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Abstract 

Translation and transformation are two strategies that Integral change agents can use to facilitate pro-

environmental behaviour. Translation involves tailoring motivational messages to resonate with the existing 

interior structures of individuals or groups. Transformative approaches seek to trigger interior development 

towards more-inclusive structures, thereby increasing the likelihood of self-motivated pro-environmental 

behaviour. Facilitating transformation is time-intensive, does not always deliver expected results and 

requires voluntary commitment by participants. As a result, translation remains the primary strategy for 

Integral change agents that wish to facilitate positive change. I draw on examples from Australian behaviour 

change initiatives to begin identifying effective worldview-specific messaging on climate change and propose 

a research agenda for strengthening translation strategies and incorporating transformation in a strategic 

way. 

Introduction: the Integral change agent 

When I first discovered the Integral framework during my doctoral research on Australia’s response to 

climate change (Riedy 2007), I gradually realised that it could provide great insights for change agents that 

are engaged in the messy practice of facilitating positive change in the world. An Integral change agent 

applies the Integral framework to identify situations where change is most needed, to develop a more 

comprehensive understanding of those situations, and to identify the types of action or practice that are 

most likely to be effective in changing the situation. The Integral change agent can bring some powerful 

theoretical and methodological tools to bear to deeply understand a situation, including Ken Wilber’s model 
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of quadrants, levels, lines, states and types (AQAL) (e.g. Wilber, 2001, 2007b) and the three principles and 

eight methodological families that make up integral methodological pluralism (Wilber, 2006a, 2006b, 2006c). 

In this paper, I examine two of the key communication or behaviour change strategies available to Integral 

change agents: translation and transformation. These two strategies emerge from the Integral 

understanding of individual interior development (i.e. Upper-Left quadrant development). Integral Theory 

contends that human interior structures develop over time through levels or waves that transcend and 

include previous levels or waves. As people move through these levels, the way they interpret and 

understand the world changes and, critically for those seeking to facilitate change, their motivations, values 

and interpretations change (Brown & Beck 2009; Beck & Cowan 1996; Leonard 2004; Wilber 2000). In short, 

their worldviews change. 

There are many ways to categorise interior structures or worldviews, including the value systems of spiral 

dynamics (Beck & Cowan 1996), integral ecology’s ecological selves (Esbjörn-Hargens & Zimmerman 2009) 

and Cook-Greuter’s ego development stages (Cook-Greuter 2007). Here, I will use Wilber’s colour spectrum 

of levels of consciousness, as outlined in Integral Spirituality (Wilber 2007a), to represent different 

worldviews. Of course, Wilber’s colour labels closely correlate to worldview stages identified by these other 

authors. It is important to note that the use of a limited number of worldview labels is a simplification and 

that the full depth and complexity of individuals is not captured by any single worldview category. 

Nevertheless, the point is that people operate from different worldviews and can develop more inclusive 

worldviews over time. An Integral change agent that wants to motivate people to take particular action can 

either work with existing worldviews as they find them or seek to trigger development towards higher levels 

of consciousness and more inclusive worldviews. Translation, then, is the act of designing or tailoring 

messages to: 

connect with people just as they are, motivating and informing them in a way that is in alignment 

with how they already see the world. These communications resonate with a person’s existing 
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worldview, without requiring them to be a different person in order to take action (Brown & Riedy, 

2006, p.666). 

Transformation, on the other hand, is a change in the way a person sees the world. Change agents 

employing transformative approaches seek to trigger personal development of the people they work with 

along one or more developmental lines towards more-inclusive structures. Transformation builds the 

developmental capacity to take more perspectives (Esbjörn-Hargens & Zimmerman 2009). 

Translation is a strategy that can be rapidly deployed and deliver immediate benefits for urgent problems 

like climate change. While the theoretical basis for the strategy is well developed (Brown & Riedy 2006; 

Brown & Beck 2009; Leonard 2004; Riedy 2009) and similar strategies are widely applied in the field of social 

marketing (e.g. Futerra, 2005; DEFRA, 2008), a great deal of applied work is still needed to develop, deploy 

and evaluate messages and initiatives designed to convince people with diverse worldviews to act 

differently. In this paper, I use examples from behaviour change initiatives in Australia to draw out messages 

that have the potential to be effective in motivating people operating from particular worldviews to take 

action on climate change. I go on to propose a research agenda for strengthening translation practice. 

