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{The brand] has always been about support-

ing parents to unleash their children’s po-

tential. We have long stood for the power of 

dirt and messy play in helping children learn 

and grow. In this changing context and faced 

with rising challenges, we want to continue to 

understand how to act as an ally to parents 

and credibly support young people’s develop-

ment and well-being. That’s why [the brand] 

has been working with environmental charity 

Global Action Plan to conduct new research 

in the United Kingdom and Turkey to explore 

young people’s values, how they perceive 

the values of others, how this affects their 

well-being, and the action they take on causes 

they care about. This research was conducted 

with children and young people aged 7 to 18. 

For the rest of this paper we will refer to this 

group as young people.

Research was also conducted by research and 

analytics firm, Edelman Data & Intelligence, to 

understand the effects of this changing land-

scape on parents. Exploring their hopes and 

concerns for the role their children can play in 

creating positive change and understanding 

where they need support in equipping their 

children to get stuck into the issues that mat-

ter to them – no matter how big or challeng-

ing they may seem. Both studies are reported 

in this white paper and provide valuable in-

sights for designers of social and environmen-

tal action programmes for young people.

What we found

Parents care about the world around them but 

can sometimes feel overwhelmed and anxious 

with only one in four feeling optimistic when 

thinking about the world their child will grow 

up in. Three in five are feeling that the turbu-

lent world we live in today is negatively affect-

ing their child’s well-being and consequently, 

they want to protect their children from major 

global issues. In the absence of better options, 

many parents understandably adopt an appar-

ent ‘shielding’ strategy in an attempt to insu-

late their children from the realities of today. 

EXECUTIVE SUMMARY
The world around us is changing faster than ever. The ways we have been living have 

led to major threats to our natural world upon which we depend. Alongside the  
ecological crisis we are also living through rising social division and inequality which is 
taking its toll on our well-being. We have it within our power to create a fairer, kinder 
society and to repair and restore our natural world. We must come together to take 

more action, or it is the young generation who will experience the most serious  
consequences of inaction. The question is – how?

EXECUTIVE SUMMARY
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EXECUTIVE SUMMARY

they are prepared to take. 

We found that children and young people 

want to take action, but they are frustrated at 

the apparent lack of concern they see around 

them. They feel isolated in their concerns  

and when they don’t feel, see, and believe that 

others care too, they don’t take as much  

action as they would like to.  

This misperception that most others don’t 

care when they actually do is known as the 

‘values-perception gap’. It has been identified 

before in adults, and this is the first study that 

has found it to exist in children and young 

people. Our research has shown that the  

values-perception gap is present in children as 

young as 11 but significantly widens as young 

people get older. By age 14-16 they start to 

believe that other young people are more 

self-interested than they are compassionate. 

But we also found that this simply isn’t true; 

most young people are compassionate and this 

misperception has damaging consequences.

But despite the shielding strategies of the  

parents and adults around them, young peo-

ple are all too aware of the realities of the so-

cial and environmental changes we are facing. 

They perceive the lack of engagement from 

adults around them as a lack of concern, with 

almost half of the young people we surveyed 

telling us that they did not think it was impor-

tant to adults to care for nature. 

Children and young people care deeply about 

the planet and other people and they feel 

worried about their futures. Almost all the 

young people we surveyed said that caring 

for nature (89% in the UK, 96% in Turkey) and 

other people (96% in the UK, 94% in Turkey) 

is important to them. Benevolence (kindness) 

is their most highly prioritised value, but they 

don’t think others share their compassionate 

values. Fears about not fitting in and being 

labelled with unhelpful stereotypes prevent 

them from expressing their true values to their 

peers. This then perpetuates the myth that 

other young people don’t care, which limits 

the amount of social and environmental action 

Results from Global Action Plans survey with 916 young people and focus groups  
with 74 young people found that: 

85%*

of young people prioritised 

compassionate values

but the percentage of young people who  
believed others would prioritise compassionate 
values decreased as they got older.

 

over self-interested values
over compassionate values 
values

67%**

 

self-interested values

By age 16-18

of young people thought other 
young people would prioritise 

When young people have a “values-perception gap”, they were found to:

This limits them from reaching their potential as Changemakers and as responsible citizens. 

1. Have lower emotional well-being.

2. Feel more worried about the future.

3. Be less likely to act on the issues they care about.

  *86% in the UK and 84% in Turkey.    **48% in the UK and 86% in Turkey. 
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EXECUTIVE SUMMARY

Our solution

Preventing the values-perception gap from widening, and working to close it when it has, may  

be the key to unleashing the potential of young people to do good and to promoting well-being 

in a changing world.  

We hypothesize that collective action, grounded in compassionate values, is key to narrowing 

the values-perception gap. This narrowing will unlock more action, by more people, on the  

social and environmental challenges we face. 

Collective action is a reinforcing behaviour: Once young people start taking action together,  

they see how united in compassion they are with others, which increases how normal and  

habitual it feels to take action. Collective action, when grounded in compassionate values,  

can, we believe, snowball fast. 

Through the Dirt Is Good Project, we will give 

young people the opportunities, skills and  

confidence to take action on the things they  

care about, giving them the freedom to drive  

the changes they want to see. As a result,  

young people will be better equipped to live  

in a world in flux and better able to cope with  

the challenges that lie ahead.  

They will be powered up to take action –  

together – to create a better world. 

[The brand] and Global Action Plan’s 
hypothesis is that when young people 
take an active role, alongside others, 
to improve the world around them, 
their compassion as individuals and as 
a group grows. This normalises taking 
action, helps the values-perception gap 
to narrow, and reinforces the normality 
of caring. This benefits young people’s 
wellbeing and agency, which inspires fur-
ther action to improve the well-being of 
society and the planet.

Through the Dirt Is Good Project, we 
want to support young people to take 
action and in doing so, we want to  
unleash their long-term potential to  
do good. [The brand] has always advo-
cated for the ‘power of dirt’ in benefit-
ting children’s development. This new 
research shows that getting stuck in  
together and showing how much they 
care, has even more potential to unleash 
positive impact – on children, their  
communities and the planet.
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EXECUTIVE SUMMARY

Our ambition is to help young people take positive action on the social and  

environmental issues they care about. Our objective is to support the long-

term development of the next generation to reach their potential to do good. 

helping young people to feel that they are  

not alone in caring and wanting to act. 
 
 

Principle 1:  
UNITED IN COMPASSION  

recognising that actions speak louder than 

words and that getting active on a cause is fun.

 

Principle 2:  
GET STUCK IN

ensuring young people can find a changemaking 

role that allows them to fulfil their potential.

 

Principle 3:  
EVERYONE HAS A ROLE TO PLAY

acknowledging that change doesn’t always happen 

fast, that it is OK to make mistakes and that  

reflection is an important part of taking action.

Principle 4:  
ON A JOURNEY

The Dirt Is Good Way is built on four principles that any practitioner working with 
young people can use to create activities:

The Dirt Is Good Way is an approach to youth social and environmental action that champions 

compassionate values, normalises collective action and aims to close the values-perception gap. 

It brings together the insights from this new research with the best of current practice to  

develop the Changemakers of the future. It sets out the principles that underpin how we will 

power up young people to take collective action and create a better world for all. 

The Dirt Is Good Project is a global programme of initiatives underpinned by The Dirt Is Good 

Way. The Dirt Is Good Project sets out what we will be doing to support young people to take 

action together on the social and environmental causes they care about.
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INTRODUCTION
The issues that young people care about require us to come together now to  

solve them. They are concerned about climate change and feeling anxious about  
their futures. They care about economic, racial and gender inequality and feel  

angry about the lack of progress on these issues.1 They have grown up at a time  
when society has become increasingly polarised and divided and now,  

they are living through a global pandemic. 

Our rapidly changing world is taking its toll  

on children and young people’s mental well-

being. Data from the World Health Organi-

zation shows that, for a variety of reasons, 

adolescent mental health has been declining 

in many countries between 2014 and 2018.2  

Globally, anxiety and depression are now 

among the leading causes of illness and dis-

ability among adolescents;3 one in four ado-

lescents report some form of mental distress4  

and young people are now the loneliest of  

all age groups in some countries.5 

Research shows that when it comes to help-

ing young people to cope with the social 

and environmental issues around them, the 

best antidote to anxiety is action.6 To build 

young people’s hope, agency and belief that 

change can happen, we need to help them to 

take action – together –  on the causes they 

are concerned about. And we need to do it 

now. The COVID-19 pandemic has, if anything, 

reinforced their desire to help drive positive 

change in their communities and around the 

world.7 They have seen how quickly change 

can happen; they have experienced cleaner 

air, lower carbon emissions and wildlife return-

ing. They have seen how kind and cooperative 

people can be. They know that a post-pan-

demic society can be better than the one that 

preceded it and they want to help create it. 

It is vital that we respond to young people’s 

demands to act, to show we are addressing 

their concerns and setting them up to  

continue to act on them in the future.

INTRODUCTION
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INTRODUCTION

Tackling climate change and protecting the 

environment remains young people’s top 

concern, and with good reason.8 Ecological 

and climate breakdown are not future threats, 

they are in progress. All parts of the world 

now endure more extreme weather events 

and natural disasters that hit harder and more 

often than ever before. The International Panel 

on Climate Change (IPCC) have warned that 

in order to avoid the worst consequences 

of climate change, we need to halve green-

house gas emissions by 2030 and reach net 

zero emissions by 2050.9 In addition, we need 

to re-think our relationship with the natural 

world. Our over-use of resources over the last 

50 years have contributed to over 1 million 

species now being at risk of extinction10 and 

our destructive relationship with nature has 

been linked to the emergence of COVID-19 

and an increasing risk of future pandemics.11  

Young people are frustrated and anxious 

about what is happening to our natural 

world and the lack of action to protect it.12 

It is young people who will feel the harshest 

consequences in their lives if action does not 

happen quickly enough. Some impacts are 

already inevitable13 and they will likely face 

more resource shortages, food shortages and 

refugee crises which will also create political 

instability and challenges to social cohesion. 

Their average carbon emissions will need to 

be 8 times less than their grandparents14 and 

the transformations required to mitigate the 

worst environmental impacts will reach every 

aspect of how they will live and work. From 

how they eat, travel, and consume goods 

to how their entire global economy will be 

organised. They are worried and scared about 

their futures and we need to work with them 

to protect our one and only planet. 

The solutions to the climate and ecological 

crisis are inextricably linked to the solutions 

for the other causes that young people care 

about. Ecological breakdown is dispropor-

tionately caused by the wealthiest countries 

and the wealthiest people, but its impacts are 

felt most severely by the most socially and 

economically disadvantaged.15 For example, a 

rise of 2 degrees Celsius would put half of the 

population of Africa at risk of undernourish-

ment.16 It is also women who commonly face 

the highest burden of the impacts of climate 

change in the poorest communities.17 It is clear 

that the climate crisis cannot be tackled with-

out also tackling economic, racial and gender 

inequality. As the 17 United Nations Sustaina-

ble Development Goals (SDGs) demonstrate,18  

the solutions to our ecological crisis also re-

quire us to create a fairer, more just and equal 

society. 

“I feel worried because I think the  
environment and nature and forests 

will just disappear altogether,  
so you’ve only got pets.”  

Hugo, age 7-11, UK participant 

“We are making the environment 
worse day by day. Everybody 
harms nature unconsciously”  

Sena, age 11-13, Turkish participant
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The most important component of all pro-

grammes supporting young people to deal 

with the ecological crisis and global issues 

is agency.19 They must be treated as active 

agents of change rather than victims. This 

helps them feel more in control, more hopeful 

and more resilient. Taking action to create a 

better world is also linked to many contrib-

utors to better well-being, both in terms of 

feeling good, and experiencing more meaning 

and purpose in life. Neurological evidence 

shows that helping behaviours activate the 

reward centres of the brain and make us feel 

happier.20 Behaving in compassionate ways 

In this paper we explore a new route to un-

locking action in young people and helping 

improve their well-being: by closing the  

values-perception gap. We outline the key 

insights behind the new Dirt Is Good Project 

which offers recommendations to parents, 

educators and thought leaders with an inter-

est in youth action. We explore not only how 

young people can be powered up to become 

Changemakers now, but how to nurture long-

term values that will keep them acting on the 

issues they care about long into the future, 

and how doing this will also foster better  

mental well-being. 

