
   

 

 

 

 

 

 

 

CLIMATE CHANGE:  

CONCERN, BEHAVIOUR AND  

THE SIX AUSTRALIAS 

 



 

i 

 

 

Published by the Monash Climate Change Communication Research Hub. 

Authors: Lucy M Richardson, Francine Machin and Lara Williamson 

 

Please cite this report as:  

Richardson, LM, Machin, F, & Williamson, L (2022) Climate Change: Concern, Behaviour 

and the Six Australias, Monash Climate Change Communication Research Hub, Monash 

University, Melbourne. 

 

Acknowledgements  

This work was carried out with administrative support from Monash University, Faculty of 

Arts and the School of Media, Film and Journalism. 

 

Cover photograph: Deep Rajwar, Pexels. 

 

Australian copyright law applies. For permission to reproduce any part of this report, 

please contact the Monash Climate Change Communication Research Hub Director, 

Associate Professor David Holmes at david.holmes@monash.edu. 

 

  

mailto:david.holmes@monash.edu


  iii 

 

 
 

Table of contents 
 

Key Findings .......................................................................................................... iv 

Introduction ............................................................................................................. 1 

Methodology ........................................................................................................... 2 

Primary survey .................................................................................................... 2 

Segmentation analysis ....................................................................................... 2 

Results .................................................................................................................... 3 

Changes in Australia's climate change segments over time .............................. 3 

Australian climate change mitigation behaviours ............................................... 4 

Adoption of specific behaviours .......................................................................... 6 

CIVIC BEHAVIOURS .................................................................................................. 6 

PRIVATE BEHAVIOURS ............................................................................................ 9 

Stages of behaviour change ............................................................................. 15 

PURCHASING BEHAVIOURS ................................................................................. 15 

FUEL AND ENERGY BEHAVIOURS ....................................................................... 19 

WASTE BEHAVIOURS ............................................................................................ 26 

Conclusion ............................................................................................................ 31 

References ........................................................................................................... 33 

Appendix ............................................................................................................... 35 

 

 

 

 

 

 

 

 

 



 

 
 

iv 
 

Key Findings 

1. The six Australias climate change segments have changed over 

time 
 

In comparison with 2011, Australians are increasingly Alarmed, less Disengaged, and less 

Doubtful, with little change in Dismissive attitudes regarding climate change according to 

an analysis based on a survey of public beliefs and attitudes. In 2022: 

→ 31% of Australians are Alarmed about climate change, increasing from 14% in 2011.  

→ 27% of Australians are Concerned about climate change, decreasing from 31% in 

2011.  

→ 23% of Australians are Cautious about climate change, decreasing from 27% in 

2011.  

→ 2% of Australians are Disengaged with climate change, down from 6% in 2011.  

→ 9% of Australians are Doubtful about climate change, decreasing from 15% in 2011.  

→ 9% of Australians are Dismissive about climate change, only 1% higher than in 2011.  

 

2. Australians are acting on climate change, but only moderately 
 

80% of people reported taking some level of action to address climate change: 

→ 40% indicate they are doing a little. 

→ 30% say they are doing a moderate amount. 

→ 10% report taking a great deal of action. 

 

Private behaviours are more commonly adopted than civic behaviours. The most 

commonly adopted civic and private behaviours were: 

→ 43% of people voted on the basis of an environmental issue. 

→ 87% switch lights off around the house. 

 

Most participants are engaging in simple, cost-free, private environmental behaviours and 

engaging less with behaviours which require greater knowledge and/or greater financial 

investment. 

 

The three most common private behaviours were: 

→ 86% of people switch lights off around the house. 

→ 76% reduced home gas/electricity use. 

→ 76% reduced my food waste. 

 

The three least common private behaviours were: 

→ 24% of people changed their diet. 

→ 22% use green (renewable) power. 

→ 13% buy carbon-offsets. 

 

3. Younger adults are acting more civically, while older adults are 

acting more privately 
 

When asked generally about taking climate action, younger people tended to report slightly 

more action than older people. However, when asked about specific behaviours, this more 

general response was better reflected in younger people’s civic behaviours than private 

behaviours, where older people were often more active. 
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→ 60% of 18-29 year olds voted on the basis of an environmental issue, compared with 

44% of 30-49 year olds and 33% of those 50 years or older. 

→ 30% of 18-29 year olds have taken part in a political campaign on an environmental 

issue, compared with 18% or 30-49 year olds and 6% of those aged 50 years or more. 

→ 85% of those aged 50 years or more have reduced home gas/electricity use, 

compared with 65% of 30-49 year olds and 66% of 18-29 year olds. 

→ 72% of those 50 years or older buy energy efficient appliances, compared with 50% of 

30-49 years olds and 42% of 18-29 year olds. 

 

3. Women are slightly more active on climate change than men 
 

Overall, more women reported taking action on climate change than men. While similar 

proportions of men and women reported taking ‘a great deal’ of action, more men reported 

taking no action than women.  

→ 9% of women reported taking a great deal of action on climate change, compared with 

11% of men. 

→ 32% of women reported taking a moderate amount of action on climate change, 

compared with 27% of men. 

→ 43% of women reported taking a little action on climate change, compared with 37% 

of men.  

→ 15% of women reported not taking any action at all on climate change, compared with 

24% of men. 

 

More women than men tended to report undertaking specific civic and private climate 

change behaviours, although this was not true for all behaviours. 

→ 49% of women voted on the basis of an environmental issue, compared with 36% of 

men. 

→ 89% of women switch lights off around the house, compared with 84% of men. 

→ 32% of women changed their diet, compared with 18% of men. 

→ 58% of men reduced their petrol usage, compared with 47% of men. 

→ 57% of men installed home insulation, compared with 46% of women. 

 

4. Many people who are not already doing specific behaviours are 

thinking about or planning to doing them 
 

The behaviours with the greatest number of people resistant to change still have 

substantial proportions who are open to change.  