Several authors have pointed out that transformation is a more difficult, and possibly less-effective, strategy 

for Integral change agents to pursue because interior development is a slow, inconsistent, unpredictable and 

personally challenging process (Brown & Beck 2009; Riedy 2009). Strategies to trigger personal 

development, such as integral life practice, typically take years of dedicated practice to deliver results. 

However, while translation seems to be the more practical strategy, transformation may also have a role to 

play in climate change response. Crompton (2008) argues that translation has inherent limitations that will 

prevent it from delivering an effective response to climate change and that strategies that work to draw out 

ecological values are needed. In this paper, I will examine Crompton’s arguments against translation, 

consider the ethics of transformative approaches and look for insights on fostering transformation in the 

literature on transformative learning. I conclude by proposing a strategy for climate change response that 

seeks to balance translation and transformation strategies. 
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Translation in Australian behaviour change initiatives on climate change 

In this section, I will provide examples of behaviour change initiatives on climate change in Australia and 

draw out the messages they use to appeal to different worldviews. I will limit the discussion to the levels of 

consciousness that I would expect to be most common in the Australian population: red, amber, orange and 

green.1 While I use specific examples to draw out red, amber, orange and green messages, it is important to 

note that few of these examples can be neatly classified as appealing to a single worldview. Most 

incorporate a mix of elements that would resonate with different worldviews. I have chosen to concentrate 

on the elements that effectively demonstrate a particular messaging style. 

Red messages 

Behaviour change initiatives are not normally driven primarily by a red worldview because people operating 

from such a worldview are more interested in magnifying their own status and forwarding their own 

interests (Esbjörn-Hargens & Zimmerman 2009) than in trying to change the behaviour of others. However, 

there were several examples of behaviour change initiatives in Australia that did incorporate some 

messaging and language that appeals to the red worldview. Figure 1 provides two different examples of the 

use of red messaging. 

 

Figure 1: Examples of red messaging in Australian behaviour change initiatives on climate change. 

  

                                                           
1
 I am not aware of any research that estimates the actual predominance of different levels of consciousness or 

worldviews in the adult Australian population but it is likely that proportions are similar to those observed in the United 
States, where amber, orange and green levels of consciousness are the most common. 
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The image on the left is from the Rising Tide website.2 Rising Tide is a grassroots climate action group based 

in Newcastle that engages in non-violent direct action on climate change. Some of their recent actions have 

included waterborne blockades of Newcastle Harbour to prevent coal ship movements and blockades of coal 

trains coming into the port. Like other climate action groups, Rising Tide sometimes uses language of war 

and conflict to express the view that climate change is an emergency and people need to mobilise urgently 

to fight against the organisations that are responsible for greenhouse gas emissions. To make it very clear 

who the enemy is, they use dark imagery of coal-fired power stations and include a quote from climate 

scientist James Hansen on their website: ‘Coal is the single greatest threat to civilisation and all life on our 

planet’. These messages have the potential to attract people with a red worldview that are interested 

primarily in fighting authority and engaging in acts of civil disobedience, and only secondarily in seeing an 

effective response to climate change. 

The image on the right is from a campaign that makes more sophisticated use of red messaging. The Extreme 

Weather Heroes project, developed by Green Cross Australia, tries to encourage Generations X and Y to 

volunteer for the emergency services so that Australia will be well prepared to fight climate-related disasters 

and emergencies like bushfires, floods and storms.3 It depicts such volunteers as heroic and sexy, pitting 

their skill and dedication against an unpredictable nature. This type of message has potential appeal for 

people operating from a red worldview, as it promises them heroic status and a chance to gain control over 

nature in return for using their strength and courage. 

A third strategy for resonating with the red worldview is to seek endorsement from iconic figures in popular 

music. For example, Climate Camp 2009 was endorsed by major Australian hip-hop acts Hilltop Hoods and 

The Herd. The Climate Camp was a three day event in which activists converged on the town of Helensburgh 

to protest against coal mining, participate in workshops and engage in direct action. Endorsement by acts 

which appeal to red worldviews can give a climate action event greater status. 