“As a generation we’re more exposed 
to the damage the human race has 

caused and what we can do to help”.  
Kyle, age 16-18, UK participant 

has been associated with a range of subjec-

tive-well-being outcomes.21 Doing good feels 

good, and it can also help young people de- 

velop a sense of meaning and purpose which 

is strongly related to higher well-being.22 

We must show young people that we take the 

causes they care about seriously and equip 

them with the skills and characteristics they 

will need in this evolving world. We want to 

power up young people all over the world to 

work together on the things they care about 

– empowering them to create the world they 

want to see. 

!

INTRODUCTION

9
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SECTION 01 

HOW THE VALUES-PERCEPTION GAP  
INFLUENCES YOUNG PEOPLE’S  
ACTIONS AND THEIR WELL-BEING

To power up action in young people and help them develop into lifelong  
Changemakers, we need to start by understanding what drives and shapes their  

behaviours over the long term. What makes them care about environmental  
and societal issues? What makes this concern transform into action?  

And what gets in the way? A large body of research shows that the things  
we care about and the ways that we behave are shaped by our values.23  

1.1 What are values?

Values are our beliefs about what is important 

in life.24 They inform our ideas about the kind 

of life we want to lead and the society we 

would like to live in. They spark our emotions 

and motivate all the actions we take. 

In this paper we draw on a model of 10 uni-

versal human values developed by Professor 

Shalom Schwartz through an extensive body 

of research in over 70 countries.25 This model 

is widely used in academic research to explore 

the full range of human values, but we specif-

ically focus on two opposing sets of values 

that have been consistently related to the 

levels of concern people show for social and 

environmental issues:

aCalled ‘self-transcendence values’ in the academic literature.
bCalled ‘self-enhancement values’ in the academic literature.

•  Compassionate valuesa  demonstrate 

concern for the welfare and interests of 

others. This includes both caring about the 

well-being of those we know – our friends 

and family (benevolence) – and caring about 

the well-being of all people and of nature 

(universalism). 

 

•  Self-interest valuesb  demonstrate  

concern for one’s own interests and a desire 

to have higher social status, increased  

personal wealth and dominance over others.  

This is summarised as prioritising goals for 

power and achievement. 

We all value both self-interest and compas- 

sionate values to some degree but when 

people prioritise compassionate values over 

self-interest values, they think it is more im-

portant to look after other people and nature 

than to only care about one’s own interests. 

Research shows that when people prioritise 

compassionate values they are more likely to 

be engaged in civic action,26 to adopt envi-

ronmentally sustainable attitudes and behav-

iours,27  to be less prejudiced against other 

groups,28  and take action on a wide range  

of social and environmental issues.29  

Compassionate values are what drive us to 

take action to create a better world.

1.2   How do values motivate our actions?

Activating and reinforcing compassionate 

values is therefore an essential component 

of the Dirt Is Good approach – known as our 

Dirt Is Good Way. It will help us to unleash the 

long-term potential of young people to take 

positive action on the things they care about. 

In addition, recent research has found that we 

are more likely to act on our compassionate 

values when we think others are compassion-

ate too.30 It may therefore be fruitful to focus 

on reinforcing compassionate values with 

groups of people simultaneously, rather than 

one-by-one. 



11

1.3 What influences our values?

Young people’s values and behaviours are 

shaped by their parents during childhood, 

and parents continue to be influential through 

adolescence and well into young adulthood.31  

Children tend to hold similar values to their 

parents and they learn what is important to 

parents from what they say, but even more so 

from what they do. 

The development of a child’s values does not 

only happen in the home but it is influenced 

by the values of those in his or her wider  

society.32 Schools play a very important role 

in the development of the values that young 

people will prioritise throughout their lives.33 

It is where children learn what is expected of 

them in wider society and helps form their 

perception of what is valued by others outside 

of their family. Schools will influence what the 

young person will see as normal, acceptable 

and desirable behaviours in the wider world. 

The Dirt Is Good Project will work to support 

parents and educators to understand how 

they can nurture and reinforce the values they 

want their children and students to develop. 

But compassionate values don’t always transform into compassionate action. Research now 

shows that the likelihood of us acting in line with our own compassionate values is influenced by 

our perceptions of what others value. A key study highlighting this phenomenon was conducted 

by the Common Cause Foundation in 2016.34   

1.4  When compassionate values don’t turn into action:  
The values-perception gap

Common Cause conducted a survey of the values of a representative  
sample of the British public. They found that 

74%
of people prioritised  

compassionate values

But when asked what values they 
felt other people in Britain held, 

SECTION 01

believed that others  
would hold more  

self-interested values

77%

Crucially, they then found that when individuals perceived  

other people to be less compassionate, they were less likely  

to get involved as an active citizen themselves.
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The research into the values-perception gap gives us three key insights: 

                Most people are compassionate.  
As historian Rutger Bregman has put it in his bestselling book Humankind (2020):  
36“Most people, deep down, are decent. We want to look after each other, to have a  

fairer society and to protect nature.” This seems to be true regardless of nationality,  

ethnicity, gender, age or political persuasion. International research by Schwartz (2001) 

has demonstrated that compassionate values are consistently prioritised in the top 

three values in samples across 56 nations.37

               But most people don’t think others are compassionate.  
We tend to think that others will act out of self-interest and that it is not important to 

them to look after each other and nature. Evidence for this mismatch between what 

people actually value and what others think they value has been found in adult popula-

tions in a range of cultures from Western individualist cultures like the United Kingdom 

(UK),38 the United States39 and Australia,40 to Eastern collectivist cultures like Malay-

sia and China,41 Eastern European cultures like Estonia42  and Russia,43  Middle Eastern 

countries like Israel,44  and Latin American cultures like Brazil.45  

                When we think others are less compassionate than they actually are, 
we act less compassionately ourselves.  
When we don’t perceive other people to be compassionate, we are less likely to get 

involved as an active citizen and take action on social and environmental causes even 

when we hold compassionate values ourselves. Research has found that people who 

underestimate others compassionate values are less likely to vote, volunteer or join local 

meetings.46 They are also more likely to feel alienated from their culture and to feel less 

responsible for their communities.47  

 

 

The answer to this is complex and has deep 

roots in our culture. There are many factors in 

society that encourage us to think of others as 

self-interested, uncaring or even narcissistic. 

In an age of 24-hour news we are bombarded 

with stories of murder, corruption and terror-

ism, exposing us to the worst of humanity. 

The countless acts of kindness and mutual aid 

that take place every day don’t get a look in 

because they are so ordinary that they’re not 

considered “news”. 

Our broader media (social and otherwise) is 

mostly funded by advertising. Advertising can 

create the impression that conspicuous con-

sumption is normal and that to be obsessed 

with appearances, status and possessions is 

just who we are. 

Education institutions can also, perhaps un-

intentionally, reinforce the idea that people 

are self-interested. Research by the Common 

Cause Foundation48 found that most people 

perceived that schools and universities en-

courage values of wealth, image and ambi-

tion more than they encourage the values of 

compassion and kindness. Education estab-

lishments communicate what is important to 

them by what they do (e.g. what they meas-

ure and reward) more than what they say. So 

if, for example, a school says that kindness is 

important to them, but only reward academic 

achievement, they are demonstrating that ac-

ademic achievement is really more important 

to them than kindness.

1.5 Why do we think others are not compassionate? 

SECTION 01

1.

2.

3.
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The coronavirus pandemic has given us a 

glimpse of this kinder side of human nature. 

Stories of neighbours helping neighbours and 

mutual aid groups springing up in communi-

ties that want to look after each other have 

come to the surface. The truth is – and the 

evidence shows – that most of us are more 

generous, helpful and selfless than we are por-

trayed. But it can take a catastrophe to help 

us see it.

A recent UK survey of 10,000 people conduct-

ed by More in Common asked respondents if 

they believed that “people look out for each 

other more than they are just out for them-

selves”.56 The percentage of people who be-

lieved this to be true in February 2020 (before 

the pandemic) was just 24%. By May 2020 (at 

the height of the pandemic) the percentage 

had leaped to 62%. This provides a powerful 

illustration of what happens when compas-

sionate values are activated and reinforced in 

society and the media. 

c These recent evolutionary theories are not at odds with Darwin’s evolutionary theory.  
Darwin also emphasised the importance of cooperation in increasing our evolutionary fitness. 

The prevailing paradigm about human nature 

that frames human beings as primarily indi-

vidualistic and self-interested has been promi-

nent for a long time.49 The founding principles 

of our economic system are grounded in the 

hypothesis that people act out of self-interest.  

We have been taught that evolution favours 

“survival of the fittest” which has fostered a 

culture of competition, of “winners” and “los-

ers”. 

However, more recent evolutionary theoristsc  

now hypothesise that humans are such a suc-

cessful species because we are, in fact, super 

co-operators, not super competitors.51 It is, 

perhaps, survival of the friendliest, rather than 

the fittest. A new wave of research is now 

revealing a different paradigm about human 

nature, one that recognises that deep down 

we are compassionate, cooperative, kind and 

keen to help others.52 Researchers in history53, 

philosophy54, psychology55, and education are 

proving it through peer-reviewed studies all 

over the world. Most people, deep down, are 

decent; they do want to help.  

SECTION 01

13
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SECTION 01

with our personal values.59 This can also create 

a vicious cycle, because when we don’t act in 

compassionate ways for fear of looking odd, 

we appear to those observing us to be self-in-

terested, even when, deep down, we are not. 

This serves to perpetuate the myth that most 

people are more self-interested than compas-

sionate. 

This growing body of research suggests that 

helping people to have a more accurate per-

ception of other people’s values could there-

fore unleash untapped compassionate action 

as we adapt our behaviour to fit in with new 

norms that are grounded in a truer picture 

of human nature. The groundswell of volun-

teering and mutual aid that sprung up during 

the first wave of the Covid-19 pandemic took 

many commentators and political leaders by 

surprise, perhaps it shouldn’t have. 

1.6 Why does our perception of others’ compassion affect how we behave? 

We are less likely to act in compassionate 

ways if we do not think that others share our 

compassionate values. This is because our 

perceptions of others tell us what is normal 

and we behave in ways to fit in. When we 

don’t believe that others care, we feel we are 

unusual and unlike others in our society. We 

then act in less compassionate ways because 

we don’t want to stand out from the crowd. 

This is a natural human reaction. It has long 

been known by psychologists that people 

adapt their behaviour to conform to what is 

perceived as normal.57  

Humans have evolved to be incredibly sensi-

tive to what others think and will go to great 

lengths to avoid shame, or exclusion from  

others.58 We have developed a deep fear of 

ostracism through thousands of years of  

evolution as, for the majority of human history, 

being shunned from the group would mean 

almost certain death. 

This is why we so often adapt our behaviour 

to act in line with what we perceive as normal, 

even when our actions conflict quite jarringly 
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THE VALUES-PERCEPTION GAP IN 
YOUNG PEOPLE AND HOW IT RELATES 
TO THEIR WELL-BEING AND ACTION  
ON CAUSES THEY CARE ABOUT. 
Research into the values-perception gap has previously only been conducted in adults, 

but we hypothesised that the values-perception gap could be an important barrier  
to action in young people too. Adolescents are particularly sensitive to the judgement 
of others.60As children grow up and learn to socialise more outside of their immediate 

families, fitting in with their peers becomes of the utmost importance.  

