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How Values Can Add Value: The Case of the DEFRA ‘Green’ Segmentation 

 

Introduction 

 

The British government department DEFRA (Department of Food, Environment and Rural 

Affairs, operating in England and Wales) developed a ‘green segmentation’ based on self-

reported public behaviours, in 2008 [1]. This segmentation was intended to be used to 

understand and drive ‘green’ or ‘pro-environmental’ behaviours [2] and was widely reported in 

the media and used by various organisations [3]. 

 

In 2010 DEFRA commissioned CDSM (www.cultdyn.co.uk) to apply Values Modes segmentation 

to the DEFRA segments, which are based mainly on behaviour and standard demographics and 

social questions.  This values analysis has not been published and is explained here (below).  

For users of the DEFRA ‘green segmentation’ it should give a guide to more effective strategy for 

engagement and behaviour change because it is motivational.  The analysis also reveals that 

some of the segments are not ‘real’ segments at all, in so far as they represent people with a 

variety of fundamentally different, even opposing unconscious motivations, and that any 

attempt to  treat these people as a homogenous group based on common behaviours or 

standard demographics, would not be likely to work. 

 

The DEFRA Segmentation 

 

These are the segments: 

 

1:Positive greens 

2: Waste watchers 

3: Concerned consumers 

4: Sideline supporters 

5: Cautious participants 

6: Stalled starters 

7: Honestly disengaged 

 

Between them the segments are scaled up to represent the whole population of England and 
Wales.  They are described in much more detail in the DEFRA report ‘A Framework For Pro 
Environmental Behaviours’[4], based on claimed behaviours, some attitudinal questions, and 
factors such as media consumption, socio economic group (income, profession), family status 
and age. 
 
DEFRA has used this to separate the segments by ‘ability to act’ and  ‘willingness to act’. Eg: 
 

http://www.cultdyn.co.uk/
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Here’s one DEFRA summary [5] of the segments: 

 

Positive greens 
 
I think it’s important that I do as much as I can to limit my impact on the environment. 
18% 

 

•Most positive pro-environmental attitudes and beliefs, and highest levels of self-reported 
knowledge 

•Aspire to live a more environmentally friendly life 

•Already doing the most to reduce environmental impact but scope to do more 

•Most likely to be AB. Highest average income. Middle age bias 
 

Concerned  consumers 
 
I think I do more than a lot of people. Still, going away is important, I’d find that hard to give 
up..well I wouldn’t, so carbon off-setting would make me feel better. 
14% 

 

•Broadly pro-environmental attitudes and beliefs, open to concept of climate change 

•Few barriers to being more environmentally friendly 

•One third aged 30-40; bias to ABC1; many high income; most likely to have dependent children 

•Average car use; highest fliers 
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Sideline supporters 
 
I think climate change is a big problem for us. I know I don’t think much about how much water or 
electricity I use, and I forget to turn things off..I’d like to do a bit more. 
14% 

 

•Generally pro-environmental world view (second to Positive Greens) 

•Acknowledges range of barriers 

•Ecological worldview not translated into behaviours and have lower knowledge 

•Open to doing more but unlikely to be pro-active in acquiring information or adapting 
behaviour 

•Spans all ages, but higher rep of under 30s and bias to C2DE 
 

Waste watchers 
 
‘Waste not, want not’ that’s important, you should live life thinking about what you are doing and 
using. 
12% 

•Already doing a lot and content with what they are doing 

•Desire to avoid waste overrides any concern about wider environment  

•Don’t feel guilty about environmental impacts 

•Very concerned about changes to the UK countryside/ loss of biodiversity 

•Behaviour driven by urge to avoid waste 

•Oldest age profile. Many on low incomes. Rural/semi-rural  
 

Cautious participants 
 
I do a couple of things to help the environment. I’d really like to do more, well as long as I saw 
others were. 
14% 

•Average environmental world view 

•Lower agency and cite more barriers 

•Pro-environmental behaviours not a natural fit with their identity 

•Willing to do more, if others act first 

•Middling group with younger age profile 
 

Stalled starters 
 
I don’t know much about climate change. I can’t afford a car so I use public transport.. I’d like a car 
though. 
10% 