                                                           
2
 See www.risingtide.org.au.  

3
 See www.extremeweatherheroes.org.  

http://www.risingtide.org.au/
http://www.extremeweatherheroes.org/
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Amber messages 

One of the best examples of amber messaging on climate change in Australia is provided by the Australian 

Religious Response to Climate Change (ARRCC), a multi-faith network committed to taking action on climate 

change. The ARRCC’s website4 includes the following statement: 

The religions of Australia have a shared sense of moral purpose on climate change. Each of our 

diverse traditions has a common concern for our world and a deep reverence for life...As people of 

faith, to acknowledge the spark of the divine in people and the natural world is to respect and care 

for both. This is why the issue of climate change is a deeply moral one. To experience the spark of the 

divine in people and the natural world is also to feel interconnection with and love for both. 

As part of this faith-based initiative, The Climate Institute gathered statements on climate change from 

diverse religions (The Climate Institute 2006). A common theme of the statements is a message of 

stewardship or care for the Earth. This theme is well captured by the statement from the Australian 

Evangelical Alliance: 

Christ has given the church the task of caring for people and the creation. In regard to large-scale 

environmental issues, God’s call to love our neighbours means taking a global focus. It means 

recognising that there is unequal access to natural resources; that the effects of environmental 

disasters fall unevenly on the people of world. It means understanding the greater difficulty of poorer 

nations and the moral responsibility of wealthier ones. It means genuinely loving our global 

neighbours through just, loving and sacrificial action (Matt. 22: 34-40) (The Climate Institute, 2006, 

p.20). 

  

                                                           
4
 See www.arrcc.org.au.  

http://www.arrcc.org.au/
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Some of the statements also equate failure to act on climate change with sin. According to the Anglican 

Bishop of Canberra, George Browning: 

when we exploit God’s creation to breaking point, we break the most fundamental commandment 

known to us: out of our greed and selfishness, we knowingly cause the degradation of the world’s 

ecosystems instead of protecting the design that issues from the Creator’s generosity. Wilfully 

causing environmental degradation is a sin (The Climate Institute, 2006, p.8). 

Around 22% of Australians belong to the Anglican Church and many would respond to this kind of 

messaging. 

In addition to passing on these messages to their congregations, faith leaders have initiated specific 

behaviour change initiatives. The ARRCC promotes a weekly meat-free day as a way of reducing climate 

change impacts. This message taps into the fasting traditions of many religions and gives these traditional 

practices new environmental significance: 

Vegetarianism is practised widely among followers of some of the great world religions, including 

Hinduism and various schools of Buddhism. Other religions have traditionally promoted regular 

abstinence from meat, such as Catholicism and Orthodox Christianity. ARRCC believes that all 

religions can rally to the call to eat less meat, given their teachings that connect environmental 

protection, global justice in relation to food, the treatment of animals, and health. Indeed, the Meat-

Free Day initiative has received support from a diversity of leaders across Baha’i, Buddhist, Christian, 

Hindu, Jewish and Muslim faiths.5 

The amber messages presented here have the potential to powerfully resonate with people operating from 

amber worldviews. However, these messages have not reached outside specific faith communities and rarely 

appear in mainstream discourse about climate change in Australia. 

                                                           
5
 See http://arrcc.org.au/index.php?option=com_content&view=article&id=349:media-release&catid=56:meat-free-

day&Itemid=25.  

http://arrcc.org.au/index.php?option=com_content&view=article&id=349:media-release&catid=56:meat-free-day&Itemid=25
http://arrcc.org.au/index.php?option=com_content&view=article&id=349:media-release&catid=56:meat-free-day&Itemid=25
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Orange messages 

Orange messaging is arguably the most commonly used in Australia to try to motivate people to take action 

in response to climate change. This reflects an assumed (and probably real) predominance of orange 

worldviews in the Australian population. Governments, in particular, seek to express household behaviour 

change initiatives in terms that will resonate with the orange worldview, stressing the potential for financial 

gains and ‘smart’ action and providing tools for householders to calculate their impact and identify ways to 

save. 

