
unlikely way

www.sokindregistry.org
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Stay Grounded – Austria
●

A people-powered, science-based, and
action-oriented network for 160+ member
initiatives around the world.

●

Fosters mutual support and exchange of
experiences, and campaigns for a reduction
of aviation and its negative impacts.

●

Join our efforts for a just mobility system
that works for all, now and in the future.

nutrient pollution per burger

“Air trafﬁc is a major obstacle to
climate justice.... Lots of people
cannot afford ﬂying, or are not
allowed to do so because of
restrictive migration policies.”
https://stay-grounded.org
GHG emissions to produce iced coffee
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Compares impacts
of a suite of
lifestyle choices

Stay Grounded – Austria

A people-powered, science-based, and
action-oriented network for 160+ member
Individual AND
initiatives
systemic
actionaround the world.

nutrient pollution per burger

●

●

Fosters mutual support and exchange of
experiences, and campaigns for a reduction
of aviation and its negative impacts.

●

Join our efforts for a just mobility system
that works for all, now and in the future. Connects the

issue with
current events
“Air trafﬁc is a major obstacle
to

climate justice.... Lots of people
cannot afford ﬂying, or are not
allowed to do so because of
restrictive migration policies.”

Focuses strongly
on climate equity
issues

Clear and attractive
infographics linked
directly to the
footprint science

https://stay-grounded.org
GHG emissions to produce iced coffee
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Sustainable Living Education Trust
– New Zealand

https://sustainableliving.org.nz

●

Helps you with practical and fun ways to reduce your environmental impact, such as
growing food at home. It's about simpler, less-wasteful lifestyles here in New Zealand.

●

Offers you future living skills for a healthier, lower-waste yet good quality lifestyle.

●

We can help you to understand and record your carbon footprint.

“Recent droughts and Covid-19… remind us that sustainability skills are a great platform for
resilience – households that know how to grow and store food, conserve water, stay warm in
winter and travel fuel-efﬁciently are better set up for crisis [and] reducing their living costs.”

8
‘sustainable
living’
learning
guides
149
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Sustainable Living Education Trust
– New Zealand
●

Focuses on resilience
and skill-building

https://sustainableliving.org.nz

Helps you with practical and fun ways to reduce your environmental impact, such as
growing food at home. It's about simpler, less-wasteful lifestyles here in New Zealand.
Connects to carbon
footprint
skills
for agoals
healthier,

●

Offers you future living

lower-waste yet good quality lifestyle.

●

We can help you to understand and record your carbon footprint.

Highlights relevance
to current events

“Recent droughts and Covid-19… remind us that sustainability skills are a great platform for
resilience – households that know how to grow and store food, conserve water, stay warm in
winter and travel fuel-efﬁciently are better set up for crisis [and] reducing their living costs.”

Provides easy
and practical
ways to start
taking action

Appeals to
values of
thrift
8 and
goodness

‘sustainable
living’
learning
guides

150

150

Sustainable Living Education Trust
– New Zealand
Recognizes
that lifestyles
are dynamic
and that
people’s
situations and
capacities vary.

https://sustainableliving.org.nz

“We start with easy, no-cost actions, then propose small investments
that can pay for themselves, such as alternative behaviours and energy
efﬁciency to cut power bills.
Then we move on to the bigger challenges. The bigger challenges apply
when moving home, changing a vehicle, renewing domestic appliances,
raising babies, renovating a house and deciding if and where to ﬂy
abroad.
We aim to help you move towards lower-carbon living and reduce your
waste of scarce resources, whilst enjoying a good quality of life, with
less clutter of 'stuff'.”
Emphasizes
quality of life
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The Minimalists – US
Joshua Fields Millburn & Ryan
Nicodemus help over 20 million people
live meaningful lives with less
through their website, books, podcast,
and documentary.
“Nearly a decade ago... we had achieved
everything that was supposed to make us
happy: six-ﬁgure careers, luxury cars,
oversized houses, and all the stuff to clutter
every corner of our consumer-driven lives.

www.theminimalists.com

●

“Minimalists don’t focus on having less, less, less.
We focus on making room for more: more time,
more passion, more creativity, more experiences,
more contribution, more contentment,GHG
more
freedom.
emissions
per

●

4-person family
Minimalism is the thing that gets us past
the things
so we can make room for life’s important
things—which aren’t things at all.”

