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Climate changeClimate change
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Government policyGovernment policy

• Targets and legislation• Targets and legislation• Targets and legislation

• Global (Kyoto Protocol), EU, national
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What does social research offer?What does social research offer?

• Social research can:• Social research can:

• Provide a clear picture of public attitudes to climate change and travel 
choices 
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• Enable a better understanding of how engagement with the issues can be 
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The DfT social research evidence baseThe DfT social research evidence base

• The department has a wide ranging social research 
programme on public attitudes to climate change and travel 
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What is public awareness andWhat is public awareness and 
understanding of climate change?

AwarenessAwareness

• has increased dramatically to ‘universal’ levels
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What is public acceptance of and concernWhat is public acceptance of and concern 
for climate change?

Concern

• Majority believe that climate change is happening and claim to be
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• Acceptance of climate change does not necessarily mean acceptance 
of human cause and recognition of personal contribution
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• Individuals more willing to accept household behaviour change than 
transport behaviour change
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How can engagement with climate changeHow can engagement with climate change 
and travel choices be increased?

• Role for targeted communications

• Clear gaps in public knowledge and understanding
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How willing are people to consider travelHow willing are people to consider travel 
behaviour change?

• High level of stated willingness to change – varies according to 
behaviour under consideration
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• Lower proportion feels able to change • Lower proportion feels able to change 

• Increased willingness and intention to change domestic behaviours 
compared with transport behaviours – though varies dependent on 
transport behaviour
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• A ‘gap’ exists between stated willingness and demonstrated future 
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What barriers and motivations to travelWhat barriers and motivations to travel 
behaviour change exist?

• Number of overarching themes exist – interaction complex 
though environmental concern in itself is not a primary 
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• Public struggle to distinguish between perceived and actual 
barriers
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What barriers and motivations to travelWhat barriers and motivations to travel 
behaviour change exist? (2)

• Attitudinal and emotional 
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Implications for influencing travelImplications for influencing travel 
choices
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• Information, whilst necessary is not sufficient to encourage travel 
beha io r change
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• Develop and communicate measures based on understanding of 
barriers and motivations specific to different travel behaviours
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Implications (2)Implications (2)

3. Attitudinal differences exist across population 

• Key messages and levers vary for different groups 
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• demographic differences will not explain differences in attitudes etc 
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• Messages, measures to overcome barriers etc will need to consider 
attitudinal segments
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• Need to better understand and quantify different groups• Need to better understand and quantify different groups