A recent example is the Australian Government’s Green Loans Program. This scheme is offering free home 

sustainability assessments to 900,000 households to ‘help Australian families identify better ways to save 

energy and water, help save money on their bills, and protect the environment for the future’.6 Originally, 

the scheme also offered households interest-free loans to pay for implementation of actions recommended 

by the sustainability assessments. The loans component was later discontinued. The financial gains are 

stressed not only in the language but through imagery on the website, such as that shown in Figure 2 below. 

 

Figure 2: Extract from the Green Loans Program website. 

Orange messaging also uses the idea that people that act on climate change are smarter, or are getting 

ahead in some way, as a motivator. The Queensland Government’s suite of household behaviour change 

programs is branded ClimateSmart.7 Visitors to the website are called on to: ‘Choose to become part of the 

climate change solution today and get ClimateSmart’! People that book a ClimateSmart Home Service, which 

is a home energy audit and retrofit, can win prizes as per Figure 3. 

                                                           
6
 See http://www.environment.gov.au/greenloans/households/index.html.  

7
 See www.climatesmart.qld.gov.au.  

http://www.environment.gov.au/greenloans/households/index.html
http://www.climatesmart.qld.gov.au/
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Figure 3: Competition advertised on the Queensland Government’s Climate Smart Living website. 

The use of financial incentives to motivate environmental action is certainly not new but it has come to 

dominate messaging from Australian governments seeking to motivate householders to take action on 

climate change. I will examine some of the potential problems with this approach, as outlined by Crompton 

(2008) below. 

Green messages 

While orange messaging dominates communication and behaviour change initiatives by Australian 

governments, green messaging dominates communications by non-government organisations (NGOs) in the 

climate action movement. Appeals to participation and teamwork to do your bit for the environment are 

common. For example, the Australian Conservation Foundation’s Green Home program is an environmental 

education program that works with communities to find individual and collective solutions to environmental 

issues. It trains community leaders to deliver community workshops on how to green your home. The Green 

Home program has the slogan ‘action for a better world’.8 At this headline level, it is not primarily trying to 

motivate people by pointing to financial savings. Rather, it asks them to make the world a better place by 

working at the community level. 

The Queensland Government’s Low Carbon Diet program, which encourages people to form Eco Teams to 

support and encourage each other to reduce emissions, adopts a similar approach but with a stronger 

                                                           
8
 See http://www.acfonline.org.au/default.asp?section_id=86. 

http://www.acfonline.org.au/default.asp?section_id=86


Page | 10  
 

emphasis on participation and group support.9 Along similar lines, the Climate Clubs program being trialled 

by the Institute for Sustainable Futures is a community-based program that enables households to work 

together in teams to improve their energy efficiency, reduce carbon pollution and raise funds for their 

community. The message with these programs is that communities can work together in a supportive, 

participatory way to reduce greenhouse gas emissions, which appeals to the green worldview. 

Limitations of translation 

The initiatives described above have each succeeded to motivate people with particular worldviews to 

become involved. Although each initiative was used to illustrate a particular kind of messaging, all have 

blended together messages that would appeal to different worldviews. For example, the Green Loans 

Program and the Green Home program both use a mix of messages emphasising environmental protection 

(green) and financial gains (orange). However, there has been no evaluation of how successfully these and 

other initiatives in Australia have woven together messages designed to appeal to different worldviews. An 

important area for further research is to investigate techniques for successfully blending messages designed 

to appeal to multiple worldviews without de-motivating people holding any of those worldviews. Qualitative 

research with participants in these initiatives could be used to improve understanding of exactly what 

prompted people to participate. 

In addition, none of these initiatives sought to weave together messages designed to appeal to more than 

two worldviews. This limits the potential reach of each initiative. Although I am not aware of any 

psychographic research that estimates the predominance of different worldview stances in the Australian 

population, it is reasonable to assume that at least amber, orange and green are well represented. The reach 

of communication and behaviour change initiatives could be improved by seeking to appeal to at least these 

three worldviews. Further research on the psychographic profile of the population and message testing 

according to this profile would be valuable. 