→ 40% of people have no intention of changing their diet (the greatest resistant 

proportion of all behaviours) compared with 24% who have already changed this, and 

20% who are either thinking about or planning to do this. 

→ 25% of people have no intention of buying carbon-offsets, compared with 13% who 

already do this, and 38% who are either thinking about or planning to do this. 

→ 22% of people have no intention of changing to usually walk/cycle/carpool/take public 

transport, in comparison with 42% who already do this. 

→ 11% of people have no intention to switch to environmentally-friendly products, 

compared with 45% who have already switched, and 29% who are thinking 

about/planning to switch. 
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Introduction 

The Monash Climate Change Communication Research Hub (MCCCRH) conducted a 

survey to better understand Australians’ climate change attitudes and behaviours, and 

whether these have changed over time. The survey included a range of questions relating 

to climate change behaviour, extreme weather events, policy, trust and voter perceptions. 

This report details the climate change concern and private and civic behaviours of the 

survey’s 3098 participants. Private behaviours centred around three themes: purchasing, 

fuel and energy, and waste. Civic behaviours related to engaging with politics, 

government, and environmental groups and events. Demographic data was also collected 

to understand the relationship of respondents’ age, gender and finances with certain 

environmental behaviours. 

 

MCCCRH utilises best-practice research methods to investigate the climate change 

attitudes and behaviours of the Australian public. This knowledge is sought to better inform 

behaviour change intervention designs that can support the public to collectively work 

towards positive environmental and climate outcomes.  

 

This report seeks to: 

● Explore trends in the Australian public’s attitudes towards climate change. 

● Understand Australian adults’ stage of adoption of a range of pro-environmental 

behaviours. 

● Unpack which behaviours Australian’s are not engaging with. 

● Analyse the relationships between age, gender and climate-related behaviours. 

 

  



 

  2 

 

 

Methodology 

This report presents results from analysis of survey data collected by MCCCRH, 

supplemented with analysis of two additional open access datasets. 

Primary survey 

MCCCRH surveyed 3098 Australian adults regarding community perceptions and 

behaviours relating to climate change. The survey was approved by the Monash University 

Human Research Ethics Committee as posing low risk to participants. The panel company 

Qualtrics was used to distribute the online survey to a quota-based representative sample 

of Australian adults, collecting data from 3 February to 9 March 2022.  

 

Representative quotas were used for age, gender, state, education and income levels to 

match Australian population statistics from the Australian Bureau of Statistics (2017a, b, 

2020, 2021). Raked weights were used to adjust for minor differences between 

participants and the quotas. These were mostly applied to gender, income and education 

as there were fewer people surveyed with very low income and with low levels of 

education, and slightly more women than expected. Due to an error in the survey tool, the 

sample of participants answering questions on their stage of behaviour change for private 

behaviours was not the full sample. 1441 participants completed the survey with the 

correct private question formats, which resulted in the included subsample for these 

questions having greater divergence from the representative quotas. Refined raked 

weights were applied to this subsample for the private behaviour questions only, to better 

reflect the national demographic characteristics. 

 

Within gender-specific analyses, participants who selected responses other than man or 

women or who did not specify a gender were not reported due to very small sample sizes 

(1%) as seen in the Appendix. 

Segmentation analysis 

Open access data from studies conducted in 2011, 2016 (Morrison et al., 2019), and 2020 

(Neumann, et al., 2021b), along with this study’s data, were analysed using the online 

SASSY! climate change audience segmentation tool (Chryst et al., 2021). This allowed for 

comparison over time across consistent segmentation analyses. 

 

This study’s 2022 data used the same four survey questions as the Neumann and 

colleagues (2021a) study. These were developed in the US (Chryst et al., 2018) and have 

been applied in multiple countries. They also form a subset of the 15 questions used by 

Morrison and colleagues (2018), so were able to be consistently analysed across all four 

time periods. 

 

  

https://doi.org/10.5061/dryad.sf0fc75
https://osf.io/y2ek4
https://climatecommunication.yale.edu/visualizations-data/sassy/
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Results 

The results from this study have been analysed across three different categories: climate 

change audience segments, civic behaviours and private behaviours. These themes have 

been further segmented to discuss the implications of age and gender on environmental 

behaviours. Finally, respondents’ stages of adoption of specific personal purchasing, 

energy and fuel, and waste management behaviours are explored. 

Changes in Australia's climate change segments over time 

Message targeting to specific audiences helps improve the reception and outcomes of 

communication. Segmenting audiences into like-minded groups who can be expected to 

respond in similar ways to messaging, is a critical step in message targeting. 

Segmentation studies from 2011, 2016 and 2020 have highlighted changes in the 

Australian population's acceptance of, and concern over, climate change. 

 

Morrison and colleagues’ (2018) 2011 and 2016 studies were based on previous studies 

undertaken in the US (e.g., Maibach, et al., 2011), and found a similar suite of six 

audience segments: Alarmed, Concerned, Cautious, Disengaged, Doubtful and 

Dismissive. From the Alarmed to the Dismissive, the six Australias (Morrison et al., 2018) 

cover a spectrum of beliefs and actions individuals take in regard to climate change:  

● Alarmed are highly engaged on climate change, and are currently implementing 

changes in their lives. 

● Concerned are convinced that climate change is a serious problem and support a 

vigorous national response, however, are less involved in taking personal action. 

● Cautious believe climate change is a problem, however they do not view it as a 

personal threat and therefore, do not feel an urgent need to act. 

● Disengaged are often uninformed and therefore have not thought much about climate 

change. They are the most likely to change their minds about the issue. 

● Doubtful are divided into those who believe and do not believe climate change is 

happening, as well as those who do not know. Those who do believe it is happening 

often think it is due to natural environmental changes. They believe people will not be 

harmed for many decades into the future, if at all, and that there is no need to take 

further action. 

