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Executive Summary

Panorama Films is an Italian-based production and service company, for feature films, commercials, photographic shoots and more; and assists foreign production companies in all aspects of the production, such as budget allocation, crew, locations, etc. Panorama Films plans to implement a radical change within its current operations, by undertaking sustainable practices. As a consequence of the institutionalization of the “Ministry of Ecological Transition”, which functions as a dicastery of the Italian Government and oversees all environmental and sustainable matters, Panorama felt the need to implement a change within its production activities. Although currently the company does not have the tools or skills to transform its operations into eco-friendly practices, it is willing to take the next step towards a sustainable future. At the core of all workings, are its employees, who hold the intrinsic power of adapting a rooted change within Panorama Films’ operations. Therefore, the company aims to actively encourage its employees to act sustainably in the work environment, by taking the first steps of an attitudinal change and enhance awareness towards the issues. It intends to leverage a strong communication strategy aimed at internal coordination to motivate its employees and department coordinators.

Research has shown that the key factors that would motivate individuals to become more sustainability oriented are a strong leadership and support from the heads of the company, access to time and resources, and the opportunity for a clear understanding of the issues at hand, by gaining knowledge and insight on opportunities for change.

The following report categorizes employees and department coordinators of Panorama Films as the primary and secondary target audience, and develops communications objectives curated towards the TA. The communication objectives aim to increase awareness towards sustainable practices, build a positive association with sustainable alternatives, and ultimately establish a favorable attitude towards sustainable operations.  Based on these objectives, the advice encompasses distinct approaches to spread information systematically within the organization, through curated e-newsletters, expert testimonials and information sessions, and analytical processes to collect feedback and analyze the opportunities for improvements. Department coordinators will function as the sender of the message towards employees, to increase credibility and trustworthiness; respectively, producers and specialists in the field will collaborate with department coordinators to enhance a strong understanding and knowledge on the topic, allowing for transparency and credibility to be favored. To meet these objectives, a two-way communication is necessary, as well as a “slice-of-life” communication strategy as individuals require tangible and practical solutions to their professional lives. 

The communication campaign is scheduled to last four months, which is the approximate duration of a project film, and thus the scheduling pattern type selected was continuity as it was deemed most suitable due the shot implementation time. The overall cost of the communication campaign is €16.262,12. Ultimately, a communication evaluation is planned throughout the entire duration of the campaign, which allows for the opportunity to determine whether the suggest strategy can allow for satisfying results. 
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Term			Definition


Sustainability 	The ability to maintain the ecological balance at a steady level, without the depletion of natural resources. 



CHAPTER I


Introduction
The following report aims to provide effective advice to Panorama Films, for the company to successfully enhance employee awareness and attitude towards the topic of sustainability. The advice report is based on the key findings acquired through the research report. Furthermore, the report outlines a recommendation on the basis of a corporate communication strategy for Panorama Films, to shift existing employee attitudes towards environmental matters in the Italian audio-visual sector, by making the most appropriate choice for the environment without impacting their work efficiency. 

Panorama Films is a production and service company, that co-produces audio-visual projects with foreign companies, and are responsible for budget allocations, locations, organizational and logistical tasks, employee recruitment, fiscal matters, and more (Panorama Films, n.d.).  As a result of the Ministry of Ecological Transition's institutionalization, which oversees all environmental proceedings in production activities, Panorama is determined to shift its operations to sustainable practices. The communication campaign aims to prepare and enhance the sustainable attitudes of employees, while increasing their understanding of the issue to enable smooth adoption and willingness to change behavior later on.

The communication advice, and ultimately the shift of mindset, which will impact the individuals’ behavior, will be benefit not only the environment, but Panorama Films from an economical and corporate image point of view. Smart use of resources and coordination among the different departments will avoid the large amount of wastage produced, resulting in a financial saving. Furthermore, becoming a pioneer of sustainable audio-visual production, will attract foreign companies with similar mindsets and overlapping objectives. The following advice question aims to solve the issue at hand: “How can we successfully develop a communication campaign aimed at enhancing awareness and sustainable attitudes among employees at Panorama Films?”.

The advice report will begin by defining the situation analysis to get a clear understanding of the environment within which Panorama Films operates, followed by the communication analysis and target audience evaluation. Subsequently, suitable communication objectives will be identified to carry out the communication goal, as well as the strategic approach. The following chapters will then highlight the communication theme and communication mix. Ultimately, the report will provide communication scheduling, resourcing, budgeting, and evaluation. 



CHAPTER II


Situation Analysis
a. Micro Analysis
Panorama Films is an audio-visual production company founded in 1994 by CEO and Lead Producer Marco Valerio Pugini, and Vice-President Ute Leonhardt, in Rome, Italy. The company offers supports on all aspects of the production phase, such as locations, budget, and crew members (Panorama Films, n.d.). 

The company has gained a leading role in the Italian audio-visual sector and has worked on a variety of films, television shows, commercials, etc. Panorama Films is headquartered in Rome but is constantly moving around the country to provide services where foreign production companies request. Furthermore, the staff comprises of over three hundred freelance employees, who constantly shift based on the project, which usually have durations of four months average. Panorama collaborates with clients across the Mediterranean, America, and Asia.

As a consequence of a new legislation which is being elaborated by the Italian Ministry of Ecological Transition, which has been introduced in order to give a “green” radical transformation to national production activities, Panorama Films believes time has come to make a radical change to its corporate sustainable responsibility. Additionally, as the sceneries that the country offers are what attract foreign production companies to Italy, and therefore to select Panorama, the company believes they must protect and conserve the locations which allow them to uphold their organization (M. V. Pugini, personal communication, February 16th, 2021). 

Panorama operates on a B2B business model, offering its service to private organizations. As of now, little steps have been taken towards a more sustainable path within the company, but the CEO believes it is time to create an important change by shifting the employees’ attitudes and enhancing their awareness towards the environment (M. V. Pugini, personal communication, February 16th, 2021).

The new communication campaign would require a radical adjustment and different approach, by addressing the employees understanding on the matter and finding a way to shift their mindset, whilst creating a strong internal coordination among the departments, to effectively carry out the strategy. The company has set the budget to be determined by the communication advisor, which will then be revised by the CEO and adjusted or approved.  

b. Meso Analysis

Market Analysis.
Since 2008, the Italian audio-visual sector has overtaken an increasing role on the nation’s market, with over 6.452 companies registered as of 2018 (Navarro, 2021). As of today, in Italy, we find small movements such as the Trentino Film Commission “Green Film” initiative, which incentivizes film productions to act more sustainable. It is the first regional fund in Europe that rewards and certifies film productions that work with respect towards the environment (Trentino Film Commission, n.d.). 

Research has lacked in highlighting any internal campaign targeted towards its employees to enhance a sustainable attitude. With over 173 thousand individuals working in the audio-visual sector in Italy, only 1,400 are certified green employees (Morello, 2021). 





Stakeholder Analysis
	Displayed below is the relevant Stakeholder Analysis for the communication strategy, each party is examined based on significance. A more elaborate examination of all company stakeholders is elaborated further on in the Communication Analysis section. 

Table 1. Relevant Stakeholder Analysis 
[image: Table
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Competitor Analysis.
There is no current competition among other audio-visual production companies. The aim is not to challenge one another, but to bring one’s company to a sustainable level. Panorama’s success in achieving their goal is not favored by diminishing other competing companies in its sector, but rather by setting an example on the correct approach to undertake in order to become sustainable. 



c. Macro Analysis
Diverse macroenvironmental factors have a determining effect on Panorama Film’s goal. These factors can be evaluated through the DESTEP analysis, as displayed in Figure 1, by considering the main external factors (Demographic, Economic, Social/Cultural, Technological, and Political), that influence the communication campaign. 

Figure 1. DESTEP Analysis 
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d. SWOT Analysis
The SWOT analysis is a fundamental tool to evaluate an organization current situation by analyzing its Strengths, Weaknesses, Opportunities and Threats, before implementing a new strategy.     

Figure 2. SWOT Analysis
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Preliminary Advice

Panorama Films’ strengths lie in the company’s solid foundations, its knowledge in the sector and the motivation to create a change within the organization. Enhancing employees’ awareness on sustainability allows for the opportunity positively impact the environment whilst preserving Italian locations, which are the main attraction that leads foreign clients to Panorama. Additionally, but not primarily, it will benefit the company as there will be an evident waste reduction and will furthermore enhance Panorama’s corporate image. 
	
Contrastingly, frequently changing employees, diversity in age groups and short periods available to implement a strategy are strong weaknesses when developing a communication campaign and must be considered. The absence of an already present communication team and/or green coordinator within Panorama Films makes the divulgation of the strategy harder.  Ultimately, lack of governmental legislations on the matter, employee possible unwillingness to change and absence of coordination among departments, results in a major threat to the communication campaign and a breaking point to a successful implementation. 


CHAPTER III




Communication Analysis

a. Stakeholder Analysis
Panorama Films has a vast number of stakeholders who play a vital role in the operations of the company. These stakeholders have been identified and divided into three categories: internal stakeholders, connected stakeholders, and external stakeholders, as shown in the table portrayed below. 

Table 2. Panorama Films’ Stakeholders 
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However, the communication issue that Panorama Films faces, is internal in nature; thus, not all stakeholder presented in the table above are involved and have a role in the solution of the problem, thus Figure 3 depicts the importance of the stakeholders involved and the influence they hold on the problem. 

Figure 3. Stakeholder Onion Model
[image: A picture containing text, electronics, screenshot
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Table 3 analyzes stakeholders based on the communication role they carry out, the message conveyed, their level of influence, and how they are structured. 
Table 3. Interested Parties Table 
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As shown in the table illustrated above, production companies have the regulatory power over budget and operations that occur within Panorama. However, producers hold the same power on internal affairs, and additionally to department coordinators, they are responsible for the implementation of the communication strategy. Ultimately, the different departments that make up the crew are the target audience of the strategy and hold a significant personal influence when aiming to shift their attitudes. 

Furthermore, stakeholders were categorized based on their interest and power on Panorama Films’ problem, as depicted in Figure 4, based on the Power-Interest Matrix (Johnson and Scholes, 1999). The matrix below shows that among the stakeholders, producers hold the highest level of power influencing the target audience; however, there is a lack of interest among the internal departments (employees) i.e., target audience to be influenced.  Therefore, department coordinators, who hold high power and interest, function as intermediaries among the two. 

Figure 4. Power-Interest Matrix of Panorama Films’ Stakeholders 
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b. Communication Network
As a result of the Literature Review and field research, Figure 5 represents Panorama Films’ internal Communication Network. Two-way communication has been determined among producers and the company’s department coordinators; between department coordinators and employees; and between producers and the production department as the latter oversees all occurrences affecting producers. This is fundamental for trust and transparency to be established, and to facilitate the feedback process (Vos et al., 2016). Furthermore, the production department supervises communication directly with the catering, through one-way communication, and oversees all logistical matters that affect crew members. Moreover, all internal department established a one-way communication with suppliers for them to directly communicate their needs and requests, with the opportunity for employees to make the most sustainable choice (Vos et al., 2016); this is because all employees, of every level, in each department that affects the creating of the film project, require materials, supplies, and services. Additionally, local governments establish one-way communication with production companies indirectly through legislations and regulations. Ultimately, it is important to highlight that two-way internal communication is present among various departments that collaborate during the production of the project i.e., accounting and production, facilities and construction, costume and make up & hair, assistant directors and costume, etc. This to say, that the internal communication network that occurs within Panorama Films is far more complex than the one displayed; ultimately, most of the internal departments are interwind with one another and necessitate for two-way communication to function successfully. A depiction of this interwind internal communication is not displayed in Figure 5 as it does not pertain to the problem which the advice aims to solve.



Figure 5. Communication Network at Panorama Films
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c. Information Climate
Table 4 displays the flow of information between the interested parties of Panorama Films’ communication strategy. 

Table 4. Information Climate at Panorama Films
[image: Table
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d. Role of Communication
The role of communication focuses on a combination of education and engineering. As the literature review has shed light on, an intricate approach is required to shift the employees’ attitudes and awareness. As results of the in-depth research conducted, access to time and resources, as well as a training to shift their mindsets are fundamental elements for employees to enhance their attitude towards sustainability. Recurringly in the research report, ‘knowledge’ resulted in the overarching key element in successfully implementing change within the corporate environment, by educating them on sustainable matters and the inegative mpact their actions and the film industry have (Espositi, 2021). Furthermore, to implement a radical change within individuals, engineering is needed to establish tools and channels for employees to be supported throughout the process of attitudinal changes towards sustainability, to ultimately adjust their behaviors. 

Communication Goal
Based on the analysis conducted, the communication goal for this project is as follows: “To create a corporate communication strategy aimed at shifting employees’ mindset towards sustainable operations in the work environment within four months after the launch of the campaign, in order for Panorama Films to ultimately become a pioneer of sustainable behavior in the Italian audio-visual production sector”. The goal is expected to be achieved within four months, through a strategic communication intervention, which is guaranteed to remain within an expected budget, judicial and ethical framework. 



CHAPTER IV




Target Audience

a. [bookmark: _Hlk62136865] Target Audiences Analysis
In the following chapter, the target audiences will be identified, by providing the primary and secondary target groups, the decision-making unit, segmentation variables and strategy, and target audience description; all of which will result in the target audience persona.  


Primary Target Audience

	Following the statement of the communication goal, the employees of Panorama Films have been defined as the primary target audience. The employees include individuals from all crew departments (Production, Accounting, Assistant Directors, Camera, Clearances & Product Placement, Construction, Costume, Electrical, Facilities, Grip, Health & Safety, Location, Make Up & Hair, Picture Vehicle, Art, and Transport), as listed in the communication analysis. The selection of the target group is based on the findings from the research report, which highlights that a change within the organization begins from its employees (Espositi, 2021). This target group has been selected based on priority and urgency. The target segmentation variables and strategy section below, help define a more comprehensive and psychographic image of the target group. 

Secondary Target Audience 

	Based on the situation and communication analysis, it has become apparent that employees are influenced and guided by department coordinators, making the latter the secondary target group for the communication advice. Coordinators hold the power of dictating guidelines and managing information flow within their departments; for this matter the target group has been selected based on priority and accessibility. The target segmentation variables and strategy section below, help define a more comprehensive and behavioral depiction of the target group. 

b. Decision Making Unit (DMU)
As demonstrated in the communication network, a two-way direct communication is present among employees and department coordinators. Panorama Films operates in a B2B market; thus, employees act as decision makers and users, as they will be the receivers of the message and hold the intrinsic power of enabling change. Department coordinators act as gatekeepers and influencers, as they control the flow of information and will act as suppliers of knowledge and advice. It is important to highlight that in given situations, department coordinators may be faced with budget or time constraints, which would force them to lessen the urgency of a sustainable approach to be undertaken; thus, given the possibility of conflicting interests, department coordinators may gatekeep or limit the information flow among its employees.  Figure 6 offers a depiction of the DMU concerning producers and employees.

Figure 6. Decision Making Unit (DMU) 
[image: Diagram
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c. Marketing Strategy 
The communication design for Panorama Films will consist of a mix of both push and pull strategy, which matches the current general communication approach that is internally applied at Panorama Films. As shown in Figure 7, the push strategy will be utilized to communicate directly with the employees through the department heads, when implementing the communication plan and proposing it to the primary target audience. The pull strategy however, as displayed in Figure 8, will occur when collecting data on the attitude development of employees, through inside analyses/surveys or measurement strategies. 

Figure 7. Push Strategy for Panorama Films
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Figure 8. Pull Strategy for Panorama Films 
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d. Target Segmentation Variables and Strategy 
The research report and situation analysis have allowed for valuable insights needed to analyze the target audience, by utilizing different segmentation variables, as displayed in Table 5 and Table 6. 

Table 5. Primary Target Audience Segmentation Variable 
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Table 6. Secondary Target Audience Segmentation Variable 
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Given that the role with which employees and department coordinators are presented with will be different, the differentiated (segmented) target strategy will be used; meaning that the two target audiences will be provided with separate communication strategies to fit what the research report has determined to be necessary and most effective. 
e. Target Audience Description
The primary communication target group is defined by employees within the audio-visual sector which aim to shift their attitude towards sustainability. The secondary target group are department coordinators of Panorama Films, which aim at influencing employees to enhance their awareness and attitude towards sustainability, with the goal of ultimately shifting their sustainable behavior. The target audience’s personas are displayed in Figure 9 and Figure 10. 

f. Target Audience Persona 
Figure 9. Primary Target Audience Persona 
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Figure 10. Secondary Target Audience Persona 
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CHAPTER V



Communication Objectives
For both primary and secondary target audiences, the Brand Resonance Model CBBE by Keller (1993) was selected as most suitable as to incentivize the communication strategy. The model if effective as it allows for a strong relationship between employees/department coordinators and sustainable operations to be built.

Table 7. Primary Target Audience Communication Objectives  
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Table 8. Secondary Target Audience Communication Objectives  
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CHAPTER VI




[bookmark: _Toc75812071]Strategic Approach

The strategic approach signifies the way communication with the target audience will occur. It is composed of the communication approach from a strategic level i.e., form and style of how the contact will exists, as well as the positioning of the brand in the market. 

a. Brand (Message) Positioning 
With Panorama Films’ Green Mission “becoming a pioneer of sustainable behavior in the Italian audio-visual production sector” (M. V. Pugini, personal communication, February 16th, 2021), the company is determined to put into practice the most innovative and effective tools to reach its desired goal, starting from a radical change in communication approach with its employees. Within the internal corporate communication, the positioning is executed by the company with respect to its stakeholders. Informal positioning prioritizes communication and information flow, as to why it is important for a change to occur in an educational manner (Vos et al., 2016). Through training and information sessions, the target audience is brought to a desired behavior, as confirmed by research conducted (Espositi, 2021). 

b. Communication Strategic Approach 
Panorama Films is aiming to enhance sustainable awareness and attitude among its employees during internal corporate operations, therefore, a mix approach of top-down and bottom-up style of communication. As shown in the research, the successfulness of the implementation of the strategy relies in the hands of the leaders of the company, which have the power to dictate regulations and provide time and resources to employees (Espositi, 2021). When implementing a radical change in terms of internal communication, a top-down approach is most suitable to get defined and enforced messages down the hierarchical lines, which ultimately filter down to the lower-level employees (Vos et al., 2016). A top-down approach will be beneficial when producers communicate with head of departments, and head of departments with employees to diffuse information, and will benefit the target audiences through trainings, information sessions, and other communication tools that guide employees to select the most eco-friendly options. Meanwhile, as depicted in the pull strategy model above, bottom-up communication style is fundamental as it can reveal insightful ideas from employees, as well as facilitating the periodical analysis of trends and behaviors among individuals (Vos et al., 2016). This will allow for transparency and credibility to be attributed to the senders of the message and will permit for progress to be tracked with every new production. 



CHAPTER VII




Central Theme
a. Core Creative Concept
The underlying “Big Idea”, which captures the target audiences’ interest, persuades, and inspires their emotional response, is as follows: “Allow us to guide and support you each step of the way to your best sustainable self”.  This umbrella idea is coherent with the target audiences’ attributes discovered through the in-depth research; they are ready for a change and are open minded but lack the support and guidelines to reach a desired behavior and require the tools to be trained and informed about sustainability related issues and favorable alternatives (Espositi, 2021). The “Big Idea” takes into consideration both target audiences to favor its effectiveness in implementation. 

b. Messaging Strategy
Based on the Foote, Cone & Belding Grid (1980), i.e., FCB Grid Model, Panorama’s communication product lies within the second quadrant; to achieve the communication objectives an affective messaging strategy is applied. The message arouses positive and intrinsic emotions that employees should associate with shifting their mindset to a sustainable one. Furthermore, a behavioral messaging strategy is needed to encourage action to occur, by nudging the individuals to behave sustainably. Informative and psychological appeals are thus necessary tools for the messaging strategy. 