                                                           
9
 See http://www.climatesmart.qld.gov.au/get_involved/low_carbon_diet. 

http://www.climatesmart.qld.gov.au/get_involved/low_carbon_diet
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A more serious challenge to the effectiveness of translation as a communication and behaviour change 

strategy has emerged from the work of Tom Crompton and colleagues for WWF-UK (Crompton & Kasser 

2009; Crompton & Thøgersen 2009; Crompton 2008). Crompton (2008) argues that a social marketing 

approach has become the dominant strategy for motivating pro-environmental behaviour. Social marketing 

approaches recognise that individuals have different values, beliefs, attitudes, and personal norms and that 

different messages are needed to reach different people. They use market segmentation techniques to 

‘characterise different sectors of the target audience according to the motivations presumed to underlie 

their willingness to undertake behavioural change,’ and then tailor messages to the values that dominate 

within that segment (Crompton, 2008, p.5). These messages are then employed in marketing, 

communication, advertising or other community engagement approaches to encourage behaviour change. 

In other words, social marketing is a typical translation strategy. 

Crompton (2008, p.5) criticises social marketing approaches for refusing to ‘question the dominance of 

today’s individualistic and materialistic values’. Social marketers, such as Solitaire Townsend from the UK-

based communications organisation Futerra, argue that ‘the majority public audience hates environmental 

worthies suggesting there’s not only something wrong with their footprint: there’s something wrong with 

their personality’ (Townsend 2009). She strongly resists the idea that it is productive, or even possible, to try 

and change people’s values. Instead, most social marketing approaches ‘insist that we should ask people to 

take simple and painless steps’ as a way to get a ‘foot in the door’ (Crompton, 2008, p.2). This approach can 

be summarised as ‘compact fluorescent light bulbs today, marching on parliament tomorrow’ (Crompton, 

2008, p.14). However, there is little evidence that small, painless steps in fact lead to more radical 

subsequent action (Crompton & Thøgersen 2009). As a result, Crompton argues that the scale of what social 

marketing asks of people is inconsistent with what is actually needed to respond to climate change. He 

argues that radical, systemic changes are needed to effectively respond to climate change. 

Crompton (2008) goes on to raise serious questions over the ability of social marketing approaches to deliver 

the scale of change that is required. He argues that the motivations for action are important and that 
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particular kinds of motivations and values are more consistent with the establishment of pro-environmental 

behaviour. Specifically, appeals to environmental imperatives are more likely to lead to further, subsequent 

pro-environmental behaviours that approach the necessary scale than appeals to financial self-interest or 

social status. The key point he makes is that tapping into existing values to motivate particular behaviours 

serves to reinforce and strengthen those values. For example, if we ask people to reduce their greenhouse 

gas emissions for financial reward then this can reinforce their self-perception as someone who takes action 

to reduce their energy bills rather than from any inherent concern for reducing the human and 

environmental impacts of climate change. Problems then arise if the financial reward is removed or if a 

change agent subsequently needs to motivate more radical actions that involve some real or perceived self-

sacrifice. As Crompton and Kasser (2009, p.4) put it, ‘campaigns focused primarily on simple and painless 

behaviour changes may well work against the emergence of a set of goals and motivations that will lead to a 

more systemic adoption of pro-environmental behavioural choices’.  

Crompton and his colleagues raise important questions for Integral change agents using translation to 

facilitate change. If Crompton is right, then translation may deliver short-term wins but will be a counter-

productive long-term strategy as it will serve to entrench existing worldviews instead of facilitating 

transformation towards more inclusive stages that are self-motivated to adopt pro-environmental 

behaviour. While I think Crompton’s arguments deserve careful consideration, I believe there are two issues 

that weaken his critique. First, Crompton’s argument that appeals to existing values cannot deliver more 

radical change than has been delivered to date needs to be tested in practice. It may be that social 

marketers have not yet been ambitious and creative enough to find ways to motivate people to make more 

radical changes in their behaviour. For example, people operating from an orange level of consciousness 

could well be convinced to rally around the idea of climate prosperity, as promoted by the Climate 

Prosperity Alliance.10 These people may be quite willing to accept substantial systemic change if it is sold as 

an investment in a more prosperous future based on innovative new clean energy technologies. I think we 

are a long way from exhausting the potential of translation to motivate stronger action on climate change. 