● At the very end of the spectrum, the Dismissive are those who are actively engaged 

against climate change and do not believe it is occurring, believe it to be naturally 

caused, or sometimes believe it will be beneficial. 

 

Neumann et al. (2021a) further explored the shifting distribution of the six Australias using 

a national quota sample from 2020, which they compared with Morrison and colleague’s 

(2018) 2011 and 2016 data. 

 

Between 2011 and 2020, there was a significant increase in those Alarmed about climate 

change—rising from 14% to 25%. Those Concerned, Cautious and Disengaged all 

decreased by 3% over the nine years. The Doubtful and Dismissive segments decreased 

only slightly (1% and less than 1%, respectively) as seen in Figure 1.  
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Figure 1: Change in six Australias segment sizes from 2011 to 2022. 

 

 

The current 2022 study identified further shifts within these segments.  

● The highest proportion of Australians Alarmed about climate change was 31% in 

2022, compared with 25% in 2020 and 14% in 2011. 

● The number of Australians Disengaged with climate change has decreased from 6% 

in 2011 to 2% in 2022. 

● Doubtful Australians have also decreased from 15% in 2011 to 9% in 2022.  

● However, those in the Dismissive category have increased to a high of 9% in 2022, 

with this number increasing from a low of 5% in 2016. 

Australian climate change mitigation behaviours 

Previous studies have shown that environmentally responsible behaviours are determined 

by a variety of different factors, including attitudes, awareness of environmental problems 

and intentions to adopt pro-environmental behaviours (Macovei, 2015). Understanding 

where Australian adults are situated in their adoption of climate change mitigation 

behaviours allows us to consider national progress, openness to change, and where 

barriers might be present. The degree of engagement of Australian adults with behaviours 

regarding climate, civic and private climate change-related behaviours was determined 

from survey responses. This research complements previous studies and identifies 

opportunities for supporting adoption of mitigation behaviours. 

 

Overall climate action was measured by respondents indicating their current level of action 

on climate change as: no action at all, a little action, a moderate amount of action and a 

great deal of action (see Figure 2). 

 

While the most common response was taking ‘a little’ action (40%), 40% of people were 

taking a moderate or great deal of action to address climate change. 20% reported taking 

no action. 
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Figure 2: Level of climate action undertaken by respondents. 

 

Survey responses were also analysed across age groups and genders. Respondents who 

were in younger age groups reported acting more on climate change than those in older 

age groups. Women also reported higher levels of action on climate change than men. 

 

As seen in Figure 3, the age group with the highest proportion of people taking a great 

deal of action were 30-49 year olds (14%), however this group and those aged 50 years or 

more also had the highest proportions of people taking no climate action (21% and 23%, 

respectively). 

● For all age groups, most people are taking either a little or a moderate amount of 

action on climate change. 

● Those aged 18-29 years had the highest proportion of people taking a moderate 

amount of action at 34%, compared with 30% for those aged 30-49 years and 28% for 

those aged 50 years or more. 

● Those aged 18-29 years also had the highest proportion of people taking only a little 

action at 47%, compared with 35% for those aged 30-49 years and 40% for those 

aged 50 years or more.  

 

 

 

Figure 3: Differences across age groups in levels of action taken to help address climate 

change. 

 

While studies have found younger people tend to have more positive environmental 

attitudes than older people (Wang, et al., 2021), they are not necessarily the highest 

adopters across the studied behaviours. Resourcing and structural barriers such as not 
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owning their house, may explain some of the mismatch between attitudes and action for 

the 18-29 year old age groups. Social factors such as still living at home with parents can 

also impact an individual's capacity to engage in household-level environmentally 

responsible behaviours. 

 

Most people reported taking action to help address climate change, however the extent of 

such action differed between men and women. While similar amounts of men and women 

reported taking a great deal of action on climate change (see Figure 4), more men 

reported taking no action at all (24%) compared with women (15%). Studies have shown 

men have lower risk-perceptions of climate change than women (Leiserowitz et al, 2018), 

which may explain these gender differences. Feminist theory also suggests that women 

are more likely to possess community-centric worldviews (Allison, 2017). This could 

explain why women are more willing to engage in climate change action across a broader 

range of actions than men, as women may connect the negative implications of climate 

change directly to those they care for (family and community). 

 

 

 

Figure 4: Differences between genders in levels of action taken to help address climate 

change. 

 

Adoption of specific behaviours 

Australians engage in both civic and private behaviours addressing climate change. Civic 

behaviours reported in this survey included contacting government members, taking part in 

political campaigns for an environmental issue, being a member of an environmental 

group, taking part in conservation activities, voting preferences, donations and event 

participation. Private behaviours reported in this survey included household purchasing, 

fuel and energy behaviours, and waste management. Results found that younger 

Australians were more likely to adopt civic and private pro-environmental behaviours than 

older age groups, with more women than men engaging in both categories of behaviour. 

 

CIVIC BEHAVIOURS 

The most commonly adopted civic behaviour in the three years prior to the survey, was 

voting on the basis of an environmental issue, followed by donating money to 

environmental groups and participating in conservation activities as illustrated in Figure 5. 
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Figure 5: Adoption of various civic behaviours in the last three years. 

 

Age 

Younger people tended to engage in civic behaviours more than older people as shown in 

Figure 6. This aligns with studies that have shown younger Australians tend to hold 

stronger pro-climate attitudes than older Australians (Colvin & Jotzo, 2021), and in this 

case, these stronger attitudes have been converted into civic behaviours. The most 

common civic behaviour was voting based on an environmental issue, which was done by 

60% of 18-29 year olds, 44% of 30-49 year olds and 33% of those aged 50 years or more. 

The least common civic behaviours across all age groups included being a member of an 

environmental movement, taking part in a climate change event and contacting a 

government member about climate change (all less than 20% of each age group). For the 

oldest age group, taking part in a political campaign on an environmental issue was 

equally low, but was higher for other age groups. 