They experience strong emotional reactions to social exclusion and heightened sensitivity to 

their status within their peer group. So, if young people, like adults, don’t perceive their peers to 

be compassionate and to want to take action on social and environmental causes, they may be 

less likely to take action themselves for fear of standing out.  

[The brand] worked with environmental charity Global Action Plan to conduct new research  

exploring whether the values-perception gap existed in young people. And if it did, what impact 

it had on the action they took on issues they cared about, and on their well-being.

2.1 Our methodology 

Global Action Plan surveyed 916 young peo-

ple between the ages of 7 to 18 in the UK and 

Turkey (499 from the UK and 417 from Turkey) 

asking about their values, how they perceive 

the values of others, how this affects their 

well-being, and the action they take on causes 

they care about. Results were analysed and 

interpreted with support from an expert panel 

of academics from the fields of psychology, 

sociology and education. Surveys were con-

ducted in the UK in April and May 2020 and  

in Turkey in June to August 2020.

Global Action Plan also conducted 16 online 

focus groups with 7-18 year-olds (nine in the 

UK and seven in Turkey) with 74 young peo-

ple (39 in the UK and 40 in Turkey). Insights 

were gathered about the barriers and ena-

blers to young people taking action on the 

SECTION 02

causes they care about, and reasons why a 

values-perception gap might exist. Thematic 

analysis was conducted by an academic qual-

itative researcher to identify themes from the 

focus groups in both countries.61  

Further reading:
For a full overview of the research and  

analysis see: Global Action Plan (2021)  

United in Compassion: bringing young  

people together to create a better world.

Available to download at:  

https://www.globalactionplan.org.uk/ 

united-in-compassion
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2.2 Six key insights from the research

Many young people don’t think that 
adults, businesses, politicians or 
world leaders are compassionate. 
They are especially pessimistic about the 

extent to which they care for the natural 

world.

 

When young people don’t feel, see 
and believe that others are compas-
sionate, they act less compassionately 
themselves, and their well-being  
suffers. Young people take more action 

on the issues they care about when they 

see others care too. They also feel less 

anxious about the future. 

Young people continue to care deeply 
about other people and nature despite 

the Coronavirus. Coronavirus has, if  

anything, strengthened this importance.

 

 

Most young people are compassionate. 
They care about both people and nature  

so action on social and environmental  

causes is important to them. But fun and 

self-direction are important to them too.

Compassionate values go hand in  
hand with compassionate action,  
whereas self-interest values discourage 

action. 

There is a values-perception gap  
between young people and their peers 
but less so in younger children. It tends to 

get wider as they get older, particularly 

from age 11+. 

16
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2.3 Key insight 1: Most children are compassionate 

When asked to prioritise Schwartz’s list of 10 universal values (using a children’s version of the 

picture values scale),61 benevolence (caring for other people) was chosen as the most important 

value to young people in both countries (see Figure 1 below).  

Figure 1:  Values prioritised by young people in the UK and Turkey

UK young people Rank Turkish young people

Benevolence 1 Benevolence

Hedonism 2 Self-direction

Stimulation 3 Universalism

Security 4 Hedonism

Self-direction 5 Security

Universalism 6 Stimulation

Achievement 7 Achievement

Tradition 8 Tradition

Conformity 9 Power

Power 10 Conformity

Note: Values highlighted in GREEN are compassionate values, those highlighted in RED are self-interest values. 

Further evidence that young people prioritise compassionate values was also found:

In the UK In Turkey

86%
of young people prioritised 

compassionate values 

over self-interest values

96% said

caring for other people  

was ‘quite’ or ‘very important’ to them

89% said

caring for nature 

was ‘quite’ or ‘very important’ to them

82%
of young people prioritised 

compassionate values 

over self-interest values

94% said

caring for other people  

was ‘quite’ or ‘very important’ to them

96% said

caring for nature 

was ‘quite’ or ‘very important’ to them

SECTION 02
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These results show that most young people 

already have the compassionate values that 

drive action to do good. They care about 

helping other people and nature and want to 

create a kinder, more sustainable world. 

Previous research shows this is not unique to 

the UK and Turkey. Cross-cultural research in 

Germany, Italy, Poland, Bulgaria, the United 

States, and New Zealand found that children 

consistently prioritise compassionate values.63  

“I’m trying every day to do 
something kind for the bus 

drivers or for some old  
people, or when I go to a 

shop, I’m trying to be kind to 
the people that work there”.    

Valeria, age 16-18, UK participant

In line with previous evidence, Global Action Plan’s research found that  

compassionate values in young people were associated with compassionate action.  

The more that young people prioritised compassionate values: 

2.4  Key insight 2:  

Compassionate values go hand in hand with compassionate action

The more they took action  

to help other people  
and nature. 

Conversely, the more they prioritised self-in-

terest values, the less likely they were to take 

action on social and environmental issues;  

and the less likely they were to have the 

knowledge skills and self-belief to act. 

This finding underscores the importance of 

actively strengthening the compassionate  

values that young people already have, and 

being careful not to activate self-interest 

values that could weaken their motivation to 

engage in social and environmental action. 

The higher their self-efficacy 

that they could help people 
and nature (i.e. feeling they 

had the knowledge, skills and 
ability to have a positive  

impact, and that this impact 

was worthwhile)

The more they cared  

for other people  
and nature.  

SECTION 02
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To identify if there was a values-perception 

gap in young people, we asked participants to 

prioritise Schwartz’s 10 values for themselves 

and then to do the same again as if they were 

another child in their country. This enabled us 

to compare young people’s own values with 

their perceptions of young people’s values. 

We looked for a values-perception gap in two 

ways. 

First, we compared the percentage of young 

people who prioritise compassionate values 

over self-interest values to the percentage of 

young people who believed that other young 

people would prioritise compassionate  

values over self interest values. We found that 

2.5  Key insight 3:  

There is a values-perception gap between young people and their peers

“I’ve tried to persuade my friends and teach them 
about global warming and animals and stuff, but 

they don’t seem to care that much”.     
Miley, age 7-11, UK participant 

young people of all ages under-estimated how 

compassionate other young people would be 

and that the older they got, the more they 

under-estimated the compassionate values of 

other young people. 

 Although 86% (UK) and 84% (Turkey) of 

young people actually prioritised compas-

sionate values over self-interest values, the 

percentage of young people who thought 

others would prioritise compassionate values 

decreased in each age group. By age 16-18 

48% of British and 86% of Turkish young  

people believed that other young people 

would prioritise self-interest values over  

compassionate values.

SECTION 02
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Percentage of young people who actually prioritise compassionate values over  
self-interest values Vs the percentage of young people who think other young  
people prioritise compassionate values over self-interest values. 

Compassionate Values Score

The second way we looked for the values-perception gap was to test if there was a statistically  

significant gap between young people’s own compassionate values and the compassionate  

values they believed other young people would have (see graphs 1 and 2 on p23). To do this  

we calculated a mean “compassionate values score”. The compassionate values score reflects 

the extent to which individuals prioritise compassionate values over and above self-interest  

values. It is calculated by subtracting their self-interest values score from their compassionate 

value score (as per Crompton, 2016). A positive score means they prioritise compassionate  

values over self-interest values and a negative score means they prioritise self-interest values 

over compassionate values.

In the UK In Turkey

% of each age group who think others prioritise compassionate values

% of young people who prioritise compassionate values

86%

75%7-10 years old

67%11-13 years old

55%14-15 years old

52%16-18 years old

84%

75%

54%

31%

14%

7-10

11-13

14-15

16-18

A new key insight was found: A significant 

values-perception gap was found in childen as 

young as 11 and it gets wider as they get older.
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The Value Perception Gap in Young People : The gap between young people’s perception  
of other young people’s compassionate values and their actual compassionate values.

Note: The blue arrows indicate a statistically significant value-perception gap. Scores above zero = compassionate values are  
prioritised above self-interest values. Scores below zero = self-interest values are prioritised above compassionate values.

2  There is a significant drop in how com-
passionate young people perceive other 
young people to be between ages 11-15. 

3   At age 16-18 young people started  
to see other young people as more  
self-interested than compassionate.

How compassionate 
young people  
actually are

How compassionate  
7-10 year olds 
perceive other 

young people to be

How compassionate  
11-13 year olds 
perceive other 

young people to be

How compassionate  
14-15 year olds 
perceive other 

young people to be

How compassionate  
16-18 year olds 
perceive other 

young people to be
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Note: The blue arrows indicate a statistically significant value-perception gap. Scores above zero = compassionate values are  
prioritised above self-interest values. Scores below zero = self-interest values are prioritised above compassionate values.

2  There is a significant drop in how com-
passionate young people perceive other 
young people to be between ages 11-15 
and again between ages of 14-18. 

3   At age 14-15 young people started 
to see other young people as more 
self-interested than compassionate.
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Overall we found that in both the UK and Turkey:

•  The values-perception gap became signifi- 

cantly wide between the ages of 11-13 . 

•  There was a significant drop in how com- 

passionate young people perceived other  

young people to be between age 11-15. 

•  There was a turning point at around age  

14 to 16 where young people started to  

estimate that other children would  

prioritise self-interest values more than 

compassionate values. 

1  The value perception gap becomes 
significantly wide at age 11-13.  
It continues getting wider as young 
people get older.

How compassionate 
young people  
actually are

How compassionate  
7-10 year olds 
perceive other 

young people to be

How compassionate  
11-13 year olds 
perceive other 

young people to be

How compassionate  
14-15 year olds 
perceive other 

young people to be

How compassionate  
16-18 year olds 
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1  The value perception gap becomes 
significantly wide at age 11-13.  
It continues getting wider as young 
people get older.

In the UK

In Turkey

Graph 1: Mean compassionate value scores for self and others in the UK

Graph 2: Mean compassionate value scores for self and others in Turkey
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2.6  Key insight 4: Many young people don’t think that adults, businesses,  

politicians or world leaders are compassionate 

There is a values-perception gap between young people and their peers
To explore how children perceived the com-

passionate values and actions of adults, 

Global Action Plan asked them how important 

they thought it would be to most adults in 

their country to care for other people and for 

nature. 

•  Almost half (46%) of Turkish participants 

thought it would not be important to adults 

to care for other people. UK children were 

more optimistic with only 13% of them think-

ing they would not find it important. 

•  41% British and 48% of Turkish young people 

thought it would not be important to adults 

to care for nature.

When asked about how many people where 

they lived took action to help other people 

and nature: 

•  38% of British young people and 56% of 

Turkish young people thought that only a 

“few people” or “no one” where they lived 

did things to help other people. 

•  More than half of young people in the UK 

(59%) and Turkey (57%) thought that only 

a “few people” or “no one” where they lived 

did things to help the natural world. 

This tells us that young people are particularly 

pessimistic about the extent to which adults 

care about nature. Almost half of the young 

people asked didn’t think it was important to 

adults to care for nature and more than half 

did not think that people in their communi-

ties took action to look after nature. Sadly, it 

seems it is not normal for young people to 

see other people in their communities taking 

action to protect the natural world. 

They had even less trust in businesses, politicians and world leaders to care for other people 

and the natural world: 

% of young people who thought it would not be important to these groups to care for nature/people 

39% 51%60% 57%34% 60%52% 57%29% 57%43% 51%

100 %

50 %

0 %

UK World leaders
Turkey

Again, we can see that young people are particularly pessimistic about the extent to which other 

societal groups care for nature, with more than half of young people not believing it would be 

important to businesses or politicians to care for the natural world. 

Care for people Care for nature

SECTION 02

Care for people Care for nature

Business Politicians World
Leaders

Business Politicians World
Leaders

Business Politicians World
Leaders

Business Politicians World
Leaders
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Although in some cases, they might be right, 

previous research has demonstrated that most 

adults do hold compassionate values64 and 

do care about the environment.65 It is impor-

tant to help young people see the action that 

is being taken by adults in their communities 

and in wider society to create a better world. 

