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Today’s presentation

About us

The system

The power of positivity

Testing interventions

Who is your audience



Why? The world must transition to a 
carbon neutral and circular economy

We create positive environmental actions, for 
everyone.

Established in 1992, we are an Australian 
not-for-profit.

About us





From Enabling Design for Environmental Good report, p196

The system 

Who we plan to 
engage

Who we engage

Households
Businesses
Schools
Government

https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.dcceew.gov.au%2Fenvironment%2Fprotection%2Fpublications%2Fenabling-design-for-environmental-good&data=05%7C02%7Cryan%40planetark.org%7C13002c2fb6d340f1576108dc96697cb3%7C5bc160b9fb6847e581164aaffe95f561%7C0%7C0%7C638550627024851214%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C0%7C%7C%7C&sdata=Cz1Eb0bp7cjAkHG4X2safMpMztS7P%2BMk3sX23RGnzE0%3D&reserved=0


Household audiences

Recycling 
Near You

1.8M Users

Plastic

118K Users

Polystyrene

56K Users

Reuse

94K Users

NRW social 
media reach

4.2M

School 
students 

registered
224K

FY2024



Pride 
Not guilt

Eco-friendly but outdated Harsh chemicals but modern

vs

Green amenities $3 ea
(Also supported by Peng et al 2023; Shipley and van Riper 2022; Antonetti and Baines 2015; Kim et al 2011)

The power of positivity
‘The influence of anticipated pride and guilt on pro-environmental decision making’ 
(Schneider et al 2017) 



The power of positivity

Attention grabbing
• Using well-known and well-loved faces

Humour
• Positive

Instilling pride
• Community building > social norming



Previous research

There is an existing desire to act

Seeing reminders when it may be too late to act on them may 
induce guilt and lead to motivated ignorance of future 
reminders

Findings

Reminders need to be as early as possible in the planning 
phase of a multi-step action 

Reminders that provide contextual cues in the early stage of 
the consumption decision will be more effective 

The power of remembering reusables

‘Forgot Your Bottle or Bag Again? How Well-Placed Reminder Cues Can Help Consumers Build Sustainable Habits’ 
(Putnam et al 2023)



The power of remembering reusables



Key considerations:

• Not a strong proxy for actual behaviour change

• Can provide insights into what…

1. Grabs people’s attention

2. Motivates them to find out more

2 of the many barriers to 

correct recycling behaviour

Testing interventions - Facebook



Trial: 

Gamification

Objective:

Web traffic

Instructional

Same images

Same text

Same call to action

Gamification

A B

Testing interventions - Facebook



Trial: 

Gamification

Objective:

Web traffic

A B

Results

A B

‘Learn more’ 

clicks

258 4,779

Clicks (all) 725 11,595

Reach 18,216 133,889

‘Learn 

mores’ per 

1000 reached

14 36

Conclusion:

Gamification attracts 

more attention and 

motivates more 

learning than 

instructional posts.

OR

“sell, not tell”

Testing interventions - Facebook



Circularity in Australian Business 2023: Perceptions, Knowledge and Actions Beyond Recycling

https://acehub.org.au 

AUDIENCE 

DIFFERENCES

• Characteristics

• Motivations and 

drivers

Therefore…

• Different 

engagement 

strategies

Who is your audience?

https://acehub.org.au/
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Thank you
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