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Complex long term issues 

 
• “Wicked problems” 

 

• Difficult implementation 

 

• Short term pain for long term gain 



Examples of complex long term issues 

 
• Hawke/Keating economic reforms 

• National compulsory superannuation 

 

• Drugs 

• Water reform 

• Disadvantage and inequity 

• Planning more sustainable cities 

 

•Climate change 



Politics: The nature of modern government 

 
 

•Power at the top 
•Intense time pressure  
•24 hour media power 
•Polls  
•Permanent conflict 
•Wedge politics 
•Continuous campaigning 
•Campaigning by the media 
•Expectations of stakeholders 
•Power of special interests 
•Dominance of  market economics 
•Complexity 
•Importance of the trusted adviser 
 
 



Key political factors 

• Contest of leaders 

 

• Credibility and trust 

 

• Seizing the middle ground  

 

• Convergence of philosophy – but 
exaggerated partisanship 

 

 

 
 

 The numbers are often close - persistence, resilience 
and hard work pay off 
 



Factors affecting difficulty of achieving the 
change? 

• Size of the change 

• Complexity 

• Level of community support 

• Vested interests - powerful 
opponents/supporters 

• ‘elite’ opinion 

• Media 

• Opposition stance - partisanship 

• Parliamentary situation  



Ten Commandments of political success 

 

1. Be a leader 

2. Have the courage of your convictions 

 
 

 



Climate Change and leadership 

Rudd talked up the fight against 
climate change as the “greatest 
moral challenge” 
 
Decision to defer ETS until 2013 
triggered massive drop in public 
support – lost credibility 
 
 

Sometimes political leaders have 
to lead despite perceived lack of 
popularity of position – what 
influences this? 
 



Ten Commandments of political success 

 

1. Be a leader 

2. Have the courage of your convictions 

 
 

 3. Be trusted 
4. Know what you want to achieve 
5. Communicate, persuade, educate 
6. Engagement - develop plan 

collaboratively 
 



Communication: the power of language 

• Paul Keating 
– “banana republic” 

 

• Lincoln 
– “a house divided” 

 

• The importance of ‘framing’ issues 
– Kevin07 “new leadership on climate” 

– “CPRS – a great big new tax” 



Engagement strategy 

• Can the problem be solved by government 
alone? 

 

• What is the purpose of the engagement? 
– inform 

– consult 

– build political support 

– collaboration 

– empowerment 

 



Ten Commandments of political success 

 

1. Be a leader 

2. Have the courage of your convictions 

3. Be trusted 

4. Know what you want to achieve 

5. Communicate, persuade, educate 

6. Engagement - develop plan 
collaboratively 

 
 

 

7. Know what stakeholders want to 
achieve 

8. Do a deal – trade offs 
9. Be persistent 
10. Make sure you keep the numbers   
 



Behaviour Change 



Many complex  issues need behavior change as 
well as political change 

• Multiple causes of problem 
– Obesity, drug use, disadvantage 

• Depends on community behaviors 
– Carbon emissions, energy and water use 

• Government policy and action limited by 
community attitude 
– Carbon price, speeding fines 

• Implementation is the challenge 
– Sustainable urban planning 



0

100

200

300

400

500

600

1960 1970 1980 1990 2000 2010 2020

In
de

x 
of

 p
er

 c
ap

ita
 c

on
su

m
pt

io
n 

(%
)

Year

Electricity

Fuel

Population

Water

 

 

73% - Water (Melbourne) 

191% - Fuel (Australia) 

206% - Population (Australia) 

553% - Electricity (Australia) 

1961 - 2009 

Resource consumption 
and population 

Climate change and behaviour change: the size of 
the challenge 



(Sources: ABARE 2008, ABS 2008; Energy Information Administration (US), Annual Energy Review 2007) 

Electricity use in California and Australia 



Attitudes to climate change 



Softening support for climate action? 

The Lowy Institute Poll 2006 - 2010 



Exploring attitudes to climate change 
 

Addressing climate change  Lowy Poll 2010 
“Do you personally agree or disagree that Australia should take action to 

reduce its carbon emissions before a global agreement is reached? 
 
Strongly agree    44% 
Somewhat agree    28% 
Somewhat disagree   12% 
Strongly disagree    16% 

 
 
 
 
 

“If it helped solve climate change, how much extra would you be willing to pay each 
month on your electricity bill? 
 