More than half of young people we surveyed 

(60% in the UK and 70% in Turkey) reported 

“Politicians don’t really care about 
the environment, maybe because 
of their age, but I don’t think they 
know much about it and they’re  

not really aware of it”.  
Clem, age 14-16, UK participant 

2.7  Key insight 5: When young people don’t think others are compassionate,  

they act less compassionately themselves, and their well-being suffers 

There is a values-perception gap between young people and their peers

“It’s like another battle. You’re battling the problem, like 
climate change, but you’re also battling the people  

that disagree or may look down on you. It’s hard. You’ve 
got to be really strong to push through all the barriers”.    

Sophie, age 14-16, UK participant 

In other words, young people are more likely 

to be compassionate and take action on the 

issues they care about when they see, feel  

and believe that other people around them 

are compassionate too. They also feel happier 

and less anxious about the future. 

From these new insights we hypothesize that 

showing young people that others care about 

the same issues they do, and helping them 

take collective action together, is key to un-

locking more action, more impact and better 

well-being. 

feeling worried about the future. We must do 

more to give them hope in a future they can 

feel excited about.

SECTION 02

Took action to care for people 
and nature themselves.

Reported having the self-efficacy  
to take action (i.e. feeling they  
have the knowledge, skills and  

ability to have a positive impact). 

And the more they:

 Reported caring about people  
and nature themselves.

Reported lower well-being
Felt worried about the future 

the less they:

the less  

young people perceived other children, adults and wider societal groups to be  

compassionate, to care about, and to take action to look after people and nature,

Just as in adults, it was found that 

?
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in Turkey). This tells us that caring for  

people and planet is still very important for 

most young people and has, if anything,  

been strengthened by the pandemic. 

In terms of whether the findings of the  

values-perception gap were impacted by 

COVID-19, we believe that our results may  

well have understated the problem. As pre-

viously mentioned, the research by More in 

Common showed that belief in the compas-

sion of others was at its height during May 

2020 in the UK when Global Action Plan’s  

survey was carried out. Even against this 

background context of higher than usual  

activation of compassionate values, the  

values-perception gap still appeared during 

the study. This suggests that the values- 

perception gap could be actually be wider, 

not narrower; the problem might more  

prevalent than it appears from our research. 

2.8 Impact of COVID-19

As the surveys were run during May to August 

2020 at a time when schools were closed and 

young people were living under lockdown 

restrictions, we wanted to check if this had 

impacted the extent to which they would care 

for other people and nature. 

It would be understandable for concerns 

about other people and nature to be de-prior-

itised during a health pandemic as they may 

be more preoccupied with their own and their 

family’s health. We found this not to be the 

case, with 66% of UK young people and 40% 

of Turkish young people reporting that since 

the onset of COVID-19, they felt they cared 

even more about other people. This differed 

slightly for care about the natural world, with 

25% of UK young people and 71% of Turkish 

young people reporting that they cared even 

more about it.

Only a very small percentage said they cared 

less about people (3% in the UK and 18% in 

Turkey) and about nature (11% in UK and 3%  

“I think the coronavirus shook 
everyone up and changed 

their points of view towards 
to world”.    

Selin, aged 16-18, Turkish participant

SECTION 02
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SECTION 03 

WHY DON’T YOUNG PEOPLE THINK 
OTHERS ARE COMPASSIONATE?

The results of Global Action Plan’s survey showed that children as young as seven  
underestimate their peer’s compassionate values and these misperceptions get  

stronger as children get older. They also showed pessimistic perceptions of adults’  
values, particularly in their concern for the natural world. In follow-up to the survey,  

16 focus groups were conducted with young people to explore why they thought  
other children and adults weren’t compassionate. The insights gathered can help us  

to understand some of the reasons why the values-perception gap exists, and  
what can be done to help close it, thereby normalising compassionate values.  

3.1 Why don’t young people act as compassionately as they’d like to? 

Even though most young people reported holding compassionate values themselves, many told 

us they didn’t talk about or take action on the issues they care about as much as they would like to. 

Misperceptions arise when young people hold back on sharing their concern about social and 

environmental causes and when they don’t see others taking action. Young people in the focus 

groups cited many reasons why they were reluctant to talk about and take action on the issues 

they care about in front of their peers. 

Fear of being bullied:  

In the UK (less so in Turkey) some feared  

that if you showed you cared and were trying  

to take action that you could be opening your-

self up to bullying. They thought others might 

think you are trying to show that you are  

better than them, and so be defensive rather 

than supportive. 

“I had this plastic pollution campaign for quite a 
few years, and I was fairly new to the school and 
people would just laugh in my face about it and 

chuck plastic at me and stuff. It’s not very nice”.  

Amy, age 16-18, UK participant

Wanting to fit in/ 

not wanting to stand out:  

It was generally seen as more normal not 

to be someone who actively took social 

and environmental action. Fitting in is a 

high priority to young people at school and 

therefore it is easier not to stand out and 

try to make a difference. 

“You just really want to fit in when you’re 

at school, you don’t want to make a fuss”.   

 Josita, age 14-16, UK participant.
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Unhelpful stereotypes:  

The feeling that activists are preachy  

and no fun, meant that some participants feared  

they might alienate themselves from friends. 

“I guess also, the intensity of some people or the stereo-
types might put some people off. You know ultra-vegans 
or that kind of thing, and then people start stereotyping 
activists and get put off by those intense stereotypes.  

You don’t want to be perceived as that person  

who can’t have fun”.   

Bethan, age 16-18, UK participant

“Some people seem to care about the environ- 

ment because they want to show off”.   

Esma, age 16-18, Turkish participant

Fear of looking foolish:  

It was frequently cited that other people 

would see any action to create a better 

world as pointless and make them feel 

foolish for trying.  

 “People our age regard them as preten-
tious. Because they overthink about these 

issues. So there are many people who 
think “why bother?“ in our age group.”  

Selin, age 16-18, Turkish participant

Fear of being left out:  

Some participants reported being  

left out for trying to live out their values.

“Your friends might not really want to hang 
out with you. They’re not going to invite 

you to go on a trip to McDonalds if you’re 

on about how you don’t like plastic”.  

Anna, age 16-18, UK participant 

Cancel culture:  

It acted as a barrier to older children  

having conversations about the issues they 

cared about as they feared being shut down 

if they said the wrong thing. 

“It’s quite hard to have conversations about 

controversial topics without really quickly 

being shut down”.  

Aidan, age 11-14, UK participant

SECTION 03 
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Fear of being seen as “virtue signalling”:  

It was cited as putting off older groups as they didn’t 

want to be seen as inauthentic. This was particularly 

relevant to whether they would post content on social 

media about the causes they cared about. Some  

participants were openly critical of others that they felt 

were just “jumping on the bandwagon” of causes  

like Black Lives Matter because they thought  

it would make them look cool. 

Fear of failure:  

It was cited as a barrier to action both  

because the actions needed could feel too  

big and overwhelming, and because of the fear  

that others would judge you for being a hypocrite  

if you started to take action then slipped up.  

 “I think a lot of people have put off when people 
start judging them for not doing everything or for 
any little failing. If people are encouraged to do 

more little things like meatless Mondays and that 
kind of thing rather than say if you eat any meat ever 
you’ve failed. I think that kind of thing would help”. 

Selin, age 16-18, Turkish participant

“Most people find doing nothing easier and  
therefore, it is hard for them to take an action.” 

Anonymous, age 15-16, Turkish participant

“If I know them personally and I know  
they’re the kind of person that would just 

jump on the trend to make themselves seem 
virtuous, I think a lot of people do that for  
a reason rather than actually believing in 

what they put on social media”.  

Will, age 16-18, UK participant   

SECTION 03 

These findings demonstrate that the val-

ues-perception gap is a very real barrier to 

young people taking action on the issues they 

care about. It is clearly taking a toll on their 

well-being too. As children move into adoles-

cence the values of their peers become ever 

more influential,  and so it is understandable 

that they will be hesitant to show their com-

passionate values if it seems risky to do so.

 
We must do better to support young people 

to act on the compassionate values we know 

they have. They need to be supported to au-

thentically connect with each other, helping 

them see that others care too while break-

ing down the negative stereotypes currently 

attached to being a “do-gooder”. If taking 

compassionate action together can become 

normal, there is an untapped opportunity to 

unleash the collective compassion of young 

people to create a better world.
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“I think adults who are  
sensitive to the environ- 

ment are rare”. 

Nas, age 14-16,  
Turkish participant

3.2 Why don’t young people think adults are compassionate? 

Parents and educators are powerful role models in young people’s lives. What they say and do 

influences young people’s values and behaviours during childhood and continue to be influential 

well into young adulthood.67 Research has found that their perceptions of adults’ values are even 

more influential on young people’s choices and behaviours than their actual values.68  

Results of Global Action Plan’s survey showed that young people have particularly pessimistic 

perceptions about adults caring for nature. During the focus groups with young people, adults 

were frequently described as not caring as much about environmental issues as young people. 

“I think young people are more conscious than adults.”     
Nehir, age 14-18, Turkish participant 

A number of themes emerged as to why they thought this: 

1. Adults don’t have time to care  
because they have so many other  
responsibilities.  
This was sometimes also cited as a barrier 

to young people taking action themselves: 

For example, one participant mentioned 

their parents were annoyed when they 

tried to eat a vegan diet as it meant more 

effort to cook for them.

Adults didn’t grow up learning about 
climate change and environmental 
issues so they don’t know as much as 
young people. 

Adults don’t try to learn about it; they 
don’t take young people seriously 
when they try to educate them and 
have become cynical about taking  
action themselves.  

“They wouldn’t have been  
exposed to any of the materials 
that we’ve got right now when 

they were born and raised”.  

Hugo, age 11-14, UK participant 

“I think that quite often adults think 
that young people are naïve for 

trying to change the world”.  

Anna, age 16-18, UK participant 

“I feel like a lot of adults, not all 
of them, by the way, but would 
rather pretend it’s not happen-

ing and just get on with it”.  

Sophie, age 14-16, UK participant 

“Our families and people surround-
ing us have the responsibility of 

taking care of themselves and their 
family and they can’t participate in a 
project for the environment. People 
leave their homes at 7am and come 
back at 7pm and they want to rest  

in the time remaining”.  

Ertugrul, age 15-16, Turkish participant

SECTION 03 
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“We can go out now and see that 
they can’t even throw away their 

masks correctly.”   

Öykü, age 15-16, Turkish participant

They didn’t see them taking action to 
protect nature.  
Turkish young people frequently mentioned 

thinking that adults didn’t care about nature 

because they saw them dropping litter. This 

suggests that the behaviours young people 

see others take is what tells them whether 

others care about nature.

“They recklessly throw their trash 
on the ground so that they can 

immediately check their phones, 
which leads to a much more seri-

ous environmental problem.”  

Sude, age 11-14, Turkish participant 

“The school have a big thing 
against it. You get a week of de-

tention so it’s definitely a put off.”  

Saffron, age 14-16, UK participant 

29

Schools and parents could be  
unsupportive of attending protests.  
Some young people felt restricted in the 

actions they could take due to their parents 

fears about their safety, particularly when it 

came to attending protests. Many reported 

schools as also being unsupportive of  

attending climate protests. This gave them 

the message that they didn’t understand or 

care about why they wanted to protest.  

It was clear from the focus groups that young people formed their opinions of whether adults 

cared about people and nature by the way they behaved. Participants wanted parents and edu-

cators to be role models and to act in ways that showed they cared. Parents and educators can 

therefore have a substantial influence on young people’s long-term values and behaviours by 

showing them they care through what they do more than through what they say.

SECTION 03 

5.4.
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SECTION 04

THE PARENTS’ PERSPECTIVE:  
WHAT DO THEY CARE ABOUT AND 
WHAT CHALLENGES DO THEY FACE? 