As the successful implementation of the strategy lies on the second target audience, which functions as the sender of the message, behavioral messaging strategy is furthermore applied to support department heads to accept training and information on sustainable matters, and to propagate positive actions and intentions among their employees. 


c. Messaging Execution 
The execution of the messages is based on the two key findings from the research, strong and open-minded leadership, and coherent top-down communication between heads of the company and lower-level employees (Espositi, 2021). To achieve the desired objective, a “life-style” execution style is most suitable, allowing the target audience to thoroughly understand the impact and benefits of a sustainable attitudinal change. 

d. Messaging Source 
Given the presence of two target audiences, two different messaging sources are implemented, to make the message as effective and persuasive as possible. For the primary TA, the most suitable messaging source are the department coordinators; as employees are familiar with their department heads and have a trustworthy relationship installed, allowing for transparency and reliability to dominate the experience.  Department coordinators serving as sources for the message are a beneficial choice given their credibility characteristics i.e., expertise and trustworthiness, as depicted in the VisCAP Model Rossiter & Percy (1980). Producers serve as the messaging source for the secondary target audience i.e., department coordinators, to fit the TA’s need to acquire knowledge and further understand sustainable attitudes and behaviors. Producers function as spokespeople for the different co-production companies, including Panorama Films. 

e. Message Execution
Demonstration and Testimonial are the most effective methods for message executions. As the research report determines, there is a high intrinsic need for the target audience to gain knowledge on sustainable-related arguments, as well as access to resources and tools that can facilitate their transition to an eco-friendly professional approach.
f. Message Appeal 
The suggested message appeal for the primary component of the messaging strategy is “slice-of-life”. As a result of the aspects of the central theme, “slice-of-life” is the most suitable strategy, as confirmed through the research; the target audience strongly relies on communication and information flow and requires tangible and practical solutions to apply in real-life situations (Espositi, 2021).  Moreover, providing them with tools that nudge them towards a desired direction, and implementing “triggers” to facilitate the process, is one of the key factors that motivate change among employees (Fogg, 2009). Allowing employees to examine and search for alternative sustainable options to undertake in their daily lives, will consequently increase the probability of carrying out the intended behavior. 

In addition, the “endorsement” appeal is crucial for the department coordinators to build a deeper understanding and knowledge on the topic, and to be trained and guided to become aware of sustainable practices within the industry.  The “endorsement” strategy aims to influence the secondary target audience through experts and credible third parties. 


g. Message Visualization
Figure 11. Message Visualization for Primary Target Group
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Figure 12. Message Visualization for Secondary Target Group
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CHAPTER VIII




Communication Mix
	The following chapter examines the communication mix, which aims to develop the most effective strategy to achieve the communication objectives previously defined for the primary and secondary target group. The components that make up the communication mix are communication instruments, communication channels and content types.  

a. Communication Instruments
Primary Target Group
Enhancing awareness and attitudes towards sustainability among employees, will be achieved through e-newsletters. Emails allow for immediate reach within the corporate environment and permit for the communication to be directed to a predetermined target group (Lugris, 2021). 

An overarching insight from the research report showed that employees are motivated by access to resources and knowledge on the topic (Espositi, 2021). To establish the foundations for a shift in sustainable behaviors, it is fundamental that individuals are guided thoroughly through the transition. An intelligent user interface tool will be used to educate and accompany employees to the desired behavior, by providing them with an app that connects individuals to sustainable options. 

It is crucial to provide employees with practical and efficient solutions. The Situation Analysis has highlighted the need to find time-effective tools given the frequently changing employees, and thus resulting in a short period for strategy implementation time. Therefore, e-newsletters can facilitate immediate interaction with employees, allowing for feedback and discussion with their department coordinators, that moreover, can track who and how many employees have interacted with the newsletter (Ifijeh et al., 2015). 
Secondary Target Group 
Insight from the in-depth research, highlighted that individuals necessitate training and acquisition of information on sustainable topics and practices (Espositi, 2021). Therefore, an increase in target audience’s awareness towards environmentally friendly matters will be accomplished using e-newsletters. Raising their interest and desire to embark a new sustainable approach within the work environment will be achieved through expert testimonial and periodical trainings. Testimonials allow for trust to be built and can create credibility towards the problem (Hurrell, 2016).  Ultimately, through periodical e-newsletters, the organization can gather individuals’ progress and feedback, which will facilitate transparency and trustworthiness among department coordinators and leaders of the company.

b. Communication Channel 
The communication will occur through owned media. Research report findings have shown
that the target audiences need direct communication from superiors regarding fact-based knowledge, training on sustainable options and alternative, and tools that can support them through the shift in mindset (Espositi, 2021). Department coordinators will communicate directly with employees, and producers who serve as spokespeople for the company will communicate directly with coordinators through e-newsletters. Owned media will allow the company to determine what information is communicated across the organization and can favor a strong coordination within the work environment, which will ultimately benefit the strategy implementation (Bailey, 2014). 




c. Communication Content 
The communication content will consist of various tools used to reach and communicate with the primary and secondary target audience. To enhance employees’ ability to reach a desired sustainable behavior, they must be guided thoroughly through the process, starting from basic sustainable activities carried out in their day-to-day lives; as shown in the research report, to reach a desired change they must be supplied with all necessary tools and information to undertake a mindset shift (Espositi, 2021). A smart interface app for Panorama Films’ employees will be created to connect individuals to sustainable options throughout their day, starting from their choice of transportation, restaurant alternatives, sustainable suppliers, etc. The app will provide them with “trigger” notifications to remind them of certain decisions made that will nudge people to search for other eco-friendlier options; as the Fogg Behavioral Model highlighted, triggers are one of three key enablers to motivation (Fogg, 2009). Furthermore, the app will track the choices made by employees as well as alternative sustainable choices selected, by building an algorithm that will become more valuable after every production. This tool will also allow for progress to be tracked, which will ultimately provide for an analysis to be made and fundamental feedback to be gathered by the company. 

	The secondary target audience will function as the sender of the communication content for the primary target audience. They will implement periodical e-newsletters to update employees of the progress made, and regarding sustainable alternative for their internal operations. The department coordinators will likewise receive periodical e-newsletters from producers, who function as delegates of the company, regarding trainings and information sessions with specialists in the field and expert testimonials. As gathered in the interview with P. Gassmann, periodical trainings with heads of department are fundamental to building trust and awareness towards the problem. The target audience must be given the possibility to take risks, get acquainted and comfortable with new tools. Feedback will be collected by sending product-specific newsletters to department coordinators after each event, to gather individuals’ evaluations and possible point of improvement. Two-way communication is fundamental to allow for transparency to occur among different power levels of the organization. 

Moreover, on a periodical basis, employees will receive from their department coordinators forms to collect insight and feedback to track progress, as well as informative newsletters to communicate and educate employees on the information gathered through the training session and testimonials. 

d. Communication Architecture 
Table 9 and Table 10 respectively depict the communication architecture for the primary and secondary target audience, which functions as the visualization of the communication campaign.  

Table 9. Communication Architecture for Primary Target Audience
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Table 10. Communication Architecture for Secondary Target Audience
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Communication Scheduling


Figure 13. Communication Scheduling 
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	Given that the communication objectives for the primary and secondary target audience are set to be achieve for a duration of four month, congruently so is the communication scheduling.  The scheduling pattern type selected was continuity as it was deemed most suitable due the shot implementation time, as well as the non-seasonal nature of the project. This means that little variation will occur over the campaign period, providing consistent exposure throughout the duration of the campaign, allowing for constant awareness on the issue. 

	The scheduling can be visualized in Figure 13. Given that e-newsletters and thus the communication among employees, producers, and department coordinators must be implemented first, the feedback collection process will occur after the first month of the start of the campaign. 

Communication Resourcing
Table 11. Communication Resourcing 
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	Employee relationship management will be overseen by executive producer, coordinators, and project manager. The producer will be responsible for providing necessary resources and coordination within the organization. Coordinators function as sender of the information and collectors of feedback. Executive producer and coordinators are internal recruitments. Project managers are external, as they will allow for a broader choice of selection; they may present adaptability problem due to time constraints but will be thoroughly guided to overcome these obstacles.  They will be responsible for information exchange with executive producers and department coordinators, as well as recruitments with collaborators. 

The legal team will oversee all legal reviews that relate to recruitments of external parties and implementation of the strategy. The legal film is external, as common policy for Panorama. The accounting team is internal to Panorama Films and does not vary each production, this allows the company to develop foreknowledge and trust with the team, who will oversee all finances and budgeting related issues, by tracking the campaign expenses. It is important to note that the accounting team, supervises all of Panorama Films’ expenses, employee payroll, etc. and is not the same as the accounting department which varies over each production, which oversees solely the expenses of the project film.  
Communication Budgeting


Table 12. Communication Budgeting 
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	For the communication campaign, the bottom-up budgeting method was selected as Panorama Films did not set a top budget limit. Table 12 depicts the way expenses are allocated according to the different activities and categories. The estimated prices within the communication budget are derived by online searches conducted in this present year, 2021, for the Italian market, and are presented in reliance to the duration of the campaign, meaning four months.  All project costs are direct costs as the expenditures are solely used for project activities. 

	Variable costs are identified for e-newsletter creation and project manager recruitment fees, as they may vary to necessities and last-minute implementation changes. All other categories are recognized as fixed costs, meaning that the allocated costs remain the same regardless of the implementation output. Conclusively, the total cost of the communication campaign would result in €16.262,12 (sixteen thousand - two hundred and sixte two euros - and twelve cents). 

Communication Evaluation

Table 13. Communication Evaluation 
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	A comprehensive evaluation enhances the outcome of the campaign allowing the team to maintain control of the project and grant opportunities for assessment and improvement. Pre-test, the messaging strategy is evaluated to determine whether the sustainable attitude shift can occur, which relates to the communication objectives. This will be done once, through focus groups with coordinators and employees and will determine their willingness to change. 

	The communication effects will be evaluated weekly, through data analytics, field observations and smart interface analytics, used to gather feedback on the development of the objectives, i.e., whether there is an increase in awareness and association. The communication instruments they are presented with, vary according to primary and secondary TA, to assure for a detailed evaluation, and will be measured with quantitative and qualitative analysis. 

	Ultimately, the budget evaluation, which will occur each month after the start of the campaign, will determined whether the budget allocations were approximately as planned, or if alterations are necessary. Observing expenditures and budget allocations helps to regulate the overall project performance. 
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Ministry of Ecological Transition (or Ministero della Transazione Ecologica)

The Ministry plays a focal role as it holds the power of dictating legislations and regulations to which Panorama most adhere. It is the government’s responsibility to set
guidelines and provide the necessary information for audiovisual companies to undertake a sustainable approach to their businesses. Furthermore, the Ministry of Ecological
Transition has the legislative power to impose restrictions and the strict targets that must be met.

Production Companies

As the organization is hired as an audiovisual service company by world-wide production companies, with whom Panorama Films co-produces the projects, the clients may
have an impact on the campaign that Panorama aims to carry out. The co-production houses have an impact on budget and often employ some individuals from their foreign
country. These factors can have a direct impact on the execution of the communication strategy.

Producers

Producers act as spokespeople for Panorama Films and the production companies that co-produce with Panorama. They have the power of allocating budget within the
project film, as well as coordinating information flow among departments.

Department Coordinators

Given the large number of employees that compose Panorama Films, department coordinators are allocated in order to regulate and organize specific tasks, as well as to
assure an effective communication among individuals. They are fundamental to facilitate exchange of information and collaboration among diverse departments, and to
inform producers about the most significant occurrences within their division.

Employees of Panorama Films — Internal Departments

The potential of implementing an attitude change and enhancing individual’s awareness within the company lies in employees’ motivation to do so. They are the target

group that Panorama aims to address and provided with the right tools and an effective communication campaign, they can become the facilitators of sustainable performance.
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Demographic Forces

According to FASI (2019), there are over 173 thousand individuals
employed in the audiovisual sector in Italy, in an average of 150 film
projects each year and 5,880 days of shooting (Morello, 2021). Out of
all audiovisual employees which range in over 20 departments
(Production, Accounting, Art, Transport, Accommodation, Costume,
Clearance, Health & Safety, Location, etc.), only 0.81% of these
individuals can be considered, as of today, promoters of sustainable
attitudes (Morello, 2021).

Economic Forces

From a quantitative point of view, the Italian audiovisual is the leading
contributor to the Creative Industry, with over 14 billion euros and 180
thousand employed individuals (Ernst&Young, 2017). Additionally,
production companies or companies affiliated to the audiovisual sector
are granted with tax credit, which provide for the possibility of
offsetting tax debts, e.g., IVA (or VAT), social security and insurance
contributions, for a credit accrued again and investment in the film
sector. Furthermore, the Ministry of Ecological Transition is
considering tax deductions or alternative economic incentives in order
to encourage a sustainable development withing the production
industry.

Technological Forces

Due to COVID-19, the use of digital tools has had an ever-growing
surge on the Italian population, where an additional 11% of business
have undertaken a digital transformation (Testa, 2020). The Digital
Economic and Society Index 2020 (DESI) shows that in relation to the
European Union, Italy struggles are identified in relation to the human
capital front i.e., the availability of digital skills, and the integration of
digital technologies in organization and production processes and the
nation is placed fourth to last of the European rankings (Testa, 2020).
A causal factor is also due to absence of broadband and optical fiber
which does not reached extended areas of our territory, especially in
underdeveloped regions (Testa, 2020). Problematic is also the data
collected from the Digital Transformation Index, which shows that
36% of the Italian population is opposed to a technological expansion
in the work environment (BitMAT, 2021) and 55% of business are
unable to take a step into a radical digital shift (Testa, 2020).

Social/Cultural Forces

Research has shown that over the last three years, 15% of the Italian
population is more aware more of climate issues and human’s
responsibility towards the environment’s degradation, where 74% is
either passionate or simply interested in the sustainability thematic
(Merzagora, 2018). Furthermore, most concerned individuals lie in the
age groups between 18 and 34 (Merzagora, 2018). This creates a
concern, as the average age in Italy as of 2021, is equal to 46 years old,
and has had a steady increase since 2002 (Tuttitalia, 2021). This data
is crucial as sources have proved that change is less accepted among
older individuals, particularly those who are not thoroughly informed
on the matter (Marks, 2009).

Political Forces

The lack of governance and legislative directive on the thematic of
sustainability is causing Italy to lose its challenge on sustainable
development. As stated by the former Labor and Social Policy
Minister of the Italian Republic, Enrico Giovannini, whom is also the
stockperson for the Italian Alliance for Sustainable Development,
what is missing is a coordinate vision on possible policies needed to
build a fair and sustainable future for Italy (Tedeschi, 2019). Not
enough importance is placed on the matter at hand, and the government
must seize the enormous opportunities, including economic ones, that
can be offered by the transition to sustainable development (Tedeschi,
2019). Furthermore, it is necessary to impose guidelines for public
administration to apply, as well as environmental and organizational
standards that contribute to the achievement of sustainable attitudes,
by demonstrating a united front among the Italian government.
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Awareness

To raise awareness about environmental benefits generated by sustainable practices, among 60% of
Panorama Films’ employees within four months after the launch of the campaign through intelligent

user interface.

Association

To build a strong understanding surrounding sustainable operations, among 50% of Panorama Films’
employees within four months after the launch of the campaign through intelligent user interface.
Attitude

To develop positive attitudes towards sustainable practices and alternative, among 50% of Panorama
Films’ employees within four months after the launch of the campaign through intelligent user interface.
Activity

To carry-out sustainable behaviors and operations, among 30% of Panorama Films’ employees within

four months after the launch of the campaign through intelligent user interface.
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Awareness

To raise awareness about environmental benefits generated by sustainable practices, among 50% of

Panorama Films® department coordinators, within four months after the launch of the campaign.
Association

To build a strong understanding surrounding sustainable operations, among 40% of Panorama Films’
department coordinators, within four months after the launch of the campaign.

Attitude

To develop positive attitudes towards sustainable practices and alternative, among 40% of Panorama
Films’ department coordinators, within four months after the launch of the campaign.

Activity

To carry-out sustainable behaviors and operations, among 30% of Panorama Films’ department

coordinators, within four months after the launch of the campaign.
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Management Creation
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1. Background & Context of Organization 



Panorama Films S.r.l. is an Italian-based production and service company, who has gained a leading role in the country’s audiovisual sector for its feature films, commercials, photographic shoots and more. “Panorama films provides support in all aspects of production, including budgeting, location, crew, logistical, organizational, tax credit and fiscal incentives for all budget ranges” (Panorama Films, n.d.). Founded over 20 years ago, the company has collaborated on a broad portfolio of feature films with worldwide recognized companies such as Disney, Universal Pictures, Warner Bros, HBO, Paramount and numerous more; as well as working with product brands and magazines ranging from Volvo to Elle and Harper’s Bazaar among the plentiful (Panorama Films, n.d.). 



Panorama Films’ CEOs and Executive Producers, Ute Leonhardt and Marco Valerio Pugini have produced and collaborated on feature films and televisions shows such as Zoolander II, Eat Pray Love, Mission Impossible, Letters to Juliet, Sex and The City, etc. Despite their success in the Italian audiovisual production sector, as well as among foreign countries across the Mediterranean, America and Asia, Panorama Films is ready to take a new step in enhancing its image and behavior, by radically changing its sustainable performance and environmental impact.  



Panorama Film’s employs an average of three hundred freelance individuals on every cinematic project, divided in over twenty departments (such as: Production Department, Accounting Department, Art Department, Transport Department, Costume Department, Clearance Department, Health & Safety Department, Location Department, etc.). Given the vastity of the number of staff members and the demanding needs of each, it is difficult for the head of the company, the Producers, to keep track of the consumption and waste that occurs over the duration of the project (M. V. Pugini, personal communication, February 16th, 2021). For this matter, Panorama aims to implement a communication campaign that will build and strengthen an eco-friendlier attitude in the work environment (M. V. Pugini, personal communication, February 16th, 2021). 



Every department involved in the production of an audio-visual project produces waste and consumes a significant amount of material beyond what is necessary, especially due to the fast pace at which everything constantly moves, and the continuous change of location, which does not allow for an adequate attention to environmental impacts it creates (D’Urso et al., n.d). It is in fact necessary to work case-by-case when implementing an improved attitude towards sustainability within the organization, and it is crucial to focus on individual needs and perceptions (department, age groups, etc.) in order to smoothly carry out the desired goal (D’Urso et al., n.d). 










2. Problem Analysis 



In February 2021, the Italian Government introduced the “Ministero della Transizione Ecologica” (MiTe) in English defined as: “Ministry of Ecological Transition”, who has taken over partial roles of the “Ministry of the Environment”, and functions as a dicastery of the Italian Government, responsible for sustainable energy matters. This change in legislation has been introduced in order to give a “green” radical transformation to national production activities. 



For this matter, audiovisual production companies, among many, will have to adapt to the new ecological legislation. Panorama Films S.r.l. will have to adjust to this shift from a sustainability point of view in regard to its own internal organization, as it is the only effective manner of implementing change within the company. Alongside an ecological transition, the result of adapting to this new legislation will favor Panorama economically, as there will be tax deduction and compensations by MiTe, although they have not yet been defined due to Covid-19 delays (Ministro della Transizione Ecologica, 2021). 



The transition with which Panorama Films’ is faced with, represent a point of vital change in the company as it reflects the Green Mission that it ultimately aims to achieve: “becoming a pioneer of sustainable behavior in the Italian audiovisual production sector” (M. V. Pugini, personal communication, February 16th, 2021). Despite the legislation not having been placed in motion yet, the company’s desire is that to begin an eco-sustainable journey, which will ultimately meet the government’s indications once the legislation has been officialised. 



