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The thesis was commissioned by the Climate and Environmental Policy Unit of Turku and its
campaign 1,5-Degree Life that develops climate communication towards the residents. The
output of the thesis process was six prototypes of climate-friendly Turku residents and their
stories. The process utilized service design methods and co-development, and the process
followed a double-diamond framework

The 1,5-degree lifestyle described in the thesis supports climate goals. The theoretical framework
deals with climate change and briefly presents the factors influencing national climate policy and
the factors related to 1,5-degree life. Because the campaign 1,5-Degree Life aims to motivate and
inspire residents to mitigate climate change by changing their behavior, behavioral economics
and nudging were seen as an integral part of the theoretical framework. The study concludes that
the most effective ways to motivate and encourage people to lead a more environmentally friendly
lifestyle are receiving feedback, creating positive images, and ultimately making the topic a
socially acceptable norm. The stories and the tips and practicalities shared to reduce an
individual's carbon footprint aim to steer residents in the desired direction for the environment. In
addition, challenges related to municipal communication have been considered.
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LAHESTYMISTAPA ILMASTONMUUTOKSEN
HILLINTAAN

- 1,5 asteen elamantapojen edistaminen

Opinnaytetyd tehtiin Turun kaupungin ilmastotiimin toimeksiantona ja tavoitteena oli tuottaa
sisaltéd ilmastotiimin 1,5-Asteen Eldmaa kampanjalle. Prosessin lopputuloksena syntyi kuusi
ilmastoystavallisen turkulaisen prototyyppid ja heidan tarinansa. Prosessissa hyddynnettiin
palvelumuotoilun menetelmia ja yhteiskehittdmista ja prosessi noudatti tuplatimanttimallia.

1,5-asteen eldmantapa, jota opinndytetyd kuvaa, tukee ilmastotavoitteita. Opinnaytetyon
teoreettinen viitekehys kasittelee ilmastonmuutosta ja kansalliseen ilmastopolitiikkaan vaikuttavia
tekijoita seka esittelee 1,5-asteen elamaan liittyvia tekoja. Koska 1,5-Asteen Elamaa kampanjan
tavoitteena on motivoida ja innostaa kaupunkilaiset osallistumaan ilmastotalkoisiin muuttamalla
omaa kayttaytymistdan, kayttdytymistaloustiede ja tuuppaus koettiin olennaiseksi osaksi
teoreettista viitekehysta. Tutkimuksen perusteella voidaan todeta, ettd tehokkaimpia tapoja
ihmisten motivoimiseen ja tuuppaamiseen kohti ymparistdystavallisempaa elamantapaa, ovat
palautteen saaminen, positiivisten mielikuvien luominen ja asian saattaminen sosiaalisesti
hyvaksyttdvaksi normiksi. Tarinoilla ja niiden tarjoamilla vinkeilld yksilén hiilijalanjaljen
pienentamiseksi pyritdan tuuppaamaan kaupunkilaisia ymparistdon kannalta toivottuun suuntaan.
Taman lisaksi kunnalliseen viestintaan liittyvat haasteet on pyritty ottamaan huomioon.

ASIASANAT:

Iimastonmuutos, 1,5-asteen elamantavat, kayttaytymistaloustiede, tuuppaus, tarinankerronta
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1 INTRODUCTION

Climate crisis refers to the series of problems caused or likely to be caused by changes
in the world's weather. In particular, the world is getting warmer because human activity

increases carbon dioxide levels in the atmosphere.

The debate over whether resolving the climate crisis rests on the shoulders of an
individual or in societal structures should give way to constructive dialogue and actions.
Consumption habits have traditionally received little attention in mitigating climate
change. Most of the policy action to address climate change focuses on societal acts
such as improving energy efficiency and increasing renewable energy sources (Ministry

of Economic Affairs and Employment 2019).

However, the importance of lifestyle changes has lately started to emphasize. The target
to limit global warming to 1,5 degrees Celsius, as agreed in the Paris Climate Agreement
(Ministry of Environment n.d.), requires systemic change and the engagement of all
market participants. Countries and cities alone cannot reduce all emissions in their areas,
but individuals and businesses are also needed. Besides, societies are made up of
individuals. The part that individuals and households hold the responsibility for is their

behavior and consumption habits.

A positive development is traditionally related to the increase of consumption and
economic growth. Continuous overproduction and -consumption, among others, have
sped up climate change and the use of natural resources at such a speed that it is
estimated that by 2050 the consumption has increased to the demand of three globes.
(The European Commission 2020.) The overconsumption day is earlier every year, and
for example, in 2021, in Finland, it was four months before the global average, on April
10th (WWF n.d.).

With our current lifestyles, the average global temperature threatens to rise by 1,5
degrees from pre-industrial times as early as 2030-2052 and by three degrees by 2100,
based on the emission reduction plans decided so far by all countries (Lettenmeier,
Akeniji, Toivio, Koide & Amellina 2019, 11). In addition to issues directly related to
weather, the limitations of the globe, and the discomfort of development are unevenly
distributed globally, and tensions caused by the inequality reduce the integrity of

societies and trust between the citizens (Salonen & Bardy 2015).

However, despite the painted horror pictures, the course of development is still possible

to change, and good life should be pursued within the limits of one globe. Ecosocially
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civilized individuals recognize the interdependencies between ecological, social, and
economic reality, and understanding those interdependencies build trust in the future.
Ecosocial civilization is the cornerstone in achieving mutual benefit between the bearing
capacity of the globe and the modern economic paradigm. (Salonen & Bardy 2015.)
Bearing capacity refers to the limit where the burden on nature becomes exceeded and
causes irreversible environmental damage threatening the well-being and survival of
humankind (Lettenmeier & al. 2019, 12). Continuous growth and use of natural resources

are in contradiction with the bearing capacity of the globe.

The commissioner of the Master's Thesis is the Climate and Environmental Policy Unit
of the City of Turku and its campaign 1,5-Degree Life that develops the climate
communication towards the residents. The request is to create a content for climate
communication. The objective of the Paris climate agreement is to stop global warming
to 1,5 degrees (Ministry of Environment n.d). Referring to the Paris agreement, the
lifestyle that this Master's Thesis describes is named a 1,5-degree lifestyle. 1,5-degree
lifestyle supports the climate goals, and there are several ways to put a climate-friendly

lifestyle into practice.

Changing consumption patterns is a conscious activity and just as tricky as one decides
to make it. However, the most important thing is to consider individual possibilities and
adjust the actions to one's lifestyle. The ultimate objective of this Master's Thesis is to
encourage everyone to adopt resource wisdom and climate-friendly ways of living that

are suitable for oneself.

1.1 Background of the Thesis

The City of Turku's climate politics is aiming for carbon neutrality by 2029 (Turku n.d).
Carbon neutrality refers to the city's commitment to reduce the net effect from human
activity on climate to zero or to offset specific sector's emissions by reducing them

somewhere else by the target deadline (European Parliament 2021).

Achieving climate targets needs collaboration, and in addition to the city's measures, it
needs to get society broadly involved. The Climate and Environmental Policy Unit has
established a 1,5-Degree Life campaign by which Turku aims to encourage residents
and companies to make climate-friendly choices. (Turku n.d.) Turku has already
developed the Climate Team concept, which offers a database and network for
companies and communities for their sustainable solutions. Approximately 80 climate

actions have already been compiled in the database on the Carbon Neutral Turku 2029.
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Climate objectives and sustainable solutions also form an integral whole for the region's

vitality and business development. (Paatdspoytakirja 2020.)

The commission links to the project Taklataan limastoahdistus! (Let's Tackle Climate
Anxiety!) - Development of empowering climate communication and actions. The project
is funded by the Ministry of the Environment. As part of this project 1,5-Degree Life
campaign was implemented between May 1st, 2020, until November 30th, 2021. Thus,
the project partly promotes and supports the ambitious goal of the City of Turku in its
Climate Plan 2029: climate actions by companies and citizens and extensive cooperation

to create solutions to climate change in society. (Paatospoytakirja 2020.)

Taklataan limastoahdistus! -project develops climate communication that is identified as
a critical bottleneck in achieving and accepting climate objectives. Compelling and
inspiring inclusion measures will accelerate the climate actions of the city's residents and
businesses. At the same time, inclusion measures diversify the means of participation
by the target group. The co-operational we-spirit in climate actions also relieves climate
anxiety, and the examples serve as motivation. (Paatéspoytakirja 2020.) Stakeholders

of the campaign are mapped in Figure 1.

OTHER PARTNERS
+ ICLEI

AUTHORS AND -« Sira
IMPLEMENTERS TARGET AUDIENCE
*  Turku Energia »  Residents
*  Arkea * Businesses
+  Foli «  Communities,
* Beyond challenge 2030- science +  Policy makers
competition = Turku citizens
«  Library = * Employees of the City of Turku
+  Climate Team 1 ’ 5 D E G RE E *  Youth
+  Ekotuki LI FE = Schools
«  Visit Turku +  Media
*  Museum Center CAM PAIG N
+  Forum Marinum
*  Turku University of Applied Sciences
+  TVT Asunnot Qy
+ Lounais-Suomen latehuolto, LSHS DISSEMINATION IN
«  Turun seudun vesi EXPERT NETWORKS

«  Turun seudun puhdistamo

«  Turun vesihuolto

*  Turun Ylioppilaskylasaatic

* Iltdmerihaaste

«  VASO (Varsinais-Suomen Asumisoikeus Oy)
+  Turkuseura

+ Communications agency Telegraafi

« ICLEl - Local Governments for Sustainability
» IURC - International Urban Cooperation

= FISU - Finnish Sustainable Communities

« HINKU (Carbon neutral Finland)

= UBC Network (Union of the Baltic Cities)

*  etc

Figure 1. Stakeholder map

1.2 Goals and Research Problem of Thesis

The objective of the Thesis is to participate in developing climate communication by
creating the personas — ordinary people who live climate-friendly life in Turku. Thus, the
final output of the master's Thesis targets to increase the awareness and facilitate
consumers' choices by communicating the acts of 1,5-degree lifestyle to ensure that the
goals of carbon-neutral Turku would be realized. The primary purpose is to encourage

and motivate everyone to participate in climate work by sharing practical examples of
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what can be done, yet without pointing any fingers and blaming. The objective is to apply
design thinking and service design methods to create the climate-friendly personas living

in Turku.

The Thesis aims to respond to the need of the 1,5-Degree Life campaign to have material
that would be encouraging and easy to identify with for the audience. The campaign's
objective is to increase the awareness of climate-friendly lifestyles among the citizens to
reach the aim of carbon-neutral Turku 2029. Therefore, the target audience for the
dialogue is the inhabitants of Turku, as everyone should be involved in the climate work

to achieve the objective.
The starting point of the research leads to the following research question:
1. What choices can a consumer make to live 1,5-degree life?

The aim is to ultimately influence the behavior by providing examples of alternative
courses of action. That leads to the need to recognize whether the consumers might
benefit from being gently nudged towards the climate-friendly direction and to supporting

research question:

2. Can consumer behavior and decision-making be motivated by nudging,

and how can nudging be utilized in promoting a climate-friendly lifestyle?

In municipalities, communication belongs to everyone. The Municipal Act provides a
framework for municipal communication and requires openness and interaction. The Act
requires equality, and the city is a natural source of information for the resident. The
activities of organizations operating in municipal services must be communicated from
the perspective of the residents. Communication is a strategic tool that is a prerequisite
for democracy and service and essential for any reform. Communication is a vital
management tool, and the importance of interaction in management is further
emphasized. Public administration that actively utilizes modern communication

opportunities also inspires trust among residents and stakeholders. (Kuntaliitto 2016.)

As the intention is to develop a solution for municipal climate communication, the

theoretical background is supplemented with the research question:
3. How can the solution be communicated to the target audience?

The research problem is multidimensional. First, it assumes that it is necessary to
communicate the acts and objectives as clearly and equally as possible to motivate
people to ecological sustainability. Second, the intention is to recognize whether the

consumers might benefit from being gently nudged towards climate-friendliness. Third,
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the key elements of municipal communication requirements must be considered while

developing the output.

The theoretical background of the Thesis is framed in Figure 2. The theoretical
background is the basis of the concept work later and should provide the critical
background information that is required. To understand the environment and the limiting
factors, first, the climate change and the policies addressing the national climate work
are explained. For the second research question, the approach of behavioral economics
and nudging is studied. Finally, for the output, the requirements for communication from

the municipal act as well as information design and storytelling are examined.

1,5-degree lifestyle
Climate Change

National climate policies
ICCP reports
Paris Agreement

o 1,5-DEGREE
Behavioral economics Ll FE
Consumption profiles PROJ ECT
Municipal Act
Storytelling

Information design

Figure 2. Frame of Reference

1.3 Design Process and Schedule

As mentioned, the goal of the service design process is to provide supplementing
material for the use of a 1,5-Degree Life campaign for climate communication. The
outcome of the design process is the content for communication by using the personas
and their examples of sustainable lifestyles. The work is inspired by the personas created
by the Finnish Innovation Fund Sitra. In 2020 Sitra presented examples of four
characters with different lifestyles and values and their pathways to 1,5-degree lifestyles
by 2030 (Figure 3) in its publication Pathways to 1,5-degree lifestyles by 2030. The

personas describe examples of lifestyle transitions from current to 2030. The lifestyle
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pathways intend to visualize the change for different lifestyles in practice. (Impid,
Lahteenoja, & Orasmaa 2020).

SOCIAL AND VALUE POSITIONS

LIFE GUIDED BY GLOBAL TECHNOLOGIES AND LIFESTYLE PATTERNS

c
$

HENRIK
INFORMED HEDONIST
"TECHNOLOGY SOLVES EVERYTHING"

ALEX
CARE-FREE FOLLOWER
"I DON'T REALLY CARE"

LIFE GUIDED BY BELIEF IN MERITOCRACY
WSTHLNID-NVIWNH NI 8431738 A8 Q3JIND 3417

TAINA HILMA
TRADITIONAL COMMON-SENSE RESPONSIBLE GREEN

"I ALWAYS LOOK AT PRICES" | "PERSONAL CHOICES MATTER"
b

LIFE GUIDED BY LOCAL TECHNOLOGIES AND LIFESTYLE PATTERNS

Figure 3. Four characters with different lifestyles and values towards

1,5-degree lifestyles (Impid, Lahteenoja, & Orasmaa 2020).

Core principles of the design process are, according to Design Council, people-
centredness, visual and inclusive communication, collaboration, and co-creation, and
finally, continuous iteration. By applying these principles, the design process will offer a
deep understanding of the usability, shared knowledge of the problem and ideas,
learning and inspiring of others, as well as spotting errors and building confidence in
ideas. (Design Council n.d.) In addition, design methods and tools supplement the
process to reach the goal. The design process of this Thesis follows the Design Council's

Double Diamond framework presented in Figure 4.
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Design Process

PROTQTYPE, TEST,
REFINE

RESEARCH, ANALYSE,
SYNTHESIZE

———

DISCOVER DEFINE DEVELOP DELIVER
Identify the problem Secondary research Co-create and ideate the. Delivering the solution
Preparaiorypresearch and icratise ievieve solution Finalizing the work

Mapping and planning Review based on feedback Interpret and conclude

e

TOOLS AND METHODS OF THE SERVICE DESIGN PROCESS

Preparatory Research Secondary Research Co-creation Ideation and Iteration
*Mind Map *Desk research *Workshop *Personas
+Stakeholder Map *Affinity diagram *Semi-Structured intenview */alue Proposition Canvas
*Online ethnography *Empathy Map *Emetional Journey Map
*Benchmarking *Scenarioc Map *MindMap
*Mind Map *Feedback survey
+Brainstorming
MAY SEPTEMBER
Workshops on Developing the Feedback and Delivery on
June 1st and 10th solution in July review in August September 13th

Figure 4. Design process and timeline

Design thinking refers to designers' problem-solving capacity and methodology when
solving complex problems and finding desirable solutions. Design thinking aims to break
out of natural thinking and behavior patterns and utilize outside-the-box thinking. The
fundamental objective is to understand the users for whom the products and services
are designed. The process evolves around the questions concerning the status quo —
why something is done, what is currently done, and how it could be done better. The
customer is in the center. By re-framing the problem by empathizing with the customer,

the core of the problem is reached. (Design Council n.d.) The status quo of the climate
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unit's climate communication before the 1,5-Degree Life campaign is visualized in Figure
5.

WHAT IS CURRENTLY DONE?

+ Web-page of Turku
+ Video-contest
« Tips and collaboration

CLIMATE
COMMUNICATION WHY IS IT DONE?
BEDFé)GRREETEHLElF]'ES- - To get people involved
* Share information
CAMPAIGN « Reach the objective of carbon

neutral Turku by 2029

HOW IT COULD BE DONEBETTER?

= Various channels, something for everybody
+ Tangible examples
Data

= 1,5-degree Life Campaign

Figure 5. Status Quo before the 1,5-Degree Life campaign

Design Council's Double Diamond is a framework for transforming the design process
visually interpretable. The diamonds express the process of first diverging the thinking
and then focusing by convergent thinking. The process is outlined in four steps: discover,

define, develop, and deliver. (Design Council n.d.)

The first diamond helps to understand and discover the problem. In this case, the
discover-step is covered by the preparatory research. Whether the commission is from
an external source or not, the starting point of the service design work, preparatory
research, aims to learn about the industry, organization, competitors, and similar
products or services or comparable experiences. At its best, the preparatory research
will provide new perspectives to consider in research for further preparation and identify
new stakeholders or possible team members. (Stickdorn, Hormess, Lawrence, &
Schneider 2018, 6-7.)

In this case, the preparatory research includes meetings and discussions with the
commissioner Approaching the topic itself is started by benchmarking and online
ethnography. By preparatory research, the core problem is addressed, and the key
stakeholders identified. Key findings, among others, are the perspective to the research

problem's context and common bottlenecks.

Next, the define-step outlines the Master's Thesis's scope, and in addition to discussions
with the commissioner, it is covered by desk research and preliminary research.