                                                           
10

 See www.climateprosperity.com.  

http://www.climateprosperity.com/
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Second, behaviour change at the household level is only part of a comprehensive response to climate 

change. Households alone do not have sole responsibility for delivering deep, systemic changes. Parallel 

technological, economic, institutional and cultural changes will alter what households can readily achieve, 

even without changing existing values. For example, putting a price on carbon shifts the scale of household 

action that can be justified on financial grounds and gives people operating from orange worldviews greater 

incentive to act. Regardless of their values, households currently operate under constraints that make it 

difficult to take strong action on climate change. Removal of these constraints changes what it is possible for 

translation strategies to achieve. 

Although these issues weaken Crompton’s argument, the question of how to strike an appropriate balance 

between translation and transformation strategies remains an open one. Transformation strategies have 

their own limitations, which I will consider below. 

Transformational change strategies 

Karen O’Brien (O'Brien, in press, p.4) draws on Kegan (1982) to neatly summarise the developmental 

problem that climate change poses: 

Indeed, climate change is a cognitively complex issue: it is a “big picture” problem, and to understand 

its full implications a worldcentric perspective is required as well as an ability to handle both 

complexity and paradox. Individuals, groups, and institutions need a well-developed capacity to be 

self-reflexive, or as Kegan (1982, p. 105) puts it, “. . . to hear, and to seek out, information which 

might cause the self to alter its behavior, or share in a negative judgment of that behavior.” This 

demands a high level of cognitive development, which may be demanding for many adults, leading to 

a situation that Kegan (1982) refers to as being “in over our heads” in relation to contemporary 

global problems. 

In other words, to truly understand and care about a global issue like climate change requires worldcentric 

consciousness. Relatively few people operate from this level of consciousness, so progress on responding to 
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climate change has been slow. If Integral change agents could help more people to develop worldcentric 

consciousness, then a more effective response to climate change may become feasible. Unfortunately, 

facilitating transformation is an uncertain, inconsistent process and research to date provides few clues on 

how to successfully and repeatedly create conditions that can trigger human development. Below, I will 

consider the established literature on transformative learning to see if it can provide insights into the design 

of transformative approaches. I will then consider the ethics of transformative approaches. 

The transformative learning literature 

Transformative learning is a theory and practice of adult education that emerged from work by Jack Mezirow 

(e.g. 1991). Over the past 25 years, it has become the most widely discussed theory in the field of adult 

education (Taylor 2007). Cranton (2006, p.36) defines transformative learning as: 

the process by which people examine problematic frames of reference to make them more inclusive, 

discriminating, open, reflective, and emotionally able to change. It can be provoked by a single event 

– a disorienting dilemma – or it can take place gradually and cumulatively over time. Discourse is 

central to the process. We need to engage in conversation with others in order to better consider 

alternative perspectives and determine their validity. 

The theory of transformative learning is concerned with how adults change their worldviews and habits of 

mind and ways to support and foster such changes in educational settings. While the theoretical 

understanding of how transformation occurs has much in common with the Integral framework, 

Gunnlaugson (2005) identifies four areas where transformative learning can benefit from engagement with 

the AQAL model. Most importantly, transformative learning lacks a stage-based developmental framework 

that could shed light on the nature of transformation and many transformative learning approaches rely 

primarily on promoting rational discourse instead of drawing on multiple ways of knowing to support 

transformation. In addition, there is a division in transformative learning theory between frameworks 

focusing on the individual and those that are concerned as much with social change as personal 

transformation (Taylor 2009). An AQAL model could help to integrate these two perspectives.  
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Although more work is needed to develop an integrally-informed approach to transformative learning, there 

are still lessons to learn from transformative learning for Integral change agents. A particular area of focus in 

the transformative learning literature has been on ways to foster transformative learning, or how to teach 

for change (Taylor 2007, 2009). Taylor (2009) identifies the core elements of a transformative approach to 

teaching as: 

 Individual experience. The prior life experience that learners bring with them provides material for 

them to reflect on and their existing dilemmas provide possible openings for transformation. Their 

subsequent experiences within the “classroom” can also foster transformative learning. According to 

Taylor (2009, p.6): ‘Research has revealed that value-laden course content can both provoke and 

provide a process for facilitating change’. In addition, intense experiential activities help to ‘provoke 

meaning making among the participants by acting as triggers or disorienting dilemmas’ and 

provoking critical reflection’ (Taylor, 2009, p.7). 

