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“Everything should be
made as simple as
possible, but not
simpler.”



Certain Behaviors are
Especially Important

Individual Choices

Consumer purchases

EE actions at home/work
Energy use Iin travel
Food choices

Citizen actions

Collective Choices

Energy sources & taxes
Building & zoning codes
Active/public transit options
Local food production
Forestation



To uncderstana
vehavior, we mustk
unaderstanc people.
Sut people are noft
all alike.
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Conclusions about the Six Americas:

 The largest 3 Americas (70%) care and want to
solve the problem

e GW is still an issue contested by a small (but
vocal) minority

 However, all 6 Americas are strongly in support
of saving energy, personally and collectively
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“Everything should be
made as simple as
possible, but not
simpler.”



Population behavior is strongly influenced by:

 Attributes of people

 Attributes of place



The People and Places Framework
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Population health & environmental outcomes
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Conclusions about population behavior:

e |tis an emergent property of our social ecology
including:
— the attributes of people at various levels of
organization (units of analysis)

— the attributes of place, both locally and distally

* |tis a complex dynamic system that is best
understood through multi-level analysis

e Such multi-level analysis offers us the most
promising avenue to identify means to reduce
energy use and GHG emissions through
behavior change (vs. though technological
Innovation)
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