And yet with all that stuff, we weren’t
satisﬁed…..
What’s worse, we didn’t have control of our
time, and thus we didn’t control our own
lives. So...we took back control using the
principlesGHG
of minimalism.”
emissions to produce iced coffee

total material requirement of a car
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The Minimalists – US

Redeﬁnes the
concept of “more”

Joshua Fields Millburn & Ryan
Nicodemus help over 20 million people
live meaningful lives with less
through their website, books, podcast,
Personal experiences
and documentary.
create a compelling
storyline

www.theminimalists.com

●

“Minimalists don’t focus on having less, less, less.
We focus on making room for more: more time,
more passion, more creativity, more experiences,
Focuses on
more contribution, more contentment,
more
freedom.
“what
matters”
GHG
emissions
per

●

4-person family
Minimalism is the thing that gets us past
the things
so we can make room for life’s important
things—which aren’t things at all.”

“Nearly a decade ago... we had achieved
everything that was supposed to make us
happy: six-ﬁgure careers, luxury cars,
oversized houses, and all the stuff to clutter
every corner of our consumer-driven lives.
Promotes the

And yet with all that stuff, we weren’tvalue of more
satisﬁed…..
control over time
What’s worse, we didn’t have control of our
time, and thus we didn’t control our own
lives. So...we took back control using the
principlesGHG
of minimalism.”
emissions to produce iced coffee

Looks beyond the
classic lifestyle
domains
total material requirement of a car

153

nutrient pollution per burger

Trash Fish – Finland

GHG emissions per
4-person family
“In addition to the traditional announcements and
posters we launched a Facebook live in which
viewers could follow life of the real trash fishes. “
“Campaign also included an interactive
game on client website in which you
collect trash fish with your cursor.”

GHG emissions to produce iced coffee

total material requirement of a car
https://kuismavaananen.myportfolio.com/pida-saaristo-siistina-ry
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nutrient pollution per burger

Trash Fish – Finland

Interactive
gaming
component
Provides resources
for sharing on social
media

GHG emissions per
4-person family

“In addition to the traditional announcements and
posters we launched a Facebook live in which
viewers could follow life of the real trash fishes. “
“Campaign also included an interactive
game on client website in which you
People wanted to
collect trash fish with your cursor.”
display the
attractive posters

Clever approach
attracted signiﬁcant
media attention
Aesthetically
appealing graphics
GHG emissions to produce iced coffee

total material requirement of a car
https://kuismavaananen.myportfolio.com/pida-saaristo-siistina-ry
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Trash Hero Thailand
Sustainable, community-based projects
that remove existing waste, and reduce
future waste by inspiring long-term
behaviour change.

nutrient pollution per burger

Designer Fah Sattayaphan’s
upcycled fashion made from
baskets, rope and ﬁshing
gear collected from weekly
beach cleanups.

GHG emissions per
4-person family

‘Gone in 1 Second’
ad campaign
Langsuan’s “waste bank” scheme, coordinated
with local temples, schools, hospitals, etc.

GHG emissions to produce iced coffee

total material requirement of a car
www.facebook.com/trashherothailand
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nutrient pollution per burger

Trash Hero Thailand
Sustainable, community-based projects
that remove existing waste, and reduce
future waste by inspiring long-term
behaviour change.
Participatory,
community
approach

Tallies and shares
the impact

Designer Fah Sattayaphan’s
upcycled fashion made from
baskets, rope and ﬁshing
gear collected from weekly
beach cleanups.