In each production, we must consider the incredible amount of waste produced by scrutinizing each individual’s needs pertinent to their departments, to whom a production company must guarantee all necessary meals and services, materials used to dress the sets that change on a daily basis, in additional to all stationary tools which are used in large amounts, and in particular paper. If we were to give an estimate of the environmental impact of an Italian production project, of an average of two months, this would result in nineteen tons of CO2 emissions (Edison, n.d). For better understanding, the number of emissions produced by a single average Italian audio-visual project of an average of 2 months can be compared to 2.3 home’s energy consumed yearly. 



Furthermore, the movie industry is an art which is embedded at the core of the Italian culture, and the sceneries that the nation offers is what attract foreign production companies to select Italy as a shooting location, and Panorama Films as the service company for their projects. This is of vital importance and creates an urgent need for Panorama to implement a change within its organization (M. V. Pugini, personal communication, February 16th, 2021). It is of vital importance to safeguard the locations, not only for the indisputable matter of protecting the environment, but as they are the means that attract foreign tourists of this industry to the country, and as an end result favour the selection of Panorama Films for the production of their audio-visual projects. 



It is thus fundamental to highlight Panorama Films’ stakeholders when approaching the problem stated above. The most significant internal stakeholders we find, are the employees of the company (producers, crew, etc.) as they are attributed the task of carrying out the objectives presented. As studies have shown, the focus needs to be shed on internal communication, by understanding employee’s awareness and analyzing their consumption attitudes (D’Urso et al., n.d). We are faced with two principal internal challenges: communication among the departments, and age-related habits embedded among employees. The workers of Panorama Films are selected on a project-by-project case thus they quite often change, as well as the producers of the films who vary according to the foreign production house. Suppliers change due to the different needs of the projects, but often-time stay the same, for example in relation to technical gear, catering, etc. They are affected by the constantly changing locations and thus reachability, as each project may bring the company to a different region or diverse setting. The power of enforcing change is the Executive Producers of Panorama Films responsibility, as they never vary given that they are also the owners of the company; decision making and changing attitudes lies in their hands. 



Lack of communication is due to the vast number of employees present in each department as well as the pace at which everything moves. It is arduous to coordinate each individual and ensure their ecological conduct, despite the numerous head of departments present. Secondly, sources have proven that age plays a decisive role when enabling change (D’Urso et al., n.d). Young individuals, whom are also more sustainability oriented and conscious about environmental impacts, are more easily influenced in adjusting their behavior in contrast to others who have an ingrained mentality. In addition to the continuous necessity to face unexpected occurrences presented throughout the duration of the project, the need to change one’s attitude may result in a further complication (D’Urso et al., n.d).



The external stakeholders are the Italian Government mainly, as well as possible production companies with which Panorama Films intends to co-produce, in addition to its various future clients. The clients, meaning Panorama’s co-production companies play a decisive role as they impact the budget, have the power of dictating needs, and may be sensitive to sustainability principles related to their image. 



This given, the primary research problem is as follows: developing and internal communication strategy to enhance sustainable attitude within the organization.  The key concepts to analyze are Employee Motivation to Attitude Change, Employee Awareness to Sustainability, and Relation Between Work and Personal Life Attitudes.





































3. The Assignment 



Given the matter at hand stated above, the Advice Question is: “How can we successfully develop a communication campaign aimed at enhancing awareness and sustainable attitudes among employees at Panorama?” 



The intended end result is to build a communication strategy that will favor a change in employee’s attitude towards their sustainable awareness by moderating their selection of material and encouraging them to make the most appropriate choices for the environment, without impacting their work efficiency. This relates to operations such as the choice of transport, catering, recycling of materials, selection of equipment to dress the sets, etc. The communication advice, and ultimately the shift of mindset which will impact the individuals’ behavior will benefit not only the environment, but Panorama Films from an economical and reputation point of view. A smarter use of resources and coordination among the different departments will avoid the large amount of wastage produced, resulting in a more cost-efficient buying/procurement. Becoming a pioneer of sustainable audio-visual production, will not only enhance their image but also attract client-companies with similar mindsets and overlapping objectives. 



At his point of the process, Panorama Films is not able to quantify exactly the amount of waste produced, materials consumed, and energy utilized - but are instead able to give an estimate measure of the amount of purchased quantities of energy/materials. As Panorama and the Ministry have not set concrete targets and legislations, the focus of the research is to shift the employee’s attitude to be more sustainable. The communication campaign aim is therefore to prepare and enhance awareness about sustainability and prepare positive attitude, in order to enable smooth adoption and willingness to change behaviour later on. For this matter, in order for the communication advice to be considered successful, Panorama must conduct a quarterly inside analysis/survey to measure progressing awareness and attitudes.



4. Research Approach



Given the Advice Question stated above, the Research Objective of this proposal is to determine the most appropriate method for Panorama Films to promote a sustainable attitude among its employees. The key areas to focus on are Employee Motivation to Attitude Change, Employee Awareness to Sustainability, and Relation Between Work and Personal Life Attitudes, in order to ultimately deliver an internal communication strategy by:

· Understanding employees’ current awareness related to environmental issues 

· Analyze the perceive key barriers that employees are facing when implementing a new behavioral attitude in the work environment

· Analyze the perceived enabler factors that employees are facing when implementing a new behavioral attitude in the work environment

· Understand what motivates an individual in adapting an eco-friendlier attitude

· Understand employees’ current opinions about sustainability 

· Understand employees’ current sustainable behaviors in personal lives



To further the objective stated above, the following Research Question is derived: What are the key factors that influence employees’ awareness and attitude towards sustainable operations?





Based on the above question, the following sub-questions are formulated:

· What are the employees’ current awareness related to environmental issues?

· What are the perceived key barriers that employees are facing when implementing a new behavioral attitude in the work environment?

· What are the perceived enabler factors that employees are facing when implementing a new behavioral attitude in the work environment?

· What motivates an individual to adapt an eco-friendlier attitude? 

· What are the employees’ current opinions about sustainability?

· What are the employees’ current sustainable behaviors in their personal lives?



The table displayed below presents the key points that can facilitate in answering the Research Objective, supported by Theoretical Frameworks which are fundamental to support the discussions and affirmations made.  



Table 1. Key Concepts supported by Theoretical Frameworks for Research Question

		Key Concept



		Theoretical Framework

		Justification



		

Awareness to Sustainability



		

ADKAR Model

(Prosci)

		The model examines five key steps to implementing it, beginning with the first crucial building block: awareness. The model emphasizes the need for awareness to be built, and defines awareness as explaining to the stakeholders the need for the innovation, the opportunities it will lead to, and the risks that may occur if a transformation is not place in motion. 



		

Motivation for Attitude Change

		

Theory of Reasoned Action (Ajzen & Fishbein, 1980)



		

This theory illustrates how external factors influence behavior indirectly, allowing us to predict the TA’s possible attitudes through three main components: Behavioral Intention, Attitude and Subjective Norm. 



		

		

Selective Exposure Theory (Klapper, 1950)



		

Based on psychological theories, Klapper highlights the individual’s inclination to accommodate information that relates to their pre-existing views, while attempting to avoid any conflicting ones. 

This will allow for attitude bias to be avoided. 



		

		

Cognitive Dissonance Theory (Leon Festinger, 1957) 



		

The theory helps reduce the discomforts relating to a shift of attitude or change caused by one’s beliefs. Festinger believed that there is an inner desire to maintain harmony in regard to our behavior and avoid what is defined as dissonance. 



		

		

Six Principles of Persuasion (Cialdini, 2007)

		

The theory aims to explain six persuasion methods that can be used to convince and influence an individual to take a desired action.  



		

Internal Coordination

		

The Belbin Team Roles

		

In order to coordinate successful a team, the model help to identify behavioral strengths and individual qualities, as well as personal weakness that might affect your project group. 












5. Research Methodology



The research that will be carried out, will consist of both desk and field examinations. Desk research will allow for the understandings of the basics of sustainability within organizations, which will also be supported by the knowledge gained during the minor in Sustainability in Business that I have taken last year at The Hague University of Applied Sciences.  Furthermore, it will be useful to take under examination best practice examples of other production companies globally, to investigate the approaches overtaken by others within the audiovisual sector.  Ultimately, field research will allow for the definition of the prior knowledge gained, by enhancing it with first-hand information obtained by field professionals, decision makers and implementors with the organization, as well as understanding employees’ attitude and barrier to change. 



Qualitative Research:

· Desk Research: utilizing theoretical research and acquired models by applying them to the given issue through literature reviews and theory analysis. 

· Interviews: 3 interviews, possibly with:

· Executive Producer – Marco Valerio Pugini or Ute Leonhardt

· Expert in the field of sustainability in the movie industry

· Office Production Assistant (responsible for the purchase and selection of materials utilized within the office buildings / on set) 









Quantitative Research:

· Digital Survey: to be sent to the employees of Panorama Films to understand the obstacles and motivation for a possible shift in attitude regarding their sustainable impact 



Limitations:

· Given the time pressure presented during the production of film projects and the fast pace with which everything moves at, it might result challenging to find available time for employees and other individuals to schedule an interview/conduct the survey. 

· Lack of information available on the new legislation implemented by the Italian Government, as well as implementing sustainable change within organization in the audiovisual sector – in particular in Italy. 

· COVID-19 restrictions may not permit for sit down interviews, as the protocols taken by Panorama Films in regard to virus prevention are extremely strict. 























6. Planning 
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Executive Summary



The aim of this research is to develop a communication advice for Panorama Films. After the institutionalization of the Ministry of Ecological Transition, which aims to give a “green” radical transformation to the nation’s production activities in Italy, Panorama felt the need to implement a radical change within its current operations, by undertaking sustainable practices. The company, however, finds it challenging to implement effective internal organization among its departments, thus not allowing for an adequate information flow to successfully carry out a behavioral change.  Currently, Panorama Films does not actively encourage its employees to act sustainably in the work environment, as it lacks the appropriate tools and strategies to do so. Therefore, the following advice question aims to solve Panorama Films’ internal communication issue: “How can we successfully develop a communication campaign aimed at enhancing awareness and sustainable attitudes among employees at Panorama Films?”. 



In order to develop a relevant communication advice, the following main research question served as a pilot for the research conducted: “What are the key factors that influence employees’ attitudes towards sustainable operations?”. 



The research encompassed desk research in the form of literature review by assessing existing knowledge on the topic and identify knowledge gaps; as well field research through an online survey with 36 participants, and an interview with an expert in the field, which aimed to fill the discovered knowledge gaps. Panorama Films’ employees and department coordinators represent the target population for the research. 



According to the results, the key factors that influence employees to enhance their attitudes towards sustainable operations are a strong leadership and support from the heads of the company, access to time and resources, and the opportunity for a clear understanding of the issues at hand, by gaining knowledge and insight on opportunities for change. 



Therefore, the communication strategy for Panorama Films should be focused on educating the target group on sustainable matters and the effect of the film industry on the environment, as well as providing them with insightful sustainable alternatives that they can easily adopt in their daily operation, in addition to access to time and resources provided by the leaders of the company who fully support them throughout the transition. 
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Sustainability 	The ability to maintain the ecological balance at a steady level, without the depletion of natural resources. 

CHAPTER I




Introduction



Panorama Films is an Italian-based production and service company, founded by CEOs and Executive Producers, Ute Leonhardt and Marco Valerio Pugini. The company has acquired a leading role in the country’s audio-visual sector for its feature films, commercials, photographic shoots and more. “Panorama films provides support in all aspects of production, including budgeting, location, crew, logistical, organizational, tax credit and fiscal incentives for all budget ranges” (Panorama Films, n.d.). Founded over 20 years ago, the company has collaborated on a broad portfolio of feature films with worldwide recognized companies such as Disney, Universal Pictures, Warner Bros, HBO, Paramount and numerous more; as well as working with product brands and magazines ranging from Volvo to Elle and Harper’s Bazaar among the plentiful (Panorama Films, n.d.). They have produced and collaborated on projects such as Zoolander II, Eat Pray Love, Mission Impossible, Letters to Juliet, Sex and The City, etc. 



Despite their success in the Italian audio-visual production sector, as well as among foreign countries across the Mediterranean, America and Asia, Panorama Films is ready to take a new step in enhancing its image and attitude, by radically changing its sustainable performance and environmental impact.  



Panorama Films employs an average of three hundred freelance individuals on every cinematic project, divided in over fifteen departments. Given the vastity of the number of staff members and the demanding needs of each, it is difficult for the head of the company to keep track of the consumption and waste that occurs over the duration of the project (M. V. Pugini, personal communication, February 16th, 2021). For this matter, Panorama aims to implement a communication campaign that will build and strengthen an eco-friendlier attitude in the work environment (M. V. Pugini, personal communication, February 16th, 2021). 

Every department involved in the production of an audio-visual project produces waste and consumes a significant amount of material beyond what is necessary, especially due to the fast pace at which everything constantly moves, and the continuous change of location, which does not allow for an adequate attention to the environmental impacts it creates (D’Urso et al., n.d). It is in fact necessary to work case-by-case when implementing an improved attitude towards sustainability within the organization, and it is crucial to focus on individual needs and perceptions (department, age groups, etc.) in order to smoothly carry out the desired goal (D’Urso et al., n.d). 



In February 2021, the Italian Government introduced the “Ministero della Transizione Ecologica” (MiTe) in English defined as: “Ministry of Ecological Transition”, who has taken over partial roles of the “Ministry of the Environment”, and functions as a dicastery of the Italian Government, responsible for sustainable energy matters. This change in legislation has been introduced to give a “green” radical transformation to national production activities. 



For this matter, audio-visual production companies, among many, will have to adapt to the new ecological legislations. Panorama Films S.r.l. will have to adjust to this shift from a sustainability point of view regarding its own internal organization, as it is the only effective manner of implementing change within the company. Alongside an ecological transition, the result of adapting to this new legislation will favor Panorama economically, as there will be tax deduction and compensations by MiTe, although they have not yet been defined due to Covid-19 delays (Ministro della Transizione Ecologica, 2021). 

	

The transition with which Panorama Films is faced with, represents a point of vital change in the company, as it reflects the Green Mission that it ultimately aims to achieve: “becoming a pioneer of sustainable behavior in the Italian audio-visual production sector” (M. V. Pugini, personal communication, February 16th, 2021). Despite the legislation not having been placed in motion yet, the company’s desire is that to begin an eco-sustainable journey, which will ultimately meet the government’s indications once the legislation has been officialized. 



In each production, we must consider the incredible amount of waste produced by scrutinizing each individual’s need pertinent to their departments, to whom a production company must guarantee all necessary meals and services, materials used to dress the sets that change on a daily basis, in additional to all stationary tools which are used in large amounts, and in particular paper. If we were to give an estimate of the environmental impact of an Italian production project, of an average of two months, this would result in nineteen tons of CO2 emissions (Edison, n.d). For better understanding, the number of emissions produced by a single average Italian audio-visual project of an average of 2 months, can be compared to 2.3 home’s energy consumed yearly. 



Furthermore, the movie industry is an art which is embedded at the core of the Italian culture, and the sceneries that the nation offers is what attract foreign production companies to select Italy as a shooting location, and Panorama Films as the service company for their projects. This is of vital importance and creates an urgent need for Panorama to implement a change within its organization (M. V. Pugini, personal communication, February 16th, 2021). It is fundamental to safeguard the locations, not only for the indisputable matter of protecting the environment, but as they are the means that attract foreign tourists of this industry to the country, and as an end result favor the selection of Panorama Films for the production of their audio-visual projects. 



It is thus fundamental to highlight Panorama Films’ stakeholders when approaching the problem stated above. The most significant internal stakeholders we find, are the employees of the company (department coordinators, crew, etc.) as they are attributed the task of carrying out the objectives presented. As studies have shown, the focus needs to be shed on internal communication, by understanding employee’s need and analyzing their consumption attitudes (D’Urso et al., n.d). We are faced with two principal internal challenges: communication among the departments, and age-related habits embedded among employees. The workers of Panorama Films are selected on a project-by-project case thus they quite often change, as well as the department coordinators of the films who vary according to the foreign production house. Suppliers change due to the different needs of the projects, but often-time stay the same, for example in relation to technical gear, catering, etc. They are affected by the constantly changing locations and thus reachability, as each project may bring the company to a different region or diverse setting. The power of enforcing change is the producers’ responsibility; decision making and changing attitudes lies in their hands. 



Lack of communication is due to the vast number of employees present in each department as well as the pace at which everything moves. It is arduous to coordinate each individual and ensure their ecological conduct, despite the numerous head of departments present. Secondly, sources have proven that age plays a decisive role when enabling change (D’Urso et al., n.d). Young individuals, whom are also more sustainability oriented and conscious about environmental impacts, are more easily influenced in adjusting their behavior in contrast to others who have an ingrained mentality. In addition to the continuous necessity to face unexpected occurrences presented throughout the duration of the project, the need to change one’s attitude may result in a further complication (D’Urso et al., n.d).



The external stakeholders are the Italian Government mainly, as well as possible production companies with which Panorama Films intends to co-produce, in addition to its various possible clients. The clients, meaning Panorama’s co-production companies, play a decisive role as they impact the budget and have the power of dictating needs.

This given, the primary research problem is as follows: developing and internal communication strategy to enhance sustainable attitude within the organization.  The key concepts to analyze are Employee Motivation to Attitude Change, Employee Awareness to Sustainability, and Relation Between Work and Personal Life Attitudes.



Given the matter at hand stated above, the Advice Question is: “How can we successfully develop a communication campaign aimed at enhancing awareness and sustainable attitudes among employees at Panorama Films?”. 



The intended end result is to build a communication strategy that will favor a change in employee’s attitude towards their sustainable awareness by encouraging them to make the most appropriate choices for the environment, without impacting their work efficiency. This relates to operations such as the choice of transport, catering, recycling of materials, selection of equipment to dress the sets, etc. The communication advice, and ultimately the shift of mindset which will impact the individuals’ behavior will be benefit not only the environment, but Panorama Films from an economical and corporate image point of view. A smart use of resources and a coordination among the different departments will avoid the large amount of wastage produced, resulting in a financial save. Becoming a pioneer of sustainable audio-visual production, will not only enhance their image but attract foreign companies with similar mindsets and overlapping objectives. 



As the employees in each project are often different and sometimes new to Panorama Films, and the duration of each project is of approximately four months, it will be fundamental to implement short-term communication strategies for the upcoming projects over the span of the next year, while ultimately aiming to achieve their goal in the next three years. Panorama will implement the strategy on one of its upcoming projects and analyze the results obtained in order to comprehend its effectiveness and points of improvement. 

At his point of the process, Panorama is not able to quantify exactly the amount of waste produced, materials consumed, and energy utilized - but are instead able to give an estimate measure of the amount of purchased quantities of energy/materials. As Panorama and the Ministry have not set concrete targets and legislations, the focus of the research is to shift the employee’s attitude to a more sustainable one instead of implementing actual behavioral change. The communication campaign aim is therefore to prepare and enhance the sustainable attitudes in order to enable smooth adoption and willingness to change behaviour later on. For the communication advice to be considered successful, Panorama must conduct a quarterly inside analysis/survey or measurement strategy at the end of each project to measure progressing awareness and attitudes.



Figure 1. Research Objective
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To further the objective stated above, the following Research Question is derived: What are the key factors that influence employees’ attitudes towards sustainable operations?





Figure 2. Sub-research Questions 
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CHAPTER II




Literature Review 



Introduction and Literature Search Questions

The literature review aims to delve into existing theories and insights on the topic of enhancing environmental awareness and positive attitude regarding sustainability among employees in a corporate environment. The knowledge will then serve as a facilitator in gaining an understanding on the matter at hand, by providing a clarification on the different sub-questions and helping to identify the knowledge gaps present. It is fundamental as to give the literature review a sense of direction, to guide us to the desired answers. After taking into consideration the research objective and research question, the following key concepts emerged to guide the literature review:

1. Employee Motivation to Attitude Change

2. Employee Awareness to Sustainability

3. Relation Between Work and Personal Life Attitudes



Subsequently, the following literature search questions are as follows:

LSQ1: What are the factors that impact employees’ motivation to implement an attitude change?