Nothing 33% 
$1 to $10     25% 
$11 to $20     15% 
$21 or more     19%   
 
 
 
 
 



Attitude to a carbon price 

Nielsen poll February 2011 



Attitude to a carbon price 

Nielsen Poll February 2011 



Where does the climate change fit into political 
priorities? 

Qu. Which are the three most important issues in deciding how you would vote at a Federal 
election? 

    One  Total  
 
Management of the economy  36%  63%  
Health      14%  48%  
Australian Jobs     8%  33% 
Political leadership    10%  23%    
Education      5%  23%  
Fair taxation     4%  18%    

Interest rates      3%  15%  
Housing affordability    3%  14%  
Quality water supply    3%  12%  
Fair Industrial Relations    3%  10%  
Security and the war on terrorism  2%  9%    
 
 

Essential Research poll  25 October 2009 



 Climate change and Behaviour change: The 
problem of human psychology 



Why climate change doesn’t prompt behaviour 
change 

Human brain evolved to respond to threats that 

 

• Involve other humans 

 

• Violate our moral sensibilities 

 

• Are immediate: clear and present danger 

 

• Can be appreciated by our senses 

 

Daniel Gilbert 

     Professor Psychology 

     Harvard 

 



It’s Difficult 

So what can we do? 



Who are we seeking to influence? 

 

• Understand differences in target groups 

 

• Target messages and activities to them 

 



Young people and drugs 



Influence of political and cultural views 

• Climate change is happening and caused by human activity   53% 

 

 

• We are just witnessing a normal fluctuation in the earth's climate  34% 

 

 

• Don’t know            13% 

 

 

 

• Essential Research Poll November 2009 

Labor    63% 
 

Coalition    54% 



Global warming, politics and cultural attitudes 

Kahan 2007 Second National 
Risk and Culture Study Yale 

 

Hierarchic and individualistic individuals more  likely to accept climate science if 
accompanied by call for nuclear power 



Using everything available 

• Collaboration and empowerment 

• Financial incentives 

• Psychology 

• Behavioural economics 

• Social marketing 

• Regulation 

• Make it easy to do 

 



Communication and psychology 

 
• Framing and language 

– E.g. frequency 1 out of 1000 more concrete than 0.1% 

• Understand people discount the future 

• Put things in the positive – don’t repeat negatives 

– People cling to misinformation – myth vs fact can 
backfire 

• Power of human insight 
– E.g. Problem gambling campaign -  “think of what you are really 

gambling with” 

 



Focus  on what influences specific behaviour 

The reasoned action model [Source: M. Fishbein& I. Ajzen (2010). Predicting and changing behaviour: The 
reasoned action approach.] 

What are good and bad things 
about it? 

What would people who are 
important to me want me to 
do? 

What factors do I believe 
facilitate or impede 
performance? 



Social norms are very powerful 

Households use less 
electricity when told what 
other households use 
(descriptive norm) AND given 
indication of approval or 
disapproval (injunctive norm) 



Attitudes are hard to change 
But behaviour can be “nudged” 

• “Nudge: Improving Decisions about Health, 
Wealth and Happiness”  Thaler,, Sunstein 

• Government’s can guide people’s choices in 
right direction using psychology 

• UK Cabinet Office Behavioural Insight Team 
– Increasing tax collection using social norms 

– Health e.g. STD campaign  



Can we change attitudes? 

• Changing behaviours may inform attitude 

• Self-perception theory 
– “Foot-in the-door” technique 

– US prisoners of war in North Korea 

• Commitment and consistency 
– Desire to be consistent with what we have already 

done 

• Elaboration likelihood model 
– Key factors are motivation to process the message  and 

ability to critically evaluate the message 



Water conservation campaign in Victoria 

• Drought and climate change  

• Need to significantly reduce individual and corporate 
water use 

• Need to change individual behaviours 

– Shorter showers, water efficient appliances, saving water 
in home, low water use gardens, corporate water saving 

• Attitude to water restrictions and water pricing 

– Need to build support for tough water restrictions and 
increases in water pricing (paying more if you use more) 

 



 

 
 Letter and kit from the Premier 
 1.5million 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Also used in schools 



 







Water: a successful behaviour change campaign 
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Water: a successful behavior change campaign 



Dealing with complex long term issues 

Leadership 
Trust 
Persuasion and Communication 
Media strategy 
Stakeholder Management 
The ‘numbers’ 

Political Strategy Community engagement and 
behaviour change 

Community engagement 
Participatory decision making 
Behaviour mapping 
Psychology 
Social marketing 
Behavioral economics 
Regulation 