Uses clear
imagery and
few words to
convey the
message

Langsuan’s “waste bank” scheme, coordinated
with local temples, schools, hospitals, etc.
Partners with local
institutions to
broaden the reach
GHG emissions to produce iced coffee

GHG emissions per
4-person family

‘Gone in 1 Second’
ad campaign

Appeals to
mainstream
interest in
fashion

total material requirement of a car
www.facebook.com/trashherothailand
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Trash Tiki – Canada

● “a globally touring anti-waste punk pop-up”
● main audience = bartenders
● “a way of showing the craft cocktail industry that
some would-be waste ingredients could still be
used many other ways, in an open-forum
community that was non-preachy and could
actually drive inspiration in our industry.”
www.trashtikisucks.com
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Trash Tiki – Canada
Unconventional,
attention-grabbing
language

Graphics show
appealing,
positive
alternatives

● “a globally touring anti-waste punk pop-up”
● main audience = bartenders

Targets
unlikely
allies / a
subculture

● “a way of showing the craft cocktail industry that
some would-be waste ingredients could still be
used many other ways, in an open-forum
community that was non-preachy and could
actually drive inspiration in our industry.”
Individual AND
systemic change
www.trashtikisucks.com

Descriptions
make it sound
easy and fun

159

Trash Tiki – Canada
Use fresh language and
messaging to appeal to a
wider audience

“If you think about the word ‘sustainability’ it might invoke some
thoughts of that little green arrow recycling symbol or blue skies or
whatever, but rarely does it invoke any emotion.
Because it is so all encompassing, it could apply to anything from
waste to water usage to plastic bottle thickness.
So instead of using this word, we want to give the bar and cocktail
community a new language to talk about this kind of stuff with.”
160

Urban Village Project – SPACE10, Denmark
A Vision for Liveable, Sustainable and Affordable Homes
● A vision for how to design, build and share our
future homes, cities and neighbourhoods.
● Making it easier to live sustainably and affordably,
and ensuring more fulﬁlling ways of living together.

“Living a sustainable life shouldn’t feel like a
burden, but like a natural part of life.
The Urban Village Project makes living sustainably
a no-brainer by rethinking the design, management
GHG emissions per
and life cycle of our built environment.”
4-person family

● Cross-generational shared living communities.
● Shared facilities and services.
● Flexible homes for life. Multiple apartment types
instead of standard, family homes—so whether
you’re single, a family of four, a retired couple or
a group of students, you have options.

GHG emissions to produce iced coffee
https://space10.com/project/urban-village-project
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Focuses on liveability,
Urban Village Project – SPACE10,
affordability and Denmark
fulﬁlment

A Vision for Liveable, Sustainable and Affordable Homes
● A vision for how to design, build and share our
future homes, cities and neighbourhoods.
● Making it easier to live sustainably and affordably,
and ensuring more fulﬁlling ways of living together.

“Living a sustainable life shouldn’t feel like a
burden, but like a natural part of life.
The Urban Village Project makes living sustainably
a no-brainer by rethinking the design, management
GHG emissions per
and life cycle of our built environment.”
4-person family

● Cross-generational shared living communities.
● Shared facilities and services.
● Flexible homes for life. Multiple apartment types
instead of standard, family homes—so whether
you’re single, a family of four, a retired couple or
a group of students, you have options.

Better everyday
living
GHG emissions to produce iced coffee
https://space10.com/project/urban-village-project

Recognizes
that lifestyles
and life stages
are dynamic

Idea that sustainable
living should be
natural and easy

Provides inspiring
and appealing visions
of the future
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nutrient pollution per burger

Young, Wild & Living Green – C&E Center, Vietnam

PRACTICAL TRAINING FOR YOUTH LEADERS TOWARDS ECOLOGICAL LIFESTYLE (2016)
● 35 youth leaders from 8 ASEAN countries.
● Aim was to equip them with knowledge of
an ecological lifestyle, give them a chance to
practice it in a new way, and inspire them to
convey the message to their communities.
● Explored their ecological footprints, visited
green businesses and an organic farm, and
learned behaviour change models to apply.
● “The students had time to learn and share,
but all of them aimed to change awareness
and behaviors towards sustainable lifestyle.”