Secondary research or desk research is the part of the research implemented by using
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already existing data. The purpose of desk research is to understand what kind of
research regarding the topic already exists and to formulate research questions more
precisely. Thus, desk research is the starting point of a research process, and the
knowledge serves as a basis before the primary research. (Stickdorn, Hormess,
Lawrence, & Schneider 2018, 8-9.)

The disadvantage of desk research is that research data often represents one point of
view, and the use of research methods is out of desk researcher’s control. Therefore, it
is risky to rely on the data, especially when no scientific review is performed. Data can
also be outdated. To avoid these risks, the research data should be collected from
several sources. (Bhasin 2020.) As the topic is current and the buzz around the climate-
friendly actions coming from everywhere, the profusion of the source material is almost

overwhelming.

After the research and defining of the problem in the first diamond, the commission is
developed further. In contrast to secondary research, primary research refers to self-
collected research such as surveys, interviews, observations, and ethnographic
research. (What is Primary Research and How do | get Started? n.d.) From here on,
primary research is referred as the Co-creation and it applies desk research, co-creation
in workshops, and semi-constructed interviews. The Co-creation part starts the second
diamond's divergent thinking. The second diamond encourages to give different answers
to the clearly defined problem, to seek inspiration from elsewhere, and to co-design with

a range of other people (Design Council n.d.).

Delivery involves ideation and testing out the developed solution, the personas and their
stories at a small scale, such as presenting solutions to the commissioner and iterating
the initial solution with a sample audience. A questionnaire is given to the sample
audience to receive feedback. Rejecting the bad ones and improving the good ones is
the outcome of the delivery phase (Design Council n.d.). As the arrows in the diagram
present, the process is not linear but continuously iterative. As said, no idea is ever ready.
Feedback on the products and services is part of iterative improvement. (Design Council,
n.d.)

The schedule of the thesis work is roughly visualized in Figure 4. The plan is to devote
to the research and the development work between the late spring and early autumn of
2021. The first seminar will be held in March 2021. The work is presented in the second
seminar at the end of August 2021 and the third final seminar in November 2021.
Practical implementation of the process is detailed in phases, and the output resulting

from the work is presented in Chapter 3.
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1.4 Research and Service Design Methods Used in the Thesis

Simultaneously with desk research, the creative process is started. The use of service
design tools and methods can provide an in-depth understanding of user behavior,
preferences, and needs, enabling new solutions (Design Council 2015). For completing
the process, a selection of research and service design methods and tools are utilized.
The utilization of methods and tools is also visualized in Figure 4. The procedure is
presented in chronological order. The application of each method in practice is described
in Chapter 3.

Mindmapping

A mind map is used for collecting and analyzing different information throughout the
thesis process. A mind map is a tool for collecting ideas and perceiving, structuring, and
presenting concepts, content, or issues. The overall picture of the topic in question is
easier to outline and remember from a visual image. A mind map can outline the service
being designed and detect all connections and interactions between the touchpoints.
(Tuulaniemi 2011, Chapter 2.)

A mind map of all discussions is created, and it is supplemented along the process. The
initial mind map is later transformed to become the stakeholder map of the project. An
initial mind map is only for personal purposes, but the stakeholder map is visualized in

Figure 1.
Stakeholder mapping

A stakeholder map is a visual tool that represents the parties who influence the project
and how they connect. Usually, stakeholders are evaluated in a system according to a
specific prioritization. One of the simplest ways to prioritize stakeholders is to rate how
important each one is from a customer's point of view. In B2B, the evaluation can be
done on a contact level between a stakeholder and the organization, from direct contact
to semi-direct to indirect contact. (Stickdorn, Hormess, Lawrence, & Schneider 2018,

46.) In this context, the stakeholders are evaluated at a contact level without prioritizing.
Online Ethnography

Online ethnography or netnography is a qualitative research analysis method that
collects data from virtual communities to gain insights and analyze the user experience
(Rahm-Skageby 2011). In this case, netnography is used for gathering insights mainly
from different climate-friendly social media influencers and bloggers, and discussion

channels. Discussions are related either to a climate-friendly lifestyle or to life in the
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Turku region. Data is gathered from discussions channels by starting own topics as well
as researching the old ones. Also, relevant Facebook group discussions are monitored.
From relevant parts, minor insights through online ethnography are gathered and used

to supplement the co-creation work of the personas.
Benchmarking

Benchmarking is adopting others' processes and then adapting the lessons learned to
own processes, yet it is not copying. It is the process of identifying, understanding and
adapting outstanding practices from organizations anywhere in the world to improve

performance. (Tuominen 2016, 15-16.)

Benchmarking should be considered a continuous measuring process instead of a single
random act, and it should always result in an improvement. In the most successful
scenarios benchmarking process leads to mutual benefit, and both parties can learn from
competitors. However, as said, benchmarking is not just copying. Instead, it requires self-
assessment and the ability to translate practices that work in other contexts into a
process appropriate to implement in own organization. Effective benchmarking requires
a trustworthy environment, cooperation, and learning between organizations. The

objective is to create a win-win situation. (Tuominen 2016, 15-16.)

According to Tuominen (2016, 27), benchmarking can be divided in three categories:
strategic, performance, and process. Strategic benchmarking uses the process to
determine the opportunities for strategic change initiatives in core businesses by
benchmarking top companies in non-competitive industries. Performance benchmarking
is the business performance analysis of competitors, and process benchmarking is the
performance analysis of the critical processes of identified best-practice companies in

any industry.

In this study, as part of the preliminary research, benchmarking processes are used to
identify the climate politics that other Finnish or neighboring European capitals have
adopted, what kinds of campaigns to persuade the citizens have been done, and to
recognize some best practices from there. The primary purpose of the benchmarking
study is to find out and compare what has been done, what goals other cities have, and
whether some best practices could be adapted to this work. The whole process is started

by studying what others have done within the topic.
Affinity Diagram

Affinity diagram is a method for clustering the information. An affinity diagram can help

gather large amounts of data and organize it into groups or themes based on their
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relationships. The affinity process is useful for grouping data gathered during research.
(Dam & Siang 2020.) The affinity process is used for mapping the low carbon acts as

part of secondary research.
Co-creation

Co-creation is at the core of service design philosophy (Stickdorn & Schneider 2021).
Co-creation activities vary from evaluating existing solutions to creating new ones. In co-
creation, designers seek knowledge from users and aspire to understand the context of
the project. Allowing the users to play an active role in designing establishes a setting
for creative thinking and empathy. Designers seldom create services for people like
themselves. Empathy is developed through activities such as roleplaying, interviews, and

observation. (Lupton 2017.)

The intention is to create prototypes on people living a 1,5-degree life in Turku. Co-
creation with the target audience already at the beginning of the process is experienced
essential part of data gathering. The features as well as the amount of the personas is
created together in the workshop. No one knows the people in Turku better than the

people in Turku themselves.
Workshop and Semi-structured interviews

The purpose of a workshop is usually to combine a group of people with various
backgrounds to co-create a solution to a common problem. The structure of the
workshop can be described as service periods and can be divided to plan and prepare
(pre-service) - Workshop (during the service) - Follow-up, and actions (post-service). The
workshop itself is the service period, the planning and preparing is the pre-service period,

and the work after the workshop is the post-service period. (Chambers 2013.)

In general, all frameworks for hosting a workshop follow a similar path. First, the ideas
are collected to the defined problem with optional brainstorming methods, ideas are
chosen with different voting methods, solutions are created for the problem from the
collected ideas, and eventually, the organization commits to proceeding with the

execution of the solution. (Courtney, 2020.)

In this case, the workshop is organized for creating the personas for the 1,5-Degree Life
campaign. Tools for the workshop are an empathy map, a scenario map, a mindmap
about life in Turku, and brainstorming. The structure of the workshop is described in

chapter 3.1 Develop.
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As some target audience groups are not present in the workshops, the data is
supplemented by semi-structured interviews. A semi-structured interview gives
guidelines for the interview yet without excessively curtailing the discussion (Stickdorn,
Hormess, Lawrence & Schneider 2018, 24-26).

Empathy Map

Empathy map is a tool for visualizing user attitudes and behaviors, that helps to
understand the user. The mapping process may also reveal holes in existing user data.
It is used to articulate the things that are known about a particular type of user. It
externalizes knowledge about users to create a shared understanding of user needs and

aid in decision making. (Gibbons 2018.)

Creating an effective solution requires understanding the actual problem and the user's
personal experience. An empathy map is most useful when used at the beginning of the
design process after user research but before requirements and concepting.
Synthesizing the research observations and revealing more profound insights into a
user's needs is facilitated with the mapping process. It can help guide the construction
of personas or serve as a bridge between personas and concept deliverables. Creating
the map helps participants consider things from the user's perspective along with their

goals and challenges. (Brown 2018.)

The intention is that the topics in the empathy map would encourage participants to think
about their topic-related attitudes and thoughts deeper. An empathy map is used in the
first workshop and group interviews and the scenario map in the second workshop.

Approaches are similar, but the empathy map evoke deeper thinking of the attitudes.
Scenario Map

Scenario Map is a tool for building a better understanding of users' everyday
experiences. It also helps to document collective understanding of situations and is best
used as precursors to exploring new ideas or finding the right problem to solve. A
scenario map includes four labeled rows: Phases, Doing, Thinking, and Feeling. (IBM
n.d.)

Brainstorming

Brainstorming is a group exercise used to generate several ideas in a short period. The
idea is to be non-judgemental and aim for quantity instead of quality. The ideas are

curated afterward. (Stickdorn, Hormess, Lawrence & Schneider 2018, 86-87.)
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The workshop aims to brainstorm features for each persona in housing, transportation,

food, and consumption based on participants' own experiences or assumptions.
Personas

Understanding customers and users are one of the core principles in user-centric design.
Creating personas or customer profiles is an effective tool for understanding and
empathizing with the customer segment and user group more in-depth and creating more
user-driven services. Customer profile summarizes the gathered research findings and
motifs, values, fears, and hinders of a target group to a description that facilitates
understanding tangibly of what is designed, to whom, and why. Understanding how the
value is offered to the customer is the basis of providing excellent customer experiences.
(Tuulaniemi 2011, 133-135.)

Customer profiles are based on findings from research. The profiles present a description
of one or more groups pointed out from the research. Created profiles are used to serve
as a ground for new solutions and services. (Tuulaniemi 2011, 133-135.) A good amount
for creating profiles is approximately 3-7 to represent the leading target segments
company-wide. An appropriate amount makes the profiles easy to remember and

empathize with. (Stickdorn, Hormess, Lawrence & Schneider 2018, 51-54.)

Customer profiles can be used in prototyping as the profiling is based on several models
of building value. A designer creates optional concepts, and the potential value can be
measured critically with the help of the consumer profiles before entering the market. As
the strongest behavioral patterns guide customers' choices and values in relation to the
offering, the hidden pattern can sometimes take over the behavior. When a designer
understands different behavioral patterns and the appreciations behind the behavior, a
designer can offer customer experiences that serve both dominant and hidden patterns
that speak to the customer and create meaningful loyalty for businesses. (Tuulaniemi
2011, 133-135.)

Customer profiles are used for ideation, decision-making as well as service concept
creation. A designer can evaluate a new concept of service touchpoints with the help of
a customer profile. For businesses, customer profiles make customer segmenting and
finding the customer groups easier as the targeting and profiling of the offered service or
product is facilitated. (Tuulaniemi 2011, 133-135.)

In this case, personas serve both as a tool for understanding the audience and as an
output. The primary purpose of creating customer profiles, referred to as Personas, is to

generate tangible examples for the audience to empathize with. Personas are research-
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based, and the data is gathered through workshops, semi-structured interviews,
netnography, benchmarking, and statistics of Turku. Creation process of the personas is

presented in chapter 3, and the output — their stories are in the appendices 11-16.
Value Proposition Canvas

Value Proposition Canvas is intended for the development of customer-friendly products
or services. The focus is on the customer's expectations. The Value Proposition Canvas
helps figure out what brings extra value for the customer and what the customer finds

annoying or disadvantageous. (Design a Better Business 2017.)

In the canvas, the left side is for the proposition and the right side for the customer.
Matching the value proposition and the customer profile can be evaluated by mapping
the left side to the right side. Value proposition canvas enables an explicit description of
how the value is created for the customers. When the offering correlates to the
customer's fears and needs, the service in question offers value. If the two parts do not
match, there is a risk that there is no value created. The value proposition is only worth

something when it solves customers' problems. (Design a Better Business 2017.)

After framing the personas, value proposition canvases are composed between each
persona and the 1,5-Degree Life campaign to estimate how the campaign could create
value for the personas. By mapping the value proposition canvas, key features of the
persona's minds and values can be identified, and the canvas serves as a visual tool to

get to know the personas more in-depth before writing their stories.
Emotional Journey Map

Emotional journey map describes the feelings that series of events inspire. The series of
events can be named the plot of the story. Stories have highs and lows, and the story's
tempo varies in relation to the energy a person has. The emotional journey can also be
used to describe a person's relationship with a product or service. Touchpoints describe
curiosity, satisfaction, frustration, anger, and all other emotions. Roughly, usually, a plot
can be mapped as a line moving up and down between misery and ecstasy. (Lupton
2017, 72-81.)

Emotional Journey maps are used to sketch the stories. Each persona's emotional
journey is mapped about a pre-selected event that acts as a background plot in a story.

The event will then be frosted with as many low-carbon acts as is relevant.
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Feedback Survey

After finishing the stories, a survey for feedback is sent to a sample audience. A survey
is a research method for collecting data (QuestionPro n.d). In this case, an online survey
is sent together with stories to the sample audience. The intention is to test stories'

impact on the reader and to collect feedback for improvements.
Coding

Coding is a method for the analytical work of qualitative research data. A code assigns
an attribution for a portion of qualitative data that helps to recognize repetitive patterns
or similarities to explain the phenomena under examination. The method is suitable, for
instance, analyzing interview data or summarising a large amount of text. Different color
codes also provide a visual tool to see the dominating attributes quickly. (What is a
Code?: Qualitative Research Methods 2016.) In this case, coding is used to analyze the

feedback survey responses.
Wordcloud

Word cloud is a tool for visually analyzing a certain amount of data. Word cloud generates
a representation of words with greater prominence to words that appear more frequently.
Visualization can help highlight the most common answers. (Mentimeter n.d.) Word cloud

is used for a visual overview of the survey question responses.
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2 THEORETICAL FRAMEWORK

The following chapter presents the findings from the secondary research. The

conclusions of the research analysis are in Chapter 4.

The context of this Master's Thesis links to global warming. Also, to gain a deeper
understanding, it is essential to recognize the principal guidelines and policies that
regulate climate work globally and nationally. National policies, the Paris Agreement, and

the Intergovernmental Panel on Climate Change (IPCC) are introduced.

Also, more profound research is done related to the 1,5-degree lifestyle and its
requirements. Although, most of the work is in the societal structures, yet there are still
ways to participate for consumers. Therefore, this Thesis only examines the participation
of the consumers in achieving the goals of the Paris Agreement and does not take any

stand on what kind of structural changes should be made.

Changes in consumption patterns have started to deserve more attention in discussions
about the effect of lifestyles in limiting global warming. The approach of behavioral
economics and nudging is closely related to consumption patterns. The theoretical
framework analyzes the choice architecture and behavioral economics and nudging on
consumer behavior, and its possibilities in guidance of the consumers' actions to more

climate-friendly direction.

Eventually, as the concept intends to provide climate communication material in the form
of a story and share information for the residents, the concepts of information design and

storytelling are examined.

2.1 Climate Change

Understanding climate change and the relevant climate acts are the critical background
information and starting point for further research on limiting global warming and provides
the basis for the research aiming to respond to research question 1. What choices can

a consumer make to live 1,5-degree life?

Climate change results from an increase in greenhouse gas carbon dioxide (COy) in the
atmosphere caused by human activities such as burning fossil fuels, cutting down
forests, and farming livestock (European Commission n.d.). Emissions are primarily
caused by the use of fossil fuels and agriculture. Other greenhouse gases naturally
present in the atmosphere are water vapor (H20), methane (CHa), nitrous oxide (N20),

and ozone (Os3). Nitrogen and oxygen do not cause the greenhouse effect. Assessment
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of the changes in climate-related variables based on measurements has been possible
since the mid-19th century. (llmasto-opas.fi 2017.) From the greenhouse gases, CO; is
the most significant contributor to global warming. By 2020, the level of CO; has risen

48% above its pre-industrial level. (European Commission n.d.)

According to the latest data, the climate has warmed by 1,1°C since 1880 (IPCC 2021,
5-15). Currently, the average temperature is increasing at a rate of 0,2°C per decade.
An estimate of an increase of 2°C compared to pre-industrial times would have severe
negative impacts on the environment and human health and wellbeing. For this reason,
the international community has recognized the need to mitigate warming well below 2°C

and pursue to limit the warming to 1,5°C. (European Commission n.d.)

Impacts of climate change are already seen all over the globe. Most of the increase in
temperature has occurred since the 1960s. The average global temperature has risen
by around 0,12 degrees over a decade, and the growth rate in the Northern Polar

Regions has been almost twice as fast as the earth's average. (limasto-opas.fi 2017.)

The mass of continental glaciers in both Greenland and Antarctica has decreased at an
accelerating rate over the last twenty years. The rate of melting of mountain glaciers has
also accelerated in recent decades. In the northern areas covered with permafrost, the
temperature of the earth's surface layers has risen by up to 2—-3°C in some places since
the early 1980s. In northern Russia, the area covered with permafrost has shrunk, and
the frost layers have become thinner. In the northern hemisphere, the extent of snow

cover on land has also decreased. (lIlmasto-opas.fi 2017.)

The top layers of the oceans up to a depth of 700 m have warmed over the last forty
years. The surface layer of water extending from the surface to a depth of 75 meters has
warmed most, with an average temperature increase of 0,11 degrees per decade which
equals almost half a degree in total. The sea level has also risen and acidified because
of global warming. As a result, rainfalls have become more common in northern land
areas, while in areas such as the Mediterranean and southern Africa, it rains less

frequently. (llmasto-opas.fi 2017.)

