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TOP INSIGHTS

Values and Lifestyle 

• “Environmental activism” is largely 
perceived as a dedicated lifestyle 
encompassing both one’s personal 
choices and involvement with others

• Even very environmentally conscious 
participants do not identify as 
environmental activists 

• Within each persona segment, there are 
varying degrees of environmental 
consciousness in one’s home/work 
activities, and in one’s private/public 
online activities

Enablers 

• Time and knowledge are the biggest 
obstacles to meeting one’s personal 
environ. activism goals

Motivations

• Those who might be less inclined to 
participate on their own are often inspired 
by the actions of others either online 
and/or offline to become more involved

• One’s long-term level of activism is fueled 
by knowledge of their direct impact (ex: 
changing a policy, increasing donations, 
saving trees)

Needs

• Social media is self-censoring for most, 
due to disinterest in publishing 
“controversial” environmental posts

• Information overload on the internet 
makes it difficult to find accurate and 
relevant environ. data



Method 
6 in-home and online 
interviews with 
environmentally conscious 
consumers, engagers, and 
content creators.

People 
Participants included 
educators, business owners, 
health care professionals, 
and stay-at-home parents. 

Participants were ages 20-40 
and have participated in 
environmentally conscious 
activities.  

What Participants Did 
Participants answered 
questions about their 
involvement in environmental 
causes both online and in the 
home.  

During the interview, they 
shared their most important 
environmental causes, 
motivations and behaviors, 
and information and tools 
related to their level of 
activism.

Data Collected 
1. Video recording       

capturing participants’ 
interviews 

2. Pictures demonstrating 
participants’ environmental 
activities online and in the 
home

OVERVIEW



CONSUMERS: Karen G.

Karen G.
Psychologist
Age 20-40

Deeply engrained environmental values 
from family growing up

Is an “environmental supporter” through 
daily activities: recycling, eating local foods, 
and buying second-hand clothes

Inspires husband to be more environ. 
friendly by limiting car use and electricity

Level of activism fluctuates:

“Time is a factor, having a full-time job. 
Sometimes I feel a little disenfranchised by the 
causes and activism because it feels like 
nothing does change.”

Uses iPhone recycling app, seafood app, 
and home lighting app to support causes

Reads environ. blogs to validate her views

Tries not make Facebook posts that will 
impose on others’ beliefs

*Average concern
*Below-average activism
*Target for business review look-ups



CONSUMERS: Julia W.

Julia W.
Museum Educator
Age 20-40

Values “personal closeness” causes most, 
such as local nature and parks

Believes “little behaviors add up” such as 
short showers, reusable containers, biking to 
work, and researching seafood

Volunteers monthly as a canopy tree planting 
leader

“Zero Waste Champion” at her office. 
Educates staff on appropriate compost, 
recycling, and trash sorting. 

“It’s nice to be a face for why [recycling] matters 
for some of my coworkers who don’t care as 
much.”

Uses phone in store to research products

Avoids controversial posting on Facebook 

“Liberal posts I don’t post because my mother-
in-law would see it and get upset.”

*Average concern
*Below-average activism
*Target for business review look-ups



ENGAGERS: Ruth T.

Ruth T.
Insurance Agent, SAHM
Age 20-40

Wanting her kids to have a place to live 
motivates her environmental activism

Makes sure entire family participates by 
unplugging electronics, recycling, using a 
low-flow toilet, and limiting gas and water

When making family purchases, Ruth 
researches the product’s parent company 
to check their values, in-store or at home

“We looked up Fair Trade chocolate for 
Halloween. We will just look that up on our 
phones if we’re in a store.”

Visits local food coop websites for 
trustworthy environ. data

“I don’t want to have to rely on just me to get 
information, this [site] gives you a head’s up. 
The internet is a huge place.”

Shares environmental content via FB, 
Twitter, or texting to inform others

*Slightly above-average concern
*Above-average activism if it’s easy 
*Target for acting-on-content



ENGAGERS: Brooke F.

Brooke F.
Education Program Admin
Age 20-40

History of protecting envir. as an individual 
and as a democrat campaign staffer, but 
doesn’t consider herself an activist

Participates in environmental Meetups and 
Sierra Club

Seeks science news weekly via Huffington 
Post, ProPublica, NYTimes and NPR

Struggles to find “neutral” content to 
share with more conservative family/friends 

“There’s not a lot I can find that they would 
perceive to be neutral. They think of my side as 
being biased.”

More likely to donate to campaign if her 
company does it for her. Less likely to limit  
her driving if company covers gas expenses.

“Anything that makes it automatic and easy, I’m 
more likely to do.”

Shares content via email to like-minded 
people to later engage with them offline

*Slightly above-average concern
*Above-average activism if it’s easy 
*Target for acting-on-content



CONTENT CREATORS: Sara P.

Sara P.
Founder of Organic Clothing Co.
Age 20-40

Runs organic cotton clothing company, 
inspired by her interest in sustainability

Identifies as an environmental activist 
because her vegan lifestyle supports her 
beliefs and she engages others in 
activism

“The number one way you can be an activist 
is by your diet. Day-to-day, I try to use 
permanent objects and grey water, I try to 
walk and use my bike, I recycle.”

Struggles to know which causes, 
opinions, and orgs are credible

Has difficulty knowing if/when she 
makes an impact on FB or Twitter, 
unless someone tells her directly 

Wishes there were more incentives for 
being green

“Being eco-friendly is expensive and you 
don’t get anything back for it.”

*High concern
*High activism
*Target for content creation



CONTENT CREATORS: Hannah

Hannah H.
Forensic Clinician, Volunteer
Age 20-40

Works in mental health to help heal adults 
through animal care. Volunteers with horse 
therapy and elephant rescue orgs.