 Promotion of critical reflection, which involves ‘questioning the integrity of deeply held assumptions 

and beliefs based on prior experience’ (Taylor, 2009, p.7). 

 Engagement in dialogue with the self and others as ‘the essential medium through which 

transformation is promoted and developed’ (Taylor, 2009, p.9). Educators need to create positive 

conditions for dialogue as the medium for critical reflection and sharing of experiences by building 

trust and empathy, providing equal opportunities for participation and helping participants to 

identify their ‘edge of meaning’. 

 A holistic orientation to teaching that encourages engagement with other ways of knowing, 

including the affective and relational 

 Awareness of context. This means ‘developing a deeper appreciation and understanding of the 

personal and sociocultural factors that play an influencing role in the process of transformative 

learning’ (Taylor, 2009, p.11). These include the physical surroundings, the prior experience of the 

learners and the societal context. Finding ways to put aside sufficient time for transformative 
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learning is also important, as ‘fostering transformative learning is time-consuming’ (Taylor, 2009, 

p.12). 

 Establishing authentic relationships with students, built on trust and openness, is also seen as 

essential to transformative learning. 

These insights from transformative learning practice make it clear that worldview transformation is a time-

consuming process that requires high levels of engagement and is highly context-dependent. It is not a 

process that Integral change agents can rapidly deploy with large numbers of people as a widespread 

response to climate change. It is an approach that requires a high level of commitment from participants and 

simply getting people to engage in such a time-consuming and potentially uncomfortable process is a huge 

challenge. Nevertheless, there is scope to try and build the six elements described above into particular 

behaviour change initiatives in a strategic way. I will return to this point shortly. First, I want to touch on the 

ethics of transformative approaches.  

The ethics of transformative approaches 

Worldview transformation requires the limitations of the existing worldview to be brought into awareness 

via a sense of disequilibrium or dissonance. This is usually an uncomfortable process and can be painful, as 

the breakdown of existing assumptions and habits of mind brings with it insecurity and uncertainty. How do 

Integral change agents decide when it is right to try and facilitate transformation? As Cranton (2006, p.175) 

puts it: 

What right do I have to encourage you to question what you believe? When is it a responsibility, and 

when is it an imposition? When is it empowering, and when is it destructive? At what point do I need 

to leave aside my ego and thirst for learners to do as I do? 

These are difficult ethical questions that Integral change agents need to contemplate if transformative 

approaches are to be part of their repertoire of tools for facilitating change. I think a clear principle is that 

engagement in transformative approaches must be voluntary – Integral change agents cannot attempt to 
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force vertical transformation, even if that were possible. Of course, this immediately limits the potential 

scope of transformative approaches as the basis for behaviour change initiatives since relatively few people 

may be interested in voluntarily engaging in such approaches.  

For those that do wish to engage in transformative learning, I believe that the Integral change agent takes on 

a duty of care to provide appropriate support and resources to help participants work through difficulties 

that may arise as their worldview shifts. This asks a lot of the practitioner, as they may need to provide 

emotional support and advice to participants in addition to running the actual transformative learning 

processes. Further, the Integral change agent needs to do their best to form relationships with each of the 

participants and understand where they are at in their transformative process so that they can respond to 

this context appropriately. 

Conclusion: Balancing translation and transformation 

The discussion above indicates that, despite the misgivings of Tom Crompton and others, translation remains 

the only practical strategy that Integral change agents can deploy to motivate large numbers of diverse 

people to take desired actions on climate change and other issues. However, Crompton’s concerns about the 

potential limitations of translation need to be taken seriously. Integral change agents need to be careful that 

translation is deployed in a way that is not self-limiting – that opens up future possibilities rather than 

closing them down.  