LSQ2: What awareness do employees have in relation to sustainability in Italy?

LSQ3: What impact does personal life attitudes have on attitude change in the work environment?










Key Concept I – Employee Motivation to Attitude Change 

What are the factors that impact employees’ motivation to implement an attitude change? As Joseph Klapper’s Selective Exposure Theory highlights, individuals have an innate tendency to expose oneself to selected external stimuli, allowing them to accommodate information that pertain to their pre-existing views and to avoid any conflicting ones (Brosius & Peter, 2017). Studies have shown that before attempting to educate an individual on environmental matters, environmental sensitivity must be achieved (Kukkonen et al., 2018). Additionally, the Model of Environmentally Responsible Behavior elaborated by Hines, Hungerford and Tomera examines the variables that motivate environmental attitude shifts, which are: personality, skills, and knowledge (Kukkonen et al., 2018). Kukkonen (2018) mainly highlights that personal responsibility, which is enclosed within the personality factor, is a fundamental tool to prompt change in an individual’s sustainable behavior. 



A shown in the research conducted by ASVIS – the Italian Alliance for Sustainable Development – which analyzed sustainable attitudes in corporate sectors, in 2020, 68,3% of the interviewees have positively modified their sustainable approach, 12,4% more than the previous year (De Tommasi, 2020). One of the motivating factors that lies behind the shift in sustainable attitude in Italy has been Covid-19; the sense of responsibility, caused by the overpowering level of pollution increase over the last year, has sparked a need for change in individuals (De Tommasi, 2020).



Furthermore, the Behavior Model for Persuasive Design (Fogg, 2009) examines motivation as one of three factors influencing behavioral change, arguing the idea that motivation and ability are equivalents, meaning that individuals with low motivations may implement a change if the ability to do so is high i.e., if the act is simple to execute (Fogg, 2009). Additionally, BJ Fogg’s (2009) framework for motivation highlights three key factors: Pleasure/ Pain, Hope/ Fear, and Social Acceptance/ Rejection.  



	Contrastingly, according to Kollmuss and Agyeman (2010), the limitations to pro-environmental attitudes are caused by the absence of certain factors in theoretical frameworks to be evaluated. Models and theories do not examine individual, social and institutional restrictions, and often neglect that individuals are not machines able to make rational and systematic deductions from the information they are provided with (Kollmuss & Agyeman, 2010). Furthermore, the authors believe that at the core of motivation, economic, social, and cultural factors play a decisive impact on individual’s attitude change and decision making (Kollmuss & Agyeman, 2010). 



	Conclusively, literature highlights contrasting theories and ideas when considering effective factors to motivate attitudinal change. The overarching key motivating factor is individual’s intrinsic need to uphold social responsibilities, whether this is driven by ethical incentives such as hope and pleasure, or unethical ones such as fear and rejection. Other external factors play a decisive role in motivators for attitudinal change but jeopardize the opportunity of implementing long-term objectives. 



Key Concept II – Employee Awareness to Sustainability 

What awareness do employees have in relation to sustainability in Italy? As examined through a variety of sources, Italy’s film industry is far from being considered exemplary regarding sustainability, although over the last decade awareness on matters of sustainability have had an exponential growth (Tibaldi, 2018). A study conducted by Ipsos, the Italian Corporation for Market Analysis and Research, has shown that overall, 72% of Italian citizens are aware about sustainability: 50% of whom are informed and willing to change their attitudes, 13% are skeptical but somewhat informed, and 17% that are simply uninterested (Tibaldi, 2018). Overall, only an average 20% of the population is truly committed and aware about sustainability issues (Tibaldi, 2018). Additionally, Tibaldi (2018) indicates that 76% of the Italian population has stated that they simply do not understand the matter at hand and are not able to comprehend what makes a company sustainable. The data provided above is unfavorable when aiming to enhance an individual’s sustainable attitude, as awareness lies at the core of behavioral change. 



Endorsement in corporate sustainability settings is fundamental for employee engagement to be fulfilled and green objectives to be achieved (Hermes, 2014). Literature shows that deepening an individual’s ecological knowledge and awareness, will have a direct positive impact on their sustainable motivation and engagement (Kukkonen et al., 2018). Based on the concept that organizational change can occur only when individual change does, the Prosci ADKAR Model examines five key steps to implementing it, beginning with the first crucial building block: awareness (Prosci, n.d.). The model emphasizes the need for awareness to be built and defines awareness as explaining to the stakeholders the need for the innovation, the opportunities it will lead to, and the risks that may occur if a transformation does not occur (Prosci, n.d.).  To do so, a corporation must delve into the subject at hand, and provide individuals with the necessary information, as lack of awareness has been proven to be the leading reason for employee resistance to change (Prosci, n.d.).  



Contrastingly, a study conducted by Kempton et al. (1995) found that awareness about sustainability did not have a strong correlation in regard to environmentalists and non-environmentalists (Kollmuss & Agyeman, 2010). Furthermore, Kollmuss and Agyeman (2010) state that other factors such as economic and culture, can play a more decisive role in attitudinal change as well as intrinsic values, as incentives obfuscate environmental concerns (Kollmuss & Agyeman, 2010).

	

In conclusion, the data provided by Ipsos displayed above depicts a challenging image of the current sustainability awareness of individuals in Italy. Literature has shed light on the assumption that high ecological knowledge and awareness is needed for an attitudinal change to occur towards the matter; thus, it is fundamental that an intrinsic shift occurs before organizational sustainable change may result. 



Key Concept III – Relation Between Work and Personal Life Attitudes  

What impact does personal life attitudes have on attitude change in the work environment? According to research conducted by Nagy et al. (2019) based on the Spillover Theory, the experiences an individual is subjected to in the work microsystem and the personal microsystem, positively or negatively influence the other area of life. Researchers have further examined the positive interdependencies presented between work and personal roles, defining such phenomenon as positive spillover (Greenhaus & Powell, 2006). Examples of positive work to family spillover concentrates on the supportive character of personal relationships; where valuable attitudes and abilities are acquired in an intimate environment and applied in professional settings such as the workplace (Crouter, 1984). Environmental psychologist Lauren Henn, and environmental experts Siegmar Otto and Florian G. Haiser have researched the favorable effects of positive spillover on attitude change. The study conducted has shown that the higher the individual’s personal environment attitude, the more probable the result of a progressive change to perform pro-environmental conduct will occur in other settings of their life; leading to an increase of 3.5% of overall sustainable behaviors (Henn et al., 2020). 





Conclusion and Knowledge Gaps



The Literature Review has focused on existing knowledge, by highlighting three key concepts with the objective of acquiring a deeper understanding of the issue at hand. 



Nonetheless, the Literature Review did not provide insights on the audio-visual production industry, aimed specifically at the target audience. Thus, to gain a defined understanding of the situation, the opinions of current employees at Panorama Films are essential to ultimately develop a tailored communication advice for the company.  Three knowledge gaps have emerged from the analysis, which will subsequently guide the in-depth research to provide an answer to the central research question. 



Knowledge Gap I – Motivational Factors to Sustainable Attitude Change

	The Literature Review provides an overview of theories that may facilitate the understanding behind the principal motivational factors that influence individuals to commit to an attitudinal change. However, to address Panorama Films’ problem of achieving a change in employee sustainable attitude, it is essential to delve into practical motivators and what level of impact they may have on employees. The Expectancy Theory by Porter & Lawler (1968) is based on the assumption that rewards generate satisfaction, however a distinction is made between extrinsic and intrinsic rewards. Extrinsic motivation suggests performing an act due to the attainment of an external reward and incentives; contrastingly, intrinsic motivation signifies performing a task as it is personally gratifying (Legault, 2016). In order to answer the central research question, it is important to understand which behavioral stimulators are most suitable for the issue at hand. 





Knowledge Gap II – Key Barriers and Enabler Factors for a Sustainable Attitude Change 

According to Du Plessis and Mabunda (2016), in order for an effective communication strategy aimed at modifying a certain aspect or attitude to occur, it is fundamental to pay close attention to barriers and enabler factors of change. Thus, to answer the central research question, it is important to delve into organizational factors which play a decisive role in influencing employees in undertaking a shift in attitude, by either encouraging or discouraging the individuals into perusing a shift. Ultimately, communication and assertive leadership are required in order for these factors to become enablers rather than barriers to change (Du Plessis & Mabunda, 2016). 



Knowledge Gap III – Employee’s Current Sustainable Behavior in Personal Life

The literature review has allowed for a deeper understanding on interrelationships that occur between personal and professional life attitudes, demonstrating that a positive sustainable attitude carried out at home, can translate to a beneficial attitude change in the work environment. It has thus made apparent that in order to answer the central research question, and fundamentally understand how to persuade individuals to undertake a sustainable attitude change, in-depth research must be conducted on employees’ current sustainable behavior in their personal lives, as this may result in the starting point for a successful communication advice. 








CHAPTER III




Methodology

Introduction

The following chapter will highlight the following two research designs: conceptual and technical. The conceptual research design will focus on research questions and objectives, as well as an in-depth view of the operationalization. The technical research design will dive into strategy and methods, thus the research approach, alongside sampling procedures and analyzing the validity and reliability of the research.  



Conceptual Research Design



Research Questions and Objectives.

Through the literature review three knowledge gaps became apparent, and as to facilitate further research, the gaps were transformed into research questions, as follows:



Figure 3. In-depth Research Questions
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Thereafter, three field research objectives were derived as to facilitate the operationalization of the research questions. The objective of this research is to…



Figure 4. In-depth Research Objectives
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 Operationalization. 



The first abstract concept motivation was divided into four indicators viz., positive intrinsic rewards, negative intrinsic rewards, positive extrinsic rewards, and negative extrinsic rewards. According to the Expectancy Theory by Porter & Lawler (1968) these factors are the key generators for motivation. The questions for determining the results are listed in Table 1. 



Table 1. Motivational Factors to Sustainable Attitude Change
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The second abstract concept key barriers and enabler factors was divided into two indicators viz., key barriers to sustainable attitude change, and enabler factors to sustainable attitude change. Given the research presented by Du Plessis and Mabunda (2016), for an organization to implement change effectively within its environment, they must thoroughly investigate enablers and barriers to change. The questions for determining the results are listed in Table 2.









Table 2. Key Barriers and Enabler Factors for a Sustainable Attitude Change
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Ultimately, the third abstract concept sustainable behaviors is examined through three indicators viz., opinions on sustainability, sustainable lifestyle, and execution of sustainable behaviors. The Spillover Theory (Nagy et al.,2019) recognizes a correlation between attitudes that occur in personal and professional environments. The questions for determining the results are listed in Table 3. 



Table 3. Employee’s Current Sustainable Behavior in Personal Life
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Technical Research Design



Research Strategy.

Two research strategies were selected for conducting the in-depth research, meaning the course of action undertaken to ultimately answer the research question (Saunders et al., 2019). The tactics chosen were case study in real-life setting and survey research strategies, as these two methods allow for a deeper understanding of the issue in a real-life setting, as well as the collection of standardized data which provides the exploration of relationships between variables (Saunders et al., 2019). However, a survey strategy is limited by the variables which are presented in order to collect data, thus a case study approach allows for a more detailed inquiry of the phenomenon being studied and the context within which it is conferred (Saunders et al., 2019). Given to the complexity of the issue at hand, due to the lack of pre-existing knowledge on the topic, the two strategies will provide relevant and essential knowledge to identify the best approach for Panorama Films to enhance a sustainable attitude change among its employees. 



Research Methods.

To collect data that generates the most insightful results for the Panorama’s case, mixed methods research approach was considered most suitable as it integrates both the use of qualitative and quantitative data collection techniques to further understand the causal relationship between diverse variables, as well as practicality, as it allows to acquire a variety of information in a defined period of time (Saunders et al., 2019). 



Sequential Explanatory Research Design. 

The process of obtaining quantitative data required the conduction of a survey, which aimed at understanding employees’ perceptions and tendencies towards sustainability within the organization in the Italian audio-visual sector. The survey was based on the attempt to fill the following knowledge gaps: Motivational Factors to Sustainable Attitude Change, Key Barriers to Sustainable Attitude Change, and Employees’ Opinions Towards Sustainable Attitude Change Within the Organization. The sequential mixed method research technique implied the use of more than one phase of data collection, in order to expand the initial findings; sequential explanatory research design meant the collection of quantitative data, followed by qualitative (Saunders et al., 2019). Thus, it was fundamental to a provide deeper insight and to analyze the results of the knowledge deducted from the survey, by conducting a one-to-one and semi-structured interview with an expert in the field. 



The Qualtrics survey conducted was crucial for an initial understanding of employees’ mindset, motivations, and behaviors towards sustainability.  The survey consisted of two multiple choice questions, one rank order question, and three matrix table questions. The questionnaire measured employee motivations, key barriers and enabler factors, and sustainable behaviors in implementing a sustainable attitude change within the organization. 



The interview conducted with the Green Film expert and trainer, was designed to examine the target group from a real-life perspective, by an individual who works in the field and can provide first-hand account on employee behaviors. Additionally, the interview aimed to expand and elaborate on the initial set of findings gathered through the survey. The Atlas.ti analysis was conducted to interpret and evaluate the knowledge gained from the interview, through a coding scheme that allows for the arrangement of results into a categorical division. The themes that have been established are awareness/interest to sustainability, barriers to change, enablers to sustainability, informing about sustainability, internal communication flow, lack of knowledge on sustainability, leadership, misconceptions about sustainability, sustainable solutions, and tools to sustainable development.   

Sampling. 

The sample technique selected for this research is non-probability sampling, which instructs for participants to be selected based on determined criteria, allowing for theoretical insights and practical solutions (Saunders et al., 2019). The sample has been established by reducing the focus of the population and aiming at respondents who fit the necessary target audience characteristics i.e., employees of the Italian audio-visual sector, and experts in the field of sustainability in the audio-visual sector, based in Italy or abroad.  



Haphazard Sampling: Convenience Sampling. 

	The aim of the survey was to collect knowledge on employees’ behaviors, awareness, motivation, enablers, and barriers in relation to sustainable attitudes; therefore, convenience sampling resulted as most suitable when focusing on a determined selection of the population. The questionnaire was shared with employees of Panorama Films to be time-effective and avoid research expenses, meaning samples were selected haphazardly because they were easily accessible (Saunders et al., 2019).



Volunteer Sampling: Self-selection Sampling. 

	The purpose of the conducted interview with Green Film expert and trainer, Philip Gassmann, was to gain further clarification on the data collected from the quantitative research, and to acquire deeper insights on the current situation on sustainability in the audio-visual sector, and particularly the Italian industry. The interviewee was contacted to identify their desire to partake in the research, therefor self-selection sampling was selected as the individual participated on a voluntary basis (Saunders et al., 2019).






Validity and Reliability. 

	The following section discusses the quality of the research, by examining the validity and reliability of the in-depth research conducted (Saunders et al., 2019). Reliability examines the degree to which, in the hypothetical situation of reproducing the study using the same or similar research methods, consistent results would be produced (Saunders et al., 2019). Validity discusses whether the measures utilized were appropriate and can thus determine an accurate analysis and therefore be generalized (Saunders et al., 2019).

 

There are factors that may have affected the validity and reliability of the derived findings of the in-depth research. As non-probability sampling was conducted, bias may arise as participant were selected due to their availability and volition to participate in the questionnaire. Moreover, the small sample of respondents resulted in a total of 36 survey participants, of which 33% were aged 25-34 and 25% were age 34-44, thus not fully allowing the opinion of younger and older generations to be considered. Additionally, the majority of respondents (20%) worked in the production department, not allowing again for a thorough understanding of trends among a wide range of department. However, there was a strong balance in gender, 43% respondents were male and 57% were female, thus avoiding a gender bias in answers. Only a single interview was conducted due to lack of invitation respondents, which did not permit for a comparison to be made between expert opinions. Thus, it is important to take into account that, due to the evaluation made, the generalizability and consistency may appear low. 











CHAPTER IV




Results



Analysis Methods



As an initial step, quantitative in-depth research was utilized to determine audio-visual sector’s employees’ motivations, key barriers and enabler factors, and sustainable behaviors towards the topic of sustainability and sustainable attitude change specifically. The survey results were interpreted by appointing numerical values to the answers; the values were assigned in correspondence with the text values in ascending numerical order. The numerical values were allocated to allow for the recognition of correlations and significant differences among the variables. Consequently, the qualitative interview transcript was coded in Atlas.ti to identify meaningful codes and code groups for further insight interpretation.



Motivational Factors to Sustainable Attitude Change

Positive extrinsic rewards i.e., monetary incentives, bonuses, and recognition, have resulted as the strongest factor to motivate sustainable attitude changes, according to employees; where 76% of percipients found it either extremely important or very important, and the other 24% considered the motivator moderately important. Contrastingly, negative intrinsic rewards i.e., the feeling of guilt and shame, is the least effective motivator, where 44% of employees considered the motivator moderately important and 33%, slightly important. Results thus show that individuals are highly motivated by external factors, which are either tangible or visible to the public, and do not respond effectively to internal psychological rewards based on personal feelings. However, as displayed in Figure 5, personal gratification, fulfillment and satisfaction is the considered by employee’s the second strongest motivator to change, which is extremely beneficial and fundamental for long-term objectives to be implemented.

Figure 5. Motivational Factors [image: Chart, bar chart
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As displayed in Table 4, the highest positive correlation was detected among individuals who considered monetary incentives, bonuses, and recognition important and those that believe that personal gratification, fulfillment, and satisfaction are valuable (r=0.57), as r>0.3. Both successful intrinsic and extrinsic rewards are defined as ‘positive’, which allows for the understanding that employees are not motivated or pressured by negative factors such as punishments. 



Table 4. Correlation table of 4 variables 
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Key Barriers and Enabler Factors for a Sustainable Attitude Change



As a result of an in-depth literature review, Skene & Murray (2017) identified the predominant barriers and enablers to change within a corporate environment as: communication and understanding of the issue or topic at hand, time and resource, leadership, and comprehension of costs and risks related to change. The factors argued by the experts were subsequently targeted towards sustainability in order to derive employee’s opinions on the effectiveness of these elements towards a sustainable change within the audio-visual sector.  The target audience subsequently identified which factors encouraged or discouraged them from becoming more sustainability oriented within the work environment. Results, as shown in Figure 6 and Figure 7, have indicated that lack of time and resources is the prevailing barrier to a possible attitude change, and access to these elements would enable them consequently to embark a behavioral shift. Secondly, sustainable-related communication and understanding of sustainable matters are decisive factors in implementing change, as shown by the results of the survey. To confirm this theory, Green expert Philip Gassmann states that: “[…] so they told me [the employees] that basically what is preventing them is that they lack the information, they lack the knowledge. So it's pretty much first of all about giving out the message, teaching people training people” (P.Gassmann, personal communication, October 20, 2021).



Figure 6. Key Barriers to a Sustainable Attitude Change
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Figure 7. Enabler Factors for a Sustainable Attitude Change
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	Furthermore, lack of leadership within the organization did not result as a determining factor for attitudinal change, thus a strong presence of leadership would not qualify as a critical enabler for the development of a strategy aimed at enhancing sustainable awareness within Panorama Films.  However, from the knowledge gathered through the interview conducted, ‘leadership’ resulted in one of the predominant barriers to sustainable implementation: “[…] it has to come from the leaders, because obviously employees do not have the power to change stuff by themselves, they have to be informed, and they have to be trained, and their mindset has to shape shift in that direction. But someone has to bring them there because they don't have the resources” (P.Gassmann, personal communication, October 20, 2021). Agreeably, access to time and resources resulted in the main enabler to sustainable change, thus aligning with the insight provided by the expert. Availability of resources and time is what prevents employee to embark a sustainable change, and although they might have the desire to act more sustainably, they lack the power of doing so; there must be a clear commitment and support from the head of the companies and a top-down green light, if not, fear to change among individuals will prevail (P.Gassmann, personal communication, October 20, 2021).