•Conflicting environmental views 

•Other priorities to address before the environment. Least likely to believe their behaviour 
contributes to climate change. See “green” as alternative and reluctant to doing more 

•Lifestyle likely to be low impact for non-env reasons 

•Lowest SEG: 46% DE; renting; urban; low qualifications/employment 
 

Honestly  disengaged 
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Maybe there’ll be an environmental disaster, maybe not. Makes no difference to me, I’m just living 
life the way I want to. 
18% 

 

•Characterised by indifference towards environmental issues 

•Most negative ecological worldview, and a lack of interest and concern 

•Sceptical about current environmental threat 

•Rate their pro-environmental behaviour lowest of all segments 

•Spread across all social classes but ABs under-represented. Slight young male bias. Tend to be 
on lower incomes 
 

Comments on The DEFRA Segments 

 

Clearly it can be argued that almost any segmentation is better than none, and many 

organisations may have found this segmentation to be useful, including where it has informed 

more specific areas of interest such as energy use in the home. [6] 

 

A basic limitation of any behavioural segmentation is that it cannot reliably indicate why 

someone is undertaking a behaviour, and therefore cannot shed much light on what might make 

them do more or less of it.  Moreover, because most decisions are based on reflexive, intuitive or 

emotional reasoning, not on analytical, effortful or reflective reasoning [7], any responses given 

to questions about why people are or are not doing something, capture attitudes and opinions 

driven by rationalising behaviours, and do not reveal the (largely unconscious) reasons why the 

behaviour occurs. 

 

This means that the assumptions made about ‘ability’ and even ‘willingness’ to take action are 

largely based on inferences made by the researchers, and do not reflect the potential to get 

people to change behaviour.  In fact it would be possible to get people in all the segments 

identified by DEFRA to act, given asks and offers which match their motivation.  Or at least to 

want to act, even if some were still constrained by factors such as opportunity or resources. This 

is why a values segmentation adds utility. 

 

This also means that where there are opposing or conflicted values within a behavioural 

segment, if you were to impute motive based on the segment behaviour, as in “people who do 

what you do are like this …” or “you do X so you are this type of person”, the reaction might be 

hostile or the ‘message’ might be ignored, or in a conversation, it might provoke argument, not 

the desired behavioural effect. 

 

A less important but still relevant limitation is that behaviours can change relatively quickly, not 

least because they spread across values groups in a predictable sequence[8].  This means that 

many of the attitudes measured in the DEFRA segmentation may have changed since the 

fieldwork was undertaken in 2006-8.  The values segments are however likely to remain very 

robust as people’s behaviours can change far more quickly than they change their dominant 

values set.  Therefore strategies based on a values segmentation are likely to remain valid for a 

much longer time period. 
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Some of these limitations of the DEFRA segmentation were highlighted in Campaign Strategy 

Newsletter in 2008 [9] but the values analysis below may help increase the value of the DEFRA 

segmentation, particularly for those already using it. 

 

Values Analysis of the DEFRA ‘Green Segmentation’ 

 

Here are the results of the CDSM analysis as British Values Survey ‘gradient maps.  The values 

segmenting questions were asked at the same time as the questions used to create the DEFRA 

segments. 

 

Segment 1 – Positive Greens 

 

  
This DEFRA segment is basically Pioneers, reflecting the finding made in numerous surveys in 

the UK [10].  It is not surprising that they are the ‘green espousers’.  These people are primarily 

motivated by a set of values including ethics and ideas, innovation, holism, beauty, universalism, 

self direction, and care for nature.  For guidelines on communicating with the different Maslow 

Groups, of which the Pioneers are one, download http://bit.ly/JYBxPU   

 

The Transcenders are the leading edge of change, the first to take up innovative behaviours, and 

this ‘new’ set of behaviours has established with them first. The Now People Prospectors are the 

bridge to the rest of the Prospectors and pick things up from the Pioneers by emulation.   The 

way to shift more Now People into undertaking the same behaviours would be to make them 

more fun, social, and rewarding in terms of ‘having the right stuff’.  The trend for re-use, 

embodied in upcycling, vintage styles etc is an example.[11]  Here we can see the Now people 

showing slightly greater agreement than the other Prospectors. 

