




CLIMATE-FRIENDLY LIFE 

This term has the potential to communicate a broad spectrum picture of 
environmentally-conscious living, and it triggers emotional responses.

“I think this is a bit of a daydream, but I think how lovely it would be for the 
children to grow up in such a climate-friendly world. Green fields, fresh air and 
less pollution”

However, that response is also a warning signal about the ‘achievability’ of the 
term. 

One person also observed that “we don’t control the climate!”

BLINKERED LIFESTYLE 

Respondents identified with this term and the dilemmas they face.

“I do worry, but it doesn’t stop me getting on a plane”

“People can talk about it but don’t do anything”

“We can’t keep blaming ourselves, choosing to go through life without taking 
note of all the issues”

It also evoked anger at the concept of double standards.

“It’s up to the government – why has Prescott got two cars and they tell you 
not to get in your car?”

Although understandable and liked, the term is rated amber because of the 
apathy and fatalism it generated. 

DEVELOPING / DEVELOPED WORLD 

These were surprisingly contentious terms. It was suggested that the phrase 
‘developed world’ is arrogant and hides problems in our own society

“‘This is sarcastic. Developed in what way? We still have a lot of truancy, 
poverty …”

“There’s lots of stuff that happens in Third World countries that happens in 
developed countries – it’s just hidden”

POOR COUNTRIES / RICH COUNTRIES

Associated with ‘developing / developed world’ were the concepts of ‘poor 
countries / rich countries’, which also raised deep concerns.

“‘We are dependent on having poor countries”

“We have lots of strategies to make sure they stay as poor as long as 
possible”

“Are we prepared to give up what we’ve got?”

“We cannot have the whole world wasting at the level we do. Poor countries 
have a right not to be poor. As soon as they exercise that right, we have 
serious problems”

The whole global equity issue was very emotionally worrisome for participants.

“Very concerning, serious problems around the corner for my children”

These terms therefore have an amber rating: use them with care. Although 
those of us involved in sustainable development may use them blithely, they 
are value-laden for the public.
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NORTH / SOUTH

Red terms within the same area were ‘North / South’. When understood in an 
international context the terms were disliked. In addition, some respondents 
thought the terms referred to the north and south of the UK.

“I don’t like it; the North-South divide”

MY SLICE OF THE PIE

Although intended to imply a move towards equity, the concept of ‘my slice of 
the pie’ suggested individualism and people looking after their own interests.

“I’m alright Jack; pull up the ladder”

This also spontaneously (and unexpectedly) seemed to initiate anti-American 
feeling.

“One American uses as much energy as thirty Indians”

“Americans eat as much as they can, but they don’t know where Canada is. 
They are insular”

“They’ve got a big slice of the pie”

This term should therefore be avoided unless carefully placed in context. 
Rather than generating a feeling that everyone deserves a fair slice, it leads to 
feeling of being ‘hard done by’ in an UK audience.

Still to test
Other terms Futerra would like to test include:

1.	Eco-savvy life

2.	Living lightly

3.	Green legacy 

Ignored words

Environmental footprint

Low-carbon living

Overview: the findings

Waste and  
efficiency

Travel and  
transport

ENERGY

FOOTPRINTS 
AND GLOBAL 
EQUITY

Slim binsWattage wastage	
Cut the buzz

Zero waste	
Less is more	
Second chance rubbish	
Smart appliances	
Energy-greedy 
appliances

Eco-safe driving Non-essential flying	
Binge flying	
Spurting	
The MPG challenge	
Stress-free motoring

Flight addict	
Habitual flyer	
Savvy driving

Microgeneration	
Conflict energy

Sparks that last	
Green power	
Postcode power

In-house generation	
Independent power	
Finite energy sources

North / South	
My slice of the pie

Climate-friendly life	
Blinkered lifestyle 	
Developing / 
developed world	
Poor countries / rich 
countries

One Planet Living	
Green lifestyle	
Conscious lifestyle	
Square deal	
Globally alert	
Citizen consumers	
Carbon footprint	
Positive footprint

Green Words 
terms that people 
liked and understood

AMBER Words 
words that might 
work, but were not 
entirely successful

RED Words 
words that were  
easily misunderstood  
or disliked
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These research findings centre on qualitative research planned and 
commissioned by Futerra, and undertaken by OnEarth.

The qualitative research consisted of two focus groups held in London during 
Spring 2007. The aim was to test a series of established and new terms 
describing sustainable lifestyles with members of the public, to understand 
which ones work, which ones don’t work – and why.

Participants were drawn from a mixture of life stages: parents, young adults 
and older people. One focus group was composed of people from the socio-
economic group ABC1, and the other from C2DE. 1 

We excluded people describing themselves as ‘environmental activists’ to 
ensure that no-one in the room could present themselves as an ‘expert’ to the 
other participants.

What next?

The direction of this research is fascinating, but it’s only one study. Focus 
groups in different parts of the country, drawn from urban and rural 
populations and including a greater variety of demographics, would greatly 
increase the insights available.

Futerra intends to build upon and supplement this research over the coming 
year.

 1 The socio-economic grades A, B, C1, C2, D and E are often grouped into ABC1 and C2DE. 	

	 These are taken to equate to ‘middle class’ and ‘working class’ respectively.

The research

Gender

Age

Socio-economic 
group

Group 1 Group 2

Male/Female (4/4)

25-44/45-64/65+(3/3/2

C2DE (8)

Male/Female (4/4)

25-44/45-64/65+(3/3/2)

ABC1 (8)
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Thanks to the authors of the following books:

The Power of Words: Advertising tricks of the trade 
Richard F Taflinger

The Language Instinct: How the mind creates language 
Steven Pinker

Special thanks to OnEarth  
www.onearthresearch.co.uk
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