	Additionally, the survey fails to provide insight on the employees’ fear to alter the quality of the production, thus they must be given the chance, by the leaders, to train individuals and allow them to try new tools, without the risk of them facing negative consequences if the sustainable alternatives do not turn out to be favorable; because ultimately, was employees fear the most, is getting sanctioned because of their actions, and for this reason, end up not taking risks. (P.Gassmann, personal communication, October 20, 2021).



	Conclusively, access to time and resource, knowledge and information about the topic, and a strong leadership within the organization are fundamental enablers to a successful sustainable change within the audio-visual sector. All elements are dependent of one another; however, a strong top-down communication is the starting point for a favorable outcome. 

	

Employee’s Current Sustainable Behavior in Personal Life

Recalling the Behavior Model for Persuasive Design, Fogg argued the belief that motivation and ability are equivalents, meaning that an individual’s motivation to act in a given manner, is dictated by the high or low ability to do so (Fogg, 2009). As shown in Table 5, taking as an example one of the sustainable activities performed; through A/B testing, the survey Excel analysis has revealed that there is a significant difference among individuals who donate items and those who don’t, when motivated by personal gratification, fulfilment and/or satisfaction. This relies on the belief that intrinsic rewards are the most effective when aiming to implement a long-term attitudinal change. 



Table 5. Mean difference between individuals who donate and do not donate unused items
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Additionally, as seen in Figure 8, statistics confirm that donating unused items, results in the third most carried out sustainable act in employees’ daily lives, as 56% of survey respondents execute this task. 



Figure 8. Sustainable activities carried out in daily life
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	By examining the Excel column chart below, Figure 9, Fogg’s Behavior Model for Persuasive Design is confirmed, as donating unused items is considered by employees one of the easiest activities to perform, and thus it has high ability to be executed; whilst at the same time, the motivator that allows for these actions to be fulfilled is strong and persuasive. 



Figure 9. Easiest & most challenging sustainable activities to carry out
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Skene & Murray (2017) identified knowledge as a crucial determining factor for attitudinal change within the corporate environment. The following statistical test conducted analyzes the correlation between variable regarding employees’ opinions and knowledge towards the matter, and their current sustainable behaviors. As displayed in Table 6, high correlations were identified between few individuals who believed that certain activities were sustainable, and the individuals who carried out those sustainable acts. 



Table 6. Correlation table of 8 variables
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The r>0.3 is an indicator for strong association between variables. Individuals who valued going paperless as a sustainable act, recycle rubbish (r=0.32) and in certain cases, carried out all sustainable behaviors (r=0.32), meaning positive correlations were discovered among sustainably informed individuals. Recurringly, individuals who value recycling waste materials, also go paperless in their personal lives (r=0.32). Contrastingly, a strong negative correlation is present among individuals who believe going paperless is sustainable, and those that save energy in their private life (r= -0.32).  It is worth mentioning that few positive correlations were discovered among individuals who are informed about sustainable behaviors and those who carry out the same acts. 



However, the analysis conducted of personal sustainable behaviors lacks the consideration of other factors influencing motivation to act or prevention to act. Time, and resources, for example, were factors that were not taken into consideration. There is a strong knowledge on sustainable matters, but low implementation. When transferring this data into a corporate setting, there are a variety of elements that can facilitate the process of sustainable attitude change. Employees can be trained, informed, and given access to time and resources that prevents them to act on their knowledge in their personal lives, but may enable them to pursue their desired actions in their work life. 












CHAPTER V






Conclusion

Conclusions and Implications for the Advice



Introduction. 

The following chapter will draw conclusions based on the desk and field research, by providing answers to the sub-research question and central research questions. It will also provide an area of discussion, where limitation, improvements and suggestion, and implications for the recommendations will be examined for the final communication advice. 



Conclusions. 

What are the employees’ current awareness related to environmental issues?

	Survey respondents i.e., employees show some awareness in relation to environmental issues, and common sustainable behaviors, but lack a deep understanding of the impact of their actions on the environment, and the extent to which they can make a difference in the industry. They are limited by a series of organizational factors that prevent them to fully carry out their sustainable desires and expand their knowledge on the matter. 



What are the perceived key barriers that employees are facing when implementing a new behavioral attitude at work?

Employees of the audio-visual sector in Italy were presented with organizational barriers, based on research conducted by Skene & Murray (2017), and how these factors discourage them from shifting their sustainable behaviors. Lack of time and resources was the predominant barrier to change, as well as lack of understanding on sustainable matters. Qualitative research confirmed that these two factors have resulted, in his professional experience in the field, as the main obstacles to sustainable implementation (P.Gassmann, personal communication, October 20, 2021). In order to overcome these barriers, a strong top-down communication flow is necessary, as well as a dominant leadership within the company. 

What are the perceived enabler factors that employees are facing when implementing a new behavioral attitude at work?

Congruently to the barriers stated above, access to time and resources, according to employees, would be the strongest enabler to implementing a new behavioral attitude in the work environment, alongside a strong communication of sustainable matters in the organization. Gassmann confirms through the interview, that training employees and shifting their mindset would be a crucial enabler to change, and that this can only occur once leaders of the organization, who hold the power to implement and provide resources, are aligned with the overarching goal of a radical shift in sustainable approach (P.Gassmann, personal communication, October 20, 2021). 



What motivates an individual to adapt an eco-friendlier attitude?

The biggest motivating factor for individuals is positive extrinsic rewards, such as monetary incentives and recognition, alongside positive intrinsic rewards i.e., personal gratification and satisfaction. Intrinsic rewards are the most favorable when aiming to implement a long-term objective within the corporate environment. Overall, what motivates employees is the company’s will and determination, and the resources they put into practice to favor a transition, allowing them to take risks and explore an eco-friendlier system, without the fear of being penalized if it does not result in a favorable outcome. 



What are the employees’ current opinion about sustainability?

Although employees of Panorama Films are aware of what constitutes acting sustainably, they lack the trigger of implementing their knowledge. According to Gassmann, he believes that employees of the Italian film industry are willing and ready to take the next step but lack the tools to do so (P.Gassmann, personal communication, October 20, 2021). 



What are the employees’ current sustainable behaviors in their personal lives?

The survey conducted depicts a positive image of how employees currently behave sustainably in their personal lives. 100% of respondents, declared that they conducted at least one of the sustainable activities listed in the survey; leftover food and recycling rubbish were the two most performed acts in terms of basic but essential sustainable behaviors. The data gathered is positive when considering the Spillover Theory, as the way individuals perform in their personal lives, can positively affect their behaviors in their professional ones (Nagy et al., 2019). 



Overall Conclusion. 

What are the key factors that influence employees’ attitudes towards sustainable operations?

A variety of factors that influence employees’ attitudes towards sustainable operations in the Italian audio-visual sector have been identified.  Primarily, ‘knowledge’ on sustainable matters has resulted in an overarching element throughout the literature review, survey, and interview. Employees must be trained to shift their mindset and informed about the impact of the industry on the environment. However, all issues related to the implementation of this change, stems from the absence of time and resources; the film industry moves at an extremely fast pace, where no time is left to spare, and budgets are extremely tight. As a result, leadership is a predominant factor to facilitate the occurrence of change; leaders of the organizations have the power to facilitate employees and nudge them towards a desired behavior, by providing them with the necessaries tools i.e., information sessions, resources, budget allocations, training. A strong leadership would prevent the fear of taking risks and promote the execution of sustainable operation.  Conclusively, a dominant top-down communication approach would be the most effective strategy and influencing factor for employees to embark a sustainable attitude change. 

Discussion



	Limitations. 

	The research report has limitations that must be considered. The main research limitations lies in the small sample of survey participant, which presented 36 respondents, and may thus limit the validity of the research. Moreover, due to the lack of experts in the, the research presented a single interview, which, although extremely insightful, again might limit the validity of the research. 



	Improvement and Suggestions. 

	If the research were to be conducted again in the future, some improvements should be taken into consideration. Mainly, the sample size of the survey and number of interviews should be increased to favor a greater understanding of existing behaviors and tendencies. Furthermore, addressing the leaders of the company, would provide insightful knowledge on the limitation from an organizational point of view, as to form a comparison with employees’ opinions.   



	Implications for the Recommendations. 

	The results of the research report provide insightful knowledge for the development of the advice report, by presenting various implication for recommendations on how to develop a successful internal communication strategy aimed at enhancing employees’ sustainable attitudes. 



	The strategy should present a direct top-down communication approach, focused on training and informing employees on sustainable practices. It is fundamental that employees are reassured that the leaders of the company are on the same page as them and support them throughout the journey. Additionally, it is important that employees are given the chance to be heard and a possibility to express their intentions, needs, and fears. Employees’ must feal that there is no risk to their actions, whatever the outcome may be. 



	Moreover, as derived from the results, strong leadership must be established, and the intention of shifting to a sustainable operation should become a common goal amongst all individuals of the organization. Budget allocations, trainings, and other favorable tools must be provided, in order to ultimately build a strong send of trustworthiness and loyalty within Panorama Films.   
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Figure 7. Enabler Factors for a Sustainable Attitude Change
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Figure 8. Sustainable activities carried out in daily life
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Figure 9. Easiest & most challenging sustainable activities to carry out
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Knowledge Gap: Motivational Factors to Sustainable Attitude Change.

In-Depth Research Question: What are the employees’ motivation factors for a sustainable attitude change within the organization?
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Knowledge Gap: Key Barriers and Enabler Factors for a Sustainable Attitude Change.

In-Depth Research Question: What are the employees’ key barriers and enabler factors for a sustainable attitude change?
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Knowledge Gap: Employees’ Current Sustainable Behavior in Personal Life.

In-Depth Research Question: What are the employees’ current sustainable behaviors in their personal lives?

Abstract Concept Indicators Variables Questions
Sustainable Behaviors 1. Opinions on Sustainability Variable: Opinion 1. Which of the following acts would you
Specific Variable: Opinion on sustainable consider as sustainable behavior?
behavior
Measurable Entity: List of facts to select
from
2. Sustainable Lifestyle Variable: Behavior 2. Which of the following sustainable acts
Specific Variable: Individual’s sustainable do you carry out in your daily life?
behaviors
Measurable Entity: List of facts to select
from
3. Execution of Sustainable Behaviors Variable: Opinion 3. Which of the following sustainable
Specific Variable: Opinion on the behaviors do you find the easiest to
easiness/challenge to execute sustainable perform?
behaviors 4. Which of the following sustainable
Measurable Entity: List of facts to select behaviors do you find the most
from challenging to perform?
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Correlation between variables regarding the motivational factors for employee sustainable attitude change
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4. Social sanctions, peer pressure 0.27 0.45* 0.52*

*indicates a significant correlation
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Mean difference between individuals who donate unused items and do not donate unused items

Variable Donate unused items Do not donate unused items
Personal gratification, fulfilment and satisfaction 0.01* 0.45
Guilt, shame 0.93 0.67
Monetary incentives, bonuses, recognition 0.16 0.37
Social sanctions, peer pressure 1.00 0.57

a/b superscript indicates a mean difference p<0.05
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Correlations between vairable regarding employees’ opinions and current behaviors towards sustainability
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Semi-structured interview guide


I'm a student from the Hague University of Applied Sciences and I have invited you for an interview today. I am conducting research on a communication strategy for Panorama Films, aimed at enhancing employees’ awareness and attitudes towards sustainability. You have been invited because your professional experience can be extremely valuable for to my work. The research can further contribute to a better understanding of knowledge about sustainability among employees of the audio-visual sector in Italy. 





Topics to be covered:


1. Interviewees professional experience


2. Employees’ opinions 


3. Stereotypes 


4. Motivators


5. Barriers and Enablers 


6. Awareness


7. Recommendations





Questions:





1. Could you please introduce yourself? What’s your name, what’s your job description, and what your experience is in sustainability in relation to the film industry? 


2. From your work or study experience, what is the understanding among individuals who work in the film industry about sustainability? Do you believe it is possible for them to be interested in green matters?


3. Why do you believe there is no interest among individuals? What do you believe is preventing them from becoming more sustainability oriented in the work environment?


4. How would you describe the way individuals perceive sustainability in Italy in general, but especially in the film industry? Do you think there are some popular stereotypes regarding the topic? If so, what are they?


5. What are the environmental problems caused by lack of sustainability awareness that people are not underestimating? How great is the impact that the film industry has when contributing to these environmental issues?


6. What would you suggest to increase the level of awareness and positive attitude towards sustainability in the film industry?
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Philip Gassmann - Interview





Name: Philip Gassmann


Job position: Director / Producer / Author / Green Film Expert + Trainer





Audio recording: https://drive.google.com/file/d/1Yao5cuW7G71uH5E-nHgjReLisHACO5QE/view?usp=sharing








Original (English) Transcription





Giulia Espositi: Hi. It's nice to meet you.





Philip Gassmann: Nice to meet you. I'm sorry, I'm a little bit late.





GE:  It's fine, it's fine. Actually, thank you so much for joining.





PG: No problem, no problem. What can I do?





GE: So, I'm writing my bachelor thesis. After I did my internship at Panorama Films, I worked on House of Gucci. And then I had to write my thesis, and I had to solve a communication problem within the company. And I decided that since in Italy, there is a lack of sustainability, in every production sector, but especially in the audiovisual sector, and I took a minor in sustainability in business, I thought it would be interesting to develop a communication advice to enhance awareness and attitudes towards sustainability. Because before changing their behavior, of course, I need to make them understand that there is an issue and make them understand that there's something that they could actually do. And it's targeted towards employees. But I just had some questions for you because I wanted some insight from your expert opinion on the matter. I conducted a survey and I sent it out to some of my colleagues. And the feedback I got was not so great, in the sense that, although most of them are informed about the issue, almost none of them actually do something about it. And especially because they have lack of time and resources, you know, that they move at a really fast pace, and they always work over time, so they never have time to stop and think of another problem among all the ones they have. But, first of all, if you can give me a little introduction about yourself, and what your name is, what your job description is, and what is your experience in the sustainability environment in the film industry.





PG: Okay, just because of the timing, I have a little problem today that came in yesterday that basically, I just have roughly 20 minutes, but we can have another discussion another time. Okay, so maybe we take this as a first round, of course, and if you want more, we can talk either tomorrow, I would rather prefer on Friday, or maybe during the weekend. But that's just my little time on issue. So I can tell you just a few words about myself. I'm a director and a producer. And for 30 years, I mainly work for television, I do shows, I do documentaries, I do all kinds of film projects. And I got involved with sustainability when I was pretty much when I was a young guy. I'm 60 almost 62 now but I got involved when I was 14/15 and that was the time when in Germany we had a big issue with nuclear power plants. So we were like the Friday's for future then, like my school friends and I we went demonstrating against nuclear power plants. But this was also the beginning of the sustainability movement. And it kind of went together with the hippie movement. You know, we were hippies. And it was this rock and roll green, also political movement. You know, we were also somewhat fighting the old system and fighting the old rules. And so the last 10 years, I realised that we do have a big issue with our whole media, industry, TV, film, etc, etc. So I started doing some research, I was involved in one of the first green studios, I was the creative director of one of the first green studios in the world, which is a big studio here in Munich, I actually live in Munich. And from there, it's funny, you know, all of a sudden, somebody approached me from a film funding organisation, and they said, “Oh, Philip, you seem to be somewhat knowledgeable about this stuff”. And then they invited me to do some speeches, some reports and stuff. And then other people approached me so all of a sudden, the people from the camera department, people from the lighting department came and said, “Hey, would be great to know more about what can we do in the lighting department? What can we do in the camera department”, then people approached me from the set design department. So I started doing research on set design. And so this basically now, yeah, it's soon 10 years that I spent on besides doing my normal job, but now this green, green thing, somewhat became a little overwhelming. And I, I started also developing a curriculum for professionals. So now there's a, it's called the green consultant. So basically, I'm training Green consultants in Germany, in Austria, there's people coming from Poland, from Czechoslovakia from Norway. So I'm pretty much teaching people from all from all over the world. But I'd say all over Europe, and I'm working on getting this topic, professional, you know, so it's not just a hobby. The problem was for a long time, it was a hobby. People were like, “Oh, yeah, we want to be a little more green”. But what does it mean to be green? You know, what, what? What are the main topics? What's the stuff you can actually do? And so as you said, being very familiar with the business, I'm somewhat somebody looking for very practical solutions. So if you talk about cars, I mean, people need to move they need cars. So let's think about better cars. Yeah, people need generators. So let's talk about better generators. Let's talk about sustainable lighting. So my focus is on defining new tools. And also defining new workflows, like, also involving the creative people in the process and saying, “hey, how can we maybe do this differently?”. You know, how can we maybe do the production with a different setup, you know, about not altering the quality of the production, because that's always the big fear. They're always scared, “oh, my God, it's gonna look cheap, it's gonna look poor”, you know, all these issues. That's what I was involved with. And while I'm involved with a lot, and now I'm consulting, a lot of big TV channels, I just had a big discussion with the biggest German TV channel, and they also want me now to establish their programme, train people, you know, get this thing going. So I'm very lucky now that after 10 years of fighting on many levels, this topic finally gets recognised. And also I get some recognition. And I'm now able to do a lot of stuff that I would have never dreamt before five years ago.





GE: Yes. That's really amazing. And that's exactly what I'm trying to develop and trying to explain. But in Italy, we have a very ancient and not developed mindset on this topic. You've worked for a few months in Italy correct? 





PG: Yes, exactly. 





GE: And what impression did you have about Italian employees and sustainability? Did you see that they were interested in it? Or…





PG: You know, I really like Italy. You know, I like Italy. And I’ve been there are many times and for instance, there's one company in Rome, a big lighting company, it's called [n.d.]. Yeah, I don't know if you're familiar with them. But the sister is one of the world's leading manufacturers of LED of lighting equipment, they started 40/50 years ago, they were pretty much the biggest company, one of the biggest company in the world, manufacturing lighting equipment for TV and movies. And the city 10 years ago, said, we'll go full force on LED. And they were the absolute pioneers on doing that. Many other companies were very reluctant to do it. But they said, No, we want to be sustainable. We want to put to work on this topic. So I saw that in Italy, there's a lot of potential. And I saw the same thing on this production. On The Swarm I got an email to go talk to the transportation Captain. You know, Giacomo. What we're doing nowadays is some zoom meetings with all the heads of departments, you know, the people from set construction, the people from the Energy Department, people from the transportation department, yeah. And I told them what we were intending to do and what the rules are and what the system is. And it was really interesting that everybody was very interested in that, everybody. And everybody was very supportive with that. And I remember the transportation Captain Giacomo. After a while, he said, “Hey, Philip, this is a great thing. I would like to learn this, you know”, so they told me that basically, same thing, they lack the information, they lack the knowledge. So it's pretty much first of all about giving out the message, teaching people training people. You know, Giacomo asked me, “what can we do? when can we do a training? Why don't we do a training?”. So basically, I think a lot of people are ready for that, you know, and are willing to do it. It's just that there is not enough training, not enough specific training for the professionals in this industry. 





GE: Okay. Thank you. But what would you consider as barriers that prevents them from actually implementing this change? 