 

 

 

 

Figure 6: Comparison of adoption of various civic behaviours in the last three years 

across youngest and oldest age groups. 
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Gender 

Over the last three years, more women reported engaging in civic behaviours than men. 

As seen in Figure 7, almost 50% of women had voted on the basis of an environmental 

issue, compared to 36% of men. Over 30% of women had reported giving money to an 

environmental group, compared with 20% of men. These gender gaps reduced when 

respondents were asked about taking part in a political campaign on an environmental 

issue (10% women, 9% men), and being a member of an environmental movement (12% 

women, 9% men).  

 

 

 

Figure 7: Comparison of civic behaviours in the last three years for men and women. 

Six Australias 

Participants in the Alarmed climate change segment were consistently and substantially 

more likely to undertake all civic behaviours in the last three years than other participants, 

with a general trend of reducing adoption across the segments from Alarmed (most active) 

to Dismissive (least active) as illustrated in Figure 8. Note that the Disengaged segment 

was relatively small (only 58 participants) and, therefore, may be less representative of its 

full population than the other segments. This group appears to be the most civically 

disengaged than all the other segments except for voting, which is compulsory in Australia. 
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Figure 8: Comparison of adoption of civic behaviours in the last three years across the six 

Australias climate segments. 

 

PRIVATE BEHAVIOURS 

Australian adults regularly engage in a range of climate change mitigation behaviours 

within their home and community, each of which have varying implications on their 

personal environmental impact. Respondents were asked to rate their adoption of specific 

pro-environmental behaviours according to the following stages of behaviour change:  

(a) I don't do this and don't plan to do it, (b) I would like to do this, but it's impossible right 

now, (c) I'm thinking about doing this but don't know how or when, (d) I have a plan for 

starting this soon, (e) I already do this, and (f) This is not relevant to me. 

 

Current levels of adoption of each behaviour are illustrated in Figure 9. Most people (86%) 

reported already switching lights off around the house whenever possible. In contrast, only 

13% of respondents have bought offsets to reduce their carbon footprint. Switching off 

lights is a generally simple task that does not require much investment of time or money. 

Purchasing carbon offsets, however, requires more active investment of time (e.g., 

researching potential providers) and money, which could be a significant barrier to 

adoption. Switching lights off might also be done for cost-saving reasons, rather than 

environmental reasons, which may also make it (and similar behaviours) more attractive to 

implement. 
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Figure 9: Proportion of participants already implementing each environmentally 

responsible behaviour. 

 

Analysing adoption across age groups and genders identified differences between these 

subgroups. Overall, a greater proportion of younger rather than older respondents engage 

in each of the studied behaviours, just as more women did than men. 

Age 

Despite young people reporting greater action on climate change when asked as a general 

question on action, it is more reflective of their civic action (see Figure 6) than the adoption 

of the specific private environmentally-friendly behaviours studied here. There were 

differences in adoption of private behaviours between younger and older participants (see 

Figure 10), however they did not show the same consistent patterns as found for civic 

behaviours. 

 

Considering purchasing behaviours, specifically, those aged 50 years or above were more 

likely to buy locally made products (67%) than the two younger age groups (50% for 30-49 

year olds and 47% for 18-29 year olds). However, younger people were slightly more likely 

to have changed their diet (30% for 18-29 year olds, 26% for 30-49 year olds, and 20% for 

those aged 50 years or more). Younger and older adults showed similar levels of adoption 

of carbon offsets (12% each) and switching to environmentally-friendly products (48% for 

18-29 year olds and 46% for those 50 years or older). In contrast, those aged 30-49 years 

had slightly higher adoption of carbon offsets (16%) and slightly lower adoption of 

switching to environmentally-friendly products (41%). 
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Figure 10: Proportion of younger and older age groups already implementing each 

purchasing behaviour. 

 

Waste management behaviours were most often adopted by people aged 50 years or 

more, and 18-29 year olds and 30-49 year olds tended to have roughly similar adoption 

rates—except for reducing the use of bottled water, which was substantially higher for the 

youngest age group and least for the middle age group. The biggest differences in 

adoption were evident for recycling/composting, and reducing food waste. The least 

difference was found for reducing unnecessary mail. 

 

 

 

Figure 11: Proportion of younger and older age groups already implementing each waste 

management behaviour. 

 

The more expensive energy-related behaviours such as installing home insulation and 

buying energy efficient appliances were more likely to be adopted by older participants 

than younger participants. However, adoption of low-cost behaviours such as switching off 

lights, using low emission transport, and using green (renewable) power, were relatively 

consistent across age groups. Older people were also more likely to reduce their petrol 

consumption. The most commonly adopted behaviour across all age groups was switching 

off lights, and the least commonly adopted was purchasing green power. 
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Figure 12: Proportion of younger and older age groups already implementing each 

energy-related behaviour. 

Gender 

Most gender differences in adoption of private environmentally-friendly behaviours were 

relatively small as shown in Figure 13. The greatest difference was for changing diet (32% 

of women and 18% of men). The next greatest differences were equal for reducing petrol 

use (58% of men and 47% of women), and installing home insulation (57% of men and 

46% of women), then reducing bottled water use (68% of women and 58% of men) and 

switching to environmentally-friendly products (52% of women and 42% of men). 

 

 

 

Figure 13: Proportion of younger and older age groups already implementing each 

energy-related behaviour. 
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Six Australias 

Adoption of environmentally-friendly purchasing behaviours across the six Australias is 

illustrated in Figure 14. Adoption tended to be highest for the Alarmed segment and least 

for the Dismissive, except for buying locally made products, where the Doubtful segment 

had the second highest level of adoption. This difference may be explained by alternative 

reasons for buying locally-made products, such as supporting the local community. 

