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Strategies of Experience
 

At least for environmental campaigners conventional wisdom now has it that 'real power' rests with individuals: particularly with consumers.  In the UK the imperative to 'change individual behaviour' to 'tackle' climate change has become something of a mantra.

 

Partly this is because advocacy groups have swallowed government excuses for failing to lead or act - it's much more convenient to claim powerlessness - and partly because it's true that as society grows wealthier, more and more of the pollution generated flows from distinctly non-essential consumption susceptible to individual choice.  WWF for example calculates that 'home and energy' and 'food and drink' create well over double the 'ecological footprint' attributable to the government sector or 'services'. [1]    31% of the global warming effect of European products is due to food production [2].  Then there's air travel, discussed in previous newsletters.
 

The next jump is usually to accept the media framing that "people" won't give up this or that, want more of everything, and therefore it's all hopeless. All too often NGO campaigners respond to this by trying to 'change minds'.  Yet adults very rarely have a significant change of mind: it's almost always far easier to get them to do something different by applying an existing motivation in a new way.  As we've noted before, many campaigns fail because they project 'inner directed' type 'arguments' about ethics or global concerns at an esteem-driven audiences seeking to acquire and display the symbols of success.  Eg by buying stuff.
 

Value Modes expert Pat Dade of Cultural Dynamics has demonstrated the rising proportion of Outer Directeds (esteem driven) people in a society like the UK (45%, more in the USA). For decades they have been the conspicuous consumers, and this has meant more material consumption and more associated pollution, resource use, etc.. But recently some interesting changes have emerged.
 

The Henley Centre for instance, reports that the number of people agreeing ‘I have got all the material things I need’ in the UK rose from 48% in 2001 to over 61% in 2004.  ‘Desire for material things' says Henley, 'is being replaced by a desire for higher needs such as belonging, community and experiences’ [3].  This sounds like the 'inner directeds' (IDs) but the numbers are much too big for this (taken together the IDs are only 35% of the UK population).
 

What seems to be happening is that the esteem-driven Outer Directeds are starting - in large numbers - to do what the IDs did in the 1980s: purchasing experiences rather than stuff.  Pat Dade comments [4]:
This is a totally expected phenomenon (IDs do it, ODs follow).   Note that the motivations however are very different….the ID’s move to experience rather than things because they are aware of the "redundancy" of things, i.e. the third car doesn’t give the same pleasure as the first car, the 20th pair of shoes doesn’t give the same pleasure as the first (or 10th!) pair of shoes…in fact it can feel as if more "time is spent" maintaining the things they have rather than getting on with their lives…this is one of the key orientations that drives the ID version of "downshifting". 
The OD’s on the other hand have grown into the "experiences rather than things" as a natural extension of their desire to "acquire" symbols of value, i.e. the ID’s have created a "symbol of value" of the "experience" and the OD’s believe they can gain esteem by "doing the experience". This is in stark contrast to the ID motivation for experience. The ID’s motivation is in line with their different motivations; in this case the need for "being…something other" and thus leading to another way of seeing the world – the world they are trying to understand
So far as campaign constructors are concerned, this opens up a new type of experience-led campaign offer.  It isn't rocket-science to point out that consuming experiences can easily be far less resource intensive than consuming material goods.  If 'real travel' becomes fashionable for instance, and it includes walking across the Alps, then that's going to be less polluting than going by jet.  If clubbers can be induced to chill out with the dawn chorus, it gives new opportunities to the RSPB.  Every day that someone spends on an eco-experience package, rather than shopping, can lead to significant reductions in pollution or resource use.  If quality is the new quantity, the implications can be huge.  
 

Gaining recognition for the experience is crucial for the esteem-seeking ODs.  Henley notes that "There’s a big industry around outdoor leisure…in many instances its image is as an expensive pursuit" with a "Focus on kit, equipment and ‘the right gear’".  In a recent attack on the worship of economic growth (in favour of happiness etc) published in the right-wing British weekly The Spectator, Aidan Rankin wrote:
In my Yorkshire Dales hiking club, there is a chap who talks continuously about rucksacks and seems to replace them every few months.  This is not because they are leaking or torn, or unsatisfactory in any obvious way, but because they are already out of date. Many of my fellow-walkers spend hundreds of pounds updating items of clothing that have suddenly become ‘so last year’, a phrase symbolic of throw-away culture.
Undesirable to some maybe but for campaigners the question is if we can get people to go walking (or equivalents) this way, what impact could this buying-the-experience have in terms of 'changing' other behaviours, if packaged correctly ?   The only sure thing to avoid is insisting that people do things 'for the right reasons' (ie yours and not theirs).  See this months posting at this website from How To Win Campaigns: Don’t Assume We Need To Change Minds.
Also worth a look on similar lines: Downshifting Downunder -- http://www.downshifting.net.au/ an Australian cornucopia of downshiftery. Featuring links to personal stories and articles such as 'Millionaires can't get no satisfaction', 'Gross National happiness in Bhutan' and much more. Perhaps unsurprisingly the site authors promise more activity but only "if there is sufficient interest/energy".  While http://www.admin.cam.ac.uk/news/press/dpp/2003111901 a study from University of Cambridge shows 25 per cent of Britons have downshifted (predominantly living in the suburbs).
Campaign of the Month
'Discover the secretive world of lobbying in Brussels' say  lobby watchdog Corporate Europe Observatory with their www.eulobbytours.org, a new website featuring a virtual tour (architectural walkaround type software) of the EU Quarter of Brussels.  Eye-opening but could be enlivened with some shots of lobbyists themselves and their watering holes.  Corporate Europe Observatory also runs walking tours of the EU lobby zone.  An ingenious way to make something invisible, more visible. 

More on Value Modes  
I often get asked where more is published on value modes.  here are some links
http://www.campaignstrategy.org/valuesvoters/index.html
http://www.campaignstrategy.org/newsletters/campaignstrategy_newsletter_17.doc
http://www.campaignstrategy.org/newsletters/campaignstrategy_newsletter_18.doc
http://www.campaignstrategy.org/newsletters/campaignstrategy_newsletter_12.doc
http://www.campaignstrategy.org/newsletters/campaignstrategy_newsletter_2.doc
http://www.campaignstrategy.org/becalmed_in_the_mainstream.pdf
http://www.campaignstrategy.org/maslow_campaign.pdf
 

see also www.cultdyn.co.uk
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