PG: You know, it's, of course, let's, let's put it this way. There's some certain specific issues that you've been mentioning already, time, money, you know, all this kind of stuff. A big issue is availability. Yeah, you know, that's a big issue. Like we have wonderful new tools. There are new generators, there are new lighting devices, you know, that consume a lot less energy that are less polluted, they are led by a lot more environmentally friendly, but they are not available, you don't get them from rental companies, they don't have these things. Why? Because they need money to buy it. You know, and that's a big problem in the industry that at the at the end, the money is scarce, even though there's a lot of production, but every production is on a tight rope, every production. And the first thing I always hear or feel like, “we don't have money, we're in trouble, blah, blah, blah”. And so of course, there's no extra money for this, or very little extra money for this. So step number one would be there needs to be investments in certain new technologies, and somebody has to pay for it. So we need some funding. You know, that's, that's why I did a big study, I can send you the study for the European Union. The European Union asked me last year, they said, “Alright Mr. Gasman, how much would it cost to turn the entire European audiovisual industry into a green industry?” So I sat down for months and took a calculator, and I called many people, and I said, “How many generators do we have? How many cars do you have how many lights to add”, to kind of get an estimate of what this would involve? But that's, that's a big issue, availability. And the second thing is, it's also, like I said, it's these people are on a very tight schedule, and they need to come up with a very clear result. I mean, there's a big, professional issue, and also it's your name that's on the production, you know, so you need to do a really good job, great job. And, of course, everything that's new, you know, is scary at first, you know, you don't trust the new stuff automatically. So of course, people who are very experienced in what they're doing, they will rather try to maintain this, what they're familiar with because of course, that's their living, that's their job, that's also their reputation. So basically, that's the next step, how can you get these people to adopt new technologies and to adopt your workflows, and that has to do with the mindset, your mindset, and also it has to do a lot with psychology, like you need to really make these people feel comfortable with these things. And you need to give them security, you know, and, our business is very insecure, you know, you can be hot today and you can be fired tomorrow, if you didn't want that job, you will never get hired again, so that's what people are scared of. So people are not very risky. They don't want to take risks. You know, and that's the other problem, you know, because basically, you need to take risks, you need to say, “Okay, let's try it differently”. And that is a risk, you know.





GE: Exactly. Because what I'm trying to do is change their mindset. So I wanted to know from you, what are some tools you use, you talked about trainings, and you're having information sessions, do you think that that's the most effective thing to do, in order to change their mindsets?





PG: I think there's two things, one thing is really training, allowing these people to play, you know, I would say, don't change it at once, you know, give them some new tools, let them play with it, let them try things out, you know, so that they get more acquainted more comfortable with things. And, on the other hand, what you need, and that's crucial, you need to talk with the guys above. And also you need to have a clear mandate, you need to have a clear commitment of the director and the producer of the TV channel, of all these people that they say, “okay, we're going for this”, meaning we're allowing our people to go this way. And if you don't have this, everybody will be scared, because everybody wants to do a good job, you know, but if you don't know, if your boss is going with this or going for that, you will be scared. And that's normal. That's absolutely understandable. So you need this kind of top down, green light, you know, and also support. And that's what's missing a lot of times, you know, I see there's a lot of people who would love to work in a more sustainable way. But what they're telling me is they say, “hey, but our director or the producer or they're not so much into this”, you know, and all they need is things to be done quickly and blah, blah, blah. You know, and that's a big issue.





GE: So you think there needs to be a strong leadership and a strong opinion that comes from above? 





PG: Yeah, it has to come from the leaders, because obviously employees do not have the power to change stuff by themselves, they have to be informed, and they have to be trained, and their mindset has to shape shift in that direction. But someone has to bring them there because they don't have the resources. An example: I was asked by, I won't give you the name, because otherwise they will kill me. But I was asked by a big, big, big German production, big serious production, huge, huge production. And they call me all “Philip, we would like to do this as a Green production”. And I said, “okay, but I want to talk to the head guy, yes, I want to talk to the head guy, if I can’t talk to the head guy, I'm not doing it”, you know, because it doesn't, it doesn't make sense. And I see now quite often, people who want to do this kind of work end up in between the different, you know, sections, and that's the worst place to be, you know, because you're in between all the shifts, that's a big problem. So you need, if I have to recommendation, it's you need to, as you just said it perfectly well, you need to top down commitment, top down, also support, and you need training, you need support, and you need also really allowing people to test things, try things, you know, and third point is available to you.





GE: But if employees are not motivated, and they're just not interested in it, what can motivate them to actually change that behaviour?





PG: I can tell you very clearly, the main thing is, at first people don't know about, first of all, the relevance of our business, you know, people are not aware that our business is, to a certain extent a dirty business, and that we do have a massive impact. We have a big footprint. People, a lot of people don't know that. So number one, when you show this, when you prove this, then all of a sudden, people will say, “oh, wow, yeah”, it's like what these guys from The Swarn, you know, I forced them to write down the gasoline and diesel they've been taking, you know. So at one point, they called me up and said, “Oh, Phil, that's incredible”. The amount, you know, the sheer amount of gasoline, of diesel that's burned every month. So when they saw the numbers themselves, they realised because they've never done this before, like counting all the liters and stuff like that. So I forced them to do that. And that's when they saw Oh, this is a big issue, you know, and the second thing is, of course, it's also about the knowledge and also, do you really care about climate change? I mean, is it an issue, you know, and so, what I do, and I always feel like an idiot, but I still do it. Before I start with any kind of training, I first thing I do, is explain why we're doing this, you know, and also the benefit, you know, and a lot of people think that we don't have any kind of benefit, like they say, “well, we're so small, bla bla bla”, like in Germany, people tell me, “oh, Germany, that's just 2% of the global co2”. You know, that's the typical, typical answer. And then I tell these people “listen, but Germany is number seven, on the ranking worldwide, in co2 emissions, and Germany is number one in Europe, in terms of co2 emissions”, you know, and that's when people all of a sudden say, “oh, wow, that's massive”, you know, and then you need to come up with numbers, you really need to prep people, you know, you need real need to make them understand why, and that there's a big effect. If we work in a more sustainable way, it has a great result. There's a lot of stuff we can do.





GE: I mean, all this information you just gave me is amazing and extremely helpful, because that's exactly what I'm trying to develop. So I'm going let you go because you have to leave now, but thank you so much for your time, and I would love to have your research about the one you said about emissions in Europe, that would be absolutely amazing. 





PG: Sure. If you need more, or if you have more questions, we can meet some other time.





GE: That's great. I'll send you, if you want, an email just to remind you to send me the report if that's okay with you.





PG: Absolutely.





GE: Okay. Thank you so much again. It was great to meet you. 





PG: Thank you.





GE: Thank you.
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things to be done quickly and blah, blah, blah. You know, and that's a big issue.

GE: So you think there needs to be a strong leadership and a strong opinion that comes from
above?

PG: Yeah, it has to come from the leaders, because obviously employees do not have the power
to change stuff by themselves, they have to be informed, and they have to be trained, and their
mindset has to shape shift in that direction. But someone has to bring them there because they
don't have the resources. An example: I was asked by, I won't give you the name, because
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head guy, if I can’t talk to the head guy, I'm not doing t”, you know, because it doesn't, it doesn't
make sense. And I see now quite often, people who want to do this kind of work end up in
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you're in between all the shifts, that's a big problem. So you need, if I have to recommendation,
i's you need to, as you just said it perfectly well, you need to top down commitment, top down,
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 1:6 ¶ 29, So I saw that in Italy, there's a lot of potential. in Philip Gassmann Interview.docx
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 1:8 ¶ 29, nd it was really interesting that everybody was very interested in that, everybody in Philip Gassmann Interview.docx
[image: image3.png]




 1:11 ¶ 29, I think a lot of people are ready for that, you know, and are willing to do it. in Philip Gassmann Interview.docx
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 1:9 ¶ 29, they lack the information, they lack the knowledge in Philip Gassmann Interview.docx
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 1:12 ¶ 29, t's just that there is not enough training, not enough specific training for the professionals in th… in Philip Gassmann Interview.docx
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 1:13 ¶ 33, time, money, in Philip Gassmann Interview.docx
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 1:14 ¶ 33, A big issue is availability. in Philip Gassmann Interview.docx
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 1:15 ¶ 33, Like we have wonderful new tools. There are new generators, there are new lighting devices, you know… in Philip Gassmann Interview.docx
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 1:17 ¶ 33, But that's, that's a big issue, availability. in Philip Gassmann Interview.docx
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 1:18 ¶ 33, And the second thing is, it's also, like I said, it's these people are on a very tight schedule, and… in Philip Gassmann Interview.docx
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 1:19 ¶ 33, And, of course, everything that's new, you know, is scary at first, you know, you don't trust the ne… in Philip Gassmann Interview.docx
[image: image12.png]




 1:22 ¶ 33, So people are not very risky in Philip Gassmann Interview.docx
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 1:23 ¶ 33, They don't want to take risks. in Philip Gassmann Interview.docx
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 1:27 ¶ 37, if you don't have this, everybody will be scared, because everybody wants to do a good job, you know… in Philip Gassmann Interview.docx
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 1:29 ¶ 37, And that's what's missing a lot of times, you know, I see there's a lot of people who would love to… in Philip Gassmann Interview.docx
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 1:35 ¶ 45, people are not aware that our business is, to a certain extent a dirty business, and that we do have… in Philip Gassmann Interview.docx
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 1:20 ¶ 33, So basically, that's the next step, how can you get these people to adopt new technologies and to ad… in Philip Gassmann Interview.docx
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 1:21 ¶ 33, nd you need to give them security, in Philip Gassmann Interview.docx
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 1:24 ¶ 37, training, allowing these people to play, you know, I would say, don't change it at once, you know, g… in Philip Gassmann Interview.docx
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 1:26 ¶ 37, you need to have a clear mandate, you need to have a clear commitment of the director and the produc… in Philip Gassmann Interview.docx
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 1:30 ¶ 41, it has to come from the leaders, because obviously employees do not have the power to change stuff b… in Philip Gassmann Interview.docx
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 1:32 ¶ 41, you need to top down commitment, top down, also support, and you need training, you need support, an… in Philip Gassmann Interview.docx
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 1:36 ¶ 45, So number one, when you show this, when you prove this, then all of a sudden, people will say, “oh,… in Philip Gassmann Interview.docx
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 1:39 ¶ 45, you really need to prep people in Philip Gassmann Interview.docx
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 1:40 ¶ 45, you need real need to make them understand why, and that there's a big effect in Philip Gassmann Interview.docx
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 1:8 ¶ 29, nd it was really interesting that everybody was very interested in that, everybody in Philip Gassmann Interview.docx
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 1:10 ¶ 29, t's pretty much first of all about giving out the message, teaching people training people. in Philip Gassmann Interview.docx
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 1:24 ¶ 37, training, allowing these people to play, you know, I would say, don't change it at once, you know, g… in Philip Gassmann Interview.docx
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 1:26 ¶ 37, you need to have a clear mandate, you need to have a clear commitment of the director and the produc… in Philip Gassmann Interview.docx
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 1:30 ¶ 41, it has to come from the leaders, because obviously employees do not have the power to change stuff b… in Philip Gassmann Interview.docx
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 1:32 ¶ 41, you need to top down commitment, top down, also support, and you need training, you need support, an… in Philip Gassmann Interview.docx
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 1:36 ¶ 45, So number one, when you show this, when you prove this, then all of a sudden, people will say, “oh,… in Philip Gassmann Interview.docx
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 1:38 ¶ 45, Before I start with any kind of training, I first thing I do, is explain why we're doing this in Philip Gassmann Interview.docx
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 1:39 ¶ 45, you really need to prep people in Philip Gassmann Interview.docx
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 1:40 ¶ 45, you need real need to make them understand why, and that there's a big effect in Philip Gassmann Interview.docx
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 1:33 ¶ 41, you need to top down commitment, top down, also support, in Philip Gassmann Interview.docx
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 1:34 ¶ 37, top down, green light, you know, and also support. in Philip Gassmann Interview.docx
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 1:3 ¶ 21, “Oh, yeah, we want to be a little more green”. But what does it mean to be green? You know, what, wh… in Philip Gassmann Interview.docx
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 1:9 ¶ 29, they lack the information, they lack the knowledge in Philip Gassmann Interview.docx
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 1:19 ¶ 33, And, of course, everything that's new, you know, is scary at first, you know, you don't trust the ne… in Philip Gassmann Interview.docx
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 1:27 ¶ 37, if you don't have this, everybody will be scared, because everybody wants to do a good job, you know… in Philip Gassmann Interview.docx
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 1:35 ¶ 45, people are not aware that our business is, to a certain extent a dirty business, and that we do have… in Philip Gassmann Interview.docx
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 1:37 ¶ 45, it's also about the knowledge and also, do you really care about climate change? I mean, is it an is… in Philip Gassmann Interview.docx
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 1:25 ¶ 37, you need to talk with the guys above in Philip Gassmann Interview.docx
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 1:26 ¶ 37, you need to have a clear mandate, you need to have a clear commitment of the director and the produc… in Philip Gassmann Interview.docx
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 1:27 ¶ 37, if you don't have this, everybody will be scared, because everybody wants to do a good job, you know… in Philip Gassmann Interview.docx
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 1:28 ¶ 37, So you need this kind of top down, green light, you know, and also support. in Philip Gassmann Interview.docx
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 1:30 ¶ 41, it has to come from the leaders, because obviously employees do not have the power to change stuff b… in Philip Gassmann Interview.docx
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 1:31 ¶ 41, But someone has to bring them there because they don't have the resources. in Philip Gassmann Interview.docx
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 1:32 ¶ 41, you need to top down commitment, top down, also support, and you need training, you need support, an… in Philip Gassmann Interview.docx
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 1:2 ¶ 21, The problem was for a long time, it was a hobby. in Philip Gassmann Interview.docx
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 1:5 ¶ 21, how can we maybe do the production with a different setup, you know, about not altering the quality… in Philip Gassmann Interview.docx
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 1:19 ¶ 33, And, of course, everything that's new, you know, is scary at first, you know, you don't trust the ne… in Philip Gassmann Interview.docx
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 1:4 ¶ 21, I'm somewhat somebody looking for very practical solutions. So if you talk about cars, I mean, peopl… in Philip Gassmann Interview.docx
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 1:16 ¶ 33, So step number one would be there needs to be investments in certain new technologies, and somebody… in Philip Gassmann Interview.docx
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 1:24 ¶ 37, training, allowing these people to play, you know, I would say, don't change it at once, you know, g… in Philip Gassmann Interview.docx
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 1:26 ¶ 37, you need to have a clear mandate, you need to have a clear commitment of the director and the produc… in Philip Gassmann Interview.docx
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 1:30 ¶ 41, it has to come from the leaders, because obviously employees do not have the power to change stuff b… in Philip Gassmann Interview.docx
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 1:7 ¶ 29, meetings with all the heads of departments in Philip Gassmann Interview.docx
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 1:16 ¶ 33, So step number one would be there needs to be investments in certain new technologies, and somebody… in Philip Gassmann Interview.docx
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 1:24 ¶ 37, training, allowing these people to play, you know, I would say, don't change it at once, you know, g… in Philip Gassmann Interview.docx
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 1:25 ¶ 37, you need to talk with the guys above in Philip Gassmann Interview.docx
[image: image63.png]




 1:26 ¶ 37, you need to have a clear mandate, you need to have a clear commitment of the director and the produc… in Philip Gassmann Interview.docx
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 1:28 ¶ 37, So you need this kind of top down, green light, you know, and also support. in Philip Gassmann Interview.docx
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1. Background & Context of Organization 





Panorama Films S.r.l. is an Italian-based production and service company, who has gained a leading role in the country’s audiovisual sector for its feature films, commercials, photographic shoots and more. “Panorama films provides support in all aspects of production, including budgeting, location, crew, logistical, organizational, tax credit and fiscal incentives for all budget ranges” (Panorama Films, n.d.). Founded over 20 years ago, the company has collaborated on a broad portfolio of feature films with worldwide recognized companies such as Disney, Universal Pictures, Warner Bros, HBO, Paramount and numerous more; as well as working with product brands and magazines ranging from Volvo to Elle and Harper’s Bazaar among the plentiful (Panorama Films, n.d.). 





Panorama Films’ CEOs and Executive Producers, Ute Leonhardt and Marco Valerio Pugini have produced and collaborated on feature films and televisions shows such as Zoolander II, Eat Pray Love, Mission Impossible, Letters to Juliet, Sex and The City, etc. Despite their success in the Italian audiovisual production sector, as well as among foreign countries across the Mediterranean, America and Asia, Panorama Films is ready to take a new step in enhancing its image and behavior, by radically changing its sustainable performance and environmental impact.  





Panorama Film’s employs an average of three hundred freelance individuals on every cinematic project, divided in over twenty departments (such as: Production Department, Accounting Department, Art Department, Transport Department, Costume Department, Clearance Department, Health & Safety Department, Location Department, etc.). Given the vastity of the number of staff members and the demanding needs of each, it is difficult for the head of the company, the Producers, to keep track of the consumption and waste that occurs over the duration of the project (M. V. Pugini, personal communication, February 16th, 2021). For this matter, Panorama aims to implement a communication campaign that will build and strengthen an eco-friendlier attitude in the work environment (M. V. Pugini, personal communication, February 16th, 2021). 





Every department involved in the production of an audio-visual project produces waste and consumes a significant amount of material beyond what is necessary, especially due to the fast pace at which everything constantly moves, and the continuous change of location, which does not allow for an adequate attention to environmental impacts it creates (D’Urso et al., n.d). It is in fact necessary to work case-by-case when implementing an improved attitude towards sustainability within the organization, and it is crucial to focus on individual needs and perceptions (department, age groups, etc.) in order to smoothly carry out the desired goal (D’Urso et al., n.d). 















2. Problem Analysis 





In February 2021, the Italian Government introduced the “Ministero della Transizione Ecologica” (MiTe) in English defined as: “Ministry of Ecological Transition”, who has taken over partial roles of the “Ministry of the Environment”, and functions as a dicastery of the Italian Government, responsible for sustainable energy matters. This change in legislation has been introduced in order to give a “green” radical transformation to national production activities. 





For this matter, audiovisual production companies, among many, will have to adapt to the new ecological legislation. Panorama Films S.r.l. will have to adjust to this shift from a sustainability point of view in regard to its own internal organization, as it is the only effective manner of implementing change within the company. Alongside an ecological transition, the result of adapting to this new legislation will favor Panorama economically, as there will be tax deduction and compensations by MiTe, although they have not yet been defined due to Covid-19 delays (Ministro della Transizione Ecologica, 2021). 





The transition with which Panorama Films’ is faced with, represent a point of vital change in the company as it reflects the Green Mission that it ultimately aims to achieve: “becoming a pioneer of sustainable behavior in the Italian audiovisual production sector” (M. V. Pugini, personal communication, February 16th, 2021). Despite the legislation not having been placed in motion yet, the company’s desire is that to begin an eco-sustainable journey, which will ultimately meet the government’s indications once the legislation has been officialised. 





In each production, we must consider the incredible amount of waste produced by scrutinizing each individual’s needs pertinent to their departments, to whom a production company must guarantee all necessary meals and services, materials used to dress the sets that change on a daily basis, in additional to all stationary tools which are used in large amounts, and in particular paper. If we were to give an estimate of the environmental impact of an Italian production project, of an average of two months, this would result in nineteen tons of CO2 emissions (Edison, n.d). For better understanding, the number of emissions produced by a single average Italian audio-visual project of an average of 2 months can be compared to 2.3 home’s energy consumed yearly. 





Furthermore, the movie industry is an art which is embedded at the core of the Italian culture, and the sceneries that the nation offers is what attract foreign production companies to select Italy as a shooting location, and Panorama Films as the service company for their projects. This is of vital importance and creates an urgent need for Panorama to implement a change within its organization (M. V. Pugini, personal communication, February 16th, 2021). It is of vital importance to safeguard the locations, not only for the indisputable matter of protecting the environment, but as they are the means that attract foreign tourists of this industry to the country, and as an end result favour the selection of Panorama Films for the production of their audio-visual projects. 