We wanted to know how parents are feeling about the challenges their children  
face and uncover ways that parents can be better equipped with knowledge and  

resources to support their children to take action on issues they care about.  
[The brand] worked with Edelman Intelligence who surveyed 2,000 parents (1,000  

in the UK and 1,000 in Turkey) of children aged 8-16. A spread across age (parents and  
children), region, income, education, and rural vs. urban lifestyles was ensured. 

4.1 Summary of findings

The results of this survey show that the  

majority of parents are not optimistic about  

the world their child will grow up in. They are  

particularly worried about how the climate 

and ecological crisis will impact their child’s 

future, and the impact that this and other  

issues will have on their child’s well-being.  

They feel conflicted between wanting to  

support their child to act but not wanting  

to overwhelm them and add stress to their 

lives so they shield their children from the  

frightening truth. 

But Global Action Plan’s research shows  

that young people are already worried about 

these issues and they perceive adults lack 

of engagement with them on these issues as 

a lack of concern. Parents need help to talk 

to their children about the issues they care 

about and to empower them to act.  

Collective action with parents and children 

working together and partnering up with  

others in their communities is an inspiring and 

inclusive route to create a better world for all.

4.2 How are parents feeling about the future? 

Parents are feeling overwhelmed by the 

changes in the world with

feeling that the world is changing significantly 

and half feeling overwhelmed by how quickly 

it is changing. They feel pessimistic about the 

world their child will grow up in, worrying 

they are likely to face more economic uncer-

tainty and more environmental challenges 

than they have in their lifetime. 

?

3in4
are feeling optimistic when thinking about 

the world their child will grow up in, and half 

believe that the world is changing for the 

worse, believing that their child will have 

more to worry about than they did them-

selves. 

1in4
Only
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They were particularly concerned that their children would face more environmental  

and economic challenges in their futures.  

Depletion of natural resources, air pollution, sea levels rising and species extinction were all  

of great concern for their children’s future alongside a lack of jobs and unemployment. 

4.3  What values do parents think their children prioritise and  

which values do they think are promoted in our culture?

Figure 2:   Values that parents thought their children would prioritise and that they believe  
to be most strongly promoted in our culture. 

Which of these values  
do you think your children  

most want to uphold?
Rank

In your experience, which of  
these values sets do you think  
are most strongly promoted to  
children and young people in  

our culture today?

Hedonism 1 Security

Security 2 Achievement

Self-direction 3
Power & Hedonism (=3rd)

Stimulation 4

Benevolence 5 Stimulation

Achievement 6 Self-direction

Universalism 7 Conformity

Power 8 Benevolence

Tradition 9 Universalism

Conformity 10 Tradition

Note: Benevolence and Universalism = compassionate values; Power and Achievement = self-interest values

SECTION 04

But most are also optimistic that taking action on these issues will help children to feel  

less anxious (66%) and be better equipped to cope with the changing world (73%). 

66-73%

of parents were also were concerned that their 

child would face rising income inequality (59%) 

and a lack of access to quality education (58%). 

50%
Over

are feeling that the turbulent world we live in 

today is negatively affecting their child’s  

wellbeing. 

Perhaps unsurprisingly,

?
Most

3in5

£
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They feel the wrong values are being  

promoted to children in society to create 

a better world. When asked which values 

they believed to be most strongly promoted 

to children and young people in our culture 

today, parents ranked achievement as num-

ber 1 with power and hedonism as equal 2nd. 

Benevolence and Universalism were only in 

the bottom three values. This was reflected in 

their pessimistic perceptions of other people 

in society, with 70% of parents feeling upset 

by the lack of compassion that people have 

towards each other. 

Parents underestimated children’s compas-

sionate values. They thought that hedonism 

(fun), security, self-direction and stimulation 

would all be more important to their children 

than benevolence (kindness) when children 

actually prioritised kindness as their number 

1 value. They also underestimated children’s 

compassionate values by thinking that they 

would prioritise achievement (a self-interest 

value) above the universalism (a compassion-

ate value) when children actually prioritised 

both compassionate values over both self-in-

terest values.  

4.4 How do parents feel about taking action to create a better world?

Parents acknowledge the importance of tak-

ing action on the issues facing the world, with

agreeing that they will not be solved unless 

people act. Most (62%) are frustrated at the 

lack of action currently happening and say it 

is important to them to act on the issues they 

care about, but just as many (60%) also ac-

knowledge that they themselves are not doing 

enough. Their apathy may be fuelled by a lack 

of belief in their own ability to have a positive 

impact, with only half of parents believing 

that their actions will make a difference.

They are more optimistic about the potential 

of the younger generation to bring about 

positive change, with 

of parents believing that children have the 

chance to shape the future and 73% believing 

their child can make the changes their genera-

tion weren’t able to make. They feel their  

children are willing and able to make a  

difference, as two in three believe their child  

is eager to act on the issues they care about 

and that they can make a difference.

80%

78%

Parents want to empower their children  

and can see the benefits of teaching their  

children to take action, with the majority 

saying they want to empower their children 

to feel like they can make a difference (78%), 

they want their children to get involved in 

issues they care about (76%) and want their 

children to speak up about the societal and 

environmental issues they care about (74%). 

Most parents could see the benefits of sup-

porting their children to take action, with  

81% parents feeling it would improve their 

children’s outlook - 54% feeling they would 

learn important values and 53% thinking it 

would help them be more confident. 

Most parents (66%) do commonly talk to  

their children about issues but they are less  

likely to encourage them to take action 

There were a number of barriers that stop 

parents from supporting their child to act  

on the issues they care about. 

22%47%

or take them  
to protests

on the issues  
they care about

SECTION 04
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4.5  What stops parents supporting their children to take action  

on the issues they care about? 

There is a values-perception gap between young people and their peers
The biggest barrier was that they want to protect their child from the issues of today and don’t 

want to put too much pressure on their child to act. 

of parents want to protect their  

child from issues affecting the  

world today and 

of parents said they don’t want  

to put pressure on their child.

55%

69%

of parents said they just want  

their child to be happy and not  

worry about issues. 

68%

4.6  What can parents do to better support young people to take action  

on the issues they care about? 

There is a values-perception gap between young people and their peers
It is understandable that parents may want to 

protect their children from the worrying facts 

about global issues such as climate change. 

But in the age of 24-hour media, shielding 

them from information is just not possible, 

and nor is it helpful.69 Most children already 

know about major societal issues such as 

climate change, are already expressing worry, 

fear, anger, sadness and are feeling powerless. 

Parents are powerful role models and help-

ing young people have a more accurate view 

of adults as caring and compassionate70 will 

reduce the values-perception gap, help foster 

their own compassionate values and encour-

age them to take action. The following  

actions, grounded in research on values  

transmission, can help parents show their  

children what they really value:

SECTION 04

They feel that the challenges facing the world 

today are too big to place on children’s shoul-

ders, with three in five worrying that problems 

are too big to expect children to solve.

 

Other barriers stopping them from encourag-

ing their child to be more active included con-

cerns about safety, worries that taking action 

could distract children from their school work 

and being unsure how to support their child 

to act on issues they care about. Some (two in 

five) even worried that their child would find 

taking action boring. 
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Speak openly about caring for other 

people and for nature and why it is  

important to you.  

This helps young people have a more 

accurate view of what adults care about 

and nurtures their own compassionate 

values.71

Ask young people about what is  

important to them.  

They are likely to care about helping 

others and nature. Children are more 

likely to internalise values and take them 

into adulthood if they feel they have been 

freely chosen by themselves rather than 

imposed upon them.72

Ensure that words and actions match.  

Inconsistency between what adults say 

and what they do can give young people 

confusing messages about what is  

really valued by adults in their life and 

may cause them to perceive adults as 

hypocritical.73 For example, parents might 

tell their child that being kind is impor-

tant to them but then only celebrate 

when they achieve a high academic grade, 

rather than when they display kindness  

to others. 

1. Show young people what you do to help 

people and the environment and explain 

why you are doing it.  

For example, if you are carefully avoid-

ing plastic packaging at the supermarket, 

explain to your child why that is important 

to you. 

Take action with your child.  

Eight in 10 parents agreed that, in order 

to make a change, children and adults 

need to work together like a family. Young 

people told us they want parents to take 

action with them to make sure they were 

doing it safely rather than just saying no.

Join with others in your community to 

take action together.  

Most parents (64%) said their child felt 

inspired when they saw their peers taking 

action and that it made their child want to 

be part of the movement. Many parents 

believed that now is a good time to create 

a collective movement, as they believe that 

children will be more empathetic and will-

ing to help others following the changes 

they have experienced during the pan-

demic. Collective action where parents 

and children work together could be an 

opportunity to create a safe and inclusive 

movement.

“Go with them if they’re not fully 
sure of protests. Go with them 

and protest with them. See what 
goes on and then go from there.”  

Ellen, age 14-16, UK participant

“The other day I went on a walk and 
there were these frogs on the path,  

baby frogs, and our family tried to get  
as many and try and put them to the  
side so that they didn’t get hurt or 

squashed. We tried to save as much  
as we could.”  

Miley, age 7-11, UK participant  

SECTION 04
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We care, that is what unites us. The Dirt Is 

Good Way is designed around this way of 

understanding our fellow humans. That we 

are “United in Compassion” is a key message 

and the most important learning outcome a 

young person should take away from their 

Dirt Is Good Project experience. We have a 

tendency to think of the world’s problems as 

a random assortment of unconnected single 

issues. Thinking this way prevents us from 

seeing how someone who wants to tackle an 

issue like plastic in the ocean might bond with 

someone who wants to tackle a very different 

kind of problem, like drivers who break the 

speed limit. It keeps us in silos and prevents 

individual movements from coalescing into a 

“movement of movements”. However, while 

the specific issues we care about might differ, 

we can feel united when we recognise that we 

share a more fundamental, underlying, objec-

tive: creating a better world through collec-

tive compassion. Connecting young people 

together through the causes they care about 

also helps their well-being by strengthening 

their relationships with others.76 Focusing at-

tention on underlying values, rather than sur-

face-level specific issues can help us identify 

the “common cause” that unites us: a belief in 

building a more compassionate society. 

SECTION 05

THE DIRT IS GOOD WAY 
In response to this new research showing the values-perception gap as a barrier to 

young people taking action on the issues they care about, [the brand] has worked in 
partnership with Global Action Plan to create an approach that seeks to address this.  

The Dirt Is Good Way aims to help any teacher or educator working with young  
people to create programmes to support them to take social and environmental  

action while promoting their well-being.

5.1 The Principles of the Dirt Is Good Way

The Dirt Is Good Way underpins every element of [the brand’s] Dirt Is Good Project. The Dirt Is 

Good Way champions compassionate values and makes them visible. It aims to normalise  

collective action and close the values-perception gap. This – in line with the findings of this 

research – should catalyse even more action while improving the mental well-being of young 

people and the world around them.

The Dirt Is Good Way is built on four key principles which bring together all the insights from  

this new research, and builds on the best of current practice in supporting youth social and  

environmental action. They are also designed to promote well-being74 and to develop the skills  

and characteristics identified by researchers as most needed by the next generation to adapt 

successfully to this changing world.75

These principles guide all activities within the Dirt Is Good Project. They are:

Dirt Is Good Principle 1:  
UNITED IN COMPASSION  
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There is a logic around changemaking that  

assumes that if people have enough infor-

mation and are bought into a basic rationale, 

they will take action. This ‘information-deficit’ 

model has been shown to have very limited 

effect in motivating and sustaining anything 

other than ‘light’ action on social and envi-

ronmental issues. In short, people respond to 

increased knowledge and a clear rationale up 

until the point that the recommended action 

feels irrational from another perspective. It 

might look too difficult, too painful or too 

much effort for too little reward – but all these 

perceptions might be wrong. 

An alternative route is to support young  

people to act first, then reflect. Sometimes 

we need to do something before we can fully 

understand why we are doing it and how it 

feels. We want young people to “Get Stuck In”, 

to have a go at creating change alongside 

others. They will learn as they do it, be mo-

tivated by the compassion shown by others 

taking action alongside them and discover 

how much they are capable of. It might be  

a lot more than they thought.   

