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Selling sustainability is not like 
getting people to switch to a

different brand of soap…
It’s like persuading people 

to use soap in the first place.
The old rules don’t apply.

So we had to invent new ones.



��������������������
�����	
����������	
����������	
����������	
�����

��������
��
��������
��
��������
��
��������
��
���
��	���������
��	���������
��	���������
��	������

	����������	����������	����������	����������

�����
�����
�����
�����



Financial vs Ecological Capital
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“Yes we can!”









How well are people informed about biodiversity?  

How well do people understand the seriousness of 
biodiversity loss (how it affects them as an 
individual)? 

What are the main barriers to communicating to 
audiences about biodiversity (complexity of the 
subject)? 

What are the main motivators for taking action? 

Why do people care about biodiversity? (reasons for 
conserving biodiversity) 



Biodiversity Awareness

• Familiar with the term ‘biodiversity’

• Only a small proportion were able to accurately 
define the term

• Multi-faceted issue - hard to conceptualise

• Elands and Koppen (2007) using ‘nature’ is easier 
for people to understand (although this is not 
necessarily inclusive of all things relevant to 
biodiversity) 

• Mostly species-focused concept



Feeling informed about biodiversity loss



Seriousness of biodiversity loss



Personal Impacts & Reasons to 
Conserve Biodiversity



Personal efforts to help Biodiversity
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TEEB Interim report 2009
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Technically correct Big picture
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Topline Audience Recommendations
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Policy developers and 
development planners

Advisors

Conservation land 
managers

Commercial land 
managers

Educators
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