It is thus fundamental to highlight Panorama Films’ stakeholders when approaching the problem stated above. The most significant internal stakeholders we find, are the employees of the company (producers, crew, etc.) as they are attributed the task of carrying out the objectives presented. As studies have shown, the focus needs to be shed on internal communication, by understanding employee’s awareness and analyzing their consumption attitudes (D’Urso et al., n.d). We are faced with two principal internal challenges: communication among the departments, and age-related habits embedded among employees. The workers of Panorama Films are selected on a project-by-project case thus they quite often change, as well as the producers of the films who vary according to the foreign production house. Suppliers change due to the different needs of the projects, but often-time stay the same, for example in relation to technical gear, catering, etc. They are affected by the constantly changing locations and thus reachability, as each project may bring the company to a different region or diverse setting. The power of enforcing change is the Executive Producers of Panorama Films responsibility, as they never vary given that they are also the owners of the company; decision making and changing attitudes lies in their hands. 





Lack of communication is due to the vast number of employees present in each department as well as the pace at which everything moves. It is arduous to coordinate each individual and ensure their ecological conduct, despite the numerous head of departments present. Secondly, sources have proven that age plays a decisive role when enabling change (D’Urso et al., n.d). Young individuals, whom are also more sustainability oriented and conscious about environmental impacts, are more easily influenced in adjusting their behavior in contrast to others who have an ingrained mentality. In addition to the continuous necessity to face unexpected occurrences presented throughout the duration of the project, the need to change one’s attitude may result in a further complication (D’Urso et al., n.d).





The external stakeholders are the Italian Government mainly, as well as possible production companies with which Panorama Films intends to co-produce, in addition to its various future clients. The clients, meaning Panorama’s co-production companies play a decisive role as they impact the budget, have the power of dictating needs, and may be sensitive to sustainability principles related to their image. 





This given, the primary research problem is as follows: developing and internal communication strategy to enhance sustainable attitude within the organization.  The key concepts to analyze are Employee Motivation to Attitude Change, Employee Awareness to Sustainability, and Relation Between Work and Personal Life Attitudes.
























































3. The Assignment 





Given the matter at hand stated above, the Advice Question is: “How can we successfully develop a communication campaign aimed at enhancing awareness and sustainable attitudes among employees at Panorama?” 





The intended end result is to build a communication strategy that will favor a change in employee’s attitude towards their sustainable awareness by moderating their selection of material and encouraging them to make the most appropriate choices for the environment, without impacting their work efficiency. This relates to operations such as the choice of transport, catering, recycling of materials, selection of equipment to dress the sets, etc. The communication advice, and ultimately the shift of mindset which will impact the individuals’ behavior will benefit not only the environment, but Panorama Films from an economical and reputation point of view. A smarter use of resources and coordination among the different departments will avoid the large amount of wastage produced, resulting in a more cost-efficient buying/procurement. Becoming a pioneer of sustainable audio-visual production, will not only enhance their image but also attract client-companies with similar mindsets and overlapping objectives. 





At his point of the process, Panorama Films is not able to quantify exactly the amount of waste produced, materials consumed, and energy utilized - but are instead able to give an estimate measure of the amount of purchased quantities of energy/materials. As Panorama and the Ministry have not set concrete targets and legislations, the focus of the research is to shift the employee’s attitude to be more sustainable. The communication campaign aim is therefore to prepare and enhance awareness about sustainability and prepare positive attitude, in order to enable smooth adoption and willingness to change behaviour later on. For this matter, in order for the communication advice to be considered successful, Panorama must conduct a quarterly inside analysis/survey to measure progressing awareness and attitudes.





4. Research Approach





Given the Advice Question stated above, the Research Objective of this proposal is to determine the most appropriate method for Panorama Films to promote a sustainable attitude among its employees. The key areas to focus on are Employee Motivation to Attitude Change, Employee Awareness to Sustainability, and Relation Between Work and Personal Life Attitudes, in order to ultimately deliver an internal communication strategy by:


· Understanding employees’ current awareness related to environmental issues 


· Analyze the perceive key barriers that employees are facing when implementing a new behavioral attitude in the work environment


· Analyze the perceived enabler factors that employees are facing when implementing a new behavioral attitude in the work environment


· Understand what motivates an individual in adapting an eco-friendlier attitude


· Understand employees’ current opinions about sustainability 


· Understand employees’ current sustainable behaviors in personal lives





To further the objective stated above, the following Research Question is derived: What are the key factors that influence employees’ awareness and attitude towards sustainable operations?








Based on the above question, the following sub-questions are formulated:


· What are the employees’ current awareness related to environmental issues?


· What are the perceived key barriers that employees are facing when implementing a new behavioral attitude in the work environment?


· What are the perceived enabler factors that employees are facing when implementing a new behavioral attitude in the work environment?


· What motivates an individual to adapt an eco-friendlier attitude? 


· What are the employees’ current opinions about sustainability?


· What are the employees’ current sustainable behaviors in their personal lives?





The table displayed below presents the key points that can facilitate in answering the Research Objective, supported by Theoretical Frameworks which are fundamental to support the discussions and affirmations made.  





Table 1. Key Concepts supported by Theoretical Frameworks for Research Question


			Key Concept





			Theoretical Framework


			Justification





			


Awareness to Sustainability





			


ADKAR Model


(Prosci)


			The model examines five key steps to implementing it, beginning with the first crucial building block: awareness. The model emphasizes the need for awareness to be built, and defines awareness as explaining to the stakeholders the need for the innovation, the opportunities it will lead to, and the risks that may occur if a transformation is not place in motion. 





			


Motivation for Attitude Change


			


Theory of Reasoned Action (Ajzen & Fishbein, 1980)





			


This theory illustrates how external factors influence behavior indirectly, allowing us to predict the TA’s possible attitudes through three main components: Behavioral Intention, Attitude and Subjective Norm. 





			


			


Selective Exposure Theory (Klapper, 1950)





			


Based on psychological theories, Klapper highlights the individual’s inclination to accommodate information that relates to their pre-existing views, while attempting to avoid any conflicting ones. 


This will allow for attitude bias to be avoided. 





			


			


Cognitive Dissonance Theory (Leon Festinger, 1957) 





			


The theory helps reduce the discomforts relating to a shift of attitude or change caused by one’s beliefs. Festinger believed that there is an inner desire to maintain harmony in regard to our behavior and avoid what is defined as dissonance. 





			


			


Six Principles of Persuasion (Cialdini, 2007)


			


The theory aims to explain six persuasion methods that can be used to convince and influence an individual to take a desired action.  





			


Internal Coordination


			


The Belbin Team Roles


			


In order to coordinate successful a team, the model help to identify behavioral strengths and individual qualities, as well as personal weakness that might affect your project group. 


















5. Research Methodology





The research that will be carried out, will consist of both desk and field examinations. Desk research will allow for the understandings of the basics of sustainability within organizations, which will also be supported by the knowledge gained during the minor in Sustainability in Business that I have taken last year at The Hague University of Applied Sciences.  Furthermore, it will be useful to take under examination best practice examples of other production companies globally, to investigate the approaches overtaken by others within the audiovisual sector.  Ultimately, field research will allow for the definition of the prior knowledge gained, by enhancing it with first-hand information obtained by field professionals, decision makers and implementors with the organization, as well as understanding employees’ attitude and barrier to change. 





Qualitative Research:


· Desk Research: utilizing theoretical research and acquired models by applying them to the given issue through literature reviews and theory analysis. 


· Interviews: 3 interviews, possibly with:


· Executive Producer – Marco Valerio Pugini or Ute Leonhardt


· Expert in the field of sustainability in the movie industry


· Office Production Assistant (responsible for the purchase and selection of materials utilized within the office buildings / on set) 














Quantitative Research:


· Digital Survey: to be sent to the employees of Panorama Films to understand the obstacles and motivation for a possible shift in attitude regarding their sustainable impact 





Limitations:


· Given the time pressure presented during the production of film projects and the fast pace with which everything moves at, it might result challenging to find available time for employees and other individuals to schedule an interview/conduct the survey. 


· Lack of information available on the new legislation implemented by the Italian Government, as well as implementing sustainable change within organization in the audiovisual sector – in particular in Italy. 


· COVID-19 restrictions may not permit for sit down interviews, as the protocols taken by Panorama Films in regard to virus prevention are extremely strict. 



































6. Planning 
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			2			2			5			0			0			0			0			0			0			0			1			0			1			0			1			1			1			1			1			0			0			2			2			2			1			1			1			1			4			2			3			3			4			4			4			3			4			4			4			5			3			3


			1			3			14			0			0			0			0			0			0			0			1			0			0			0			0			1			0			0			1			0			0			1			2			1			1			2			2			1			3			3			3			2			4			3			5			2			3			4			3			5			3			3


			1			2			3			0			0			0			0			0			0			0			1			0			0			1			0			1			0			1			1			0			0			2			1			2			1			2			1			1			4			2			4			2			4			4			5			2			3			4			5			5			3			3


			1			5			3			1			0			1			1			1			0			1			0			0			0			0			0			1			0			0			1			0			0			1			2			1			1			2			2			1			3			2			3			3			5			5			4			3			4			5			5			4			3			4


			2			1			12			1			0			1			1			1			0			1			0			0			1			0			1			1			1			1			1			0			0			2			2			2			1			1			1			1			4			3			5			3			5			5			5			3			4			5			5			5			3			4


			1			3			13			0			0			0			0			0			0			0			1			0			0			1			1			1			0			0			1			0			0			2			1			1			1			2			2			1			4			3			4			4			4			4			5			4			4			4			4			5			4			4


			1			2			1			0			0			0			0			0			0			0			1			0			0			0			0			0			0			0			0			1			0			1			2			2			1			1			2			1			4			3			4			4			5			5			5			3			3			5			5			5			3			3


			2			3			15			0			0			0			0			0			0			0			1			0			0			1			1			1			0			0			1			0			0			2			2			1			1			1			2			1			3			3			3			3			3			3			3			3			3			3			3			3			3			3


			1			5			9			1			0			0			1			0			0			0			0			0			0			0			0			0			0			0			1			0			0			1			2			1			1			2			2			1			2			2			4			4			2			2			4			2			3			2			2			4			2			3


			2			5			2			1			0			1			1			0			0			1			0			0			1			0			0			1			1			0			1			0			0			1			2			2			1			1			2			1			4			1			5			4			4			4			5			2			2			4			4			5			2			2


			2			4			7			1			0			1			1			1			0			1			0			0			0			0			1			1			1			1			1			0			0			2			2			1			1			1			2			1			5			2			4			3			4			4			5			4			5			4			4			5			4			5


			2			3			11			0			0			0			0			0			0			0			1			0			0			0			0			1			1			1			1			0			0			2			2			2			1			1			1			1			3			3			4			3			4			4			5			2			4			4			4			5			2			4


			1			3			1			1			0			1			1			1			0			1			0			0			0			0			0			1			1			1			1			0			0			2			2			2			1			1			1			1			5			2			5			5			5			5			5			3			4			5			5			5			3			4


			2			4			1			0			0			0			0			0			0			0			1			0			0			0			0			1			1			0			1			0			0			1			2			2			1			1			2			1			4			3			4			3			4			4			4			4			4			4			4			4			4			4


			1			2			6			0			0			0			0			0			0			0			1			0			0			0			0			0			0			0			1			0			0			2			2			1			1			2			1			1			3			3			3			3			5			4			5			2			2			5			4			5			2			2


			2			3			15			1			0			1			1			1			0			1			0			0			0			1			0			1			1			1			1			0			0			2			2			2			1			1			1			1			4			2			3			2			3			3			4			2			3			3			3			4			2			3


			2			3			14			1			0			1			1			1			0			1			0			0			1			0			0			1			0			1			1			0			0			1			2			2			1			2			1			1			3			3			4			4			4			4			4			3			3			4			4			4			3			3


			1			3			8			1			0			1			1			0			0			1			0			0			0			0			0			1			0			1			1			0			0			1			2			2			1			2			1			1			3			3			4			3			5			5			5			4			4			5			4			5			4			4


			2			2			15			0			0			0			0			0			0			0			1			0			0			1			1			1			1			1			1			0			0			2			2			2			1			1			1			1			3			3			4			4			5			5			5			4			4			5			5			5			4			4








Motivation


			How important are the following motivators (i.e. rewards or penalties) when considering to act more sustainably?


			 Personal gratification, fulfilment and satisfaction			Guilt, shame			 Monetary incentives, bonuses, recognition			Social sanctions, peer pressure


			4			2			5			3


			5			2			5			3


			5			4			5			3


			5			5			5			4


			4			3			5			3


			5			5			5			5									X AXIS			Not at all important			Slightly important			Moderately important			Very important			Extremely important


			3			3			3			3									1. Personal gratification, fulfilment and satisfaction			0			2			12			14			8


			4			3			4			3									2. Guilt, shame			1			12			17			3			3


			3			3			4			3									3. Monetary incentives, bonuses, recognition			0			0			8			15			13


			4			4			5			4									4. Social sanctions, peer pressure			0			6			18			9			3


			5			5			5			4


			4			4			5			5


			4			3			4			3


			3			3			5			3


			3			2			4			2


			2			2			3			2


			5			2			4			2


			4			2			3			3


			3			3			3			2


			4			2			4			2


			3			2			3			3


			4			3			5			3


			4			3			4			4


			4			3			4			4


			3			3			3			3


			2			2			4			4


			4			1			5			4


			5			2			4			3


			3			3			4			3


			5			2			5			5


			4			3			4			3


			3			3			3			3


			4			2			3			2


			3			3			4			4


			3			3			4			3


			3			3			4			4


			Average


			3.78			2.86			4.14			3.25


									Variables						1			2			3			4


									1. Personal gratification, fulfilment and satisfaction


									2. Guilt, shame						0.28


									3. Monetary incentives, bonuses, recognition						0.57			0.35


									4. Social sanctions, peer pressure						0.27			0.45			0.52








																																	Correlation between variables regarding the motivational factors for employee sustainable attitude change


																																	Variables			1			2			3			4


																																	1. Personal gratification, fulfilment and satisfaction			-


																																	2. Guilt, shame			0.28			-


																																	3. Monetary incentives, bonuses, recognition			0.57*			0.35*			-


																																	4. Social sanctions, peer pressure			0.27			0.45*			0.52*			- 


																																	*indicates a significant correlation








												Motivational Factors to Sustainable Attitude Change











Motivational Factors 





Not at all important	1. Personal gratification, fulfilment and satisfaction	2. Guilt, shame	3. Monetary incentives, bonuses, recognition	4. Social sanctions, peer pressure	0	1	0	0	Slightly important	1. Personal gratification, fulfilment and satisfaction	2. Guilt, shame	3. Monetary incentives, bonuses, recognition	4. Social sanctions, peer pressure	2	12	0	6	Moderately important	1. Personal gratification, fulfilment and satisfaction	2. Guilt, shame	3. Monetary incentives, bonuses, recognition	4. Social sanctions, peer pressure	12	17	8	18	Very important	1. Personal gratification, fulfilment and satisfaction	2. Guilt, shame	3. Monetary incentives, bonuses, recognition	4. Social sanctions, peer pressure	14	3	15	9	Extremely important	1. Personal gratification, fulfilment and satisfaction	2. Guilt, shame	3. Monetary incentives, bonuses, recognition	4. Social sanctions, peer pressure	8	3	13	3	














Behavior


												Q1			Q2			Q3			Q4			Q5			Q6			Q7			Q8			Q9			Q1			Q2			Q3			Q4			Q5			Q6			Q7			Q8			Q9																																																																																				


												Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected) 1			Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)2			Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)3			Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)4			Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)5			Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)6			Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)7			Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)8			Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)9			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)																																																																																				


												1			0			1			1			0			0			1			0			0			0			0			0			1			0			0			1			0			0																																																																																				


												1			0			1			1			0			0			0			0			0			0			0			0			1			1			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			0			0			0			0			1			0																																																																																				


												1			0			1			1			0			0			1			0			0			0			0			0			1			1			1			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			1			0			1			1			1			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			1			0			1			1			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			0			0			0			0			1			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			1			1			1			1			1			0			0																																																																																				


												1			0			1			1			0			0			1			0			0			1			0			0			1			0			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			1			1			1			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			1			1			1			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			1			0			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			1			1			1			1			0			1			0			0																																																																																				


												1			0			1			1			0			0			0			0			0			0			0			0			1			0			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			1			0			1			1			1			1			1			0			0																																																																																				


												1			0			1			1			0			0			1			0			0			1			0			0			1			1			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			1			1			1			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			1			0			1			1			1			1			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			1			0			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			1			0			1			0			1			1			0			0																																																																																				


												1			0			1			1			1			0			1			0			0			0			0			0			1			0			0			1			0			0																																																																																				


												1			0			1			1			1			0			1			0			0			1			0			1			1			1			1			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			1			1			1			0			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			0			0			0			0			1			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			1			1			1			0			0			1			0			0																																																																																				


												1			0			0			1			0			0			0			0			0			0			0			0			0			0			0			1			0			0																																																																																				


												1			0			1			1			0			0			1			0			0			1			0			0			1			1			0			1			0			0																																																																																				


												1			0			1			1			1			0			1			0			0			0			0			1			1			1			1			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			1			1			1			1			0			0																																																																																				


												1			0			1			1			1			0			1			0			0			0			0			0			1			1			1			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			1			1			0			1			0			0																																																																																				


												0			0			0			0			0			0			0			1			0			0			0			0			0			0			0			1			0			0


												1			0			1			1			1			0			1			0			0			0			1			0			1			1			1			1			0			0


												1			0			1			1			1			0			1			0			0			1			0			0			1			0			1			1			0			0


												1			0			1			1			0			0			1			0			0			0			0			0			1			0			1			1			0			0


												0			0			0			0			0			0			0			1			0			0			1			1			1			1			1			1			0			0


																																							0.2222222222			0.1944444444			0.3055555556			0.8611111111			0.5555555556			0.4166666667			0.9166666667


																																							ERROR:#DIV/0!			ERROR:#DIV/0!