Dirt Is Good Principle 2:  
GET STUCK IN    

Too often Changemakers are seen as the ex-

ception, not the norm. They are talked about 

as one-of-a-kind, as special, as heroes to look 

up to. This can make them hard to relate to.  

To address the social and environmental  

challenges the world faces, we need a lot of  

people to get stuck in. But, to many, it can feel 

like a daunting prospect. They want to help 

but aren’t sure how – they can’t visualise a 

role for themselves. The message behind this 

principle is that “Everyone Has a Role to Play 

and the Dirt Is Good Project will help you 

find yours.”

Children and young people will discover the 

role, or roles, they can play. Their idea of what 

a Changemaker is will expand as they are in-

troduced to the wide variety of roles available. 

They might never identify as a Changemaker 

in the Greta Thunberg mould, but they will 

hopefully find a role that they enjoy and excel 

in, it might be very different to Greta’s but an 

equally important part of the movement.    

Dirt Is Good Principle 3:  
EVERYONE HAS  
A ROLE TO PLAY     

The focus on Changemakers highlighted in 

programmes and the media is often on the 

incredible things they have achieved – rather 

than the bumps and struggles they have had 

in getting there or that they still face. This can 

make things feel like they should be easy, and 

these role models seem perfect. It isn’t always 

easy, or fast to turn action into real change; 

nothing worth doing ever truly is. Empha-

sising and celebrating “the struggle” gives 

taking action a degree of meaning and sub-

stance. This makes it attractive and rewarding. 

When it comes to defining someone who 

Dirt Is Good Principle 4:  
ON A JOURNEY     

takes action, there is never someone whom 

we could describe as “the finished article”. 

We grow into the role of a being a Change-

maker; we are in a continuous state of be-

coming a Changemaker. Presenting the role 

of a Changemaker as something we grow into 

makes it more accessible and less daunting. 

Mistakes and wrong turns are an inevitable 

part of going “On a Journey”. New experi-

ences, discoveries and moments of wonder 

are too. On their Dirt Is Good Project journey 

children and young people will reflect on what 

happens along the way. This is how they will 

develop and grow.

SECTION 05



37

5.2 How the Dirt Is Good Way differs

The Dirt Is Good Way is a new way of engag-

ing children and young people in pro-social 

and pro-environmental action. It builds on the 

best of what has come before, and weaves in 

the latest scientific understandings on human 

nature and what truly motivates young people. 

It aims to power up children and young peo-

ple to take action to create the positive social 

and environmental changes they want to see. 

But the objective of the Dirt Is Good Way is 

bigger than simply motivating action today. 

It aims to develop the Changemakers of the 

future. 

It has long been recognised by designers and 

practitioners of environmental and citizenship 

education programmes that, at the highest 

level, young people need three key things: 

Knowledge  

They need knowledge to understand the challenges we face.77 Although 

parents and educators may instinctively want to protect young people 

from the overwhelming truth about social and environmental problems, 

shielding them gives young people the message that adults don’t care. 

When the seriousness of problems is openly acknowledged and they  

are taught constructive actions they can take, young people feel more  

hopeful and can see that the adults in their life care too. 

1.

SKILLS 

Knowledge alone is of course not enough.78 It needs to be combined 

with skills to implement positive responses.79 Skills can be cognitive, 

emotional and manual, so include critical thinking, civic engagement, 

adaptability, teamwork, leadership, creativity, emotional regulation and 

persistence; but also, practical skills like gardening, repair, construction 

and cycling. These are the skills that will prepare young people for life  

in a turbulent world.  

self-belief 

In addition to knowledge and skills, young people need self-belief.  

They need to feel that they can contribute to positive change and that 

their own actions matter.80 Development of self-belief is critical:  

Knowledge and skills help it to build, but taking action – with others  

who care – makes an even bigger difference.  

SECTION 05

2.

3.



38

The Dirt Is Good Way adds a fourth ingredient of critical importance:

Shared compassionate values   

Most young people do care about the well-being of other people and  

nature, and want to take action. They already have the compassionate 

values that are the foundation upon which action to create a better 

world is built.81 But when they feel alone in caring, they are less likely  

to act. We need to create a shared sense of compassion to create the 

conditions for compassionate action to become normal. 

Most environmental and citizenship education programmes support young people to  

develop knowledge, skills and self-belief but fewer actively nurture compassionate  

values and make them visible. By championing, nurturing and reinforcing compassionate  

values we can bring them to the surface, normalise them and prevent children from feeling  

like they are the only ones who care. Normalising shared compassionate values could be  

the key to unlocking mass collective action in young people and is the cornerstone of [the 

brand’s] Dirt Is Good Way.

SECTION 05
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5.3  Why compassionate values are the key to unlocking 

the potential of young people to do good  

There is a values-perception gap between young people and their peers
Values transcend different situations so  

people who care about one cause are more 

likely to care about another. Focusing on  

compassionate values can therefore be a  

useful means to engage with young people 

on all the different causes that they may care 

about – e.g. the environment, LGBTQ rights, 

race, poverty, inequality. 

Values tend to be stable over time so values 

reinforced in youth tend to last into adult-

hood. Values are good predictors of long-term 

behaviours so it is important to nurture com-

passionate values alongside actions that have 

a positive impact on the world.82 The best 

approach to nurture long-term Changemakers 

is to reinforce both compassionate values and 

compassionate behaviours as they have a  

mutually reinforcing impact on each other.

Nurturing compassionate values helps to 

weaken self-interest values.83 They are called 

“opposing values” because they act like a 

seesaw – when compassionate values are 

strengthened, self-interest values weaken.84 

Self-interest values are consistently associ-

ated with engaging in fewer behaviours that 

benefit other people or society,85 substantially 

higher ecological footprints and fewer envi-

ronmentally friendly behaviours.86 Mindfully 

strengthening compassionate values can also 

avoid unintentionally strengthening self-in- 

terest values. For example, it might be tempt-

ing to incentivise a young person to engage 

in compassionate behaviour by appealing to 

their self-interest e.g. by winning a prize for 

the biggest amount of litter picked. Strategies 

founded on appealing to self-interest may 

work to motivate the short-term behaviour, 

but they are less successful at nurturing 

long-lasting behaviours and are likely to 

weaken long-term compassionate values and 

behaviours. 

Compassionate values foster wellbeing.  

People who give more priority to compassion-

ate values are less likely to suffer with de- 

pression, anxiety, eating disorders or substance 

misuse. They have better relationships and 

feel happier.87 

SECTION 05



40

SECTION 06

Through the Dirt Is Good Project, we will support young people to take action,  
together, through programmes and initiatives based on the Dirt Is Good Way.

6.1 The Dirt Is Good Schools Programme

PUTTING THEORY INTO ACTION:  
THE DIRT IS GOOD PROJECT

Target age group: Global Action Plan’s new 

research shows that young people are signif-

icantly under-estimating the compassionate 

values of their peers from as young as age 

11 and by around age 14-15 they start to view 

others as more self-interested than compas-

sionate. Adolescence is a time of identity 

development when young people can be 

particularly sensitive to the values of others, 

especially their parents and their peers.88 

It is also a time when they develop skills 

and behaviours that will last the rest of their 

lives.89 As a result, the Dirt Is Good Schools 

Programme is aimed at 7- to 14-year-olds. If 

we can intervene and support this age group 

to see that other children do care, that it is 

normal to be compassionate and to take  

action on the issues they care about, we might 

have a chance to prevent the widening of the 

values-perception gap.

d  The Dirt Is Good Schools Programme has been designed to directly contribute towards SDG 4.7: “By 2030, ensure that all 

learners acquire the knowledge and skills needed to promote sustainable development, including, among others, through 

education for sustainable development and sustainable lifestyles, human rights, gender equality, promotion of a culture of 

peace and non violence, global citizenship and appreciation of cultural diversity and of culture’s contribution to sustainable.” 

However, through the Dirt Is Good Project, young people will be given the autonomy to take action on a wide range of  

social and environmental issues, and so will together have impact towards a much larger number of the SDGs. 

[The brand] are working with Global Action 

Plan UK to develop a programme for schools 

around the world that seeks to unlock the 

collective power of young people as Change-

makers. Core to this will be inspiring young 

people to work together to normalise a cul-

ture of compassion. The Dirt Is Good Schools 

Programme will provide tools for teachers, as 

coaches and role models for young people, 

that equip their students with the ability to 

select and direct collective action towards the 

issues they care about; with the aim of sup-

porting them to become Changemakers for 

life. 

The programme will be launched across 15 

countries over the next three years and over-

seen by a different local NGO in each country, 

creating a global community of educational 

practitioners championing compassion and 

action for people and planet. The programme 

aims to prevent the values-perception gap 

from widening and to power up young people 

to take action on the UN Sustainable Develop-

ment Goals.d

Global Action Plan  is a charity that helps 

people live more sustainable lives by con-

necting what is good for us and good for the 

planet and has years of experience running 

environmental programmes for schools. 

Get involved in our  
Dirt Is Good Schools Programme:    

www.[brand].com/dirtisgoodproject.html
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6.2 The Dirt Is Good Changemakers Academy

Our Changemaker Academy is a safe online 

space designed in partnership with Creature  

Media, brand custodians of National Geo-

graphic Kids, who specialise in communi-

cating complex world topics to ages 6-13. 

The Academy is an engaging and interactive 

programme of missions and challenges related 

to topics such as people, climate, water and 

land. From generating their own personalised 

changemaker avatar to discovering stories of 

extraordinary Changemakers, the programme 

aims to reinforce the value of compassion 

and frames it as the key tool to becoming a 

Changemaker. 

An adult’s email address is required to sign 

up to the programme, and the programme 

hub will keep track of their progress through 

the various missions. As more missions be-

come available, we will notify the registered 

email address to encourage further participa-

tion.   

Get involved in our  
Changemakers Academy: 

natgeokids.com/changemakers

6.3 Partnership with KidsRights

KidsRights is a non-profit organisation that 

works to empower children and demand 

global attention for children’s rights through 

research, advocacy and action. KidsRights 

considers children as ‘active agents of change’ 

or ‘Changemakers’. Through its Change-

maker Program, KidsRights identifies young 

Changemakers, in other terms children who 

stand up for children’s rights and develop 

initiatives with a meaningful impact in their 

communities. Dirt Is Good and KidsRights 

have established a global partnership to sup-

port Kidsrights’ action and promote young 

Changemakers and the inspirational initiatives 

they have developed, thereby amplifying their 

voices and encourage others to see them-

selves as Changemakers.

Through the Dirt Is Good Project, we will 

show young people that others care, help-

ing create a movement of getting stuck into 

issues and challenges – no matter how messy. 

This we believe, is key to unlocking collective 

action for good – improving the well-being of 

young people around the world and making 

real impact against the challenges we face.

SECTION 06

41



42

Published February 2021 by Global Action Plan UK and Unilever. 

This report was produced by Global Action Plan UK and the Unilever Global Sustainability Team.

Acknowledgements

We would like to the thank the following individuals for their valuable inputs for this paper: 

Unilever: Olivier Floch, Tati Lindenberg, Keith Martin, James McGowan, Mariangela Sampaio,  

Jeanine Tan-Allan, Lesley Thorne, Andrew Veacock, Alison Young. 

Global Action Plan: Lucy Archer, Sonja Graham, Kristina Johansen, Clair McCowlen,  

Natasha Parker, Morgan Phillips, Luke Wynne.

Edelman: Alicia Aleksandrowicz, Madhurima Das, Virginia Landau, Mark McGinn.

Our academic panel for support on research design and results analysis:  

Dr Anna Doering, University of Westminster; Professor Anat Bardi, Royal Holloway University;  

Dr Elsa Lee, University of Cambridge, Professor Gregory Maio, University of Bath;  

Dr Kate Burningham, University of Surrey; Dr Birgitta Gatersleben, University of Surrey;  

Dr Vanessa Timmer, Executive Director of One Earth; Dr Kris De Meyer, Kings College London;  

Dr Tom Crompton, Director of the Common Cause Foundation. 