A specific research agenda on applying translation to climate change response could include: 

 Developing approximate psychographic profiles for audiences that are the target of particular 

behaviour change initiatives. While widespread assessment using tools such as Susanne Cook-

Greuter’s Integral Sentence Completion Test or Robert Kegan’s subject-object interview is 

impractical due to the time required, there would be value in developing survey tools that could use 

a population sample to give a rough but rapid assessment of the predominance of different 

worldviews in target audiences, allowing messaging to be appropriately tailored. 
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 Further development and testing of creative messages that are likely to motivate people operating 

from different levels of consciousness. The messages I have discussed here have included a war on 

climate change (red), heroic responses to climate change (red), stewardship of the Earth (amber), 

climate destruction as a sin (amber), climate prosperity (orange), being climate smart (orange) and 

working together as teams and communities to tackle climate change (green). All of these show 

promise as ways of appealing to particular worldviews, at least in Australia. However, these 

messages need further development if they are to support deep, systemic change rather than small, 

painless changes. 

 Experimentation with blending of messages designed to appeal to different worldviews, to find ways 

of motivating each without de-motivating the others 

 Reflection on how translation strategies can be integrated with broader systemic change strategies 

that help to remove existing constraints on household-scale action. For example, how can climate 

prosperity messaging generate political momentum for establishment of a carbon price in Australia? 

Although translation is likely to remain the primary strategy for Integral change agents, a key dilemma is that 

translation may not be sufficient to achieve the deep, systemic changes required to effectively respond to 

climate change (as argued by Crompton), whereas transformation is too slow and limited in scope to form 

the basis for an effective response in the limited time available. 

One possible pathway out of this dilemma is to employ both strategies simultaneously, but in ways that take 

advantage of their strengths. Time and resource-intensive transformative approaches could be used to 

hasten the emergence of a relatively small number of climate leaders in key sectors of society. Climate 

leaders could be people from all walks of life that commit to take leadership in their community or 

organisation on bringing about an effective response to climate change. Potential climate leaders could be 

invited to participate in transformational learning programs that encourage worldview transformation while 

also providing the skills to advocate and educate people about climate change. Importantly, the training 

would also cover the use of translation as a communication strategy to reach out to others in the 
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community. Climate leaders graduating from the program would be encouraged to work with others in their 

sphere of influence to bring about systemic change. Meanwhile, Integral change agents could continue to 

use translation as a strategy to reach out to wider audiences and achieve smaller changes within the 

constraints of existing systems, cultures and values. Over time, the action of climate leaders would shift 

these constraints and increase the effectiveness of translation strategies. 

There have been some important steps towards implementing a strategy of the type described above. The 

idea of climate leadership is at the heart of the 2020 Climate Leadership Campaign, led by the State of the 

World Forum.11 This Campaign brought potential climate leaders from around the world together in Brazil in 

August 2009 but fell short of delivering transformative learning experiences to the participants. The 

Campaign could be enhanced by bringing transformative learning practices into its design. 

Al Gore’s Climate Project is another step in this direction.12 The Climate Project trains volunteers from all 

walks of life in the delivery of an updated version of the slide show on climate change that was featured in 

the movie An Inconvenient Truth. After their training, volunteers go out into the community and give the 

presentations to the existing organisations and networks they are a part of. Volunteers have access to 

support from other participants and the organisations leading The Climate Project in different countries. 

Again, the current training does not explicitly draw on transformative learning theory but the existing model 

could be readily revised to do so. 

This strategy for balancing translation and transformation draws on the strengths of each approach. Wilber 

(2006b) argues that for genuine transformation to occur, the revolution must be led by elites that possess a 

new paradigm, or social practice. The transformative strategy proposed here would seek to develop an elite 

climate leadership around the world that would be at the forefront of the systemic change that is needed to 

respond to climate change. I believe that further development and testing of this strategy is an exciting area 

for further research and practice. 

                                                           
11

 See http://2020climatecampaign.org/. 
12

 See http://www.theclimateproject.org/. 

http://2020climatecampaign.org/
http://www.theclimateproject.org/
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