Such climate changes will increase and become more frequent and severe. Climate
change will impact the food production and migration caused by uninhabitable changes
in some areas. Damage to property and infrastructure, and human health imposes high
costs on societies and economies. In addition, many plant and animal species are

struggling to survive. (European Commission n.d.)
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2.2 Climate Policies

Climate change is one of the most significant environmental problems affecting
humanity. Climate change links to the global adequacy of natural resources, the loss of
biodiversity, and unsustainable consumption and production methods. International
targets oblige Finland to curb global warming. However, actions require participation
from all parties, the state, municipalities, businesses, and citizens. Cities and
municipalities have a pivotal role in mitigating climate change and supporting businesses
and residents in the region to participate the climate work. (hiilineutraalisuomi.fi 2020.)

Both national and international targets have been set to mitigate climate change.
Finland's climate policy

The EU's current climate policy aims to reduce greenhouse gas emissions by at least
40% by 2030 compared to 1990. In spring 2021, a European Climate Act reached the
agreement, which will make the carbon neutrality target by 2050 and the 2030 emissions
reduction target at least 55% legally binding. Negotiations on the proposals for directives
intended to begin between Parliament, the Commission, and the Member States in

autumn 2021. (Ministry of Environment, Euroopan unionin ilmastopolitiikka n.d.)

EU's tightening targets also tighten Finland's national targets. In addition to national
targets, municipalities, counties, and organizations have set their own. A cornerstone of
Finland's climate policy is the National Climate Act, which entered into force on the 1st
of June 2015. According to the Act, Finland must reduce its greenhouse gas emissions
by at least 80% by 2050 compared to 1990. In addition, the Act provides for a climate
policy planning system and monitoring the achievement of climate objectives. The
planning system aims for Finland to achieve both its climate change mitigation and
preparedness targets. In its Government Programme, the current government has set
itself the goal of Finland being carbon neutral in 2035 and carbon-negative soon after.
The Climate Act is currently being reformed so that the government's goal of carbon
neutrality, which means the balance between emissions and sinks, will be achieved by
2035. The climate and energy strategy and the medium-term plan are also currently

updated. (Ministry of Environment, Suomen kansallinen ilmastopolitiikka n.d.)

The medium-term climate plan also highlights the role of municipalities in climate work
as cities are responsible for organizing services, environmental education, local
planning, transport planning, and public transport. In addition, municipalities can
contribute to climate policy objectives in the context of joint procurement. Cities can

reduce their emissions, for example, by energy solutions for buildings and city-owned
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heating plants or by supporting the residents and staff for climate-friendly practices.

(hiilineutraalisuomi.fi 2020.)
The Paris Agreement

A globally and legally binding climate agreement was agreed on the 12th of December
2015 at the 21st meeting of the United Nations (UN) Framework Convention on Climate
Change in Paris. The agreement complements the 1992 UN Framework Convention on
Climate Change, and the commitments cover the period after 2020. At least 55 parties,
which altogether account for at least 55% of global greenhouse gas emissions, were
required to commit to Paris agreement to it to come into force. The EU ratified the
agreement in October 2016, which exceeded the threshold, and the Paris Agreement
entered into force on the 4th of November 2016. The agreement was approved in Finland

on the 14th of November 2016. (Ministry of Environment, Pariisin ilmastosopimus n.d.)

The goal of the Paris Climate Agreement is to limit global warming to well below 2°C,
compared to pre-industrial levels, and to limit global warming to less than 1.5 degrees.
The agreement also aims to reach global peaking of greenhouse gas emissions as soon
as possible to achieve a climate-neutral world by mid-century. In addition to the emission
reduction targets, the agreement sets a long-term goal for adaptation to climate change
and matching financial flows towards low-carbon and climate-sustainable development.

(Ministry of Environment, Pariisin ilmastosopimus n.d.)

The progress of the parties in relation to the agreement's objective is reviewed every five
years. The parties are obligated to prepare a national contribution every five years, and
the latest national target should always be more ambitious than the previous. To achieve
the goal, all parties are expected to make efforts to reduce emissions, adapt to climate
change, increase climate finance, develop, and transfer technology, strengthen
operational capacity, and increase transparency. The Paris Agreement does not contain
obligations for emission reduction, but the parties prepare, inform, maintain, and achieve
their consecutive national emission targets. (Ministry of Environment, Pariisin

ilmastosopimus n.d.)
Intergovernmental Panel on Climate Change (IPCC)

Another significant actor in climate politics is the Intergovernmental Panel on Climate
Change (IPCC). The IPCC is the United Nations body to evaluate science related to
climate change. The IPCC was established to provide regular scientific assessments to
policymakers about climate change, its impacts, and potential future risks, and present

adaptation and mitigation options. IPCC comprehensive assessment reports play an
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active role in international climate negotiations. The IPCC does not conduct research,
measurements, or monitoring itself but compiles published and reviewed scientific

research data on climate change. (IPCC n.d.)

The IPCC has highlighted in its special reports the need for rapid changes in all areas to
reduce greenhouse gas emissions significantly. In addition to emission reductions,
limiting climate change requires a reduction in CO. from the atmosphere with the aim of
net-zero emissions, which means that CO, emissions caused by human activities are

equal to what human activities can remove from the atmosphere. (IPCC 2021.)

Natural carbon sinks, such as forests, oceans, and soil, bind CO,. A carbon sink is a
system that absorbs more carbon than it emits. It is estimated that natural sinks annually
remove 9,5-11 Gigatonnes (Gt) of CO> when in 2019, annual global CO2 emissions
reached 38,0 Gt. In addition to insufficient capacity, natural carbon sinks release the
stored carbon, for instance, in forest fires and changes in land use. To date, no artificial
carbon sinks can remove the carbon from the atmosphere on the required scale.
Reducing carbon emissions to reach climate neutrality is crucial. (European Parliament,
2021.)

Although the significant impact of behavior, lifestyles, and consumption patterns on
climate change has been recognized, consumption patterns have traditionally been
given little attention in climate change mitigation. The majority of policy measures to
address climate change have focused on technology-related applications. (Lettenmeier,
Akeniji, Toivio, Koide & Amellina 2019.) Human activity has caused almost entirely the
global average temperature rise by 1,1°C degrees. As illustrated in Figure 6., the level
of 1,5°C degrees warming will be achieved in the early 2030s, in all scenarios, and 3°C
degrees by 2100, based on emission reduction plans decided so far by all countries
(IPCC 2021; limatieteenlaitos, 2021.)

Delaying emission reduction measures can increase losses and costs and drive nations
to resort to technological solutions with significant risks (IPCC 2018, 22). For example,
technical removal solutions for carbon sequestration can have side effects related to the
availability and quality of water and food production (limatieteenlaitos, 2021). That is why
it is even more essential to make lifestyles more sustainable. Behavioral and lifestyle
changes and cultural and consumption-related changes can complement structural and
technological changes that mitigate global warming. (Lettenmeier, Akeniji, Toivio, Koide
& Amellina 2019, 11-16.)
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Figure 6. Estimated scenarios of global average temperature rise (llmasto-opas 2021;

limatieteenlaitos 2021).

2.3 1,5-degree lifestyle

The study regarding the 1,5-degree lifestyles provides solutions to the research aiming
to respond to research question 1. What choices can a consumer make to live 1,5-degree
life?

As mentioned, an individual's role in mitigating climate change has only recently been
emphasized. Research findings on emission reduction pathways to achieve the 1,5°C
targets were limited until IPCC prepared its special report on the 1,5°C target and related
emission reduction pathways. In its Special Report (IPCC 2018) of October 2018, the
IPCC focused on the impacts of global warming of 1.5 °C and related global greenhouse
gas emission pathways related to limiting warming. The slower emissions are reduced
now, the more and faster they need to be reduced in the future so that the carbon budget
is not exceeded. Studies on the effects of climate change show that the 2°C warming
target may not be able to counter the risks of extreme weather conditions that threaten
the existence of vulnerable ecosystems. Given the risks, the global community was
urged to be more ambitious and aim for less than 1,5°C. (Lettenmeier, Akenji, Toivio,
Koide & Amellina 2019, 13-17.)

Lifestyle changes can produce results relatively quickly, especially in areas of
consumption that are not tied to existing infrastructure and are easier to implement
mainly by devotion. For holidays, for instance, people can decide where and how they

are traveling when the transport options for commuting may be restricted by the location
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and infrastructure of the residential area. (Lettenmeier, Akenji, Toivio, Koide & Amellina
2019, 11.)

Consumer's carbon footprint compounds mainly from nutrition, housing, mobility,
consumer goods, leisure, and services. By targeting the actions to such domains,
households can drastically diminish their greenhouse gas emissions, for example, by
optimizing energy consumption or reducing privately owned cars. (IGES, Aalto University
& D-mat Itd 2019.)

The average carbon footprint of a Finn in 2019 was 10,3 tonnes of carbon dioxide
equivalent. Carbon dioxide equivalent (CO.e) considers not only CO, emissions but also
other significant greenhouse gas emissions, notably methane (CH4) and nitrous oxide
(N20O). For example, one ton of methane has a climate impact of 25 tonnes of carbon
dioxide. (Lounasheimo, Cederlof, & Mantyla 2021.) Distribution of emissions between

the four domains can be seen in Figure 7.

Transportation Housing and Energy
30% 28%

FINNISH AVERAGE
CARBON FOOTPRINT

(2019)
10,300 kg
CO.e/ person/ year
Goods and Food
services 18%

25%
Figure 7. Finnish carbon footprint (Lounasheimo, Cederléf, & Mantyla 2021, 6).

The current carbon footprint is far from the estimated sustainable consumption, which is
globally only 2,5 tonnes COze/person/year. In the medium- and long-term climate policy
plan, Finns are encouraged to cut their carbon footprint to half by 2030. The climate
panel estimates that the carbon footprint of households should be reduced by as much
as 70% for Finland to achieve its goals. (Lounasheimo, Cederl6f & Mantyla 2021, 79-
80.)

Technical Report of 1,5-degree lifestyles (IGES, Aalto University & D-mat Itd 2019, 25)
estimates lifestyle carbon footprints based on consumption and the carbon intensity of

the items. Carbon intensity refers to the company's greenhouse gas emissions in relation
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to turnover (tCO/€) (Sitra, Tulevaisuussanasto n.d.). The report suggests three main

approaches that consumers have for reducing their emissions:

Absolute reduction means reducing physical amounts of goods or services consumed.
However, expenditure is not necessarily reduced. Such goods are, for instance, food,

driven kilometers, energy use, or living space, as well as avoiding unsustainable options.

Efficiency improvement means decreasing emissions by replacing technologies with
lower-carbon technologies. However, the amount consumed or used, for instance, in

energy-efficient agriculture, vehicles, or housing, remains the same.

The modal shift means changing from one consumption mode to a less carbon-intensive
one. Modal sift can include switching to plant-based diets, using public transport, or

renewable energy for electricity or heating.
Circular Economy

Many of the 1,5-degree life acts follow the circular economy principles, and eventually,
without the circular economy, the goals of the Paris Agreement will be difficult to attain
(WCEF+Climate 2021).

A circular economy refers to an economic model based on committing to preserve the
value of materials in society for as long as possible. Economic growth is independent of
resource consumption, and instead of producing and buying more, consumption is based

on sharing, renting, and recycling by offered services. (Sitra n.d.)

The circular economy has appeared in academic discussion since late 1970, but it has
turned more mainstream in the 2010s. EU has been building the implementation of
circular economy actions since 2015, and it has been leading the way to a circular
economy at the global level. (Ellen MacArthur Foundation n.d.; The European
Commission 2020.) Sitra (the Finnish Innovation Fund) has been promoting the circular
economy actions in Finland and offers a good source of information and tools for

implementing the circular economy actions in practice.

As the consumption models are crucial in the circular economy, moving towards a
circular economy offers plenty of ways to change the consumption patterns of individuals

and entire households towards a 1,5-degree lifestyle.

In addition to consumers, the transition towards the circular economy requires an
attitudinal and functional change from the private and public sectors. User-centredness
and new kinds of companionship ecosystems are necessary. Sharing, leasing, renting,

repair and refurbishment, reuse, recycling, and product design aimed at minimizing
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waste as well as designing services are examples of the circular economy operating

models. (Ellen MacArthur Foundation n.d.)

Business models may create value by offering services instead of products. This type of
business will eventually change the culture of owning when companies offer functionality.
Product ownership, as well as the responsibility of the functionality, stays at the service

provider. Products can be rented or leased. (Sitra, Kiertotalous n.d.)

Products are designed by following the principles of eco-design, which are modularity,
ability to reassembly, and recycling. In addition, products are manufactured from
renewable and biodegradable materials, and renewable energy is used instead of fossil
fuels in manufacturing processes. Finally, digitization enables the resource efficiency
and wiser use of products by digital sharing platforms where products can be either sold,

rented, leased, or donated. (Sitra, Kiertotalous, n.d.)

Products are intended to be kept in use as long as possible by design. Product lifecycle
can be lengthened by modularity, and products can be repaired and maintained as well
as updated. Product lifecycle and resource efficiency can also be covered by sharing
and co-usage. Value is created by environmental and economic benefits as well as by
the efficient use of resources and recycling. Industrial side flows and waste as a resource
are capitalized in other manufacturing processes, and the waste formation is avoided.
Companies can either be manufacturers or offer recycling or collection services as a

business model. End of life- operations are also every day. (Sitra, Kiertotalous n.d.)

The research has shown several examples of lifestyle changes for a consumer to reduce
emissions in practice. Examples of low-carbon everyday acts are mapped in an affinity
diagram. The affinity diagram is presented in Figure 8. Also, a bigger image is in
Appendix 1. The original sources offer more profound information regarding the precise
CO. emission reductions of each act. For further information, it is recommended to visit
the original sources to find out how much one can reduce the carbon footprint by adopting
the act. For instance, it is explained how and why adopting a challenge such as Lihaton
lokakuu (Meat-free October) helps to reduce the carbon footprint by one percent a year.
The database offers similar data for over 100 low-carbon acts and the size of an impact

of the act. (Sitra, 100 fiksua arjen tekoa n.d.).
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transportation

Stop or reduce flying.

Travel to closer instead of long-
distance travels

Reconsider owning the car
Mobility As A Service

Use an electric car

Use a Biogas car

Use bioethanol

Ride an electric bicycle

Offer your car for shared use
Prefer remate work

Favor carpaoling, public transport,
and bicycles

Combine your trips and buy

groceries while commuting

In addition to being sustainable, you

stay fit while riding a bike

Consume and exercise closer, when

possible, to minimize the
fransportation emissions

use the engine heater carefully
Spend nholidays by bike

Travel by train on your holiday
Stay at home accommodations, or
stay in your home:

Use activity bracelet

Move in the water with muscle
power instead of motorboating
Take nature walks

housing

Buy wind electricity

Use ground heat

Get an alr source heal pump

Bulld an A-energy-class wooden house
Get a solar collector

Rent your summer house

Rent a summer house instead of buying
Lower the heating of an empty summer
house

Become an energy producer

Lower the temperature inside your home
Pay attention to the temperature of empty
spaces

Consider the peaks in electricity consumption
Use an electric kettle, induction stove, and
microwave

Check the window isolations.

If you move, consider moving to a smaller
one

Monitor water consumption

Monitor electricity consumption

Take shorter showers

Switch to LED lamps

Set up a utility garden

Adjust the.blinds accarding o the seasan
Use a power cord with a switch

Take advantage of the oint premises of the
housing company

Dry the laundry with string.

food

Become a vegan
Swap red meal for fishichicken

Buy near due date products

Use waste food services and make
delicacles from food loss.

Take part In a vegan challenge, meat-
free October, or such

Have a vegetarian day/week

Spend a year as a vegetarian

Prefer local and erganic food

Join the local food district or start your
own

Pian your shopping list

Order grocery bags straight 10 your
home

Take the whole meal on one plate
Prefer Finnish lake fish

Replace rice with barley and potato
Make coffee only as needed

Drink water with food

Swilch to plant-based drinks

Buy a curved cucumber of other
*delective” food product

Keep the waler bottie wiih you

Use your own grocery bags

Ga outdoors fo pick berries and

mushrooms.
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consumption

Consume only recycled

Protect primeval forest

Fix good products

Favour responsible service providers
Invest in sustainable solutions

Donate to charity

Vieite T6F a suistairiably thinking politician
Reduce long-distance travels

Bomow or rent goods

Bomow instead of buying

Take care of the refrigeraior and the freezer.
Use bathroom underficor heating In
moderation

Wash full machines of laundry at lower
temperatures and less often

Measure the amount of detergent carefully
Buy energy-efficient household appiiances
Sort waste and recycle your goods
Spend a holiday at home

Consume culture: theatres, mMuseums
Add a "No ads, thank youl" sticker to my
mailbox

Go to sauna only once a week

Reduce and sell or donate exira stuff
Give time as a gift

Give only necessary gifts

Give Intanglble glfts

Establish a shared magazine-/bookshell
Share thoughts with neighbors, friends,
acquaintances, and more

Use library services

Affinity diagram — Climate acts (Sitra, 100 fiksua arjen tekoa n.d.; Susla n.d.;

Motiva n.d.).

2.4 Behavioral Economics and Nudging

The City of Turku is aiming for carbon neutrality by 2029. 1,5-Degree Life campaign is a
call to action for residents to participate in climate work. The campaign offers information
and activates and inspires the city's residents. Still, the essential question is how to
motivate people to change their behavior eventually? An analysis of literature related to
behavioral economics aims to clarify and provide answers and theoretical solutions to
the research question 2. Can consumer behavior and decision-making be motivated by
nudging, and how can nudging be utilized in promoting a climate-friendly lifestyle? The
outcome presented later in this thesis aims to motivate people to adopt new acts to

everyday life and nudge towards a more environmentally sustainable lifestyle.