 

Roots 
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showing six ‘edge’ Modes 

and the three Maslow 

Groups. 

 

The others: 
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Anyone trying to start a new ‘green behaviour’ should start with this group and try to associate 

it with success, fun etc to attract Now People.  They should however target the Transcenders not 

the Concerned Ethicals, whose overt ethicism will put the Now People off.  This is an example of 

why values analysis is useful for planning behavioural campaigns. 

 

The Settlers (top right) are least likely to be in this group.  This reflects (a) that some of the 

behaviours are new, and the Settlers are the ‘laggards’ of change, and (b) that many of these 

behaviours or ‘messages’ have been generally sold (including by DEFRA) in ethical, altruistic, 

issues-based complex terms, and by messengers Settlers do not know, all of which leads them to 

be unlikely to adopt them. 

 

Segment 2: Waste Watchers 

 

 

  
 

This segment is mainly Settlers, along with some Concerned Ethicals.    

 

The DEFRA shorthand is: 

 

•Already doing a lot and content with what they are doing 

•Desire to avoid waste overrides any concern about wider environment  

•Don’t feel guilty about environmental impacts 

•Very concerned about changes to the UK countryside/ loss of biodiversity 

•Behaviour driven by urge to avoid waste 

•Oldest age profile. Many on low incomes. Rural/semi-rural  
 

Left: Values Modes 

showing six ‘edge’ Modes 

and the three Maslow 

Groups. 
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This describes some prevalent attributes of the Settlers in the UK.  “Content with what they are 

doing” describes almost anything applied to Settlers: they are not looking to do more, to do 

change.  The way to get them to do extra things would be first to get the Pioneers and 

Prospectors to do it.  Then they would take it up because it would look ‘normal’.  It would be 

wrong to conclude therefore that this group will not do more. 

 

‘Desire to avoid waste overrides any concern about wider environment’ well describes two 
Settler attributes: a desire to minimise risk (and waste is a form of risk), and a restricted view 
(not ‘Global’ or ‘Universal’ like Pioneers) of where “their” world starts and stops.  This group 
will not respond well to appeals based on new evidence of any global threat.  

 

They also like face to face communication with people they know, doing things ‘for the family’, 
resurrecting or celebrating the wisdom or ways of the past, traditions, treats, and strong 
leadership (by leaders or authorities they identify with).  

 

Their ‘concern about changes to the UK countryside/ loss of biodiversity’ is actually mainly 

about change: loss of the familiar.  Although a lot of older UK people are Settlers, a lot are also 

now Pioneers so you cannot assume that all older people would fit this bracket, nor that they 

are necessarily rural or on low incomes. 

 

Segment 3: Concerned Consumers 

 

 
You can see that this Segment is largely the same as (1) but with a lot more Prospectors.  In 

terms of motivating them, it would be much more effective to reach the Prospectors separately, 

with things like incentives, games, competitions, lotteries, ways of enabling people doing the 

right thing to ‘look good’, and things-to-get such as smart gadgets, and involvement of 
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celebrities and social activities.  Most Pioneers will not respond well to such an approach so it 

would be better to deal with these audiences separately.  One way to do that is to create 

different projects or options and allow people to self-select.  Events which you can attend exert 

a strong self-selection effect because of the greater commitment in attending or not, compared 

for example to a channel such as a print publication.   

 

However, given the spread of behaviours such as buying ‘vintage’ and re-use in home décor, 

which is now engaging Prospectors and Pioneers [12] it would be relatively easy to create offers 

that do attract both groups, and then build in second-stage options which allowed for more self-

selection. 

 

The best way to develop such offers  would probably be to identify whether or not this group is 

really separate from (1) in terms of behaviour, and then use an element of that behaviour as a 

context/ channel to build an offer or ask around. 

 

Segment 4. Sideline Supporters 
 
 

 
DEFRA’s shorthand is: 
 
I think climate change is a big problem for us. I know I don’t think much about how much water or 
electricity I use, and I forget to turn things off..I’d like to do a bit more. 
 