																		DO VS THINK


																																																																																	1			2			3			4			5			6			7


																		Variables						1			2			3			4			5			6			7			8																														Saving energy						0			1			5			5			8			10			7			36


																		1. Saving energy						0.23			0.00			0.26			0.23			0.12			0.00			0.33			-0.23																														Eating less meat						1			2			2			1			5			7			18			36


																		2. Eating less meat						-0.27			0.00			-0.25			-0.27			-0.03			0.00			-0.20			0.27																														Going paperless						0			1			1			13			13			6			2			36


																		3. Going paperless						-0.32			0.00			-0.28			-0.32			0.03			0.00			-0.21			0.32																														Recycling rubbish						12			17			7			0			0			0			0			36


																		4. Recycling rubbish						0.18			0.00			0.32			0.18			0.18			0.00			0.28			-0.18																														Donating unused items						0			2			14			9			7			3			1			36


																		5. Donating unused items						-0.04			0.00			0.03			-0.04			0.10			0.00			0.04			0.04																														Using public transport						3			1			3			8			3			10			8			36


																		6. Using pubkic transford						0.09			0.00			0.13			0.00			0.38			0.00			0.24			-0.09																														Saving leftover food						20			12			4			0			0			0			0			36


																		7. Saving leftover food						0.25			0.00			0.24			0.25			0.13			0.00			0.21			-0.25																																				36			36			36			36			36			36			36


																		8. All of the abovw						-0.25			0.00			-0.24			-0.25			-0.13			0.00			-0.21			0.25


																																																																											Saving energy			8


																																																																											Eating less meat			6


																		Correlations between vairable regarding employees' opinions and current behaviors towards sustainability																																																									Going paperless			10


																		Variables			1			2			3			4			5			6			7			8																																	Recycling rubbish			30


																		1. Saving energy			0.23			0.00			0.26			0.23			0.12			0.00			0.33*			-0.23																																	Donating unused items			20


																		2. Eating less meat			-0.27			0.00			-0.25			-0.27			-0.03			0.00			-0.20			0.27																																	Using public transport			14


																		3. Going paperless			-0.32*			0.00			-0.28			-0.32*			0.03			0.00			-0.21			0.32*																																	Saving leftover food			32


																		4. Recycling rubbish			0.18			0.00			0.32*			0.18			0.18			0.00			0.28			-0.18																																	All of the above			3


																		5. Donating unused items			0.04			0.00			0.03			-0.04			0.10			0.00			0.04			0.04


																		6. Using public transport			0.09			0.00			0.13			0.00			0.38			0.00			0.24			-0.09


																		7. Saving leftover food			0.25			0.00			0.24			0.25			0.13			0.00			0.21			-0.25


																		8. All of the above			-0.25			0.00			-0.24			-0.25			-0.13			0.00			-0.21			0.25


																		*indicates a significant correlation











Sustainable Activities Carried Out In Daily Life





Saving energy	Eating less meat	Going paperless	Recycling rubbish	Donating unused items	Using public transport	Saving leftover food	All of the above	8	6	10	30	20	14	32	3	








Easiest & Most Challenging Sustainable Activies to Carry Out





1	Saving energy	Eating less meat	Going paperless	Recycling rubbish	Donating unused items	Using public transport	Saving leftover food	0	1	0	12	0	3	20	2	Saving energy	Eating less meat	Going paperless	Recycling rubbish	Donating unused items	Using public transport	Saving leftover food	1	2	1	17	2	1	12	3	Saving energy	Eating less meat	Going paperless	Recycling rubbish	Donating unused items	Using public transport	Saving leftover food	5	2	1	7	14	3	4	4	Saving energy	Eating less meat	Going paperless	Recycling rubbish	Donating unused items	Using public transport	Saving leftover food	5	1	13	0	9	8	0	5	Saving energy	Eating less meat	Going paperless	Recycling rubbish	Donating unused items	Using public transport	Saving leftover food	8	5	13	0	7	3	0	6	Saving energy	Eating less meat	Going paperless	Recycling rubbish	Donating unused items	Using public transport	Saving leftover food	10	7	6	0	3	10	0	7	Saving energy	Eating less meat	Going paperless	Recycling rubbish	Donating unused items	Using public transport	Saving leftover food	7	18	2	0	1	8	0	














TTEST


			Q5			Q12_1			Q12_2			Q12_3			Q12_4


			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			How important are the following motivators (i.e. rewards or penalties) when considering to act more sustainably? - Personal gratification, fulfilment and satisfaction			How important are the following motivators (i.e. rewards or penalties) when considering to act more sustainably? - Guilt, shame			How important are the following motivators (i.e. rewards or penalties) when considering to act more sustainably? - Monetary incentives, bonuses, recognition			How important are the following motivators (i.e. rewards or penalties) when considering to act more sustainably? - Social sanctions, peer pressure


			0			4			2			5			3


			1			5			2			5			3


			0			5			4			5			3


			1			5			5			5			4


			1			4			3			5			3


			1			5			5			5			5


			0			3			3			3			3


			1			4			3			4			3


			0			3			3			4			3


			1			4			4			5			4


			1			5			5			5			4


			0			4			4			5			5


			1			4			3			4			3


			0			3			3			5			3


			1			3			2			4			2


			1			2			2			3			2


			1			5			2			4			2


			1			4			2			3			3


			0			3			3			3			2


			0			4			2			4			2


			0			3			2			3			3


			1			4			3			5			3


			0			4			3			4			4


			0			4			3			4			4


			0			3			3			3			3


			0			2			2			4			4


			1			4			1			5			4


			1			5			2			4			3


			1			3			3			4			3


			1			5			2			5			5


			1			4			3			4			3


			0			3			3			3			3


			1			4			2			3			2


			0			3			3			4			4


			0			3			3			4			3


			1			3			3			4			4








ttest results


			No																		Yes


			0			5			4			5			3						1			4			2			5			3									0.45			0.67			0.37			0.57


			0			3			3			3			3						1			5			2			5			3


			0			4			3			4			4						1			5			5			5			4


			0			2			2			4			4						1			4			3			5			3


			0			3			3			3			3						1			5			5			5			5


																					1			4			3			4			3


																					1			3			3			4			3


																					1			4			4			5			4


																					1			5			5			5			4


																					1			4			4			5			5


																					1			4			3			4			3


																					1			3			3			5			3


																					1			3			2			4			2


																					1			2			2			3			2


																					1			5			2			4			2


																					1			4			2			3			3


																					1			3			3			3			2


																					1			4			2			4			2


																					1			3			2			3			3


																					1			4			3			5			3


																					1			4			3			4			4


																					1			3			3			3			3


																					1			4			1			5			4


																					1			5			2			4			3


																					1			3			3			4			3


																					1			5			2			5			5


																					1			4			3			4			3


																					1			4			2			3			2


																					1			3			3			4			4


																					1			3			3			4			3


																					1			3			3			4			4


																																																MEAN DIFFERENCE BETWEEN INDIVIDUALS THAT DONATE CLOTHING AND MOTIVATING FACTORS 


																																																MEAN DIFFERENCE BETWEEN INDIVIDUALS THAT DONATE CLOTHING AND DON'T 


												No																		Yes


												0			4			2			5			3						1			5			2			5			3						0.01			0.93			0.16			1.00


												0			5			4			5			3						1			5			5			5			4


												0			3			3			3			3						1			4			3			5			3						there is a mean difference between who donate and who do not


												0			3			3			4			3						1			5			5			5			5						and for those that donate, the motivation is gratification


												0			4			4			5			5						1			4			3			4			3						for people who don’t donate, there is no motivating factors


												0			3			3			5			3						1			4			4			5			4


												0			3			3			3			2						1			5			5			5			4


												0			4			2			4			2						1			4			3			4			3


												0			3			2			3			3						1			3			2			4			2


												0			4			3			4			4						1			2			2			3			2						Mean difference between individuals who donate unused items and do not donate unused items


												0			4			3			4			4						1			5			2			4			2						Variable												Donate unused items						Do not donate unused items


												0			3			3			3			3						1			4			2			3			3						Personal gratification, fulfilment and satisfaction												0.01a						0.45


												0			2			2			4			4						1			4			3			5			3						Guilt, shame												0.93						0.67


												0			3			3			3			3						1			4			1			5			4						Monetary incentives, bonuses, recognition												0.16						0.37


												0			3			3			4			4						1			5			2			4			3						Social sanctions, peer pressure												1.00						0.57


												0			3			3			4			3						1			3			3			4			3						a/b superscript indicates a mean difference p<0.05


																														1			5			2			5			5


																														1			4			3			4			3


																														1			4			2			3			2


																														1			3			3			4			4








Barries Enablers








						Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment									Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment									Lack of time and resources discourages me from becoming more sustainability oriented in the work environment									Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment									Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment


			40			1			4			31			1			4			31			0			2			34			11			15			10			2			12			22																																																																																																Q16_1			Q16_2			Q16_3			Q16_4			Q16_5


			35																																																																		Disagree			Niether Disagree Nor Agree			Agree																																																																					How strongly do you agree with the following statements? - Strong ustainable-related communication within the organisation encourages me to become more sustainability oriented in the work environment			How strongly do you agree with the following statements? - A strong understanding of sustainable matters encourages me to become more sustainability oriented in the work environment			How strongly do you agree with the following statements? - Access to time and resources encourages me to become more sustainability oriented in the work environment			How strongly do you agree with the following statements? - Strong leadership within the organisation encourages me to become more sustainability oriented in the work environment			How strongly do you agree with the following statements? - Understanding of surrounding costs and risks related to sustainability encourages to become more sustainability oriented in the work environment


			30																																																									Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment									1			4			31																																																																					4			5			5			2			3


			25																																																									Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment									1			4			31																																																																					5			5			5			3			4


			20																																																									Lack of time and resources discourages me from becoming more sustainability oriented in the work environment									0			2			34																																																																					5			5			5			4			4


			15																																																									Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment									11			15			10																																																																					5			4			5			3			5


			10																																																									Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment									2			12			22																																																																					4			4			4			4			4


			5																																																																																																																																													5			5			5			5			5


			0																																																																																																																																													4			4			5			4			5


																																																																																																																																																4			5			5			3			3


																																																																																																																																																4			4			5			2			4


																																																																																																																																																5			5			5			4			5


																																																																																																																																																5			5			5			3			5


			Q15_1			Q15_2			Q15_3			Q15_4			Q15_5																																																																																																																																	3			3			3			3			3															Disagree			Niether Disagree Nor Agree			Agree


			How strongly do you agree with the following statements? - Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment			How strongly do you agree with the following statements? - Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment			How strongly do you agree with the following statements? - Lack of time and resources discourages me from becoming more sustainability oriented in the work environment			How strongly do you agree with the following statements? - Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment			How strongly do you agree with the following statements? - Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment																																																																																																																																	4			5			5			3			3												Strong ustainable-related communication within the organisation encourages me to become more sustainability oriented in the work environment			1			4			31


			4			5			4			2			3																																																																																																																																	4			4			4			2			4												A strong understanding of sustainable matters encourages me to become more sustainability oriented in the work environment			1			4			31


			5			4			4			3			5																																																																																																																																	5			5			5			2			3												Access to time and resources encourages me to become more sustainability oriented in the work environment			0			2			34


			5			5			5			4			4																																																																																																																																	3			5			4			1			3												Strong leadership within the organisation encourages me to become more sustainability oriented in the work environment			10			16			10


			5			4			5			3			5																																																																																																																																	5			5			5			3			4												Understanding of surrounding costs and risks related to sustainability encourages to become more sustainability oriented in the work environment			2			14			20


			4			4			4			4			4																																																																																																																																	4			4			5			3			3


			5			5			5			5			5																																																																																																																																	4			3			5			3			3


			4			4			5			4			5																																																																																																																																	4			5			5			3			3


			5			5			5			3			4																																																																																																																																	5			5			4			3			4


			4			4			5			2			4																																																																																																																																	5			5			5			3			4


			5			5			5			4			5																																																																																																																																	4			4			5			4			4


			5			5			5			3			5																																																																																																																																	5			5			5			3			3


			3			3			3			3			3																																																																																																																																	3			3			3			3			3


			4			5			5			3			3																																																																																																																																	2			2			4			2			3


			4			4			4			2			4																																																																																																																																	4			4			5			2			2


			4			4			4			3			3																																																																																																																																	4			4			5			4			5


			3			5			4			1			3																																																																																																																																	4			4			5			2			4


			5			5			5			3			4																																																																																																																																	5			5			5			3			4


			4			4			4			3			4																																																																																																																																	4			4			4			4			4


			4			3			5			2			3																																																																																																																																	5			4			5			2			2


			4			4			5			2			3																																																																																																																																	3			3			4			2			3


			5			5			4			3			4																																																																																																																																	4			4			4			3			3


			5			5			5			3			4																																																																																																																																	5			4			5			4			4


			4			4			5			4			4																																																																																																																																	5			5			5			4			4


			5			5			5			3			3


			3			3			3			3			3


			2			2			4			2			3


			4			4			5			2			2


			4			4			5			4			5


			4			4			5			2			4


			5			5			5			3			4


			4			4			4			4			4


			5			4			5			2			2


			3			3			4			2			3


			4			4			4			3			3


			5			5			5			4			4


			5			5			5			4			4








40	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	1	4	31	1	4	31	0	2	34	11	15	10	2	12	22	35	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	30	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	25	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	20	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	15	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	10	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	5	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	0	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	











Key Barriers





Disagree	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	1	1	0	11	2	Niether Disagree Nor Agree	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	4	4	2	15	12	Agree	Lack of sustainable-related communication within the organisation discourages me from becoming more sustainability oriented in the work environment	Lack of understanding on sustainable matters discourages me from becoming more sustainability oriented in the work environment	Lack of time and resources discourages me from becoming more sustainability oriented in the work environment	Lack of leadership within the organisation discourages me from becoming more sustainability oriented in the work environment	Uncertainty surrounding costs and risks related to sustainability discourages me from becoming more sustainability oriented in the work environment	31	31	34	10	22	











Enabler Factors





Disagree	Strong ustainable-related communication within the organisation encourages me to become more sustainability oriented in the work environment	A strong understanding of sustainable matters encourages me to become more sustainability oriented in the work environment	Access to time and resources encourages me to become more sustainability oriented in the work environment	Strong leadership within the organisation encourages me to become more sustainability oriented in the work environment	Understanding of surrounding costs and risks related to sustainability encourages to become more sustainability oriented in the work environment	1	1	0	10	2	Niether Disagree Nor Agree	Strong ustainable-related communication within the organisation encourages me to become more sustainability oriented in the work environment	A strong understanding of sustainable matters encourages me to become more sustainability oriented in the work environment	Access to time and resources encourages me to become more sustainability oriented in the work environment	Strong leadership within the organisation encourages me to become more sustainability oriented in the work environment	Understanding of surrounding costs and risks related to sustainability encourages to become more sustainability oriented in the work environment	4	4	2	16	14	Agree	Strong ustainable-related communication within the organisation encourages me to become more sustainability oriented in the work environment	A strong understanding of sustainable matters encourages me to become more sustainability oriented in the work environment	Access to time and resources encourages me to become more sustainability oriented in the work environment	Strong leadership within the organisation encourages me to become more sustainability oriented in the work environment	Understanding of surrounding costs and risks related to sustainability encourages to become more sustainability oriented in the work environment	31	31	34	10	20	














Numeric Change


						Q2			Q3						1 yes																																	Q3


						Which of the following activities would you consider as sustainable behaviour? (more than one answer can be selected)			Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			 			2 no			1			2			3			4			5			6			7			8			9						Which of the following activities do you carry out in your daily life? (more than one answer can be selected)			1			2			3			4			5			6			7			8			9


						1,3,4,7			4,7									1			2			1			1			2			2			1			2			2						4,7			2			2			2			1			2			2			1			2			2


						1,3,4			4,5,7									1			2			1			1			2			2			2			2			2						4,5,7			2			2			2			1			1			2			1			2			2


						8			8									2			2			2			2			2			2			2			1			2						8			2			2			2			2			2			2			2			1			2


						1,3,4,7			4,5,6,7									1			2			1			1			2			2			1			2			2						4,5,6,7			2			2			2			1			1			1			1			2			2


						8			1,3,4,5,7									2			2			2			2			2			2			2			1			2						1,3,4,5,7			1			2			1			1			1			2			1			2			2


						8			2,4,5,7									2			2			2			2			2			2			2			1			2						2,4,5,7			2			1			2			1			1			2			1			2			2


						8			8									2			2			2			2			2			2			2			1			2						8			2			2			2			2			2			2			2			1			2


						8			3,4,5,6,7									2			2			2			2			2			2			2			1			2						3,4,5,6,7			2			2			1			1			1			1			1			2			2


						1,3,4,7			1,4,7									1			2			1			1			2			2			1			2			2						1,4,7			1			2			2			1			2			2			1			2			2


						8			4,5,6,7									2			2			2			2			2			2			2			1			2						4,5,6,7			2			2			2			1			1			1			1			2			2


						8			3,4,5,7									2			2			2			2			2			2			2			1			2						3,4,5,7			2			2			1			1			1			2			1			2			2


						8			4,7									2			2			2			2			2			2			2			1			2						4,7			2			2			2			1			2			2			1			2			2


						8			2,3,4,5,7									2			2			2			2			2			2			2			1			2						2,3,4,5,7			2			1			1			1			1			2			1			2			2


						1,3,4			4,7									1			2			1			1			2			2			2			2			2						4,7			2			2			2			1			2			2			1			2			2


						8			1,3,4,5,6,7									2			2			2			2			2			2			2			1			2						1,3,4,5,6,7			1			2			1			1			1			1			1			2			2


						1,3,4,7			1,4,5,7									1			2			1			1			2			2			1			2			2						1,4,5,7			1			2			2			1			1			2			1			2			2


						8			4,5,6,7									2			2			2			2			2			2			2			1			2						4,5,6,7			2			2			2			1			1			1			1			2			2


						8			1,3,4,5,6,7									2			2			2			2			2			2			2			1			2						1,3,4,5,6,7			1			2			1			1			1			1			1			2			2


						8			4,7									2			2			2			2			2			2			2			1			2						4,7			2			2			2			1			2			2			1			2			2


						8			2,4,6,7									2			2			2			2			2			2			2			1			2						2,4,6,7			2			1			2			1			2			1			1			2			2


						1,3,4,5,7			4,7									1			2			1			1			1			2			1			2			2						4,7			2			2			2			1			2			2			1			2			2


						1,3,4,5,7			1,3,4,5,6,7									1			2			1			1			1			2			1			2			2						1,3,4,5,6,7			1			2			1			1			1			1			1			2			2


						8			2,3,4,7									2			2			2			2			2			2			2			1			2						2,3,4,7			2			1			1			1			2			2			1			2			2


						8			8									2			2			2			2			2			2			2			1			2						8			2			2			2			2			2			2			2			1			2


						8												2			2			2			2			2			2			2			1			2									2			1			1			1			2			2			1			2			2


						1,4			7									1			2			2			1			2			2			2			2			2						7			2			2			2			2			2			2			1			2			2


						1,3,4,7			1,4,5,7									1			2			1			1			2			2			1			2			2						1,4,5,7			1			2			2			1			1			2			1			2			2


						1,3,4,5,7			3,4,5,7									1			2			1			1			1			2			1			2			2						3,4,5,7			2			2			1			1			1			1			1			2			2


						8			4,5,6,7									2			2			2			2			2			2			2			1			2						4,5,6,7			2			2			2			1			1			1			1			2			2


						1,3,4,5,7			4,5,6,7									1			2			1			1			1			2			1			2			2						4,5,6,7			2			2			2			1			1			1			1			2			2


						8			4,5,7									2			2			2			2			2			2			2			1			2						4,5,7			2			2			2			1			1			2			1			2			2


						8			7									2			2			2			2			2			2			2			1			2						7			2			2			2			2			2			2			1			2			2


						1,3,4,5,7			2,4,5,6,7									1			2			1			1			1			2			1			2			2						2,4,5,6,7			2			1			2			1			1			1			1			2			2


						1,3,4,5,7			1,4,6,7									1			2			1			1			1			2			1			2			2						1,4,6,7			1			2			2			1			2			1			1			2			2


						1,3,4,7			4,6,7									1			2			1			1			2			2			1			2			2						4,6,7			2			2			2			1			2			1			1			2			2


						8			2,3,4,5,6,7									2			2			2			2			2			2			2			1			2						2,3,4,5,6,7			2			1			1			1			1			1			1			2			2
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The Research Objective is to determine the most appropriate approach| for Panorama Films to
promote a sustainable attitude among its employees by:
- Understanding employees’ current awareness related to environmental issues
- Analyze the perceived key barriers that employees are facing when implementing a
new behavioral attitude in the work environment
- Analyze the perceived enabler factors that employees are facing when implementing a
new behavioral attitude in the work environment
- Understand what motivates an individual in adapting an eco-friendlier attitude
- Understand employees’ current opinions about sustainability

- Understand employee’s current sustainable behaviors in personal lives
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Based on the above question, the following sub-questions are formulated:

- What are the employees’ current awareness related to environmental issues?

- What are the perceived key barriers that employees are facing when implementing a
new behavioral attitude in the work environment?

- What are the perceived enabler factors that employees are facing when implementing a
new behavioral attitude in the work environment?

- What motivates an individual to adapt an eco-friendlier attitude?

- What are the employee’s current opinions about sustainability?

- What are the employees’ current sustainable behaviors in their personal lives?
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