Behavioral economics is a study of psychology that draws aspects from both psychology
and the economy. Behavioral economic studies the behavior, especially the decision-
making processes behind the behavior. Choice architecture applies behavioral
economics research in practice. Choice architecture aims to influence the human
decision-making environment and change in behavior. The choice architect can
significantly impact customer satisfaction by, for instance, designing user-friendly

environments. (Thaler & Sunstein 2009, 11.)
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Nudging, in turn, is a sub-concept of choice architecture. Nudging aims to influence the
behavior and decision-making of groups and individuals by gently and indirectly pushing
the audience to the wanted direction yet without declining any options or significantly
changing their economic incentives. (Thaler & Sunstein 2009, 8.) According to Daniel
Kahneman, Nobel prize-winning psychologist, the definition of a nudge refers to the
subtle guidance of behavior and choices that people make without curtailing their
freedom to choose (Kahneman 2012, 412-413).

A nudge is something that gently pushes someone to make such decisions that improve
health, wealth, and happiness. As an example, a nudge can be a fruit placed at eye level
instead of candy bars or appealing stairs in subway stations that encourage walking the
stairs instead of using the escalators. A nudge must be easily recognized and explained,
and it must base on free will instead of a mandate. Nudging is widely used in both public
and private sectors, and in general, ethics is essentially related to the subject. The
million-dollar question is who decides what improves health, wealth, or happiness as

experiencing is subjective. (Thaler & Sunstein 2009, 6-7.)

Human behavior is irrational yet predictable. Decision-making is affected by commonly
recognized biases, such as people's tendency to act as others do or anchor their thinking
to random initial information. A bias is a systematic judgment error that results in
predictable error assessments. For example, based on previous purchases, everyone
has formed an idea of the price of a new pair of trousers. The price creates an anchor
that guides the behavior when buying the next pair. The tendency to act as others do is
lead by the herd instinct. As an example, there are two restaurants close to each other.
There is a queue in front of the other while the other one is empty. People are more likely
to assume that the one with the queue is better. The queue also makes choosing the

restaurant more socially appealing and approved. (Ariely 2009; Thaler & Sunstein 2009)

According to Kahneman, thinking is the process of two systems, System 1, and System
2. System 1 operates automatically and quickly, with little or no effort and no sense of
voluntary control, when System 2 allocates attention to the mental activities that require
effort. System 2 is slower in information processing and acts consciously. For example,
system 1 detects that one object is more distant than the other or answers question 2+2.
System 2, in turn, searches memory to identify a sound or makes comparisons of

products for overall value, to mention a few. (Kahneman 2012, 20-24.)

Narrowing the gap between the intention and reality and influencing behavior can be
affected in different ways. It can be done by education, incentives, laws, and regulations,

or by choice architecture and nudging. (Thaler & Sunstein 2009.) An example of an
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incentive that could promote 1,5-degree life could be, for instance, removing the VAT
from plant-based groceries. That could lead to increased consumption of plant-based
products without affecting the circumstances of meat products. However, such incentives
cannot be called as nudges as the core principle in nudging is that economic incentives

cannot be applied, only change in behavior (Thaler & Sunstein 2009).

By nature, people seem to be prone to nudges. According to Dan Ariely (2009, 55-75,
119-139), people tend to procrastinate by nature, overvalue their owning, and obey the
herd instinct and social influences. All these biases make the behavior sensitive to
nudges, and nudging may gently assist people's decision-making. For example, setting
strict deadlines may reduce the overload of a procrastinating student at the end of a
semester, or making recycling of old goods particularly easy could increase the
willingness to recycle, even for those for whom the emotional value of the goods is
emphasized. People tend to go to the restaurant where the queue is. However, the herd
has not adopted low carbon acts as social norms yet. Most still envy long-distance

traveling rather than judge carbon emissions.

Nudges have been used to pursue behavior that is generally known to be good. Global
warming is one of the biggest threats in the current world. Based on these two
arguments, the use of nudges when promoting climate-friendly acts is fairly judged. And
it has been widely used already. For instance, placing the information about the product's
carbon footprint may nudge the consumer to choose the one with a lower carbon
footprint. Also, different applications to measure energy savings nudge people to energy
efficiency. (Thaler & Sunstein 2009, 257-261.)

Rebound Effect

There is a risk of rebound effect when introducing energy-efficient products or
environmentally friendly behavior. The rebound effect happens when the solution to a
problem reduces the benefits or worsens the situation. A consumption-reducing solution
may increase resource use and environmental impact. In that case, there is a risk that
the benefits of reduced consumption, such as resource and energy savings, would be
lost instead of ecological sustainability. For example, buying a low emission car may
increase the amount of driving and eventually transportation emissions. Thus, simply
focusing on resource- and eco-efficiency may not promote emission savings. Also,
technological innovations can lead to cost and resource savings in production, making
products cheaper. This, in turn, can lead to higher total production and increased
demand and consumption. (IGES, Aalto University & D-mat Itd 2019; Sitra,

Tulevaisuussanasto n.d.)
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One aspect where the nudges could be beneficial is the rebound effect. The rebound
effect is a pitfall in the success of decreasing an individual's carbon footprint. In situations
where the risk of the rebound effect is relevant, nudging might help to consider the side
effects. According to Thaler and Sunstein (2009, 78-80), people might most need a
nudge for choices with delayed effects and infrequent and difficult choices where the
feedback and relation between choice and experience are seen as ambiguous. So
basically, nudging is needed in all aspects of low carbon activities as the entity is
extremely difficult, the effect is delayed, and the feedback and relation between the

choice and experience are vague.
Nudging away the climate change

In addition to facts and figures, climate change evokes emotions; for example, climate
anxiety is an identified phenomenon (Autere 2019). In addition to motivation, emotions
link the topic to human psychology. As only the technological or political approaches
seem not to be sufficient, behavioral economics might help. According to a survey by
Sitra, a sustainable lifestyle is perceived as the most effective remedy for managing

anxiety and other challenging emotions that climate change causes (Autere 2019).

The article Nudging us away from climate change: Using behavioral science to help
reduce emissions (Jenkings 2019) addresses that even if people are aware and
understand the science of climate change, their behavior is still not responding.
According to Jenkings, “climate change is not just a debate that calls for more facts and
information to feed the slow, conscious, and deliberate reasoning 'System 2' thinking. It
is also a challenge in which our thinking is dominated by predictable mental biases and

fast, automatic responses — 'System 1' thinking." (Jenkings 2019.)

Systems 1 thinking could be nudged to energy efficiency simply by transforming low-
carbonity into a social norm, describing more appealing vision instead of horror, and, as

mentioned, by applications to measure energy savings, for example, by giving feedback.
Motivation

To investigate and illustrate the motives behind smart consumption, Sitra created seven
motivation profiles of smart consumption. In this context, smart consumption refers to
considering individual needs, the earth's carrying capacity, and the adequacy of
resources when purchasing goods and services. (Huumo, Kaitosalmi, Tuomisto,

Kavenius & Tikkanen 2019, 7-10.) Profiles are presented in Table 1.
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Table 1. Summary of Motivation Profiles (Huumo, Kaitosalmi, Tuomisto, Kavenius, &

Tikkanen 2019).

Demographically typical
profile representative

Factors that motivate smart consumers

- Comfort and pleasure,

COMFORT- Economically well-to-do male |~ II\B/Iak'lng life et‘?ler
SEEKING living in a city or suburb i Q?};I:i]t?/ new things
HEDONIST together with a spouse. - Luxury
- New experiences
- An easy life
- A sense of belonging to a group
Young adults who have - Examples set by other people
TRIBAL recently moved out of their - Social media
FOLLOWER parents’ home or who still live | - Cost-effectiveness
with their parents. Live in a - Enjoyment or benefit that can be directly seen
large city or a suburb of it. in one’s own life
- Easiness (easy to adopt and understand, easy
to try out)
- Basic needs
Economically less well-off - Saving money at the point of consumption
DAY-TO-DAY middle-aged male or female | - Effortlessness
SURVIVOR living in a city or the - Low cost (compared to other adjacent
countryside products)
- Hope for something better
- Joy of discovery at the moment of purchase
- Beautiful shop displays and marketing
IMPULSE A fairly young or mid.dle—a.ged messages o
BUYER woman with a busy life. Lives | - Bringing joy to daily life

in a large city or a suburb of it.

- Making daily life easier
- Low cost and discounts
- Easy to try out

TRADITI-ONAL

A man over 60 living together

- Domestic and local production

- Higher-quality, durable goods

- Feeling of making a sensible choice

- Well-being of family and immediate

VOICE OF with a spouse in a smaller environment
REASON town or in the countryside. - Reputation and tradition
- Benefits that can be easily seen in everyday
life
- Opportunity to serve as an example to others
TREND- A young adult living in the - Good design, quality and durability
SETTING FEEL- greater Helsinki region or - Individuality, personal look, style and identity
GOOD GREEN another large urban area. - The joy of finding the perfect product
- Green values, environmental friendliness
- Reducing consumption
- Environmental friendliness and responsibility
An economically comfortable - Minimising waste
RESOURCEFUL well-educated woman over 50 | - Domestic and local production
ECO-WARRIOR > | - Quality and durability

living with her spouse.

- The feeling that one has done the right thing
- Values and conscience strongly connected to
choices

The earth's carrying capacity is only one motivational factor among others. Each profile

is motivated by its own anomalous factors. Resource wisdom can also happen due to

economic motivations and in such cases, resource wisdom is often unconscious.

According to the study, Finns are not yet very accustomed to using services aimed at

smart consumption or thinking about everyday choices to the earth's carrying capacity.
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However, there seems to be interest in the topic. (Huumo, Kaitosalmi, Tuomisto,
Kavenius, & Tikkanen 2019, 42.)

The study divides Finns into seven motivational profiles, according to what motivates
them as a consumer. Decision-making can be motivated by eco-friendliness and the
earth's carrying capacity, while others make decisions to maximize their enjoyment or
cheer themselves up. Describing features are divided according to whether consumption
decisions are based on emotions and pleasure rather than facts and ratio. Also, whether
the effects and benefits of one's choices are only directed at themselves and their loved
ones, or whether they are perceived to have a more significant impact and purpose.

(Huumo, Kaitosalmi, Tuomisto, Kavenius, & Tikkanen 2019, 7-10.)

As is already known, many consumer decisions are irrational. Decision-making is a
complex, partly unconscious chain of thinking that, in addition to motivations, values, and
attitudes, is affected by known biases such as anchoring and herd instinct. (Ariely 2009.)
People's decision-making is influenced both by permanent values and by the conscious
and unconscious motivational factors that arise in each everyday situation. They are
often influenced not only by motivational factors but also by social norms. (Huumo,

Kaitosalmi, Tuomisto, Kavenius, & Tikkanen 2019, 7-10.)

In this context, four good guidelines for service providers to nudge towards smarter
consumption were identified. 1) Pointing fingers and blaming does not move anything
forward. Learning away is hard, but the positive tone of voice may inspire experimenting
and learning new things. 2) Instead of thinking that small actions would not count, a
single act should be associated with a larger context and its relevance. 3) Change is
often frightening and laborious and changing routine habits at once is distressing. All
could be started step by step and every little move in the right direction would be granted
with positive feedback. 4) Concrete instructions and guidelines help almost everyone,
especially when the brain sometimes works on autopilot in everyday life situations.

(Huumo, Kaitosalmi, Tuomisto, Kavenius, & Tikkanen 2019, 34.)

UK-based Sustainability Consultancy Agency Futerra offers a similar approach to “sell
the sizzle instead of the sausage.” It is the sizzle that makes people desire the sausage.
The key to motivating people to change their behavior is to offer them sizzle — heaven.
(Futerra 2018.)

Nudging by making the possible effect seem appealing could serve as a to call to action.
As, according to Futerra (2018), “Threats of climate hell haven’t seemed to hold us back

from running headlong towards it.” The climate hell in the anecdote is the sausage.
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In addition to facts and figures, the sizzling vision of low carbon heaven would make
people pursue the target, not the vision of horror. Mitigating climate change is not just
about giving up and misery. As stated in the 1,5-Degree Life campaign — “Climate-
friendly life is not renunciation and misery, but at its best, it brings health and well-being

to our lives and raises new business.” (Turku n.d.)

2.5 Information Design

This chapter aims to support research problem 2. How fo communicate the acts
promoting 1,5-degree life? The chapter provides the background knowledge for the
creative process of the commission and helps to find the suitable communication method

of the 1,5-degree lifestyle goals to the target audience.

Information design is the practice of presenting the information. The goal is to clarify the
content by making the data most accessible and understandable for users by designing
it to meet the defined objectives of target audiences in specific situations. Information
design guides users' understanding of complex data by organizing and simplifying data

and information to be quickly grasped. (SEGD 2014.)

The presentation method is designed as straightforward as possible so that the user can
take advantage of it. Information design can include written text and table presentation,
but primarily information design refers to data visualization. However, the aim is not just
to transform the numbers into something exciting but transform the topic into visual form
to provide new meanings. Not all communication is forwarding information. The
communicational objective can be, for example, in values and mental images. Visualizing
is often referred to both, describing the process where data is transferred to its visual
form and the end result. (Koponen, Hildén & Vapaasalo 2016, 19-23; SEGD 2014.)

The end result of the visualization process is often divided into infographics and
visualizations. Infographic is an explanatory graphic that is usually utilized to support
communication and deliver existing information from one person. On the other hand,
visualization is exploratory graphics revealing something new and is not just breaking
news but finding further information. Visualization is not just delivering visuals to
predefined details. The primary definition of visualization is to act as a tool by which the
reader can find interesting new features from the material. Infographic tells the story
when visualization is a tool by which a reader can find one's own story. The separating
line is not as clear, and a graphic often has both explanatory and exploratory features.
(Koponen, Hildén & Vapaasalo 2016, 20-21.)
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According to Koponen, Hildén & Vapaasalo (2016, 25-29), there are two main principles
of information design: comparing and reducing the content. A single value does not give
any information to the reader if it cannot be compared to anything. Therefore, comparison
and reading of the visualization are made more accessible when the irrelevant content
is reduced from the picture. Thus, information design can improve understanding by
creating a visual hierarchy that emphasizes the most critical content by comparing and
reducing the content (SEGD 2014).

According to Koponen, Hildén & Vapaasalo (2016, 30-32), visualizing should be avoided
if the content is easier to understand from the written text. Visualization gives the content
a simple, precise, and permanent meaning by constructing and forming otherwise
abstract and unconnected data points. The golden rule is that an information designer
should choose how to present the data so that the output is as straightforward as possible
and never disregard the information. In addition, aesthetic features should never pass

over the clarity of the content.

Pictures have enormous power, and the reader usually remembers the image much
better than the written text. Information should not just be decorated, but the visualization
should aim to increase understanding. If a reader sees the misleading image with
explanatory text, the reader will most likely remember the misleading image. (Koponen,
Hildén & Vapaasalo 2016, 325.)

2.6 Storytelling

This chapter is aiming to support the research problem 2. How to communicate the acts
promoting 1,5-degree life?, and has been used as a theoretical background and

guidance while creating the short stories.

Storytelling has been a form of communication throughout time. Storytelling is present at
all stages of our lives, and our worldview is largely perceived in the form of stories.
(Rauhala & Vikstrom 2014.) For instance, the insights and ideas often separate from
their original context in the corporate world and lose their resonance. However, when
situated in narratives, ideas and insights may retain their relevance. It makes the context
more tangible and makes complex data easier to understand. (Stickdorn & Schneider
2021, 202-203.)

In the entertainment industry, stories usually end so that the audience leaves with a
restful mind. In the business world, the story does not end when the story ends. Instead,
the story continues its life in the listener's actions and insights. Storytelling is generally

used in companies and communities as a tool for marketing and communication as well
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as for leadership and organizational culture, either orally or through various channels,
and the story is suitable for any purpose, from fast pitching to the transmission of

challenging information. (Rauhala & Vikstréom 2014.)

In general, the story is an actual or fictional plotted account of an event with a beginning,
a middle, and an ending. The beginning and the end are somehow intertwined. The
critical elements of the story are the starting point, events, goals, change, difficulties, and
characters of the story. According to one definition, a story is a form of human
communication in which the goal is to persuade the audience to adopt the storyteller's
worldview. Storytellers utilize characters, real or fictional, describing what happens to
them over a specific period. Each character has aspirations according to their values and
they either succeed or fail depending on the storyteller's worldview. (Rauhala & Vikstrém
2014, 59-63.)

The metaphor allows the listener to be freed from the shackles of everyday thinking.
Storytelling can be utilized, for example, when someone wants to provide new
information or when someone wants to improve customer understanding. Whatever new
is designed, it must always start from understanding the customer. Henry Ford is said to
have commented on the importance of customer surveys as follows: " If | had asked the
public what they wanted, they would have asked for faster horses." When customers are
asked to describe their wishes in the form of a story, innovations like the mass production
of cars might not be born, but the designer becomes aware of customers' values. Which,
in turn, is essential for the development of innovations. (Rauhala & Vikstrém 2014, 59-
68.)

The story makes it possible to share information in a way that interests even the
unacquainted listener. The story might also bring the quiet information tangible, which is
otherwise difficult to put into words. Only a tiny part of our thinking is conscious or
analytical reflection. Thinking is driven by emotion. In the words of Daniel Kahneman: “if
emotions and sense were to be made into a film, sense would play a side role thinking
that it plays a major role " The stories have an impact on the unconscious side and
emotions. Emotions, habits, and instincts guide the unconscious activity. The conscious
side of the human mind — logic and rational thinking is just the tip of the iceberg. Logically
justified facts may not reach the unconscious that the story reaches. (Rauhala & Vikstrom
2014, 59-68.)