 

Similar to purchasing behaviours, the adoption of waste management behaviours tends to 

be greatest for the alarmed and lowest for the Dismissive, with a graduating trend for 

segments in between (see Figure 15). Recycling/composting and fixing rather than 

replacing broken items are exceptions, however, as they have more consistent levels of 

adoption across segments. These behaviours may be adopted for thrift reasons, which 

could be expected to make them more attractive across all segments. 

 

Energy-related environmentally-friendly behaviours showed somewhat more consistent 

adoption across the six Australias than the other behaviour categories (see Figure 16). 

Other than the Disengaged segment (which had a relatively small sample size), the 

Dismissive segment tended to have the lowest (or equal lowest) adoption across these 

behaviours, and the Alarmed had the highest adoption rates. Several of these behaviours 

may be adopted for thrift, health, independence, or comfort reasons, which may explain 

the more similar levels of adoption across the Concerned, Cautious and Doubtful 

segments. 

 

 

 

Figure 14: Proportion of climate segments already implementing specific purchasing 

behaviours. 
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Figure 15: Proportion of climate segments already implementing specific waste 

management behaviours. 

 

 

 

Figure 16: Proportion of climate segments already implementing specific energy-related 

behaviours. 
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Stages of behaviour change 

Up to this point, reporting has focused on the proportion of people already adopting each 

behaviour, however we now report on respondents’ stages of behaviour change to better 

understand the progress of non-adopters. Figure 17 illustrates the stage of change of 

respondents across each of the included environmentally-friendly behaviours. 

 

The behaviours with greatest resistance to change are altering one’s diet (40% don’t do 

this and don’t plan to do this), followed by buying carbon offsets (25%), using low 

emissions transport options such as walking or taking public transport (22%), and 

purchasing green power (20%). Some of these behaviours may have structural barriers 

(e.g., lack of public transport options or renewable energy providers) that have reduced 

uptake, while others may have social barriers (e.g., changing diet). 

 

There are, however, generally a larger number of people wishing to change behaviours 

than are resistant to these changes—except for changing diets, which has 40% not 

planning to change and 26% wishing to change but have not yet done so. 

 

 

 

Figure 17: Proportion of respondents at each stage of adoption for each 

environmentally-friendly behaviour. 

 

PURCHASING BEHAVIOURS 

I have switched to products that are more environmentally-friendly 

When it came to switching to more environmentally-friendly products, 45% of respondents 

have already switched, with 29% thinking about/planning to switch (see Figure 9). 

 



 

  16 

 

 

 

Figure 9: Proportion of respondents at each stage of behaviour change for switching to 

products that are more environmentally-friendly. 

 

Where possible, I buy products that are made locally 

When buying local products, 70% of respondents either have a plan to, or are already 

buying locally-made products. As seen in Figure 10, 12% of respondents are thinking 

about buying products that are made locally, but don’t know how or when. The moderately 

high adoption of this behaviour could be due to non-environmental reasons. One 

possibility is that it is a response to the COVID-19 Pandemic, where suppliers were 

prioritising local produce, meaning consumers were purchasing more local products 

(Godrich et al, 2022). It could also be partly due to a sense of community pride/solidarity 

shown through supporting local businesses. 

 

 

 

Figure 10: Proportion of respondents at each stage of behaviour change for buying 

products that are made locally wherever possible. 

 

I buy carbon offsets to reduce my carbon footprint 

In terms of reducing one’s carbon footprint, 23% of respondents either have a plan to, or 

already buy carbon offsets, with 28% thinking about doing so, but unsure how or when. On 

the other end of the spectrum, 25% of respondents don’t buy carbon offsets and don’t plan 

on doing so (Figure 11). The complexity of understanding carbon offsets and their 

certification processes may contribute to the lower adoption of this behaviour. 
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Figure 11: Proportion of respondents at each stage of behaviour change for buying 

carbon offsets to reduce their carbon footprint. 

 

 

When it comes to diet, 31% of respondents either plan to or have already changed their 

diet. Conversely, over 40% of respondents haven’t changed their diet and don’t plan to. 

While 12% of respondents are thinking about the change, but don’t know how or when 

(Figure 12). 

 

 

 

Figure 12: Proportion of respondents at each stage of behaviour change for changing 

their diet (e.g., vegetarian/vegan/less meat/seasonal food). 

 

Age 

Age differences were apparent in stages of purchasing behaviour change. More people 

across all age groups have no plans to change their diet or buy carbon offsets than other 

purchasing behaviours (see Figure 18). People aged 18-29 years were the most likely to 

be thinking about/planning to change their purchasing behaviour—except for changing 

diet, which was more common for those 30-49 years old. 

● 54% of 18-29 year olds were thinking about/planning to buy carbon offsets, in 

comparison with 39% of 30-49 year olds and 32% of those aged 50 years or more.  

● 33% of 18-29 year olds were planning to switch to environmentally-friendly products, 

in comparison with 29% for 30-49 year olds and 27% for those aged 50 years or 

more. 

● 34% of 18-29 year olds were planning to buy locally, compared with 25% for 30-49 

year olds and 20% for those aged 50 years or more. 

 

In contrast, 30-49 year olds were more likely to be planning to change their diet (27%) than 

18-29 year olds (25%) or those aged 50 years or more (20%).  
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Figure 18: Proportion of age group at each stage of behaviour change for purchasing 

behaviours for the oldest, middle and youngest age groups. 

 

Gender 

A greater proportion of men than women had no plan to adopt each purchasing behaviour, 

although the difference was greatest for changing diets and buying carbon offsets as 

shown in Figure 19. 47% of men had no intention to change their diet, in comparison with 

28% of women, and 31% of men had no plans to buy carbon offsets, in comparison with 

16% of women. 

 

The proportion of men and women thinking about or planning to adopt each behaviour, 

however, was somewhat similar for each behaviour. Similarities were greatest for buying 

carbon offsets (43% of women and 35% of men), and then for switching to 

environmentally-friendly products (29% for both men and women). 

 

 

 

Figure 19: Proportion of men and women at each stage of behaviour change for 

purchasing behaviours for the oldest, middle and youngest age groups. 

