o seicome  RESPONSE ABLE

ResponSEADb[@oject WE B ’ Nﬂ RS # 3

(H2020)

on October 11"’




B RESPONSEABLE
Why these webinars on Ocean Literacy?

A Ocean literacyc a new term for old challenges
embededinto awareness raising, capacity buildi
SRdzOI G A 2y X

A Coming from the US (science and education) ,

7{”/& mentioned in the Galway statement on
.~ transatlantic cooperation, the focus of H2020
- projectsSeaChangand ResponSEARIAORA
A Increasing importance for science, education &

~training, policy (e.g. the achievement of the
objectives of marine policy, for ensuring Blue
Growth Is sustainable)
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A An Ocean Literate person?

¢ Aware of the importance of the ocean, and of its curr
health

¢! YRSNBUOFYRa 0KS Kdzyl ¥and
~ jﬂh vive versa

¢ Knows what to do to protect the ocean, and to seize

e, opportunities the ocean offers

. w L0 Aa Fy Aaadzss F2NI S
Y+ (Children, parents, citizens, consumers

¢ Professionals;ivilisociety, decision makers

N Y ¢ Scientists
et X o
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Objectives of theseries

A Sharingviews , challenges and best practices
ocean literacyn all its dimensions
- Who? What? How?

A Discuss how to collectively buidifective ocean
literacy in Europe including how best to mobilise
all « marineconnected »parts of societyfor
enhancing ocean literacy

A Identify areas/issues that need « further work »
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4 Webinars how dowe use the ZOOM
~ platform
Al £t LI NI moedJ- Iyal al ekddds ¥ APdz
host and speakers.

A Can use chatutton to askquestionsc not
moderatedc all participantawill receiveit

A Youcanuse Q & Auttonc moderatedby hostsg
all participantawill not seeit

Al | vaiseR | Y RdYhakefa questionivant to

speak
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. Todaywith us thepanellists

Julien Guerrero Stella Hoynalanmaa
Surfrider WWFFinland
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Question 1¢What is specific about working with
consumers ?

Question 2¢ How to change consumdehavior what
Ad STFSOUAODS I'yYR gKIG R?2
with consumers?

Question 3cWhere we should put efforts in making
future campaigns/reaching consumers?
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o Question 1
i What is specificity of working with
consumers ?
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ConsumerX who are they?

- We are ALL consumets!

- And very different - Consumer habits depend on
age, income level/affordability, culture, accessibility,
O22f 2N WOINBYRe QX a20Al €
2T | gl NBySaax
./ /. - Disconnectedrom the sea link between
 consumptionand theoceanislessevident
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-~ - Some are more responsible than others
'~ - Lookingfor a good quality/priceratio
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~ ConsumerSbhowers

A With their choicesand demandsconsumercaninfluence
a lot: thequality/ quantity/ materialglabelling/originof
the productd what happenddo the productat the end
of the lifecycleX

*-L(IT];A BUT Dothey knowenoughin orderto makeresponsible
. choicesand putdemandsto businesses angolicy
. maker®
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1. What types of knowledgalo consumer needo
to help them link theiconsumption habits with
the health of the seas?

"frf’%i What is lackingn current informationavailable
7 toconsumers?

= 3. How toinfluence consumebehavior, solit
.~ resultsin takingactions?

= ~ ’ ..’3; ‘;’;‘, ¥
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Firtpoll to the audience:

~ S What are the 3 most important
criteria for you when you buy
fish/seafood?
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Knowledgethat consumers
usuallyuse formakingtheir
choices

Price/promotions/sales;

- Quality/ Ingridients(i.e. absence
/| of additives, colorants, bio,
%‘ ~  organig ;

' - Origins+labels $uchas Bio,

- organic a{/ X WINBS NI yasg Dah
Free, wild catch/aquaculture etc..) => Buthownuch

Recommendationsds mformatlop canthey ge_t
(1S - about the impact otheir
s ,'lzﬁ. choice®
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Findingsfrom ResponSEADble

A Knowledgeon marineecosystemwelfare, economic
andtechnologicalimpacthas beenacking

A Forgeneralpublic, it is mainlydiffusedinformation
about thestate and pressuresia TV, social media

A Needbetter coverageof knowledgein all segments
(drivers, presures activities, impact,responsg,
especiallyn theresponseg asthisiswherethe link to
emotionaldrivers and action to chandgsehaviortakes
place.
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Topicsgetdifferentl G U SYUA Z2Y

A Some suchasplastics andmicroplasticsamountof
Informationskyrocketedin the last 2years showingimpacts
andresponsesieeded A lot ofcampaignsind actions have
beeddevelopedon policylocal level (includingplastic bag

- ban, plasticstraw campaignsart projects zerowasteshops
[ awarenessampaignsisingVR..)