The audience can relate to the story. The audience experiences empathy and
compassion with the story. At its best, the story influences and changes attitudes and

helps to remember presentations or facts better. The story gives context to facts and

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Sanna-Kaisa Katajamaki



41

things, which is essential for remembering. Getting emotional experience connects the
story to more contexts and thus makes it easier to remember. Through stories,
challenging entities can be popularized and made more accessible for the unacquainted
to understand. The story softens the message, and the message can be told without
saying it out loud. Compared to abstracts lists, a story is also an effective way to set out
new policies and guidelines. The fact that also speaks in favour of storytelling is that the
content of a message is most effectively remembered by the means used, not how good

a performer someone is. (Rauhala & Vikstrom 2014, 71-90.)

The disadvantage is, that storytelling also allows manipulation and distortion of facts.
Stories have been used as a propaganda tool precisely because of their impact, and the
listener should never forget critical thinking. Brainwashing or demagoguery have
consistently been implemented through stories. The listener has the right to identify

fictional stories as untrue. (Rauhala & Vikstrém 2014, 99.)

The story's narrator defines a goal for his story. The story is successful if it works on the
audience according to the goals. A good story causes the audience to change their
actions and attitudes and continues living through those. The more the narrator knows
the audience, the more the story can do. The audience identifies with the hero, the
protagonist, or when he inspires empathy in the audience, the story's goal also comes
close to the audience. If the narrator's choices and solutions match the listener's values,

the story inspires and vice versa. (Rauhala & Vikstrom 2014, 137-165.)

The goal of the story passes through the plot and the protagonist. The final solution
reveals the views and values of the storyteller. The hero's fate makes the listener decide
whether they agree with the story and whether it influences the listener's way of acting
or thinking. If the values go against the principles of the listener, the story can, at worst,
offend the listener. (Rauhala & Vikstrom 2014, 137-165.)
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3 CONTENT CREATION PROCESS FOR CLIMATE
COMMUNICATION

This chapter describes the service design process and the practical application of
selected research and service design methods and tools. According to the double
diamond framework, the process is divided into four phases — discover, define, develop,

and deliver. Each phase is separately reviewed.

3.1 Discover

The discover-phase started with a kick-off meeting with the commissioner on April 30",
2021. In the meeting, the project was outlined, and the requirements and wishes from
the commissioner's side were discussed. The initial division of responsibilities and first
impressions were shared. It was agreed that the prototypes of Turku citizens would be
co-created with real people. Also, preparatory research, including benchmarking and

online ethnography, was started.
Findings from preliminary research

The whole process was started by benchmarking the climate programs of Helsinki,
Espoo, Jyvaskyla, Kuopio, Tampere, and Lahti, and neighboring European capitals
Stockholm, Oslo, Copenhagen, and Tallinn. Approaches varied. Few things were
common for all Finnish cities: a goal for climate neutrality and a direct link to the lifestyle
test to calculate the individual carbon footprint. Also, the tips and practicalities shared by
the cities were divided almost exceptionally between the domains of transportation,
housing, food, and consumption. Only Kuopio had a different division between domains:
Energy production and consumption, Mobility and urban structure, Agriculture and food,
Consumption and material circulation, and Forestry and carbon sinks. Kuopio also had

a program for Resource Wisdom.

Finish cities' typical goal for climate neutrality was 2030 with a few more ambitious
exceptions: Turku 2029 and Lahti 2025. From the neighboring capitals, Oslo aims to
reduce greenhouse gas emissions by 95 percent by 2030 (CNCA, Carbon Neutral Cities
Alliance, n.d.), and Tallin targets for carbon neutrality by 2050 (Tallinn, 2021), Stockholm
by 2040 (CNCA, n.d.) and Copenhagen aims to be the first carbon-neutral capital already
in 2025 (CNCA, n.d.).

In addition to official targets, some cities had applied different approaches by using

gamification such as tests and challenges to their residents. Tampere had created a
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concept of Climate Hero (Iimastosankari) together with Ekokumppanit, where everyone
can participate and find their inner climate hero. The concept seemed to have a similar
intention to encourage and nudge residents to participate as the commissioners 1,5-
Degree Life campaign. Also, Helsinki had different initiatives for climate work for the
inhabitants. Helsinki Climate Watch lists and tracks actions, MyHelsinki city strategy is
for reaching the climate neutrality target and service Choose More Responsibly (Valitse
Vastuullisemmin) for finding the responsible service providers in the area. Jyvaskyla
shared tips and practicalities for resource wisdom in collaboration with JAPA Ry, a non-

profit association that promotes sustainable development in Jyvaskyla.

The more appealing approaches were the ones that were entertaining and interactive,
Helsinki and Tampere, for instance. When the aim is to inspire citizens to take action,

the approach must also be fun and attractive.

Online ethnography included familiarizing with social media influencers and bloggers
specialized in climate work. Nothing specific was included for the thesis work as such,
but the hot topic and discussion around ICCP were orientated. Also, discussions from
cities' climate forums in social media channels were monitored. Climate-related

screening offered several good ideas for information sources and was valid.

Also, as the intention was to familiarize with the inner life of Turku citizens, Turku-related
discussions were monitored in the discussion forums in suomi24.fi and vauva.fi.
Discussion topics stating questions "What is best in Turku and in being from Turku from
the senior/ family/ teenager/ student perspective?" and "What would you recommend in

Turku?" were also started in the same forums. Turku-related output was trivial.

3.2 Define

The define phase was filled with desk research and a deeper understanding of the
phenomena related to the topic under research. Eventually, based on the findings from
desk research, an affinity diagram with several low-carbon consumer acts was mapped
under the domains of housing, transportation, food, and consumption. The affinity
diagram is presented in Figure 8. Affinity diagram — Climate acts. Also, a bigger image
is in Appendix 1. The campaign intends to share tangible examples and tips to 1,5-
degree life. For that reason, the information mapped in the affinity diagram formed the
basis of the designed content. The affinity diagram was also part of the introduction of
the workshop and helped the participants understand what kinds of acts the 1,5-Degree

Life campaign is going to be about.
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Also, simultaneously the co-creation plan was moving ahead. It was agreed that a

workshop together with the citizens would be organized.

Findings from secondary research also supported the idea of combining climate change
mitigation with nudging and storytelling. Literature analysis helped recognize the red
thread throughout the process and themes of the thesis framework. The driving force in
changing the behavior is often motivation, and the campaign intends to motivate people

to change their behavior.
Findings from the Define phase

The ideation and organizing of the co-creation workshop were started. The starting point
was to go through and gather relevant statistics of Turku. Statistics that were considered

relevant are listed in Table 2.

Table 2 Statistics of Turku (Turku n.d.)

POPULATION (2019) 192 962

POPULATION (2019) 12,7% 0-14 years, 66,6% 15-64 years, 20,8% + 65 years
LANGUAGE (2019) 5,5% Swedish-speaking, 11,8% non-Finnish or Swedish
FOREIGN  NATIONALS | 6,7%

(2019)

EDUCATION those aged 15 and over: 23,5% primary education, 40,8%

second-degree education, 0,7% specialized vocational
education, 35,0% higher education

FAMILY SIZE (2018) average 2,6 people,
28% single-parent families, 46,959 families
HOUSING (2018) 105,025 (average 1,76 people/household)

1-person households 53,1%, min. 5 people. 2,6%

AREA OF DWELLINGS average/person 38,3m?, 25,1% in detached houses, 73,5%
in apartment buildings

UNIVERSITY STUDENTS | 29,909
(2018)

First, the range of personas was selected based on statistics. Initially, the population was

planned to be covered by four personas:

- A teenager (single-parent-family, lives in an apartment building, second-degree
student).

- A student (1-person household, lives in an apartment building).

- A parent (family, higher education, detached house).

- A senior (1-person household, lives in an apartment building).

Already from sketching, the intention was that personas would be illustrated and named

so that no ethnic or language background would be underlined. Invariably, when thinking

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Sanna-Kaisa Katajamaki



45

about the prototypes, stereotyping is unfortunately extremely difficult to avoid. In this
case, stereotyping was tried to be avoided so that some features were left intentionally
open. That way, the reader can use own imagination and decide if the person is, for
instance, Finnish or Swedish speaking, whether a couple is or was heterosexual or what

the ethnic background of a person might be.

3.3 Develop

The date for the first workshop was agreed to be June 1%, 2021. The length of the
workshop set its constraints, and it had to be planned and timed carefully. The length of
the workshop was two hours. The workshop started with warming up. Selected tools for

warming up were an empathy map, a scenario map, and a Turku mind map.

The intention was that filling the canvases discussion-based together in the beginning,
would help participants adjust their thinking to the topic and practice the use of Miro
platform. Empty warm-up-workboards used in the workshop are presented in Figures 9-
11.

Figure 9. Empty Scenario Map canvas
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3. WARM UP - EMPATHY MAP

Think and feel?

near?
v
£

Instructions

What thoughts and feelings climate-wise lifestyle and themes related to climate change evoke? And what do we
see, hear, say or do about it? What are things to worry about, and what can be achieved?

Practice using Miro and tune in to the topic with the help of an empathy map. Write ideas related to the theme or
the post-it tags.

Figure 10. Empty Empathy Map Canvas

4. WARM UP - MIND MAP

I - .... ....

Next, think about Turku. What does a
Turku resident do, consume, move or
live? What characteristics are associated
with Turku and its residents?

Bo for quantity over quality! Write down
to the post-its all the things that come to

mind for each title.
Hobbies and free ime? Trvel and transportation?
_ . '\ KJ
_ — = ‘st «——  Turku resident 2021 e

Figure 11. Empty Turku- Mind Map canvas
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For brainstorming the characters of personas, an empty canvas with personal
information and four domains: housing, food, transportation, and consumption, was
created. An empty workboard in Miro is presented in Figure 12. A similar canvas was
composed for each persona. After introducing the topic and the objective, the intention
was that brainstorming would be conducted silently, as the assumption was that the
participants did not know each other in advance. Canvases were meant to be discussed

and monitored afterward.

Figure 12. Empty Persona canvas

The invitation was shared on the news page of the City of Turku and in the Facebook
feed of TUAS and the author's private channels. The invitation to the workshop in Finnish
is visible in Appendix 2. Unfortunately, there was a lack of participants, and only two
persons participated in the session. Some brainstorming was still possible at the time of
an event, and based on the discussions during the workshop, an additional persona, a
conspicuous middle-aged consumer, was added. Since there were not many
participants, co-creation was decided to be supplemented by semi-structured interviews

for the groups not attending the workshop.
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Interviews

Right after the workshop, a group interview with members of the youth council and
interviews with two seniors and three family heads were scheduled. Interviews were
carried out using the same workshop manuscript and were more discussion-based rather
than following a strict plan. The same Miro workboard was used in all interviews, and
previous results were supplemented. All interviews and both workshops were hosted via

Microsoft Teams.
Second Workshop

At that point, the author had a second chance to host the workshop and join the
development day of the Climate team on June 10th, 2021, with 10 participants. There
the time constraint was even tighter, and the time was only one hour, but still, the
workshop was fluently hosted, and a good amount of data was generated to supplement
the existing data. In the second workshop, the range of personas was still supplemented

with the sixth persona, a single adult.

Both workshops followed the same plan. The only difference was that the empathy map
was used as a warm-up exercise in the first workshop and the interviews and the
scenario map in the second workshop. First, the need for advising in using Miro was

discussed. In either of the workshops, assistance in technical matters was needed.

Warm-up methods were introduced, and filling of the canvases started along with the
discussion. Brainstorming of "doings, thinkings, and feelings" of the target audience
through their experiences was then continued individually. Finally, the sticky notes were
discussed. Thoughts gathered from the warm-ups provided background material for the

personas' attitudes and values.

Warm-up approaches, empathy map, and scenario map were similar, but the empathy
map evoked deeper thinking of the attitudes. All sticky notes in the canvases were

considered where applicable when creating the personas.

Turku mind map was used to gather insights into Turku citizens' activities. The features
and places highlighted in the workshop were used as part of the stories, where

applicable. Mapped Turku citizen related topics were:

- Where they eat and consume.
- How they live.
- How they travel.

- What is typical for people in Turku.
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- What is best in Turku.

After the second workshop, it was concluded that the data gathering was sufficient. Also,
the schedule affected the conclusion. The original target was to hold one workshop for a

maximum of ten people, and that goal was already exceeded.

After the warm-up methods, the persona canvases were filled one by one, silently for a
short time. After filling all canvases, personas were quickly discussed. An example of a

filled persona canvas is presented in Figure 13.

BASIC INFORMATION

info for
NAME 16v Aware  Vegeranan  the family rmalonat
AGE = =S
e effects of

PROFESSION o . o

imponancear e = i R
SOCIAL STATUS, FAMILY parents paiz i m

e divorced e Ceins

tamdy amareness - —

DESCRIPTION
L[y | — —

HOUSING

Tries cifferent
recipes at home
70 know what he
likes. The same
goes for products.
A5 even

wvegan
sometimes
leave out everything of
animal origin and she
suggests fish.
— =
- ommes:
—

CONSUMPTION HABITS

Keywords: vegetarian food, Vege challenge, riding a bike, public transportation, carpooling, everyday activities, recycling, 2nd hand, social media-
influencers

Low-carbon acts: Vege challenge, vegatarian food, switching off lights, limited water consumption, kettle instead of the stove, carbooling, 2nd hand

Figure 13. Persona Canvas - Teenager

Simultaneously the method for representing the personas was discussed with the
commissioner. The idea of short stories was raised, and it was agreed that day-in-a-life
stories would be written. Stories and shorter versions of the personas could be used for
different purposes, and storytelling as a method could make the topic more tangible and
more accessible for the audience to empathize with than, for instance, an infographic

way of giving and comparing information.
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Also, as a starting point for composing the stories, a value proposition canvas was
composed for each persona so that their motivations and interests were possible to
recognize. Information was gathered from the warm-up exercises, where the attitudes
and values were discussed. Anna's Value proposition canvas is presented in Figure. 14

and all canvases in Appendices 3-5.

Offering of the 1,5-degree life campaign

REACHING THE COMMON GOAL OF
CARBON WEVTRAL TURKY BY 202%

SECURE FUTURE FOR NEXT
GENERATIONS

HEALTMIER LIFESTYLE

SAVES THE ENVIRONMENT

FEATURES COMING TS
MAINSTREAM AND

SOCIALLY ACCEPTED MONEY SAVINGS

Experiences

FEELING OF BELONGING
AND FELLOWSHIP

boine THHINGS TOGETHER

FEELING THAT ONE CAN
MAKE AN IMPACT

EXAMPLES OF VARIED
SUSTAINABLE CHOICES
DEPENDING ON LIFE

Beneficts

Features

SITUATION, PREFERENCES,
AUD LIFESTRLE

A REMINDER THAT A CLIMATE=
FRIENDLY LIFE IS NOT ABOVT
GIVING VP AND MISERY, BVT IT
ALSS BRINGS WEALTH AND
WELL-BEING INTD AND, AT TS
BEST, GENERATES NEW BUSINESS.

OFFERS THE FEELING OF

THE GOAL

PRIDE oF TURKY FOR BEING A
PISNEER 1N CLIMATE (SSUES

SUPPORT LOCAL
BUSWESSES 3 sap oF

TMAT DUE TO ECOLOGICAL
VALUES SHE NEEDS TO GIVE VP
6F TBS MUCH

CONTRADICTION BETWEEN WANTING TO
ACT SUSTRINABLY AND LIVING AS USED T

HOLIDAYS AND SUSTANABLE
ToueIsM

ASSISTRNCE FOR
COMMUTING EXPENCES

TIPS AND TOOLS FOR
SUSTRINABLE CONSUMPTION

TANGIBLE TIPS AND ADVICES

BELONGING AND DOING
TOGETHER

LOCAL BUSINESS
CAMPAIGH SHARES
INFORMATION AND GIVES |

TIPS AND TOOLS FOR
A COMMON CLIMATE

CAMPAIGN FOR THE

FOOTPRINT
WHOLE <ITY o

Figure 14. Value Proposition Canvas - Anna

Each story was written around one event or topic related to one of the four domains,
such as becoming a vegetarian, sustainable traveling, combining errands, introducing to
sharing economy, avoiding food loss, and sustainably-minded voting. All story plots were
roughly sketched into emotional journeys to support the writing process. Eva’s emotional
journey is presented in Figure 14. and all emotional journeys in Appendices 6-8. Stories

were composed during June 2021.
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«.  EMOTIONAL JOURNEY MAP - EVA

EXPECTATIONS

PHASE 1 - Awareness PHASE 2- Consideration PHASE 3 - Retention PHASE 4 - Advocacy

Eva notices the time and energy Planning gets easier after a
She plans the route from saved because of combined while and Eva is definitely
library to daycare to groceries. errands. Free evenings rest of going to save time as well in
the week! the future.

Eva's going to pick up the kids.
Plans a set of errand to be
done at the same trip.

Starts rﬁakiﬁms in

an app for the next week

]

Dislike towards Daing the errands

the errands
Act is tried in practice and
something new can be learned
and the effect usually
monitored (e.g., better
condition, healthier feeling,
energy savings, saved money
etc.) that also motivates to
continue.

Offering of Easily applied everyday life
ths hack or tip is noticed in Decision to implement and try
campaign campaign, such as "combining it out from personal
could o, daily trips saves gas and public rHEtEtIEHE
transportation costs”.

The act is adopted into
everyday life occasionally or
permanently.

Figure 15. Emotional Journey Map - Eva

Finally, based on the generated data, the personas were created by the author. On the
grounds of the filled workshop canvases as well as value proposition canvases and
emotional journey maps presented in Figures 9-15 and Appendices 3-8, the characters,
features, and the acts from the affinity diagram were divided between the personas.
Then, based on the categorization work, a list of keywords was chosen for each to
facilitate the sketching. Finally, with the help of keywords and low-carbon acts, the initial
versions of the stories were sketched. In Figure 13 mapping and clustering of teenager’s

characters and features in Persona canvas in Miro is presented.