 

Six Australias 

The Alarmed segment were most advanced in their process of adoption of purchasing 

behaviours, and the Dismissive segment the least advanced as illustrated in Figure 20. 

Buying locally made products was the only behaviour where all segments’ average 
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progress towards changing behaviours was at least thinking about it, although switching to 

environmentally-friendly products showed similar progress for all except the Dismissive 

segment. The greatest divergence across segments was for switching to environmentally-

friendly products. The ease of implementation and more diverse motivations for buying 

locally made products may explain its more consistent results. 

 

 

 

Figure 20: Average stage of adoption of each purchasing behaviour across climate 

segments. 

 

FUEL AND ENERGY BEHAVIOURS 

I switch lights off around the house whenever possible  

Overwhelmingly, 86% of respondents already switch lights off around the house whenever 

possible, with only 1% not doing so and not planning to. As outlined in Figure 21, 4% of 

respondents are thinking about it, however, don’t know how or when. 

 

 

 

Figure 21: Proportion of respondents at each stage of behaviour change for switching 

lights off around the house whenever possible. 

 

I have reduced the amount of gas and/or electricity I use around the house 

As seen in Figure 22, 82% of respondents have a plan to or already have reduced the 

amount of gas and/or electricity used around the house. 6% of respondents are thinking 
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about it, however, don’t know how or when to do so. While 6% of respondents don’t 

reduce the amount of gas and/or electricity used around the house and don’t plan to. 

 

 

 

Figure 22: Proportion of respondents at each stage of behaviour change for reducing the 

amount of gas and/or electricity use around the house. 

 

I have installed insulation in my home  

A total of 57% of respondents plan to, or have already installed insulation in their home. 

Just under 7% of respondents are thinking about doing it but don’t know how or when. On 

the other end of the spectrum, installing insulation into homes was not relevant to 18% of 

respondents. This was not explored further, however factors such as rental restrictions 

may explain this. Additionally, 12% haven't and don’t plan on installing insulation (Figure 

23). 

 

 

 

Figure 23: Proportion of respondents at each stage of behaviour change for installing 

insulation in their home. 

 

I am on green power 

Figure 24 shows that just over 35% of respondents either have a plan to be, or are 

already, purchasing renewable electricity. Just over 17% of respondents would like to be 

using renewable electricity, but don’t know how or when. Alternatively, 20% of respondents 

aren’t using renewable electricity and don’t plan to be. For 16% of respondents, using 

renewable electricity was not seen as relevant, which may be due to limitations associated 

with renting or shared housing. 
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Figure 24: Proportion of respondents at each stage of behaviour change for purchasing 

green power. 

 

I have installed a solar hot water system or solar panels in my house 

When asked about the installation of a solar hot water system or solar panels, 41% of 

respondents either plan to, or already have one of these as shown in Figure 25. 17% of 

respondents don’t have either of these installed in their house and don’t plan to. On the 

other hand, installing these was not seen as relevant to 17% of respondents and was not 

possible right now for 16%. Whilst the reasons behind why were not explored, this may be 

due to rental factors and associated limitations with regard to installations. 

 

 

 

Figure 25: Proportion of respondents at each stage of behaviour change for installing a 

solar hot water system or solar panels in their house. 

 

When I have to replace appliances, I buy energy efficient models 

When appliances need replacing, 61% of respondents already opt for energy efficient 

models, compared with just 6% who have not done this and do not plan on doing so. As 

shown in Figure 26, 11% have plans to purchase energy efficient models to replace their 

previous appliances. Financial constraints may be a limitation on respondents who do not 

already, or have a plan to purchase energy efficient appliances, as monetary benefits are 

typically not seen until after the initial investment in the product. 

 



 

  22 

 

 

 

Figure 26: Proportion of respondents at each stage of behaviour change for buying 

energy efficient models when replacing appliances. 

 

I usually walk/cycle/carpool/take public transport 

Forty-two percent of respondents reported that they usually walk, cycle, carpool or take 

public transport (see Figure 27). While 22% of respondents don’t usually utilise these 

forms of transport and don’t have a plan to, 8% do have a plan to take car-alternative 

forms of transport. A lack of infrastructure allowing respondents to take green transport, 

particularly if they reside in rural locations, could be a limitation to engaging in this 

behaviour. 

 

 

 

Figure 27: Proportion of respondents at each stage of behaviour change for usually 

walking/cycling/carpooling/taking public transport. 

 

I have reduced the amount of petrol I use 

Petrol usage has already been reduced by 54% of respondents, with 7% planning on 

reducing their petrol use. As seen in Figure 28, 17% of respondents would like to reduce 

their use of petrol, but it is either not possible for them at the moment, or they are unsure 

how or when they can do so.  
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Figure 28: Proportion of respondents at each stage of behaviour change for reducing the 

amount of petrol they use. 

 

Age 

Age differences were apparent in stages of energy-related behaviour changes. Figure 29 

and Figure 30 show stages of change for those aged 18-29 years, 30-49 years, and 50 

years or more. Within the suite of energy-related behaviours studied, efficiency measures 

(Figure 30) had a more consistently lower proportion of people with no intention to change 

these behaviours across age groups, in comparison with behaviours relating to energy 

sources (Figure 29). The oldest age group tended to have the largest proportion of people 

with no intention of changing behaviours relating to energy sources. Those in the middle 

and oldest age groups tended to have the largest (and similarly sized) proportion of people 

with no intention to change their energy efficiency behaviours. 

 

Using low emission transport options (e.g., walking or taking public transport) had the 

highest proportions of people resistant to changing these behaviours across all age groups 

(18% of 18-29 year olds were resistant, 17% for 30-49 year olds, and 26% for those 50 

years and older). This was followed by purchasing green power (11% of 18-29 year olds 

were resistant, 17% for 30-49 year olds, and 24% for those 50 years and older). 