Dr Marina Iosfian, University of St Andrews for quantitative statistical analysis and Victoria Circus, 

PhD Researcher, University of Sheffield for qualitative thematic analysis. 

Professor Ayse Uskul & University of Kent, Sule Alıcı for support to translate research materials  

into Turkish. 

Mikado Consulting for survey distribution and focus group delivery in Turkey. 

Silke Everszumrode for layout and design.

Global Action Plan UK and Unilever (2021). Unleashing the potential of children and young  

people to do good: How to power up young people to take collective action and create a better 

world for all. Global Action Plan Advisors, Unilever Global Sustainability Team and OMO Global 

Brand: London, UK.

[Brand logo]



43

References

1  OC&C Strategy Consultants. (2019). A Generation 

without Borders: Embracing Gen Z. https://www.

occstrategy.com/media/1806/a-generation-with-

out-borders.pdf 

2  Inchley J, Currie D, Budisavljevic S, Torsheim T, 

Jåstad A, Cosma A et al., editors. (2020). Spot-

light on adolescent health and well-being: Find-

ings from the 2017/2018 Health Behaviour in 

School-aged Children (HBSC) survey in Europe 

and Canada. International report. Volume 1. Key 

findings. Copenhagen: WHO Regional Office for 

Europe. https://apps.who.int/iris/bitstream/hand

le/10665/332091/9789289055000-eng.pdf

 
3  World Health Organization. Global accelerated ac-

tion for the health of adolescents (AA-HA!): guid-

ance to support country implementation. Geneva: 

World Health Organization; 2017.

4  Inchley J, et al. (2020). Spotlight on adolescent 

health and well-being.

5  Office for National Statistics. (2018). Loneliness 

What characteristics and circumstances are asso-

ciated with feeling lonely?  

https://www.ons.gov.uk/peoplepopulationand-

community/wellbeing/articles/lonelinesswhatchar-

acteristicsandcircumstancesareassociatedwithfeel-

inglonely/2018-04-10  

Cigna. (2018) CIGNA 2018 U.S. Loneliness Index.  

https://www.multivu.com/players/Eng-

lish/8294451-cigna-us-loneliness-survey/docs/

IndexReport_1524069371598-173525450.pdf 

6  Sanson, A. V., Hoorn, J. V., & Burke, S. E. L. (2019). 

Responding to the Impacts of the Climate Crisis 

on Children and Youth. Child Development Per-

spectives, 13(4), 201–207. https://doi.org/10.1111/

cdep.12342 

7  Deloitte. (2020). The Deloitte Global Millennial 

Survey 2020: Resilient generations hold the key to 

creating a “better normal”. https://www2.deloitte.

com/content/dam/Deloitte/global/Documents/

About-Deloitte/deloitte-2020-millennial-survey.

pdf

8  Deloitte. (2020). The Deloitte Global Millennial 

Survey 2020.

9  The Intergovernmental Panel on Climate Change. 

(2018). Global Warming of 1.5°C: An IPCC Special 

Report on the impacts of global warming of 1.5°C 

above pre-industrial levels and related global 

greenhouse gas emission pathways, in the context 

of strengthening the global response to the threat 

of climate change, sustainable development, and 

efforts to eradicate poverty. https://www.ipcc.ch/

site/assets/uploads/sites/2/2019/06/SR15_Full_

Report_High_Res.pdf 

10  Inter-governmental Science-Policy Platform on 

Biodiversity and Eco-System Services (IPBES). 

(2019, April). Nature’s Dangerous Decline ‘Unprec-

edented’ Species Extinction Rates ‘Accelerating’ 

[Press release]. https://ipbes.net/news/Media-Re-

lease-Global-Assessment#1-Scale 

11  World Health Organization. (2020, March). Rec-

ommendations to reduce risk of transmission of 

emerging pathogens from animals to humans 

in live animal markets to animal product mar-

kets [Press release]. https://apps.who.int/iris/

bitstream/handle/10665/332217/WHO-2019-

nCoV-Human_animal_risk-2020.2-eng.pdf?se-

quence=1&isAllowed=y

   Lawton, G. (2019) ‘I have eco-anxiety but that’s 

normal’, New Scientist, Volume 244, Issue 3251, 12 

October 2019, Page 22. https://www.sciencedirect.

com/science/journal/02624079/244/3251

12  Lawton, G. (2019) ‘I have eco-anxiety but that’s 

normal’, New Scientist, Volume 244, Issue 3251, 12 

October 2019, Page 22. https://www.sciencedirect.

com/science/journal/02624079/244/3251

13  The Intergovernmental Panel on Climate Change. 

(2014). Summary for policymakers. In: Climate 

Change 2014: Impacts, Adaptation, and Vul-

nerability. Part A: Global and Sectoral Aspects. 

Contribution of Working Group II to the Fifth As-

sessment Report of the Intergovernmental Panel 

on Climate Change (pp. 1-32). Cambridge, United 

Kingdom and New York, NY, USA: Cambridge 

University Press. 

14  Sanson, A. V., & Burke, S. E. L. (2019). Climate 

change and children: An issue of intergenerational 

justice. In N. Balvin & D. Christie (Eds.), Children 

and peace: From research to action (pp. 343–

362). New York, NY: Springer Peace Psychology 

Book Series



44

15 Islam, S & Winkel, J. (2017). Climate Change and 

Social Inequality. United Nations Department of  

Social and Economic Affairs. esa/desa/pa-

pers/2017/wp152_2017.pdf  

https://www.un.org/esa/desa/papers/2017/

wp152_2017.pdf 

16  The UN Sustainable Development Goals. (2019, 

May). Climate Justice [Blog].  HYPERLINK 

https://www.un.org/sustainabledevelopment/

blog/2019/05/climate-justice

17  The United Nations Climate Change. Introduction 

to Gender and Climate Change.  

https://unfccc.int/gender 

18  The United Nations Department of Economic and 

Social Affairs. The 17 Sustainable Development 

Goals. https://sdgs.un.org/goals

19 Sanson, A. V., Hoorn, J. V., & Burke, S. E. L. (2019). 

Responding to the Impacts of the Climate Crisis  

on Children and Youth. Child Development  

Perspectives, 13(4), 201–207.  

https://doi.org/10.1111/cdep.12342 

20  Harbaugh, W. T., Mayr, U., & Burghart, D. R. 

(2007). Neural Responses to Taxation and  

Voluntary Giving Reveal Motives for Charitable  

Donations. Science, 316(5831), 1622–1625.  

https://doi.org/10.1126/science.1140738 

21  Curry, O. S., Rowland, L. A., Van Lissa, C. J., Zlo-

towitz, S., McAlaney, J., & Whitehouse, H. (2018). 

Happy to help? A systematic review and me-

ta-analysis of the effects of performing acts of 

kindness on the well-being of the actor. Journal 

of Experimental Social Psychology, 76, 320–329. 

https://doi.org/10.1016/j.jesp.2018.02.014

22  Schultz, P. W., Gouveia, V. V., Cameron, L. D., 

Tankha, G., Schmuck, P., & Franěk, M. (2005). 

Values and their Relationship to Environmental 

Concern and Conservation Behavior. Journal 

of Cross-Cultural Psychology, 36(4), 457–475. 

https://doi.org/10.1177/0022022105275962

23  Schwartz, S. H. (2012). An Overview of the 

Schwartz Theory of Basic Values.  

Online Readings in Psychology and Culture, 2(1).  

https://doi.org/10.9707/2307-0919.1116

24  Schwartz, S.H. (2012). An Overview of the 

Schwartz Theory of Basic Values.

25  Schwartz, S.H. (2012). An Overview of the 

Schwartz Theory of Basic Values.

26  Pacheco, G., & Owen, B. (2015). Moving through 

the political participation hierarchy:  

A focus on personal values. Applied Economics,  

47(3), 222–238.  

https://doi.org/10.1080/00036846.2014.967384

27  Schultz, P. W., Gouveia, V. V., Cameron, L. D., 

Tankha, G., Schmuck, P., & Franěk, M. (2005). 

Values and their Relationship to Environmental 

Concern and Conservation Behavior. Journal 

of Cross-Cultural Psychology, 36(4), 457–475. 

https://doi.org/10.1177/0022022105275962

28  Strauss, J. P., Sawyerr, O. O., & Oke, A. (2008). 

Demographics, individual value structures, and 

diversity attitudes in the United Kingdom. Journal 

of Change Management, 8(2), 147–170

29  Maio, G. (2011). Don’t Mind the Gap Between Val-

ues and Action. Common Cause Briefing.  

https://valuesandframes.org/resources/CCF_

briefing_dont_mind_the_gap.pdf 

30  Common Cause Foundation. (2016). Perceptions 

Matter: The Common Cause UK Values Survey. 

https://valuesandframes.org/resources/CCF_sur-

vey_perceptions_matter_full_report.pdf  

31  Roest, A. M. C., Dubas, J. S., & Gerris, J. R. M. 

(2009). Value transmissions between fathers, 

mothers, and adolescent and emerging adult chil-

dren: The role of the family climate.  

Journal of Family Psychology, 23(2), 146–155.  

https://doi.org/10.1037/a0015075

32  Barni, D., Alfieri, S., Marta, E., & Rosnati, R. 

(2013). Overall and unique similarities between 

parents’ values and adolescent or emerging 

adult children’s values. Journal of Adolescence, 

36, 1135–1141. https://doi.org/10.1016/j.adoles-

cence.2013.09.002

33   Ozoliěš, J. (John) T. (2010). Creating Public 

Values: Schools as moral habitats. Educational 

Philosophy and Theory, 42(4), 410–423.

34  Common Cause Foundation. (2016). Perceptions 

Matter: The Common Cause UK Values Survey. 

https://valuesandframes.org/resources/CCF_sur-

vey_perceptions_matter_full_report.pdf



45

36  Schwartz, S. H., & Bardi, A. (2001). Value hierar-

chies Across Cultures: Taking a Similarities Per-

spective. Journal of Cross-Cultural Psychology, 

32(3), 268–290.

37 Common Cause Foundation. (2016).  

Perceptions Matter.

38  Sanderson, R., Prentice, M., Wolf, L., Weinstein, N., 

Kasser, T., & Crompton, T. (2019). Strangers in a 

Strange Land: Relations Between Perceptions of 

Others’ Values and Both Civic Engagement and 

Cultural Estrangement. Frontiers in Psychology, 10.

39  Bardi, A., Sneddon, J. and Lee, J. (2019, May). On 

self-enhancing through values. Paper presented 

at the conference: Understanding personal val-

ues: Personality, context and culture, The Hebrew 

University of Jerusalem, Israel

40  Bardi, A., Sneddon, J. and Lee, J. (2019, May). On 

self-enhancing through values. Paper presented 

at the conference: Understanding personal val-

ues: Personality, context and culture, The Hebrew 

University of Jerusalem, Israel

41  Dobewall H., Strack M. (2011). Cultural value differ-

ences, value stereotypes, and diverging identities 

in intergroup conflicts: the Estonian example. 

International Journal of Conflict and Violence, vol. 

5, no. 1, 211–223. https://www.ijcv.org/index.php/

ijcv/article/view/2856

42  Lönnqvist J., Jasinskaja-Lahti I., Verkasalo M. 

(2012). Accuracy and contrast in national value 

stereotypes – a Case study using Ingrian-Finns 

as bi-cultural experts. Int. J. Intercult. Relat. 36, 

271–278.

43  Elster, A. Sagiv, L. and Roccas, S. (2014). To Be 

Similar or to Be Different? The Impact of Better 

than Average Effect on Well-Being. Paper pre-

sented at the I nternational Congress of Applied 

Psychology, 2014, October, Paris, France.

