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Transcript
Ever talked about Smart Homes, Car Sharing or Digital Farmers Markets?
Have you ever bought a product based on one of your friend’s recommendations? Most probably yes. The spread of ideas
trends, products, can heavily be influenced by social networks. But why is it some don’t spread? Maybe no one is
recommending them. Often there will be a whole host of reasons why they don’t become the next ‘must haves’, but does it
even matter? Sometimes not, but when it comes to innovations which reduce our carbon emissions, it certainly does
matter!
It goes without saying that we are in a climate emergency and unfortunately the conventional response of relying upon
policymakers to regulate, provide incentives and set targets has failed and continues to fail. Emissions are still rising and the
window of opportunity to avoid dangerous consequences is shrinking.
So what can we do about it? Well there are many low carbon innovations that already exist which individuals such as
ourselves can adopt; from the way we move, what we eat, how we interact with our homes and where we get our energy.
However, they only exist in small market niches. Their impact has been limited, and to help mitigate climate change they
must be diffused rapidly and adopted extensively. Often, these innovations do not provide attributes historically valued –
reliability, availability, functionality. A low carbon lifestyle does not promise these things, it fundamentally lacks appeal to
the mass market.
The project I am working on investigates low carbon innovations which offer novel attributes, offer something different. For
example, the smart home offers controllability like never before, switching all lights off with a press of a button on your
phone, whilst car sharing schemes offer choice and variety without the need for owning multiple vehicles. The main aim of
this research is to discover how such innovations are valued by users and how their adoption could be encouraged through
social influence and communication channels.
Focusing on a set of case study innovations, an online survey followed by interviews in the spring will be conducted with
people already using them, also known as ‘early adopters’. They will be asked what attributes they value, what motivated
them to buy, who do they talk to about the innovation and what attributes they discuss, allowing analyses to examine the
flow of information within their social network. The results of this research will not only provide insights into
communication by early adopters, they will also help identify marketing strategies and policy actions for using social
influence to accelerate a low carbon transition.
Let’s not rely upon the conventional response to climate change, let’s get talking about novel low carbon innovations.