14% 

 

•Generally pro-environmental world view (second to Positive Greens) 

•Acknowledges range of barriers 
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•Ecological worldview not translated into behaviours and have lower knowledge 

•Open to doing more but unlikely to be pro-active in acquiring information or adapting 
behaviour 

•Spans all ages, but higher rep of under 30s and bias to C2DE 
 

This is not a motivationally distinct group or coherent set of groups.  Apart from a lower 

representation amongst the Prospector Golden Dreamer Values Mode, it includes very wide 

variety of people.  From many other studies we know that many of these people are not 

candidates in waiting to become ‘Positive Greens’.  If they are defined by being ‘sympathetic’ but 

not having done much, then it would be better to target them with tailor made offers for 

Settlers, Prospectors and Pioneers, rather than to try and create a produce, service or offer /ask 

for this ‘segment’.  In practical communications it is not really a segment at all. 

 

 

Segment 5. Cautious Participants 

 

 
 

This segment is drawn heavily from just one Values Mode: the Golden Dreamers.  So unlike the 

previous DEFRA segment it could be quite easily targeted with communications  matched to 

resonate with their values.  The Settler Brave New Worlds are also strongly represented.   

 

DEFRA’s description: 
 
I do a couple of things to help the environment. I’d really like to do more, well as long as I saw 
others were. 
14% 

•Average environmental world view 

•Lower agency and cite more barriers 
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•Pro-environmental behaviours not a natural fit with their identity 

•Willing to do more, if others act first 

•Middling group with younger age profile 
 

We know from the British Values Survey and other research that the Golden Dreamers respond 

positively to opportunities to gain the esteem of others, and to find quick and easy ways to do 

so.  They will tend for example to be big lottery players, and are the psychological home of 

‘bling’ and ‘instant results’ offers.   “Getting something” is a vital component of time well spent 

for them.   Trying to convert them to an ‘environmental world view’ would be a waste of time 

and effort.  Getting them to do more pro-environmental behaviours is, on the other hand, 

entirely possible, so long as those bring the esteem of others.  They are very interested in 

‘recommendations’ for example from magazines or authoritative or successful figures. 

 

The Brave New Worlds share many characteristics with the Golden Dreamers  and are attracted 

to ‘big ideas’ but like to pursue them through ‘small steps’.  They are also group oriented, and 

look for benefits for “us”: for those we know and people like us.  

 

Note that this Segment does not cover the more confident and fashion-conscious Now People, 

although the Golden Dreamers will copy Now People behaviours. 

 

Segment 6.  Stalled Starters 

 

 
This segment overlaps strongly with the previous one but is more Settler weighted.   

 

DEFRA’s shorthand: 
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I don’t know much about climate change. I can’t afford a car so I use public transport.. I’d like a car 
though. 
10% 

•Conflicting environmental views 

•Other priorities to address before the environment. Least likely to believe their behaviour 
contributes to climate change. See “green” as alternative and reluctant to doing more 

•Lifestyle likely to be low impact for non-env reasons 

•Lowest SEG: 46% DE; renting; urban; low qualifications/employment 
 

The DEFRA description is broadly true of many Settlers in the UK today but is partial and could 

be misleading if used for targeting. For example 14% of ABs in London are Settlers: rich but 

socially conservative people.  So they would not fit the DE category and assumptions made on 

that basis.  The key to reaching and engaging these people would be something else that the 

DEFRA segmentation does not capture: making the behaviours ‘normal’, providing leadership 

through authority figures they respect (ie ‘natural’ de facto leaders, not necessarily official 

ones), and establishing ‘rules’.   

 

These people tend to see themselves as ‘normal’ and therefore are heavily affected by perceived 

social norms.  Ideas like ‘The Big Society’ make no sense to them: without rules they are unlikely 

to continue or enlarge their behaviour.  With rules however they will tend to become social 

enforcers (eg volunteering in Neighbourhood Watch Groups). 

 

Segment 7.  Honestly Disengaged 
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This DEFRA segment has a fairly distinct values profile which is not captured in DEFRA’s 

description, partly because there are two very different (in some ways opposed) centres of 

distribution: Settler ‘Roots’ and the Prospector ‘Now People’. 