44  Hanel, PHP, Wolfradt, U, Lins De Holanda Coel-

ho, G, Wolf, LJ, Vilar, R, Monteiro, RP, Gouveia, 

VV, Crompton, T & Maio, GR 2018, ‘The Per-

ception of Family, City, and Country Values is 

often Biased’, Journal of Cross- Cultural Psy-

chology, vol. 49, no. 5, pp. 831-850. https://doi.

org/10.1177/0022022118767574

45  Common Cause Foundation. (2016).  

Perceptions Matter.

46 Sanderson, R., et al. (2019).

47  Common Cause Foundation. (2016).  

Perceptions Matter.

48  Ricard, M. (2015). Altruism: The Power of Com-

passion to Change Yourself and the World (Main 

edition). Atlantic Books. See the introduction for 

a full appraisal of the history of the assumption of 

self-interest. 

49  Smith, A. (2014). The Wealth of Nations.  

CreateSpace Independent Publishing Platform.

50  Hare, B. (2017). Survival of the Friendliest: Homo 

sapiens Evolved via Selection for Prosociality. 

Annual Review of Psychology, 68(1), 155–186. 

https://www.annualreviews.org/doi/10.1146/an-

nurev-psych-010416-044201

51  For a full review of literature demonstrating the 

compassionate paradigm of human nature see 

Bregman, R. (2020). Humankind: A Hopeful  

History. Bloomsbury Publishing; Ricard, M. (2015). 

Altruism: The Power of Compassion to Change 

Yourself and the World (Main edition). Atlantic 

Books. See the introduction for a full appraisal of 

the history of the assumption of self-interest.  

52 Bregman, R. (2020). Humankind.

53  Sober, E., & Wilson, D. S. (1999). Unto Others: The 

Evolution and Psychology of Unselfish Behavior. 

Harvard University Press.

54  Batson, C. D. (2011). Altruism in Humans (Illustrat-

ed edition). Oxford University Press USA.

55  More in Common. (2020). Britain’s Choice: 

Common Ground and Division in 2020’s Britain. 

https://www.britainschoice.uk/media/4yulkygt/

moreincommon_britainschoice_report.pdf 

56  Miller, D. T., & Prentice, D. A. (2016). Chang-

ing Norms to Change Behavior. Annual Re-

view of Psychology, 67(1), 339–361. https://doi.

org/10.1146/annurev-psych-010814-015013

57  Suhay, E. (2015). Explaining Group Influence: The 

Role of Identity and Emotion in Political Con-

formity and Polarization. Political Behavior, 37(1), 

221–251. https://doi.org/10.1007/s11109-014-9269-1



46

58  Scheff, T. J. (1988). Shame and Conformity: The 

Deference-Emotion System. American Sociologi-

cal Review, 53(3), 395–406.  

https://doi.org/10.2307/2095647

59  Somerville, L. H. (2013). The Teenage Brain: Sen-

sitivity to Social Evaluation. Current Directions in 

Psychological Science, 22(2), 121–127.  

https://doi.org/10.1177/0963721413476512

60  Braun, V., & Clarke, V. (2006). Using thematic 

analysis in psychology. Qualitative Research in 

Psychology, 3(2), 77–101.  

https://doi.org/10.1191/1478088706qp063oa

61  Döring, A. K., Schwartz, S. H., Cieciuch, J., Groe-

nen, P. J. F., Glatzel, V., Harasimczuk, J., Janow-

icz, N., Nyagolova, M., Scheefer, E. R., Allritz, M., 

Milfont, T. L., & Bilsky, W. (2015). Cross-cultural 

evidence of value structures and priorities in 

childhood. British Journal of Psychology, 106(4), 

675–699. https://doi.org/10.1111/bjop.12116

62  Döring, A. K., et al. (2015). Cross-cultural  

evidence of value structures and priorities in 

childhood.

63  Common Cause Foundation. (2016). Perceptions 

Matter.

64  YouGov. (2019, June). Concern for the environ-

ment at record highs [Poll]. https://yougov.co.uk/

topics/politics/articles-reports/2019/06/05/con-

cern-environment-record-highs 

65  Barni, D., Ranieri, S., Scabini, E., & Rosnati, R. 

(2011). Value transmission in the family: Do ad-

olescents accept the values their parents want 

to transmit? Journal of Moral Education, 40(1), 

105–121. https://doi.org/10.1080/03057240.2011.5

53797

66  Roest, A. M. C., Dubas, J. S., & Gerris, J. R. M. 

(2009). Value transmissions between fathers, 

mothers, and adolescent and emerging adult  

children: The role of the family climate.  

Journal of Family Psychology, 23(2), 146–155.  

https://doi.org/10.1037/a0015075

67  Smetana, J. G., & Daddis, C. (2002). Domain-Spe-

cific Antecedents of Parental Psychological 

Control and Monitoring: The Role of Parenting 

Beliefs and Practices. Child Development, 73(2), 

563–580. https://doi.org/10.1111/1467-8624.00424

68  Sanson, A. V., Wachs, T. D., Koller, S. H., & Salmela 

Aro, K. (2018). Young people and climate change: 

The role of developmental science. In S. Verma & 

A. Peterson (Eds.), Developmental science and 

sustainable development goals for children and 

youth (pp. 115–138), Social Indicators Research 

Series, 74. New York, NY: Springer.

69  Grusec, J. E., & Goodnow, J. J. (1994). Impact of 

parental discipline methods on the child’s inter-

nalization of values: A reconceptualization of 

current points of view. Developmental Psychol-

ogy, 30(1), 4. Journal of Moral Education, 40(1), 

105–121. https://doi.org/10.1080/03057240.2011.5

53797

70  Knafo, A., & Schwartz, S. H. (2003). Parenting 

and adolescents’ accuracy in perceiving parental 

values. Child Development, 74(2), 595–611.

71  Barni, D., Ranieri, S., Scabini, E., & Rosnati, R. 

(2011). Value transmission in the family: Do ad-

olescents accept the values their parents want 

to transmit? Journal of Moral Education, 40(1), 

105–121. https://doi.org/10.1080/03057240.2011.5

53797.

72  Knafo, A., & Schwartz, S. H. (2003). Parenting 

and adolescents’ accuracy in perceiving parental 

values. Child Development, 74(2), 595–611.

73  Research suggests that interventions aiming to 

foster positive social and environmental action 

can have a particularly positive impact on well-

being if they maximise opportunities for partici-

pants to feel competent and build skills, connect 

with others and work on activities together, feel 

autonomous i.e. feel empowered to choose their 

own actions for their own reasons See Kasser, T. 

(2017). Living both well and sustainably: A review 

of the literature, with some reflections on future 

research, interventions and policy. Philosophical 

Transaction of the Royal Society A, 375(2095), 

20160369. https://doi.org/10.1098/rsta.2016.0369.

74  Researchers have identified the skills and char-

acteristics that will be most needed by the next 

generation to adapt successfully to this changing 

world, including: 1) Individual skills and capacities 

including compassionate “bigger-than-self” val-

ues to have empathy with others and to create a 

more socially just world, behavioural and self-reg-

ulation to enable persistence with efforts through 

difficult and unpredictable times, and adaptability 

and creativity to come up with creative solutions 

to ever-changing problems; 



47

        2) Interpersonal skills and relationships such as 

the capacity to cooperate and work with others; 

and 3) Social and civic engagement including 

volunteering, joining community groups and 

engaging in active citizenship. See Masten, A. S., 

& Cicchetti, D. (2016). Resilience in Development: 

Progress and Transformation. In Developmental 

Psychopathology (pp. 1–63). American Cancer 

Society. https://doi.org/10.1002/9781119125556.

devpsy406; Sanson, A. V., Hoorn, J. V., & Burke, 

S. E. L. (2019). Responding to the Impacts of the 

Climate Crisis on Children and Youth. Child Devel-

opment Perspectives, 13(4), 201–207. https://doi.

org/10.1111/cdep.12342

75  Kasser, T. (2017). Living both well and sustainably: 

A review of the literature, with some reflections 

on future research, interventions and policy. Phil. 

Trans. R. Soc. A, 375(2095), 20160369.  

https://doi.org/10.1098/rsta.2016.0369

76  Otto, S., & Kaiser, F. G. (2014). Ecological behavior 

across the lifespan: Why environmentalism  

increases as people grow older. Journal of  

Environmental Psychology, 40, 331–338.  

https://doi.org/10.1016/j.jenvp.2014.08.004

77  Otto, S., & Pensini, P. (2017). Nature-based envi-

ronmental education of young people: Environ-

mental knowledge and connectedness to nature, 

together, are related to ecological behaviour. 

Global Environmental Change, 47, 88–94.   

https://doi.org/10.1016/j.gloenvcha.2017.09.009

78  Thielking, M., Moore, S. (2001). Young people 

and the environment: predicting ecological 

behaviour. Australian Journal of Environmental 

Education, 17: 63–70. https://doi.org/10.1017/

S0814062600002457

79  Ojala, M. (2012). How do young people cope with 

global climate change? Coping strategies, en-

gagement, and wellbeing. Journal of Environmen-

tal Psychology, 32(3), 225–233 

https://doi.org/10.1016/j.jenvp.2012.02.004 

80  Corner, A. J., Markowitz, E., Pidgeon, N.F. (2014). 

Public engagement with climate change: the role 

of human values. Wiley Interdisciplinary Reviews: 

Climate Corner, A. J., Markowitz, E., Pidgeon, N.F. 

(2014). Public engagement with climate change: 

the role of human values. Wiley Interdisciplinary 

Reviews: Climate Change, 5(3): 411–422.  

https://doi.org/10.1002/wcc.269

81  Vecchione, M., Döring, A. K., Alessandri, G., Mar-

sicano, G., & Bardi, A. (2016). Reciprocal relations 

across time between basic values and value-ex-

pressive behaviors: A longitudinal study among 

children. Social Development, 25, 528-547.  

https://doi.org/10.1111/sode.12152 

82  Schwartz, S. H. (2012). An Overview of the 

Schwartz Theory of Basic Values. Online Readings 

in Psychology and Culture, 2(1).  

https://doi.org/10.9707/2307-0919.1116

83  Maio, G. R., Pakizeh, A., Cheung, W.-Y., & Rees, K. 

J. (2009). Changing, priming, and acting on val-

ues: Effects via motivational relations in a circular 

model. Journal of Personality and Social Psychol-

ogy, 97(4), 699–715.  

https://doi.org/10.1037/a0016420

84  Sanderson, R., & McQuilkin, J. (2017). Many Kinds 

of Kindness: The Relationship Between Values 

and Prosocial Behaviour. In S. Roccas & L. Sagiv 

(Eds.), Values and Behavior: Taking a Cross Cul-

tural Perspective (pp. 75–96). Springer Interna-

tional Publishing. https://doi.org/10.1007/978-3-

319-56352-7_4

85  Hurst, M., Dittmar, H., Bond, R and Kasser, T. 

(2013). The Relationship between Materialistic 

Values and Environmental Attitudes and Behav-

iors: A Meta-Analysis. Journal of Environmental 

Psychology, 36: 257–69. https://doi.org/10.1016/j.

jenvp.2013.09.003

86  Dittmar, H., Bond, R., and Hurst, M. (2014). The 

relationship between materialism and personal 

well-beěing: a meta-analysis. Journal of Person-

ality and Social Psychology, 107(5): 879–924. 

https://doi.org/10.1037/a0037409

87  Barni, D., Ranieri, S., Scabini, E., & Rosnati, R. (2011). 

Value transmission in the family: Do adolescents 

accept the values their parents want to transmit? 

Journal of Moral Education, 40(1), 105–121. https://

doi.org/10.1080/03057240.2011.553797

88  World Health Organization. (2018, September). 

Coming of Age: Adolescent health. cent-health” 

https://www.who.int/news-room/spotlight/com-

ing-of-age-adolescent-health