Identifies as animal rights activist, not envir. 
activist. Not strict with making envir. 
choices daily, but does what she can.

“By finding homes for animals […] I do my 
part. I’m guilty of throwing things out. It’s a full-
time job to be green.”

Posts to FB about animal rights and equine 
therapy to raise awareness and inspire 
others. However, compelling content 
stays offline due to client confidentiality.

“I see how animals can heal people and I live it 
every day. The success is in their faces, to see 
them get to ride a horse […] People don’t get 
to see how amazing it is and that’s sad.”

Wants to know the direct use of her org. 
donations, what % of money goes where.

*High concern
*High activism
*Target for content creation



ENVIRONMENTAL ACTIVISTS: MAIN VALUE

Consumer 
• Stays informed in 

order to be up-to-date 
on latest 
developments

• Adopts 
environmentally 
conscious behaviors 
that still allow 
maintaining a 
comfortable quality       
of life

Engager 
• Spreads awareness of 

causes online and/or 
offline

• Looks beyond headlines for 
trustworthy info

• Wants others to access 
and learn important 
information

• Influences and is 
influenced by others’ 
involvement

Content Creator 
• Drives causes and 

campaigns through 
direct participation

• Makes an effort to 
support environmental 
causes whenever 
possible both online 
and offline

“Activism is about getting 
others involved and inspired 
about it.”  – Hannah

“The more I read, the more I 
understand.”  – Ruth

“I rarely write a comment,              
I just like to consume it.”                                      
– Karen



ENVIRONMENTAL ACTIVISTS: ATTITUDES AND BELIEFS

Consumer 
• Views an envriron. 

conscious lifestyle as a 
personal choice

• Believes some opinions are 
best kept private

• Feels a duty to regularly 
read the news to form own 
beliefs

• Disinterested in changing 
others’ attitudes online

• Is wary of extremists

Engager 
• Sees a responsibility to 

spread important 
information

• Optimistic about ability to 
positively influence and 
inspire others

• Believes internet 
empowers people to make 
smarter day-to-day 
choices

Content Creator 
• Believes one’s lifestyle 

represents one’s 
values

• Deeply concerned about 
“green washing” and 
accidentally supporting 
the wrong cause

• Sees their individual 
actions making a global 
difference

“Environmental activism 
means living what you’re 
talking every day.”                          
– Sara

“I try to live my life as an 
example to other people. 
Maybe if they see me do that, 
they’ll do that.”                          
– Ruth

“When it comes to any set of 
beliefs, some people take it too 
far.”  – Julia



ENVIRONMENTAL ACTIVISTS: BEHAVIORS AND ACTIVITIES

Consumer
• Seeks out various 

media channels weekly 
to learn and gather 
information

• Shares limited content 
online, usually with like-
minded people. 

• Minimal or inconsistent 
envir. lifestyle changes

Engager
• Reaches out to 

organizations and 
individuals about their 
causes

• More likely to sign petitions 
and volunteer

• Broadcasts important 
information online

• Takes medium-to-high 
measures to be green

“If I read something and it’s 
insightful, I share it with people 
because I figure they want to 
know, too.”  – Brooke

Content Creator 
• Shares hard-to-find 

and/or personal 
content to motivate 
others 

• Takes daily actions to 
support cause, 
whether it’s 
campaigning, rescuing 
strays, or bicycling 
instead of driving 

“Sometimes I’m late because 
I’m getting stray animals in 
my car, trying to find the 
owner.”  – Hannah

“I am not a big sharer. I just 
like to keep some of that 
stuff private. I prefer to stay 
out of mind’s view.”                     
– Karen



ENVIRONMENTAL ACTIVISTS: TOOLS AND INFORMATION

Content Creator 
• Attends organization 

meetings to learn about 
new developments

• More likely to follow 
industry reports and look 
up original, sourced 
studies

• Visits organization 
websites directly

Consumer 
• Reads news and social 

media, but less likely to 
investigate sources

• Validates products and 
services through review sites 
like Amazon and Yelp

• Becomes informed of causes 
from others’ posts, such as a 
friend’s Facebook campaign 

Engager 
• More likely to research 

products and services 
to make sure they align 
with personal envir. 
values 

• Appreciates resources 
that curate relevant 
content, such as email 
digests, Twitter pages, 
and BoingBoing

“I can’t read everything in the 
world, and curated stuff is 
valuable to me. I can read their 
sources and pass it along.”        
– Ruth

“I have a good friend who 
worked for a Jewish 
environmental organization who 
posted articles on fracking, and 
I’d click them.”  – Julia

“I just attended an Amazon 
Watch luncheon and learned 
about what they’re doing to 
protect the Amazon basin.”          
– Sara



ENVIRONMENTAL ACTIVISTS: INFO NEEDS AND ANOMALIES

Content Creator 
• Wants to know the 

cumulative impact of 
their actions both as 
influencers and as 
activists

• Seeks a way to verify 
the legitimacy of 
initiatives and 
organizations

Consumer 
• Involvement is sparked by a 

personal connection 
• Lacks knowledge of easy 

ways to participate in local 
environ. causes

• Is curious if/how friends 
might already be engaged

Engager 
• Lacks an efficient way 

to determine a 
product company’s 
values when making 
purchasing decisions

• Desires a neutral 
resource for better 
understanding status 
of environ. affairs

“It’s really hard to know where 
you stand, and what’s true. 
Something might seem like a 
good idea on Facebook and 
then it turns out it’s not.”              
– Sara

“Sometimes I feel ostracized by 
the extreme left and right, it can 
be alienating and shut down the 
conversation.”  – Brooke

“It would be interesting to know 
how many of my friends are 
silent greenies.”    – Karen

“I’ve considered becoming 
involved, but I don’t know 
anything about gardening.”          
– Julia         