 

Using green power was the only behaviour where all three age groups had a similar 

proportion of people thinking about/planning to do so (33% for the youngest, 29% for 

middle, and 28% for the oldest age group). Those over 50 years tended to have fewer 

people thinking about/planning to adopt these behaviours, however this was typically 

because more of them were already doing these behaviours. 

 

Those under 50 years old had roughly similar proportions of people thinking 

about/planning to do most energy-related behaviours. These were greatest for buying 

energy efficient appliances (32% for the younger and 27% for middle age group) and 

installing home solar hot water/panels (25% for younger and middle age groups). 
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Figure 29: Proportion of age group at each stage of behaviour change for behaviours 

relating to energy sources for the oldest, middle and youngest age groups. 

 

 

 

Figure 30: Proportion of age group at each stage of behaviour change for energy 

efficiency behaviours for the oldest, middle and youngest age groups. 

 

Gender 

Men and women tended to have similar proportions of people thinking about/planning to 

change their energy-related behaviours, however more men than women had no plans to 

change these behaviours as shown in Figure 31 and Figure 32. 
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Figure 31: Proportion of men and women at each stage of behaviour change for 

behaviours relating to energy sources for the oldest, middle and youngest age groups. 

 

 

 

Figure 32: Proportion of men and women at each stage of behaviour change for energy 

efficiency behaviours for the oldest, middle and youngest age groups. 

 

Six Australias 

The average stage of adoption of each energy-related behaviour tended to follow a trend 

from the Alarmed segment closer to adoption and the Dismissive segment further from 

adoption, although the difference between these two extremes varied. All segments were 

relatively close to adoption for switching off lights. The greatest difference across 

segments was for the use of green power, where the average stage of change for the 

Alarmed segment was in the thinking about/planning stages and the average Dismissive 

segment was close to no intention to change. 
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Figure 33: Average stage of adoption of each energy-related behaviour across climate 

segments. 

 

WASTE BEHAVIOURS 

I recycle/compost as much household waste as possible 

With regard to household waste management, 81% of respondents either have a plan to, 

or already recycle and/or compost their waste (see Figure 34). While 5% of respondents 

don’t plan to recycle or compost their household waste, another 5% want to reduce their 

waste but are unsure how or when they will do so. Large-scale incentives by local councils 

and non-governmental organisations to reduce household waste could be responsible for 

the already significantly large uptake of this behaviour. 

 

 

 

Figure 34: Proportion of respondents at each stage of behaviour change for 

recycling/composting as much household waste as possible. 
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I will usually try to fix things rather than replace them 

Seventy-seven percent of respondents already fix broken items rather than replacing them 

or have a plan to do this (refer to Figure 35). While 5% of respondents would like to do this 

but are unsure how or when they will do so,  6% of respondents don’t usually fix broken 

items before replacing them and don’t plan on changing this behaviour. 

 

 

 

Figure 35: Proportion of respondents at each stage of behaviour change for usually 

trying to fix things rather than replace them. 

 

I buy food with minimal packaging wherever possible 

When purchasing food, 65% of respondents already buy products with minimal packaging, 

with a further approximately 8% of respondents having a plan to adopt this behaviour (see 

Figure 36). A further 6% of respondents would like to purchase food with minimal 

packaging, although it is not possible for them to do so currently. 

 

 

 

Figure 36: Proportion of respondents at each stage of behaviour change for buying food 

with minimal packaging wherever possible. 

 

I have reduced my food waste 

As seen in Figure 37, over three-quarters of respondents have already reduced their food 

waste. A further 6% are planning on reducing their food waste soon, and 5% are thinking 

of doing so, but are unsure how or when. Only 5% of respondents do not reduce their food 

waste and have no plan to change this. Reducing food waste may be done for thrift and 

ethical reasons, which makes it potentially attractive to more people. 
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Figure 37: Proportion of respondents at each stage of behaviour change for reducing 

their food waste. 

 

I have reduced the amount of bottled water I buy 

Almost two-thirds of respondents have already reduced the amount of bottled water that 

they buy (see Figure 38), with a further 5% having a plan to do so. 9% of respondents 

have not reduced their purchasing of bottled water and don’t plan to do so. 

 

 

 

Figure 38: Proportion of respondents at each stage of behaviour change for reducing the 

amount of bottled water they buy. 

 

I have shifted to electronic bills and reduced unwanted letter/junk mail  

Sixty-seven percent of respondents reported that they have already shifted to electronic 

bills and that they reduce unwanted letter/junk mail (see Figure 39), with 15% having a 

plan in place/thinking about adopting this behaviour. In contrast, 11% of respondents have 

not shifted to electronic bills/reduced unwanted letters/junk mail, and do not plan on doing 

so in the future. 
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Figure 39: Proportion of respondents at each stage of behaviour change for shifting to 

electronic bills and reducing unwanted letter/junk mail. 

 

Age 

Age differences were apparent in stages of waste management behaviour changes as 

illustrated in Figure 40. In general, more people aged 50 years and over are already 

adopting each waste management behaviour than the other age groups. For most waste 

management behaviours, more people aged 18-29 years were thinking about/planning to 

adopt each behaviour than the other age groups, and more people aged 30-49 years were 

not intending to change these behaviours than other age groups. 

 

 

 

Figure 40: Proportion of age group at each stage of behaviour change for waste 

management behaviours for the oldest, middle and youngest age groups. 

 

Gender 

Gender differences were evident in stages of behaviour change across waste 

management actions as illustrated in Figure 41. In general, a greater proportion of men 
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than women had no intention to adopt these behaviours, with less resistance for fixing 

broken items rather than replacing them, and recycling/composting household waste. 

Women were more likely than men to be thinking about/planning to recycle/compost, fix 

things rather than replace them, and reduce food waste. 

 

 

 

Figure 41: Proportion of men and women at each stage of behaviour change for waste 

management behaviours for the oldest, middle and youngest age groups. 