“I will try my best to promote sustainable
lifestyle to my friends and to respective
communities. I believe that all the knowledge
of organic agriculture, green architecture,
ecological footprint... will be more widely
available for anyone to apply”
—Khanh Trang, Vietnam

“It helped them realize
that a sustainable
lifestyle is not something
new or far away but it is
just around them, in
where they live.”
total material requirement of a car
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Young, Wild & Living Green – C&E
Center, Vietnam
Encourages
Targets a youth
PRACTICAL TRAINING
audience

FOR YOUTH LEADERS

experiential
learning to
TOWARDS
ECOLOGICAL
inspire and
motivate

● 35 youth leaders from 8 ASEAN countries.

● Aim was to equip them with knowledge of
an ecological lifestyle, give them a chance to
practice it in a new way, and inspire them to
convey the message to their communities.
● Explored their ecological footprints, visited
green businesses and an organic farm, and
learned behaviour change models to apply.
● “The students had time to learn and share,
but all of them aimed to change awareness
and behaviors towards sustainable lifestyle.”

Uses the
footprint as well
as behavioural
psychology

LIFESTYLE (2016)

Individual change
results in wider
community change

“I will try my best to promote sustainable
lifestyle to my friends and to respective
communities. I believe that all the knowledge
of organic agriculture, green architecture,
ecological footprint... will be more widely
available for anyone to apply”
—Khanh Trang, Vietnam

Makes
connections
to everyday
choices and
routines

“It helped them realize
that a sustainable
lifestyle is not something
new or far away but it is
just around them, in
where they live.”

total material requirement of a car
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Zero Waste Home – US

nutrient pollution per burger

GHG emissions per
4-person family

zerowastehome.com
GHG emissions to produce iced coffee

total material requirement of a car
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Zero Waste Home – US

nutrient pollution per burger
Bea Johnson
is a popular
inﬂuencer

Inspires people through a
personal story of everyday
sustainable living

GHG emissions per
4-person family
Experiences over stuff

Shows how you
can live a rich,
meaningful life
while generating
minimal waste
Broadens her impact
through a book, blog,
speaking tours, etc.

zerowastehome.com
GHG emissions to produce iced coffee

total material requirement of a car
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Zero Waste Iftars – Green Muslims, US
● Leftars = zero waste iftars (meal eaten
during Ramadan) based on leftovers and
reusable items.
● “Leftars follow Islamic teachings of
avoiding waste.”
● “During Ramadan, Muslims abstain from
worldly pleasures...and focus more on
prayer. We reﬂect on our actions and
evaluate whether or not they meet the
standards of pleasing God.”
www.greenmuslims.org/ramadan
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Zero Waste Iftars – Green Muslims, US
● Leftars = zero waste iftars (meal eaten
during Ramadan) based on leftovers and
reusable items.
● “Leftars follow Islamic teachings of
avoiding waste.”

Targets a speciﬁc audience of faith
practitioners

Prioritizes universal value
of waste avoidance over
environmental beneﬁt

Draws on faith
teachings to
reinforce
messaging

● “During Ramadan, Muslims abstain from
worldly pleasures...and focus more on
prayer. We reﬂect on our actions and
evaluate whether or not they meet the
Includes equity
standards of pleasing God.”
considerations

Emphasizes prayer
and reﬂection about
www.greenmuslims.org/ramadan
behaviour changes
168

Connect with us
At the Beacon, we are shining a light on bold sustainable living solutions that are
simple and possible. We offer creative strategies at the scale and impact necessary.
This Communications Scan was last updated in November 2021.
We welcome any feedback or reﬂections on either the scan or the Beacon
approach, please contact us at beacon4SL@oneearthweb.org.
Join us as we continue this journey.
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visit us at:

Beacon4SL.com