Also, the list of keywords and basic information, such as assumed gender and age, were
given to the graphic designer of the City of Turku. A list of keywords was combined while
sketching the first versions of the personas. Such a list of keywords of the "teenager"
was vegetarian food, vege challenge, riding a bike, public transportation, carpooling,
everyday activities, recycling, 2nd hand, social media-influencers. The list of keywords
guided the graphic designer, and the selection of icons used in the illustrations was
based on the list. Based on the given details and some iterative feedback from the author,
the illustrations for each persona were created by the graphic designer. The intention
was that the visual appearance would fit into the campaign and that the illustrations could
also appear in other campaigns contexts. The illustrations are the ones appearing in this

thesis.

Initial feedback was gathered during the holiday season in June 2021 from a member of
the climate team and the communications department of the City of Turku to make sure
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that the direction was correct. After the summer holidays, the project coordinator
approved the first versions. Also, a feedback survey presented in Appendices 9-10, was
sent together with the stories to the pre-selected sample audience of 25 persons. The
audience represented the population as widely as possible. At the same time, free form

feedback was requested from the climate teams members.

Free form feedback and feedback survey responses were combined, coded, and
considered when iterating the stories based on feedback. The Finnish versions of
responses were turned into word clouds to make the survey responses more visually
informative at a quick grasp. English translations are only for this Master’s thesis as the
language and thus the content of the word cloud varies due to language. Feedback
survey questions for the target audience, multiple choice answers, and word clouds of
translated responses of the open-ended questions are in Table 3. Original word clouds

are in Appendices 11 and 12.

Table 3. Feedback survey questions and summary of responses

Questions of the | Summary of responses (n=17)
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5. Do you think stories
could motivate you to
change your behaviour in
some ways? Give reasons
if you want.

Yes (Kylla)/ Maybe
(Ehka)/ | don't think so (En

usko)

Kylla 76%

En usko
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3.4 Deliver

After collecting and receiving constructive and encouraging feedback, some changes
were made. The feedback expressed that the personas were slightly too polished, and
some imperfections could be included. It was good to notice. In the author’s head,
personas were not at all perfect what comes into living a 1,5-degree life. Only their
frustrations imperfections were not written out in the stories. Some iteration and
rephrasing of the stories were done. Such an example is a sentence stating that Anna
has decided not to worry about impulse buying too much because choosing the best
option is not always possible. Also, personas had professions that were decided to be
left out based on feedback. In that way, the audience can decide which social class the
person belongs to. Of course, as the personas provide an example, it is required that
they are quite perfect to some extent. The final versions of the stories were handed out
on September 13th, 2021.

As such, the stories were printed on cardboard to be visible on Turku day on September
19th, 2021, in an exhibition in the city hall of Turku. The personas continued their journey
to the Hansa shopping center from the city hall for the rest of the year 2021. In addition
to stories, presentation slides in English and Finnish were composed for commissioners’

different purposes.
Personas

Janne, Ella, Eva, Anna, Ossi, and Eero were born and got their characters based on the
discussions and brainstorming in the workshop sessions and interviews. All value
proposition canvases and emotional journey maps with dramatic arcs can be found from

Appendices 3-8 and all full stories translated in English from Appendices 13-18.
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The motivation profiles were not incorporated in the development phase because,
initially, the motivation profiles were only for the research portion. However, after
finalizing the narratives, the 1,5-degree personas were evaluated in relation to the
motivation profiles. As a measure of success, it was inspiring to notice that all motivation
profiles were somehow represented. Therefore, referred representations are shared in

the following summaries.
Janne

Janne is an active teenager who lives together with his single-parent mother. They live
in a rented apartment. From the motivation profiles, Janne represents the carefree
follower who appreciates the easiness, sense of belonging to a group, examples, and
social media, among others. Janne’s mother has been on sick leave for a long and, for
economic reasons, represents the motivation profile of everyday survivor. Janne’s pain
points are lack of money and fear of not being socially attractive. Janne’s narrative
focuses on Janne and his mother preparing vegetarian food. In addition to the event, the
story is incorporated with several low-carbon acts relevant to Janne’s life, such as 2nd
hand, public transport, kettle use, and switching off the lights. The concept of MIHI's free
exercising was also adopted into the story. Adoption of MIHI required background
research on where MIHI is organized and how Janne can get there. A summary of
Janne’s character with the illustration by the graphic designer of the City of Turku is in

Figure 16, and the full story is in English in Appendix 13.
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16 YEARS OLD
SECOND GRADE STUDENT

Lives partly with his mum and partly
with dad's new family, has a girifriend

Lives in Halinen together with her
mum in a rented apartment building.
Cannot influence on housing
exposures, yet he has learned to save
energy e.g. by switching of the lights
or by using a kettle instead of a stove.

Mum has a car, but Janne mainly
uses the bus or rides a bike. For
hobbies, he carpools with friends

Based on motivation profiles, Janne is
a Care-free follower, mum being an Day-to-day survivor

An active and social teenager. He plays

futsal and wishes he had more money
ﬁ to spend. Mother has a low income due

i

to health reasons. Ecological issues are
not a top priority but exist.

Took part in a meatless October
challenge with his girlfriend. With
the chain of events that followed,
he has gradually given up eating
meat. Now he is studying
vegetarian nutritional
recommendations together with
mum

=7 Buys 2nd hand mainly for
economical reasons. Sells old stuff

5 & togetspending money

Figure 16. Janne

Ella
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Ella represents the green forerunner who appreciates the opportunity to serve as an

example, individuality, personal style and identity, green values, environmental

friendliness. Ella's pain points are a frustration to the current situation and climate

politics. She desires change and worries that the time to affect will run out. The

narrative focuses on sustainable consumption through Ella renting a dress for the

student union's annual celebration. Ella uses city bikes, avoids food loss, and pays

attention to sustainable development by voting sustainably-minded candidates and

signing citizen initiatives, among others. A summary of Ella's character with the

illustration by the graphic designer of the City of Turku is in Figure 17, and the full story

is in English in Appendix 14
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ELLA

22 YEARS OLD
STUDENT

Green forerunner

Sustainable development is an

bsolt I limal nge
Study in Turku for the third yoar and is abgolite valus: ahd climate. chix
is a concern. Votes sustainably

works in occasional shifts around the minded candidates. sions citizens’
city, has moved to Turku from initiat nd ) n“ " e
elsewhere from Southwest Finland to penson il een gertily

peaceful demonstrations. Doesn't

t R .
stucy consider herself an activist. but that's
the only way for her.

= 1 Dislikes food loss and in terms of
( S saving money and not wasting food.
Sy ] Lives in Yliopppilaskyla. she supplies leftover lunches from

restaurants, also grows useful plants
in her allotment garden.

N\

Buys 2nd hand both, for ecological and
economical reasons. Dreams of a

=7 clothing library membership after the
account balance is better. Now she is /ﬁ’\ Travels by bus or by Follari city-bike.
content to rent a party dress for the 7

o
¢ annual celebration of the student
union.

Figure 17. Ella

Eva

Eva is the resourceful green who aims to reduce consumption and favors local
production. The feeling of doing the right thing guides her actions. Eva’s pain points
are related to time and daily arrangements. The narrative constructs on combining
daily errands, which is ecological in addition to saving time. Eva’s family lives in a
semi-detached house that is drilled in geothermal heat. Her hobby is taking care of the
greenhouse. In the garden, there is a meadow for bees and butterflies. Sometimes
Eva allows herself to act against her ecological principles, as surviving the rush years
sometimes requires it. A summary of Eva’s character with the illustration by the graphic
designer of the City of Turku is in Figure 18, and the full story is in English in Appendix
15.
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EVA

35 YEARS OLD
WORKING, MOTHER OF TWO

Resourceful Creen

Aims for convenient life and for giving Ecological values are important
a good base for children’s life. Mother among others, and the family tries to

of two. live happy yet sustainable life.

Buys pre-ordered food weekly and

— Lives in Hirvensalo in a semi-detached I collects the grocery bags while

~ 3 house deiiied. In geothenmial 'hest. In doing other errands. Prefers organic

L\‘ Yy |the garden. there's a greenhouse of food. yet due to rush years, allows

% - ~1 useful plants and a meadow for bees herself to buy convenience food
and butterflies.

and others.

=7 Aims to buy only when needed. favors
! y onty A od Uses an electric car and tries to
recycled children's supplies and A
i combine all errands.
] clothing.

Figure 18. Eva

Anna

Anna lives in Portsa, and her story's narrative focuses on sustainable traveling. Also,
sustainable wood burning is incorporated because she lives in a wooden housing
company and uses the fireplace. Anna loves beautiful objects and represents the
motivation profile of an impulsive buyer. Her pain points are related to bad
consciousness of consumption. She also wonders whether her actions really matter,
yet in terms of more pure consciousness, she tries to maintain ecological
sustainability. A summary of Anna's character with the illustration by the graphic
designer of the City of Turku is in Figure 19, and the full story is in English in Appendice
16.

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Sanna-Kaisa Katajamaki



WORKING

ANNA

43 YEARS OLD

Impulsive Buyer

Lives in Turku. Traditional values are
@ important. Still remembers lath«sﬁ
guidance from childhood
Lives in an old. wooden housing
company in Portsa. Loves the home,
abundance of colors, beautiful objects
— and things, and the heart of the home, I
L' | the old fireplace that keeps the home
S “y| warm during the winter season. Is
\ l L aware of the low-emission problems
associated with burning wood. but she
is accurate about how to burn a fire in a
fireplace. Buys wind power because
received an offer
.. Loves vintage dishes and beautiful
objects. Prefers mainly recycled. but
sometimes succumbs to impulse O
) purchases.

Winter has been busy and heavy.
striving to live a comfortable life.
Understands the importance of
ecology but does not experience it
as her own number one priority.
Tries to compensate impulse
purchases in other ways.

Loves good food, sometimes at the
expense of ecology

Doesn't own a car. uses electric
bicycle and public transportation
Avoids long distance travelling and
flying when possible. Uses mainly
train for holidays.

Figure 19. Anna

Ossi

60

Ossi is the conspicuous middle-aged consumer who represents the motivation profile

of comfort-seeking hedonist. Ossi appreciates comfort and pleasure, solutions that

make life easier, new things, and experiences. Ossi understands climate change as a

fact but foresees that technology and innovations will solve the problem. The narrative

focuses on Ossi’s transformation to become a user of sharing platforms and his

sudden feel-good of offering experiences to others. And making a profit. Ossi also

changes from an oil-heating mechanism with a water-air source heat pump. Even

though Ossi consumes a lot, many of his novelties are economical. Only the motivating

factor is in novelties and adopting new technologies, not necessarily in ecology. A

summary of Ossi’s character with the illustration by the graphic designer of the City of

Turku is in Figure 20, and the full story is in English in Appendice 17.
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56 YEARS OLD
WORKING

Lives active life with his wife. Adult
kids.

= Lives with his wife in a detached

() house in Vasaramaki. Adult children.

Sy "] switching from oil heating to an air

KI—:, L source heat pump with the support
from the EDTE Center

Consumes a lot and appreciates
novelties and technology. Inspired by
the positive experience of renting a
-yboat to an acquaintance. he starts
renting the boat and cottage through a
service. Not really for ecological
reasons, but because he can make
profit by
helping others.

Hedonist

%
i

cqo

The work is challenging. and life is
busy. Takes ecology as a fact and
relies on technological solutions to
solve the problem.

Consumes services and eats often in
restaurants with his wife. Interested
in trends and thereby trendy harvest
seasons vegetables.

Has just purchased a new electric
car and an electric charging plug.
Drives a lot. Owns a boat. Excited
about riding business trips with his
new bike due to fitness.

Figure 20. Ossi

Eero

61

Eero is a senior from Iso-Heikkila. He represents the traditional common sense who

appreciates domestic and local production, durability, and tradition. Eero is worried

about the future of his beloved ones and tries to adapt even though the entity of climate

change does not entirely unfold to him. Eero is lonely but fortunately is visited often by

grandchildren. The narrative focuses on such an event when a grandchild comes over.

Also, avoiding food loss and sustainable consumption is introduced in Eero’s story. A

summary of Eero’s character with the illustration by the graphic designer of the City of

Turku is in Figure 21, and the full story is in English in Appendice 18.
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76 YEARS OLD
RETIRED

Traditional Common-Sense
Eero is thrifty by nature, doesn't

waste. Doesn't quite understand why
Widow, grandchildren living in Turku ﬁ anyone should waste. But time

keep the grandpa active. changes. and he doesn't begin to
judge anyone because of the spirit of
the times.

Eats varied but little. Knows what
consumes, so there is little food loss.
Occasional leftovers are immersed in
1 a pancake or omelet. Has begun to
/—_,%Lhns in right-of-occupancy use plant-based dairy products
@apﬂmm in Iso-Heikkila. through visits of a vegan grandchild.
- Buy lake fish from a familiar
fisherman, gets also eggs from him.
The food circle offers activities to

weekdays.

.. Buys when needed. Uses local mall
and finds basically everything from
there. If something else is needed.

© O asks for help from relatives.

Walks on near-by daily errands,
travels by bus if needed.

Figure 21. Eero
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4 RESULTS

This thesis aimed to develop content for climate communication that would encourage
the target audience to adopt resource wisdom and low carbon acts and get the target
audience to join to reach the goal. The objective of the commissioner, the city of Turku,

is to be carbon neutral by 2029.

The output resulting from the service design process was six co-created personas living
1,5-degree life in Turku. The author had the honor to have the responsibility to create
the personas, compose their stories and influence their visual appearance. Thus, the
scope of the thesis was successfully completed, and from here on, the author waives the

right to exploit the personas and wishes good luck for the personas in the future.

The proposed solution and the output, co-created prototypes of 1,5-degree citizens of
Turku and their stories, enables climate communication also in other channels, not only
online. As such, the stories were printed on cardboard and established in an exhibition
on Turku Day on September 19th, 2021, in the City Hall of Turku. From there, the
exhibition moved to another location for the rest of the year 2021, the shopping center of
Hansa in Turku. That way, the target audience, the inhabitants of Turku, could be
reached more extensively. However, personas and stories can still appear online and in
other printed media. The output, the stories bring the fact-based topic more tangible to
the audience. Therefore, enabling a solution that can be used in different media reaches

the audience beyond technological know-how.

The service design process itself followed a typical service design process framework.
The Design Council’'s Double Diamond framework was used, and the process was
applicable for this purpose. The process framework paved the way for diverging and

converging the thinking and guided the work towards the end.

As mentioned in chapter 2.6 Storytelling, a story is successful if it works on the audience
according to the goals. A good story causes the audience to change their actions and
attitudes and continues living through those. The goal of the stories was to share
practical low-carbon tips to everyday life and motivate the reader to change the behavior.
Based on the feedback, after reading the stories, 100% of the respondents stated that
they had learned new, and 76% thought that stories could motivate them to change their
behavior. Therefore, based on the feedback, the impact of the stories can be considered

successful.
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5 CONCLUSIONS AND EVALUATIONS

A scientific review preceded the output. At the beginning of the process, three research

questions were addressed.

1. What choices can a consumer make to live 1,5-degree life?
2. Can consumer behavior and decision-making be motivated by nudging,
and how can nudging be utilized in promoting a climate-friendly lifestyle?

3. How to communicate the solution to the target audience?

First, by formulating the research questions, it was estimated that the literature review
would deepen the approach and give the required answers to questions that might arise
during the process. Second, required background information was accomplished by

responding to addressed research questions.

The starting point of the research led to the first research question: What choices can a
consumer make to live 1,5-degree life? For that purpose, it was essential to find out the
individual’s role in recent discussions of mitigating climate change. Also, it was required
to examine the policies that restrict and enable participation and what is required both at
the national and global levels. Also, the definition of climate change was needed to clarify
the context. Finally, the question was answered at the concrete level by compiling 1,5-

degree life-enabling acts into an affinity diagram.

The second question: Can consumer behavior and decision-making be motivated by
nudging, and how can nudging be utilized in promoting a climate-friendly lifestyle?, was
addressed as most of the time adopting environmentally sustainable everyday acts, the
motivation seems to be the driving force. Understanding the decision-making process
was necessary because the 1,5-Degree Life campaign intends ultimately to influence the
behavior by motivating people to act accordingly. Nudging to a climate-friendly lifestyle
can be and is widely utilized. It was addressed that people are prone to nudges because
of the predictable irrationalities and commonly recognizable biases that affect our
decision-making process. That process could be influenced by offering more appealing
visions, giving feedback, and ultimately experiencing environmentalism as a social norm.
The study proves that there is room for further development and innovations for nudging
away climate change. Instead of painting horror pictures, a positive we-spirit could also
be brought along, emphasizing the will to fight. The research question was also
responded to in practice by creating the stories. The ultimate purpose was to influence

consumer behavior and nudge towards the common target of carbon neutrality.
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The third question: How fto communicate the solution to the target audience? is essential
because the Municipal Act restricts the communication in question and the target
audience, the city residents is broad. Communication needs to be equal to every person,
and the shared information needs relevancy. Municipal act requires openness and
interaction. Also, the perspective of the communication is residential. The challenge was
responded by co-creating the profiles together with the residents and framing, in addition
to statistics, together how to cover the public as widely as possible yet without
discriminating against anyone. That challenge was partly responded to by leaving many
of the features intentionally open. Of course, the entire population cannot be covered by
six personas, but at least everyone can find some low-carbon acts that could be adopted.

Many of the acts are also profitable in terms of saving money.

The process had its starting difficulties, and the format applied its shape. Still, it is
estimated that the research base was succesfull and relevant and supplemented the
service design process relatively well. After the process had fully started, no significant
setbacks occurred. The scheduling and work division was successful and sticking in
schedule was pressured by the holiday season. It was understood that delaying some

part of the work would delay the whole process as people involved had their holidays.

The research base can be considered reliable and valid. The research was done from
several sources, and referencing is consistent. Description of the design process and

data gathering is considered transparent and open.