 

Six Australias 

Average stages of change of waste management behaviours followed a similar trend 

across segments as with the other tested behaviours (see Figure 42), with the Alarmed 

segment averaging closer to adoption than the Dismissive segment. The segments were 

most consistent for recycling/composting household waste, and most divergent for buying 

minimally packaged food. Overall, each segment had somewhat consistent average 

stages of change across waste management behaviours. 
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Figure 42: Average stage of adoption of each waste management behaviour across 

climate segments. 

 

Conclusion  

The 2022 survey conducted by MCCCRH explored Australians' climate change attitudes 

and behaviours. Comparing these to 2011, 2016 and 2020 climate change audience 

segmentation studies showed increasing worry over climate change. In 2022, 58% of 

Australians are either Alarmed or Concerned about climate change. The Alarmed segment 

of the public has increased to 31% from 14% in 2011. In 2022 fewer Australians are 

Disengaged and Doubtful about the issue than in previous studies. 

 

An exploration of Australian civic climate change behaviours found voting based on an 

environmental issue was the most common civic behaviour, followed by supporting 

environmental groups and activities with money or participation. The least common civic 

activities were more politically focussed such as political campaigning. Younger 

Australians were more active than older Australians across all civic behaviours, and 

women tended to adopt civic behaviours equally or more than men. This gender difference 

was most significant with behaviours such as voting and donating to an environmental 

group. There was no difference across genders for contacting government about climate 

change or being part of a political environmental campaign, both of which had very low 

adoption. 

 

The adoption of private mitigation behaviours varied considerably. Activities that required 

fewer resources (time, money and knowledge) and might be adopted for reasons other 

than environmental motivations, were more commonly adopted (e.g., 84% of respondents 

switch off lights around the house whenever possible). Activities that required greater 

resourcing, were more complex, or might require structural support (e.g., home ownership 

or access to green power) were less commonly adopted (e.g., only 15% of respondents 

have bought carbon offsets). In contrast to the trend for civic behaviours, most private 

behaviours were more commonly adopted by people aged 50 years or more than by 

younger age groups. Women tended to have slightly higher adoption of private behaviours 

than men, however men were more likely to reduce petrol use, install home insulation, and 

use low emission transport (e.g., walking or public transport). Women were especially 
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more likely than men to have changed their diet, reduced their use of bottled water, and 

switched to environmentally-friendly products. 

 

Adoption of civic and private behaviours across the six Australias tended to follow a 

general pattern, with the Alarmed segment having the highest adoption and highest stage 

of change for non-adopters, the Dismissive segment having the lowest, and the segments 

in between grading between those two. There were, however, a few behaviours where the 

Doubtful segment had unexpectedly high adoption (e.g., buying locally made products, 

fixing rather than replacing broken items, and several energy efficiency-related 

behaviours). The Disengaged segment tended to have the lowest adoption of behaviours, 

however this sample was relatively small and so may not be as representative of this 

portion of the public. 

 

Further examination of the stage of behaviour change of non-adopters found that the 

behaviours with the highest proportion of people resistant to change (i.e., with no intention 

to change this behaviour) often also had some of the largest proportions of people thinking 

about/planning to change these behaviours. This includes changing diet, buying carbon 

offsets, and using low emissions transport (e.g., walking or public transport). Other 

behaviours with high proportions of people thinking about or planning change but with 

smaller proportions of resistant people, included switching to environmentally-friendly 

products, and buying locally made products. 

 

Age differences were also evident in stages of behaviour change. Older people were more 

resistant to the less commonly adopted purchasing behaviours than younger people (i.e., 

changing diet and buying carbon offsets), and more younger people were thinking 

about/planning to change these than older people. 30-49 year olds were more resistant to 

most waste management behaviours than the younger and older age groups. Those aged 

30 years or more had greater resistance to energy-related behaviours than younger 

people, and more people under 50 years were thinking about/planning to change energy-

related behaviours than older people. 

 

Gender differences were also present in the stages of change across the studied 

behaviours. Men tended to be more resistant than women for many behaviours, however 

men and women often showed similar proportions of people thinking about/planning to 

change each behaviour. The greatest differences were evident for changing diet and 

buying carbon offsets, where current levels of adoption are relatively low. 

 

Considered together, these findings suggest there remains considerable openness to 

adoption of climate change mitigation behaviours, but also substantial resistance to 

behaviours that might be more complex, or require structural or resource support. Young 

people tend to be expressing their concerns through civic action rather than private action. 

This may be due to real or perceived financial or structural barriers. While older people 

tend to be more likely to adopt private behaviours, they may also be doing so for reasons 

other than climate change or other environmental motivations. Those who are not already 

adopting these behaviours also tend to be more resistant to change. 
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Appendix 

Table 1: Demographic characteristics of survey participants 

Category 

Full sample 
(N = 3098) 

Private behaviours 
sample (n = 1441) 

Number (Proportion) Number (Proportion) 

Gender 

Woman 1567 (51%) 800 (56%) 

Man 1527 (49%) 639 (44%) 

Non-Binary/Other gender 2 (<1%) 1 (<1%) 

Prefer not to say 1 (<1%) 1 (<1%) 

Age  

18-29 years 722 (23%) 529 (37%) 

30-49 years 981 (32%) 558 (39%) 

50 years or older 1395 (45%) 355 (25%) 

Personal income 

<$20,799 1073 (35%) 452 (31%) 

$20,800-$41,599 814 (26%) 334 (23%) 

$41,600-$64,999 524 (17%) 275 (19%) 

$65,000-$90,999 323 (10%) 179 (12%) 

$91,000 or more 365 (12%) 201 (14%) 

Education 

Did not go to school 22 (1%) 6 (<1%) 

Primary/secondary school 1470 (47%) 668 (46%) 

Trade/diploma/certificate 860 (28%) 398 (28%) 

Bachelor degree or above 747 (24%) 369 (26%) 

 

 