 

DEFRA says: 

 

Maybe there’ll be an environmental disaster, maybe not. Makes no difference to me, I’m just living 
life the way I want to. 
18% 

 

•Characterised by indifference towards environmental issues 

•Most negative ecological worldview, and a lack of interest and concern 

•Sceptical about current environmental threat 

•Rate their pro-environmental behaviour lowest of all segments 

•Spread across all social classes but ABs under-represented. Slight young male bias. Tend to be 
on lower incomes 
 

This is not a cohesive group.  The indifference is consistent but it has several different forms.  

Now People will be indifferent because they are so optimistic about other things, while Roots 

are pessimistic and see no real scope to improvements of any kind beyond attending to life’s 

‘basics’. 

 

For Roots, the Values Mode with the lowest sense of self-agency and living a life where just 

getting by and ensuring the basics are met,  ”I’m just living life the way I want to” is not so much 

a choice as circumstance.  They don’t necessarily want to live as they do but feel powerless and 

the victim of external pressures and constraints which they adjust to, and then rationalise. They 

score highly for example on acquiescence and tradition: not rocking the boat, accepting things 

as they are.  These are likely to be the last people to adopt anything new. 

 

For Now People,  ”I’m just living life the way I want to” means almost the opposite: having fun, 

finding adventure, a bit of novelty, excitement, hedonism.  They live in a world with lots of 

choices and are experiencing a greater sense of choice now than in their lives to date.  If they are 

not adopting pro-environmental behaviours it is because they are not perceived as fashionable 

or exciting as alternative ways to live or spend your time.   Given the right opportunities and 

incentives, Now People are candidates to do more pro-environmental behaviours, including 

potentially spectacular and significant ones (if possible, ‘fabulous’).  Roots people are not.  (For 

examples of how to engage Now People visit Global Cool which specifically targets them on 

behaviours with a positive climate  impact - www.globalcool.org and 

globalcoolfoundation.org.)  Now People are constantly on the look out for the next cool thing, 

hence their uptake of re-use once it was endorsed by fashion models as ‘vintage’. 

 

Conclusions 

 

Knowing the values profile of the DEFRA segments should increase the utility of those segments 

for users seeking to create engagement and motivational programmes.   At least one of them, 

Sideline Supporters, is not really a useful segment at all.  Several others could be better treated 

as two or more distinct segments with internally consistent motivations (eg Honestly 

http://www.globalcool.org/
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disengaged). A simpler and more effective strategy might have been to apply values 

segmentation at the start, and ask a relevant set of behaviour questions at the same time, in 

order to develop a small number of projects tuned to values (for example one each for Settlers, 

Prospectors and Pioneers).   

 

When it comes to using the segmentation to seek new ‘pro environmental behaviours’ the 

highest value interventions would probably be to develop one to establish an innovation 

amongst Pioneers, associate it with success and then spread it by emulation to Now People.  

From there, marketing techniques and branding can be used to  engage more Prospectors.  Once 

that is done, if enough people are doing it for it to look normal, there is social licence for 

government to start introducing ‘rules’, which will encourage uptake by Settlers. 

 

 

[1] http://www.defra.gov.uk/publications/files/pb13574-behaviours-report-080110.pdf with 

annexes  http://archive.defra.gov.uk/evidence/social/behaviour/documents/behaviours-

jan08-annexes.pdf 

[2]see eg Kirsten Reeves presentation  http://www.oecd.org/dataoecd/2/55/43373068.pdf 

[3] eg http://www.biggreenbundle.org/how-to-use-it 

[4] ref 1 op cit 

[5] ref 3 op cit 

[6] eg http://www.brooklyndhurst.co.uk/public-understanding-of-sustainable-energy-

consumption-in-the-home-_50  

[7] See for example Thinking Fast and Slow, by, Daniel 
Kahneman (Allen Lane, 2011) and discussion in ‘Why Heuristics Work And Why Campaigns 

Need A Psychological Makeover’, Campaign Strategy Newsletter 79, May 2012, 

www.campaignstrategy.org  

[8] See ‘Mainstreaming Change’, , Campaign Strategy Newsletter 79, May 2012, 

www.campaignstrategy.org  

[9] http://www.campaignstrategy.org/newsletters/campaignstrategy_newsletter_38.pdf 

[10] eg www.campaignstrategy.org/whogivesastuff.pdf 

[11] ref 8 op cit 

[12] ref 8 op cit 
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