Mitigating and adapting to climate change are here to stay. The slower the changes are
implemented, the more drastically the temperature rise will most likely be. It is addressed
that the world has been changed throughout history by protests, strikes, and boycotts.
Those are considered adequate. Violence is not. In addition, when the activity was
backed by at least 3,5% of the population, the change was inevitable. Based on this, if,
for example, a non-violent movement in Finland would want to impact and improve
environmental friendliness becoming a social norm, approximately 192,500 people

would be needed to participate. May this work be one attempt to call to action.
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Appendix 2

Invitation to workshop

. s »

Miten elaa ilmastokestava
turkulainen? -limoittaudu 1.6.
jarjestettavaan tydpajaan

On monia tapoja elda ilmaston kannalta kestavasti. Mutta minkalaisia?
Enta miten ne soveltuvat juuri minun eldmaani? Tule mukaan luomaan

ilmastokestavia turkulaisia.

Jarjestaja: Turun kaupungin ilmastoziimi ja Turun AMK:n paivelumuotoilijaopiskelija Sanna-
Kaisa Katajamaki.

Moni miettii, minkalaista olisi /33 Pariisin Imastosopimuksen tavoitteen mukaista elamaa.

Pit3ako sulkeutua «ammioconsa 13 0lia xuin munkki, val 2laa metsassa juura pureskelilen ja

rahkasammaleeseen pukeutuen? Todellisuudessa on monia tapoja elaa ilmaston «annalta

©estavast. Joskus omien valintojen tekemista helpottaisivat hyvat esimerkit

Siksi paatimme lucda ilmastokestavien turkulaisten prototyypit. Sellaiset. joihin tavallinen
wrculainen voisi samaistua. Mutta kuka tiet3a, minkalainen on tavallinen turkulainen? Enka

juuri sina.

limoittaudu siis mukaan

T‘_.‘C pajan tavoitteena on ideoida yhdessa 4.5 kuvitteellizia wreulaista, JOtka elavat tavailista

2lamaa vahapaastdisesti. Tydpajan luomat profiilit julkaistaan www.turku.fi

J3 NIta Kaytetaan apuna imasioviestinnassa havainnollistamaan iimastokesiavia

elamantapoja
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Value Proposition Canvases

Appendix 3

VALVE PROPOSITION CANVAS — TANNE

1,5-degree life campaign

REACHING THE COMMON GOAL OF
CARBON NEVTRAL TURKY BY 2029

GENERATIONS
HEALTHIER LIFESTLE

SAVES THE ENVIRONMENT
FEATURES COMING TO

MAINSTREAM AND
SOCIALLY ACCEPTED

WELLBEING

MONEY SAVINGS

SECURE FUTURE FOR NEXT

Experiences

FEELING OF BELONGING
AND FELLOWSHIP

DOING THHINGS TOGETHER
FEELING THAT ONE CAN

MAKE AN IMPACT

EXAMPLES OF VARIED
SUSTRINABLE CHOICES

Beneficts
Features

@

DEPENDING ON LIFE
SITUATION, PREFERENCES,
AND LIFESTILE

A REMINDER THAT A CLIMATE-
FRIENDLY LIFE IS NOT ABOVT
GIVING VP AND MISERY, BUT IT
ALSS BRINGS HEALTH AND
WELL-BEING INTS AND, AT ITS
BEST, GENERATES NEW BUSINESS.

OFFERS THE FEELING OF
BELONGING AND DOING
TOGETHER CAMPAIGH SHARES

TIPS AND TOOLS FOR
A COMMON CLIMATE

CAMPAIGHN FOR THE

FOOTPRINT
WHOLE CITY

INFORMATION AND GIVES

THE GOAL

PRIDE OF TURKY FOR BEING A
PIONEER [N CLIMATE ISSVES

SUPPORT LOCAL
BUSINESSES BLOOM OF

LOCAL BUSINESS

A CHANNEL For
SERVICES AND
CUSTOMERS TO
ENCOUNTER

FAITH TO THE

SAFETY AND SECURITY FOR THE FUTURE

TAKES VNINTENTIONALLY
CARE OF MOTHER

TS AFFRAID THAT SOMETHING HAPPENS
TS HIS LOVED ONES

WORRIED OF SOCIAL STATVS
EVEN HE IS QUITE
CONFIDENT OF HIMSELF

VALVE PROPOSITION CANVAS — ELLA

1,5-degree life campaign

REACHING THE COMMON GOAL OF
CARBON NEVTRAL TURKY BY 2021

SECURE FUTURE FOR NEXT
GENERATIONS

HEALTHIER LIFESTLE

SAVES THE ENVIRONMENT

FEATURES COMING TO
MAINSTREAM AND WELLBEING
SOCIALLY ACCEPTED

MONEY SAVINGS

Experiences

FEELING OF BELONGING
AND FELLOWSHIP

DOING THHINGS TOGETHER

FEELING THAT ONE CAN
MAKE AN IMPACT

Beneficts
Features

A REMINDER THAT A CLIMATE-
FRIENDLY LIFE IS NOT ABOVT
GIVING VP AND MISERY, BUT IT
ALSO BRINGS HEALTH AND
WELL-BEING INTD AND, AT ITS
BEST, GENERATES NEW BUSINESS,

OFFERS THE FEELING OF
BELONGING AND DOING
TOGETHER

A COMMON CLIMATE
CAMPAIGN FOR THE
WHOLE cITY

PRIDE OF TURKY FOR BEING A
PIONEER |N CLIMATE ISSVES

BUSINESSES g, aam oF
LOCAL BUSINESS

A CHANNEL For

A e SERVICES AND
e cusToMERS TS
ENCOUNTER

TO SEE POLITICAL DECISIONS

DIRECTION

TS AFFRAID THAT SOMETHING HAPPENS
TS HIS LOVED ONES

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Sanna-Kaisa Katajamaki



Appendix 4

VALVE PROPOSITION CANVAS - EVA

1,5-degree life campaign

REACHING THE COMMON GOAL OF
CARBON NEVTRAL TURKY BY 2029

SECURE FUTURE FOR NEXT
GENERATIONS

HEALTHIER LIFESTILE

SAVES THE ENVIRONMENT

FEATURES COMING TO
MAINSTREAM AND

SOCIALLY ACCEPTED MONEY SAVINGS

Experiences

FEELING OF BELONGING
AND FELLOWSHIP

DOING THRINGS TOGETHER

FEELING THAT ONE CAN
MAKE AN IMPACT

Beneficts

Features

A REMINDER THAT A CLIMATE-
FRIENDLY LIFE IS NOT ABOVT
GIVING UP AND MISERY, BUT IT
ALSD BRINGS HEALTH AND
WELL-BEING INTD AND, AT ITS
BEST, GENERATES NEW BUSINESS.

CAMPAIGN SHARES
INFORMATION AND GIVES |

TIPS AND TOOLS
A COMMON CLIMATE e

CAMPAIGN FOR THE

FOOTPRINT
WHOLE ciTy

PRIDE OF TURKY FOR BEING A
PIONEER |N CLIMATE ISSVES

BUSINESSES g1 a0mM OF
LOCAL BUSINESS

A CHANNEL FoR

FAITH TS THE ol
CUSTOMERS TO
ENCOUNTER

EASY ACCESS SERVICES AND
APPLICATIONS TO MAKE LIFE

EASIER
SOLVTIONS THAT FACILITATE
DECISION MAKING N DAILY LIFE

SOLVTIONS THAT
HELP TO SAVE TIME

TS AFFRAID THAT SOMETHING HAPPENS
TO WIS LOVED ONES

WORRIED THAT ACTIONS
COME TOO LATE

VALVE PROPOSITION CANVAS — ANNA

Offering of the 1,5-degree life campaign

REACHING THE COMMON GOAL OF
CARBON NEVTRAL TURKY BY 2029

SECURE FUTURE FOR NEXT
GENERATIONS

HEALTHIER LIFESTILE

SAVES THE ENVIRONMENT

FEATURES COMING TO

Experiences

FEELING OF BELONGING
AND FELLOWSHIP

DOING THHINGS TOGETHER

FEELING THAT ONE CAN
MAKE AN IMPACT

Features

&

MAINSTREAM AMD
SOCIALLY ACCEPTED MONEY SAVINGS EXMAPLES OF WA
SUSTMABLE cHOIcES
DEPENDING ON LIFE
Beneficts SITUATION, PREFERENCES,

AND LIFESTLE

A REMINDER THAT A CLIMATE-
FRIENDLY LIFE IS NOT ABOVT
GIVING VP AND MISERY, BUT IT
ALSD BRINGS HEALTH AND
WELL-BEING INTD AND, AT ITS
BEST, GENERATES NEW BVSINESS.

OFFERS THE FEELING OF
BELONGING AND DOING
TOGETHER CAMPAIGN SHARES

INFORMATION AND GIVES|

AND TOOLS
A COMMON CLIMATE nes .
CAMPAIGHN FOR THE
FOOTPRINT
WHOLE <y

THE GOAL

PRIDE OF TURKY FOR BEING A
PIONEER IN CLIMATE ISSVES

BUSINESSES g 40mM oF

LOCAL BUSINESS

A CHANNEL FoR

FAITH TO THE SERVICES AND
AUTURE CUSTOMERS TO
ENCOUNTER

o8 ™
ACT SUSTRINABLY AND LIVING AS VSED TO
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VALVE PROPOSITION CANVAS — 0SS!

1,5-degree life campaign

REACHING THE COMMON GOAL OF
CARBON NEVTRAL TURKY BY 2021

GENERATIONS
HEALTHIER LIFESTLE

SAVES THE ENVIRONMENT

SECURE FUTVURE FOR NEXT

Experiences

FEELING OF BELONGING
AND FELLOWSHIP

DOING THHINGS TOGETHER

FEELING THAT ONE CAN
MAKE AN IMPACT

FRIENDLY LIFE IS NOT ABOVT
GIVING UP AND MISERY, BUT IT
ALSS BRINGS HEALTH AND
WELL-BEWG INTD AND, AT ITS
BEST, GENERATES NEW BUSINESS.

OFFERS THE FEELING OF
BELONGING AND DOING
TOGETHER

A COMMON CLIMATE
CAMPAIGHN FOR THE T
WHOLE cITY

FEATURES COMING TO
MAWSTREAM AD
SOCIALLY ACCEPTED MONEY SAVINGS RURPLIS S
SUSTMUABLE CHOICES
DEPENDING OW LIFE
Beneficts @ SITUATION, PREFERENCES,
A LiFESTRLE
Features
A REMINDER THAT A CLIMATE- N daa

PRIDE OF TURKY FOR BEING A
PIONEER N CLIMATE ISSVES

SUPPORT LOCAL
BUSINESSES gi00M OF

SERVICES AND
FAITH TS THE cusToMERS TS
s EuCoUNTER

APPLICATIONS TO MAKE LIFE

EASIER

THAT THE GREEN HIPPIES
WILL TAKE OvER

UNCONTROLLED INCREASE IN PRICES

VALVE PROPOSITION CANVAS — EERO

1,5-degree life campaign

REACHING THE COMMON GOAL OF
CARBON NEVTRAL TURKY BY 2021

SECURE FUTVRE FOR NEXT
GENERATIONS

HEALTHIER LIFESTYLE

SAVES THE ENVIRONMENT

FEATURES COMING TO
MAINSTREAM AND

SOCIALLY ACCEPTED MONEY SAVINGS

Experiences

FEELING OF BELONGING
AND FELLOWSHIP

DOING THHINGS TOGETHER

Beneficts @
Features

A REMINDER THAT A CLIMATE-
FRIENDLY LIFE IS NOT ABOUT
GIVING UP AND MISERY, BUT IT
ALSO BRINGS HEALTH AND
WELL-BEWNG INTD AND, AT ITS
BEST, GENERATES NEW BUSINESS.

OFFERS THE FEELING OF
BELONGING AND DOING
TOGETHER CAMPAIGN SHARES
(NFORMATION AND GIVES |
TIPS AND TOOLS FOR
SMALLER CARBON
FOOTPRINT

A COMMON CLIMATE
CAMPAIGN FOR THE
WHOLE cITY

THE GOAL

PRIDE OF TURKY FOR BEING A
PIONEER N CLIMATE ISSVES

SUPPORT LOCAL
BUSINESSES g, aaM OF

LOCAL BUSINESS

A CHANNEL For

i SERVICES AND
T CUSTOMERS TO
ENCOUNTER

TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Sanna-Kaisa Katajamaki



Appendix 6

Emotional Journey Maps

EMOTIONAL JOURNEY MAP - JANNE

NEEDS &
EXPECTATIONS
PHASE 1 - Awareness PHASE 2- Consideration PHASE 3 - Retention PHASE 4 - Advocacy

" Eventually Janne notices what Janne notices that he has
Ja;?:fgee:‘sdcg ar:;s;::{chls bg;t:r::rgs':::": lar:ett:ﬁe he likes, feels approval, and is gradually started to skip meat
meatfree October. He accepts challenges: what to eat, how to hE{p;Ly thzt e}lllgn morln |s even ifthe mtintlon waSJufst

the challenge ook etc. excited and willing to learn to increase the amount of

together. vegetarian dishes.

Skepticism °
Frustration
Act is tried in practice and
Offering of Easily applied everyday life somethén%ne;vf can be Iﬁarned
the hack or tip is noticed in Decision to implement and try s tt < Z (Ed ui)uany The act is adopted into
campaign campaign, such as "Keep a it out from personal mdc_rrp ori f'hg." fe ?r everyday life occasionally or
could be... vegetarian week/month/year”. Friotivations. con |t|on,_ ealthier feeling, permanently.
energy savings, saved money
etc.) that also motivates to
continue.

EMOTIONAL JOURNEY MAP - ELLA

NEEDS &
EXPECTATIONS
PHASE 1 - Awareness PHASE 2- Consideration PHASE 3 - Retention PHASE 4 - Advocacy
Ella knows that the annual She considers options of B_a_sed on her own situation,
. S 3 . decision to rent is made. Dresses B -
celebration of student union is sustainable consumption: She is content and exited

2 ; ¢ are used so seldom, that she

approaching. She needs a buying new, buying recycled, d o tto b about the event!
dress. renting, loaning, upcycling etc oeér;e:vta;d:thi: Til?reav: one.

Stress of what

to wear
Act is tried in practice and
Offering of something new can be learned
the Easily applied everyday life Decision to implement and try and _the effectustially The act is adopted into
campaign s : < f monitored (e.g., better - S
ouldl be hack or tip is noticed in it out from personal condition, healthier feelin everyday life occasionally or
campaign. motivations. " 9 permanently.
energy savings, saved money
etc.) that also motivates to
continue.
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NEEDS &
EXPECTATIONS

PHASE 1 - Awareness

Eva's going to pick up the kids.
Plans a set of errand to be
done at the same trip.

Q.
Dislike t&éﬂs

the errands

Easily applied everyday life
hack or tip is noticed in

1 OO
s

campaign campaign, such as “combining
could be... daily trips saves gas and public
transportation costs".
NEEDS &
EXPECTATIONS

PHASE 1 - Awareness

Traditional summer holiday
planning can start.

Easily applied everyday life
hack or tip is noticed in
campaign.

campaign
could be...

PHASE 2- Consideration

She plans the route from

library to daycare to groceries.

o,
v

Doing the 'éﬁ{:ands

Decision to implement and try
it out from personal
motivations.

PHASE 2- Consideration

Anna has invited friends at her

place for planning.

Decision to implement and try

it out from personal
motivations.

Domestic travelling is favored.

EMOTIONAL JOURNEY MAP - EVA

PHASE 3 - Retention

Eva notices the time and energy

saved because of combined

errands. Free evenings rest of

the week!

Act is tried in practice and
something new can be learned
and the effect usually
monitored (e.g., better
condition, healthier feeling,
energy savings, saved money
etc) that also motivates to
continue.

PHASE 3 - Retention

Everyone have own preferences.

It has been agreed that long

distance traveling, and flying is

avoided or is rarely done.

4
v
Difficulty dﬁ@"g reeing

Act is tried in practice and
something new can be learned
and the effect usually
monitored (e.g., better
condition, healthier feeling,
energy savings, saved money
etc.) that also motivates to
continue.

Appendix 7

PHASE 4 - Advocacy

Planning gets easier after a

while and Eva is definitely

going to save time as well in

the future,

The act is adopted into
everyday life occasionally or
permanently.

EMOTIONAL JOURNEY MAP - ANNA

PHASE 4 - Advocacy

Sticking up with principles and

obeying the traditions

The act is adopted into

everyday life occasionally or

permanently.
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NEEDS &
EXPECTATIONS

PHASE 1 - Awareness

Ossi is requested of renting his
boat.

First im| n
after the request

can take care of
his boat well enough

Offering of

the Easily applied everyday life
SRENRRIN hack or tip is noticed in
could be... campaign.

PHASE 2- Consideration

Renting of property is nothing

Ossi would normally do and
feels disgusted. For some
reason agrees.

Skeptical and
affraid of what
might happen

Decision to implement and try
it out from personal
motivations.

Everything is smooth and after a
good experience, Ossi decides to

Appendix 8

EMOTIONAL JOURNEY MAP - OSSI

PHASE 4 - Advocacy
Surprised of the experience.
The profit he invests
sustainably and donates for
the preservation of primeval

forests.

PHASE 3 - Retention

rent the cottage and boat
through a service.

o ©O

o

o,

Terrified

Act is tried in practice and
something new can be learned
and the effect usually
monitored (e.g., better
condition, healthier feeling,
energy savings, saved money
etc.) that also motivates to
continue.

The act is adopted into
everyday life occasionally or
permanently.

NEEDS &
EXPECTATIONS

PHASE 1 - Awareness

Eero gets used to grandchild
bringing own vegan dairy

PHASE 2- Consideration

He starts consuming vegan
dairy himself in hope of
visitors

EMOTIONAL JOURNEY MAP - EERO

PHASE 3 - Retention PHASE 4 - Advocacy
Both are amused and enjoy
the warm and cozy
atmosphere

Surprises his grandchild by
offering oat milk for coffee

please the guest

Offering of
the Easily applied everyday life
:::::::'3" hack or tip is noticed in
campaign.

Doesn'%lly
Enjoy the taste

Decision to implement and try

it out from personal
motivations.

Act is tried in practice and
something new can be learned
and the effect usually
monitored (e.g., better
condition, healthier feeling,
energy savings, saved money
etc.) that also motivates to
continue.