" A Forfish/ seafoodc the work has been long@ngoingwith both
é "f fishermen fishmongersshopsandconsumers

A In sometopics suchas eutrophicatiorg not too many
| consumersareyet awarehowtheir $heateatingQ K lcamA (i &
Impact the state of theseaX ®
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© FeedbacKkrom the panellists

What type of information/knowledge did you
provide/based your campaign?

ﬂ__
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Any guestionsfrom the audience?
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Question 2:
What is effective in engaging with .
consumers?
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Secondooll:

1. What is the average percent* of cigarette butts on the
beaches out of the all debris?

2. Average percent* of plastic in the fish stomachs (in
tuna and swordfish)

3. Which from the following names are the acronyms f
microplasticfusually used in‘cosmetics) that end u
the ocean
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Ok, know the righanswers
X ® \What?

Do | changanythingin my everyday
behaviof? How?
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Literature explaining behavior models, such as:
A Theory of planned behaviogAjzen 1991)¢ knowledge is not considered

A Model of Responsible Environment&8ehavior(Hines et al. 1987. Analysis and
synthesis of research on responsible environmdirghhvior A metaanalysis).

A Model of PreEnvironmental Behavio(Bamberg and Moser, 2013wenty
years after Hines, Hungerford, amdmera A new metaanalysis of psychsocial
determinants of preenvironmental behaviour)

Model of Preenvironmental Behaviou(Kolimussand Agyeman 2002 Mind
the Gap: Why do people act environmentally and what are the barriers to pro
environmentabehaviof? )

Theoryof cognitive dissonanc@-estinger1957) contradictions personal
expectations, values and reality

Theoryof change(Rahatand Collins, 2015fomprehensive description and
illustration of how and why a desired change is expected to happen in a particular
context.

www.responseable.eu
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Pro-environmentalbehavior
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A Knowledgeis a preconditiorbut is not at all sufficientfor

behaviour change

A The effectivenes®f environmental campaigns that relied
solelyon providing informations very low

-~ J”/’é Important is the to capture thattention of the audience
. gains theirmvolvementandovercomes possible skepticism
’, . aboutits credibility and usefulness

A Financial cosbr inconvenienceare themain barriers to
“»  action, leading to little or no effect on behaviors.
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1 Behaviorchange

Motivating factors (internal and external drivers)
A Awareness
A Knowledge
A Attitude
‘!!”]l A Social and personal norms (communication)
A selfefficacy
: Enabling factors

Motivation by itself, is not enough; one also has to be abl
perform the desireehaviour

| Reinforcing factors(external)
| {1 feedback from peers, experts, authorities and customers.

—ﬂ_—
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Barriers:

A Internal: Lack of knowledge, cognitive dissonance
habits, lifestyle and identity issues

A External:Infrastructure, subsidies, externalisation,
‘n(”fa market concentration

- A Behaviour:new social norms, social marketing,
* - critical mass, education/ information
A Context Enhancing of infrastructure/supply, politic
_and economic claims



Bl RESPONSEABLE

Jy FeedbacKrom the panelistes:

)IWHOW did you try to change consumiaehaviorin

. your campaigns? What approaches did you
. use to overcome barriers? What worked best
and what you would suggest to avoid?
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Question 3:
Where we should put efforts in making future

campaigns/reaching consumers?

Future ' |
NEXT EXIT X | ‘
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- ResponSEADIproject

A Several tools have been developed and being tested

A Serious game, documentaries and carto@isrymaps
~showing the links between driveegctivitiespressuresstate-
~ impactNl alLl2yasSsy O2dz2NESa gAGK LI

“3 Y% https://www.responseable.eu/#ltools
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