The act is adopted into
everyday life occasionally or
permanently.
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Feedback Survey
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Appendix 11

Original word clouds of the feedback survey responses

Questions of the

feedback survey

Summary of responses (n=17)

1. What thoughts did
the stories evoke in

you?

samaistuttavia tarinoita paljon arkea

tehda tarinat jotka helposti tavalla tekoja
ratkaisuja asioita minussa valintoja heratti mieleen
omassa ajattelemaan suuria kestivdaa miten mutta
nahdd henkilot olivat hahmot kestavd vaadi joitain
hyvin ilmaston todentuntuisia kaikki hieman pienilld

kannalta henkiléiden samalla teoilla toimia ympiristoa
huomioon  ruuanlaiton  positiivisesti  jasennelty muuttamaan  mukavia
hyddynnetaan  |6ytaa  kayttdo

2. Did the stories help
you to learn
something new? Give

reasons if you want.

enemman omassa tavalla tehda

o, ®
VOISln alkuunkaan arkisella arkisilla asennoituu  aurinkopaneelin

avaavat avartamaan  eettisesti  eldmantilanteeseen  eldmdssd  eltei
hommata ilmastokestavammin  ilmastoystavillisemmin  ilmastoystavallisempi
juuri  kestavasti  kiihkottomalla kohta mietittyd mindhdn  monelle
motivoi muuttamaan ndinkin  oivalluksia olivat panostaa pelastaa
pdivittdisessd saatava sedkedsti sijaan tarinat  tarvitse  toiminnassa
toiminut  tulla useat vedekeittimen vettd wvuoksi yhden  yksityiskohdat
ympadriston

3. Did the stories
provide answers to
existing or raised

questions?

ky”a mutta miten voisi vastauksia tietoa tarinoissa

tarinat siilhen osalta olisi oikeastaan mahdollista lukiessa
liittyen kysymyksia kysymyksiin  kannalta herdannyt esimerkit
yksinkertaiset  yhdistetdan varmasti vaivaa tdydensivit tutkittua tuovat
tunnetta tottakai tavallaan suoranaisesti  siind  saattavat  rohkaisevat
pienempid paras ottaa olivat muuttuisivat lainkaan  kuvausta  kestava
kannustavat  kaikkea ikdisillda herdnneisiin  helpottaa  esimerkkeja
ekologisempi  asioita

4. Is there anything

unclear after reading?

tarinat hyvin mutta tulevaisuudessa
tarinoissa vahan tarina mielestani perheessa kaikki

miten huomioon krsken haastavakin vapaaehtoisten  kysymyksiin

olivat vuokraus kohti  yhdistysten epdselvdksi vastaukseen paljon

helposti  tdten aiempaan oliko onkin ottaa ruoasta sindlldan  herran

viimeisessd ymmartdd haave ratkaisuja olisi pohdin silld  asioita

vahdvaraisesta uuden tarinassa tuosta tehdd kasilla I3htisin - haluaisin
pohtii  toimijoiden

5. Do you think stories
could motivate you to
change your
behaviour in some
ways? Give reasons if

you want.

VOISI enemman kasvisruokaa tarinat ainakin

ajattelemaan  aloittaa  arjessa  arkeen  arkikdyttiytymistd asioista  autoilut
ehdottomasti  esimerkit helpoilta helpompi  henkildihin  huonoa
ilmastoystavillisempiin ~ jatkuvaa joita jotain  kayttéon  lahteista
mahdollisuuksia minun  minut  muutos nurkan omaan  omatuntoa
opetella opettivat ottaa paikallista pienemmistd pyrkisin  ratkaisuihin
saavat  samaistuminen  suosisin  tarinoiden tarinoissa tehdd tulevat
tuntumaan  turhat uskottavaa vedenkeitin  vdhentdmain
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6. Which personality
do you find the
easiest to identify
with? Give reasons if

you want.

elamantilanne haasteet oot eims

eldmantilannetta  esille  hyvin  hdvikki ikd33ni inhoan itselld jollain
joten  kaikki  kuuluisat  kdyttamadan lapsiperhe-eldamd lihanton  lokakuu
lahes 1dhinnd  |dhinpdnd mukaan mutta niinkd3an  nuorten  oikeasti
ollut oppimaan parhaani perheenditi pyrin  rauhallisuus  ruokaa
ruuhkavuodet  samaistuttava samanlainen  samanlaisia  silloin  tapaa tapoja
tarinan  tietoisesti  tulevat tuollaiinen tuollainen tyyliset tihteet uusia
valintoja

7. Other thoughts?

ajatuksia arkea asiaa hyvin olisi
OSSin tarinOita bongaavinani  erilaisten  esimerkkeja

ettei  hahmoista helposti  hienoista  hillitsevda ihmistda  ilmastonmuutosta
kehityksen  kenties kevyesti  kivasti  kokonaisuus lukenut Iyhyt ldhelle
merkitystd  mielenkiintoinen nuori  oikein  osoitetaan  pisti  pojan
samaistua  samaistuttavadla selkdesti sidottu silla  tapoihini
tarkoituksellisia  tehda teksteissd  terdvoittada tosiaan  tosin  talla  tarked
tirkedn voivat  yritysten
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Story - Janne

Janne

—_"‘ 4 W3 years old
. 4 Second grade student
' Care-free follower, mum being

" “an Day-to-day survivor

Appendix 13

Janne plays futsal at MIHI's free
exercising, and the training at the
school of Runosmaki is over. Janne
gets home on a friend's father's ride.
Usually, he should take the bus
home to Halinen, but it's nice to get a
ride and be home a bit earlier.
Sometimes the days get a bit too
long, when the school days are long,
and there are hobbies in the evening.

I'm starving! Mom's home. Mum's
actually always home because she's
been on sick leave for a long time.
Otherwise, Janne wouldn't mind, but

sometimes it would be nice to have a
little more money to spend. Mum has
always been thrifty and economical.
Janne has known since childhood to turn off the lights and not waste water in the shower.
And it's okay.

k=

Luckily, sports gears and clothing can be bought 2nd hand very quickly nowadays. In
addition, it has been agreed with the mum that if Janne takes care of unnecessary clothes
and goods for circulation, he can keep the money earned from the sale.

Janne has a couple of favorite apps that make things really easy: just take pictures by
phone and post the announcement to the platform. Mailing is also easy cause you can
just grab the parcel and send it from a nearby convenience store.

In the autumn, Janne took part in a meat-free October persuaded by his girlfriend. With
the chain of events that followed, he has gradually given up eating meat. So, the
upcoming Christmas with its vegetarian dishes feels a bit terrifying. Still, since Mom and
Janne both like to cook, the success in vegetarian Christmas dishes has been taken as
a positive challenge.

And that is what they practice today as well. Mum considers it essential that an active
teenager receive enough protein from vegetable food at a growing age. So, she obliges
Janne to learn nutritional recommendations because Janne was the one who wanted to
switch to vegetarian food in the first place. But really, the vegetarian food suits the
mother's stomach much better as well, so the transition hasn't been a problem in the
family.

At Dad's, they're a bit sniffy about the vegetarian diet, but sure they'll get used to it, too.
Janne clicks on the kettle. The water is much faster and more energy-efficient to boil with
a kettle than on a regular stove.
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Story - Ella

Ella grabs a leftover lunch on the way
home. Ella often favors leftover meals
from restaurants due to time and
money savings. Some restaurants
selling leftover dishes locate nicely on
the way to work. Ella is studying in
Turku for the third year. She is
working occasional shifts around the
city along with her studies.

Ella has moved to Turku from
elsewhere from Southwest Finland to
study, and the Ylioppilaskyld has
been perfect for living. Ella has
acquired almost everything for her
home from the student recycling
groups. The goods circulate quite
unbridledly well: What is not found it
is not needed! Ella gets quickly by city bikes to school and work shifts, and it hasn't even
been necessary to consider owning a bike. Last summer, Ella found a lovely community
and a hobby in the allotment garden close to Ylioppilaskyld, and the harvest was
surprisingly good!

Ella
22 years old, student
Green forerunner

For Ella, sustainable development is an absolute value, and climate change is a genuine
concern. Fortunately, she sees, everyone can try to mitigate it. Of course, the student's
life is often reasonably sustainable, and for economic reasons; students live tightly,
consume less, and favor public transport. With sustainable lifestyles, everyone can make
a difference, but influencing structures is crucial for her.

Ella votes for sustainable candidates, signs citizens' initiatives, and participates in
peaceful demonstrations. She doesn't consider herself an activist, but that's the only way
for her.

Ella would prefer to see the incentives to change shops and restaurants' selection to
easily make sustainable choices. Then the responsibility and choices would not lie that
firmly on the shoulders of individuals. For example, the attractive placing of vegetarian
food at the beginning of the line would undoubtedly nudge diners in student restaurants
even more in the direction of vegetarian food.

Ella strives to influence student restaurants and other matters through the student union.
The student union's annual celebration is approaching. Although Ella has been
impressed by the city's flea markets, this time, she will still be visiting a clothing library
on her way home. Festive clothes are used so rarely that Ella prefers renting. Once the
studies have been completed and the balance sheet is better, Ella intends to buy a
membership of the clothing library. For this purpose, she found the perfect outfit for the
celebration!
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Story - Eva

Eva is ending a remote working day
in the new, geothermal semi-
detached house in Hirvensalo. She's
heading to pick up the kids. Before
leaving, Eva quickly goes around the
yard watering the plants in the utility
garden and harvesting the crop. The
harvest seems promising.

The meadow left for pollinators in the
corner of the yard is teeming with
bees and butterflies.

Eva doesn't enjoy running errands
. and has become quite efficient in
getting everything done at once.

Before picking up the kids, Eva visits

the library. She has arranged a

couple of flea appointments in front
of the Hirvensalo Library. The charging point is full, but conveniently one car leaves the
charging point, and Eva can plug hers. Eva throws a bag of small children's clothes to a
buyer in the library courtyard and buys a new kickboard for her son from another.

35 years old, f y
Working, mother of two 4
Resourceful Green

From there, she goes to get the kids. The day-care’s annual clock had shown that the
strawberries were about to mature. We want strawberries, back seat insists! Eva stops
at the supermarket to pick up pre-ordered and pre-packaged food for the week. The back
seat doesn't get the strawberries just yet.

Eva would prefer to buy organic food directly from the producer. Still, since the rush years
and continuous money spending, she has allowed herself to buy convenience food and
others. Of course, Eva efforts to favour organic and plant-based products, but some are
not so sustainable. However, with the help of a well-designed list, food waste has been
kept to a minimum.

Of course, overkills also happen... Her spouse comes home and as agreed, stopped at
the city's shared waste food cabinet on the way home to drop rye flour that was left over
from sourdough baking. Eva got carried away with shopping for flour, and eventually,
she had no time for feeding the sourdough. Fortunately, it is possible to recycle even
food.

The evening happens to be free for parents because thanks to the driver's shifts agreed
between the parents in the surrounding area, there is no need to take anyone anywhere
today. So, for a long time, maybe just the two of them go for a long run on Uittamo.
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Story - Anna

The light is slowly starting to appear again at
the end of the tunnel. The winter has been
long and the work challenging. The spring
sun has begun to warm up so that it is
appropriate to start planning for the
upcoming summer holiday. Friends are
coming over to make traditional travel plans.
Anna is working on the catering when the
guests arrive.

Anna Anna places her latest treasures, unique

. vintage glasses, on the table and pours

43 years old, working . . . . .
Lives ElBori=a organic Italian wine into them. Finally, she
Impulsive Buyer puts the snacks she has picked up from the

hall. Travel planning can begin. The
atmosphere is warm and enthusiastic, partly
due to the heatlng from the old fireplace of the idyllic wooden housing share in Portsa.

Home is important to Anna; she loves the abundance of colors and beautiful objects and
things. A particular passion for Anna is vintage dishes and collecting them. In addition,
Anna would like to buy everything recycled, except for energy-efficient household
appliances, or favor responsible producers. Still, the desires take over from time to time,
and the principles and good intentions are forgotten. Sometimes Anna tries to
compensate for bad conscience caused by impulse shopping with other sustainable
choices. Yet, she has decided not to worry about it too much because choosing the best
option is not always possible.

The home is right now at its best. At the edges of early spring and late winter, when it is
still cold yet, dripping eaves and increased sunlight are already making promises about
more. House is electrically heated with wind power. Anna loves the heart of the home,
the old fireplace, which keeps the home warm during the winter season. But, of course,
the problems related to wood-burning emissions are known; Anna is cautious about how
she burns a fire in the fireplace. Anna ensures that the wood is small and dry and that
only a necessary amount of wood for the heat is burned.

- Always light the fire from the top, never burn debris or full nests, add wood only after
the previous ones have burned. Observe the color of the smoke—the instructions from
childhood echoes in her head.

Over the years, women have traveled around the world. Still, the direction of travel has
permanently moved closer and closer, and there have been hardly any more long-
distance trips. If possible, everyone would like to reduce and avoid flying. Unfortunately,
long train journeys must be made during holiday seasons because of Anna's poor remote
work opportunities.

The decision-in-principle was made a few years ago — at least every second trip together
is made in Finland. As the last year went cycling in Estonia, it was decided to stay in
Finland this summer. One dreams of the sea, the other dreams of a city. The third one's
looking for the woods. Women laugh ironically at the fact that even planning follows
traditions - it is difficult. Best of all, Finland offers all that!
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Story - Ossi

Ossi hops on his new street road bike from
Kupittaa Science Park and heads towards
home to Vasaramaki. The bike is the latest
enthusiasm, but unfortunately, today, he must
head straight home instead of a long ride. He is
needed home to catch up with the air source
heat pump installers. Ossi and his wife have
decided to replace the old oil-heating
mechanism with a water-air source heat pump.
. : Ossi applied for a grant from the ELY Centre to
56 years old, working = change the oil system of a detached house.
Adult kids, lives together with wife . .. .. .
Hedoniat With similar economic incentives, even a more
resilient consumer would be able to achieve
more sustainable actions." Ossi ponders.

Ossi notices the phone. It's his son. Video calls have become a habit; it's nicer to talk
when you see who you're talking with. Live's been quite comfortable lately. Of course,
work takes time and its toll, but one can counterbalance the hard work. The City Theatre
has offered thrilling experiences throughout the winter and the restaurants of Vahatori
and the riverside for first-class dinners. In restaurants, Ossi has accidentally become
acquainted with vegetables and vegan dishes during the harvest season. Why not try
these new things at home with wife sometimes? The electric charging plug was also
installed effortlessly in the detached house property when a new and, ah so quiet electric
car came permanently into the yard.

While chatting, Ossi is excited to talk about visiting the cottage to see the consequences
of winter. The place is relatively unused during the winter season because it is
challenging to travel to the island in winter. So instead of regular heating, Ossi has tried
only to heat what's needed for dry-keeping. With the help of a frost watch, the
temperature had been adequate and kept the places dry and in good condition.

As a transition from the cottage news, Ossi's son can move to the initial reason for calling.
He asks Oss if his wife's sister could have rented a boat for a few weeks in the summer.
At first, Ossi is terrified of the idea that someone else would use his boat. Sure, they'd
just mess up and break the gorgeous Lady. But for some reason, whether it's a feeling,
luck, or chance, he decides to surprise and agrees to the proposal. Why not, as long as
everything is agreed in writing, and not too much discomfort is caused to Ossi.

A couple of months later, the boat has returned to its owner, and compensation was paid
for the use. Oss feels good. The boat remained intact and returned so neat that Ossi
suspected that it would not have been used at all. Best of all, his son's wife's sister was
almost touched by the chance of a successful summer trip.

Ossi has started considering renting the boat and the cottage as both are often unused
during the year. So Ossi decides to give it a try. It feels more secure to share the property
through a service. Ossi invests the income from renting in sustainable sites and donates
a small amount to protect the ancient forest at his son's suggestion. All this has suddenly
made him feel good. It's possible to share and enable the dreams for the use of others
as well. Best of all, Ossi can make a profit!
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Story - Eero

73 years-old, widow
Lives in Iso-Heikkila, retired
Traditional Common-Sense

Eero takes his morning walk around the old observatory. At home, Eero grabs nature
magazine from the shared magazine and bookshelf downstairs and heads to his right-
of-occupancy apartment for morning coffee. The downstairs neighbour organized a
magazine shelf a couple of years ago. It's been functional and has a lot of use.

Eero has spent most of his life in Iso-Heikkild and has got on well. However, it's a bit
lonely sometimes. Fortunately, the grandchildren have stayed in Turku and keep
Grandpa's mind refreshed by their visits. In addition, Elsa is coming for coffee tonight.

Eero immerses himself in a nature magazine with a fishing theme. Eero was once an
avid fisherman and still prefers to eat mainly Finnish lake fish. There's nothing better than
a fried perch fillet! Lately, Eero has had to learn even that skill by himself. The best perch
fillets Eero buys directly from a familiar fisher. He gets tasty eggs through the same
acquaintance. And those Eero can get from nearby. It's nice that the local food district
also provides comfortable contacts and activities to everyday life. There's not much food
waste in Eero's kitchen. Eero knows from experience what he eats and what can be used
to prepare a new meal. He prefers to immerse aging dairy products in an omelette or
pancake. Eero is thrifty by nature and doesn't waste. He doesn't quite understand why
anyone should waste. But times change, and he doesn't begin to judge anyone because
of the spirit of the times.

Eero awakes to the doorbell. Elsa pops in with an expiring vegan bun and oat milk for
coffee.

Elsa bursts out laughing when she discovers that Grandpa has already tabled his own
oat milk. You never know when you're going to have visitors, Eero says with a smile. In
the hope of visitors, Eero has gradually started to favor plant-based dairy products over
animal products. And eventually, Eero's getting used to the taste.

Elsa and Grandpa like to ponder the news and phenomena. From Elsa's tip, Eero has
calculated how much money he could save by renting solar panels. Part of the rent can
be credited nowadays from the electricity bill.
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