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Abstract 
The study aims to explore the essential elements of an idea in designing visual marketing, advertising, or design developments to impose sustainable 
efforts. The final data is distributed into four categories: Behavior and Attitude in Visual Development, Mechanism in Public Information, Process of 
Public Understanding, and Public Understanding in Visual Sustainability. The research suggests creators of visual communications consider how their 
work shapes attitudes and behaviours about sustainability. With awareness around information, public understanding, and connections between visual 
media and sustainability, designers can promote responsible, eco-conscious messages. This framework proposes the development process should 
cultivate mindfulness about communicating sustainability effectively. 
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1.0 Introduction 
Visual communication through media such as infographics and animations has become an increasingly important tool for conveying 
messages and influencing behavior (He, Blye, and Halpenny, 2023). However, the elements and strategies needed for effective visual 
communication to promote sustainability awareness and action need to be better established. While factors like audience, functionality, 
and public interest have been identified as relevant design considerations (Quay & Hutanuwatr, 2009; Kornienko, Kukhta, Fofanov, and 
Kukhta, 2015), there remains a lack of framework guiding the development of impactful visuals for sustainability. 

This study explored the key elements needed for visual communication to promote sustainability awareness and action effectively. 
The objectives were to 1) Identify core components related to impactful visual communication for sustainability, 2) Understand how these 
components can inform strategies for developing pro-sustainability visuals, and 3) Develop a theoretical framework to guide future 
efforts. A qualitative methodology was most appropriate due to the exploratory nature of the research and the need to gather in-depth 
insights from experts. 
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This study gathered perspectives from visual design and communication specialists and analysed them to identify critical factors in 
creating behavior-shifting visuals. The anticipated outcome was establishing a focus point for comprehending the messaging and 
imagery to communicate sustainability concepts to the public effectively. By developing a theoretical framework for impactful visual 
communication, this research aimed to provide valuable guidance for efforts to promote sustainable awareness and action through 
visual media. The proposed framework may facilitate further research and breakthroughs in pro-environmental communication. 

2.0 Literature Review 
The emergence of social media has demonstrated the power of visual communication for engaging audiences, driving participation, and 
influencing behaviours (Kujur & Singh, 2020). However, best practices for leveraging visual media to promote sustainability awareness 
and action still need to be explored. While visuals are impactful for information dissemination, strategies for crafting imagery that 
successfully imparts sustainability concepts require further investigation (Tölkes, 2018). Efforts to implement sustainability initiatives in 
the industry reveal a gap between academic theory and on-the-ground integration, pointing to the need for research on effectively 
translating ideals into resonating messaging (Raoufi et al., 2019). Attitudinal ambivalence has been identified as an emerging focus in 
understanding pro-environmental behaviours, but practical frameworks for resolving conflicting attitudes are lacking (Schneider, 2015). 

Insights across diverse fields, from psychology to semiotics, can inform impactful visual communication. Explorations of emotional 
and cognitive components of attitudes provide direction for designing sustainability messaging (Netzer et al., 2018). Principles of visual 
rhetoric and meaning-making can further guide crafting compelling pro-environment imagery (Lim, 2007; Kovach & Adolphs, 2015). 
Consumer research highlights the role of emotional motivators in decision-making, indicating a need for sustainable communication 
eliciting imagination and self-transcendent values (Hartmann et al., 2022). Educational psychology underscores the importance of 
repetitive multimodal exposure for transforming behaviours (Marín-Díaz et al., 2022). 

Knowledge from psychology and communication studies sheds light on how imagery conveys meaning. Explorations of attitudes' 
cognitive and emotional components provide direction for designing impactful visuals (Netzer et al., 2018). Principles of rhetoric and 
semiotics also offer tools for crafting compelling pro-sustainability messages (Lim, 2007; Kovach & Adolphs, 2015). However, best 
practices remain unclear for applying this interdisciplinary knowledge to the context of sustainability promotion. While research has 
examined factors like colour, simplicity, and emotional appeal in isolation (Sadozai et al., 2022), a unified framework synthesising key 
principles still needs to be developed. Studies focused on promoting general pro-social behaviours have illuminated effective strategies 
like framing and narrative (Warner et al., 2020), but their application to sustainability communication still needs to be explored. 

Bridging insights across diverse domains, including psychology, education, and semiotics, this study aimed to develop an integrated 
model for pro-environmental visual communication. A review of relevant but fragmented literature revealed a gap in human-centred, 
evidence-based guidelines purpose-built for sustainability promotion. This research sought to address this gap by combining 
multidisciplinary perspectives to generate actionable recommendations and establish best practices for this critical behavioural 
intervention. The questions emerged from the identified need for a unified framework tailored to crafting impactful visual messaging and 
content to promote sustainability awareness and action. This study endeavoured to produce an applied model to inform impactful pro-
environmental visual communication efforts by consolidating dispersed but complementary knowledge across disciplines. 

3.0 Methodology 
This study utilised a qualitative methodology to gather in-depth perspectives from experts on visual communication for sustainability. 
One-on-one semi-structured interviews were conducted with 14 professionals in sustainable development and visual design. An open-
ended interview format enabled the collection of rich insights on strategies for impactful pro-environmental visuals. 

Participants were selected based on their extensive professional experience creating sustainability communications and visual 
media for public campaigns. Criteria for inclusion required at least five years of relevant work in roles spanning government, academia, 
and industry. This purposive expert sampling allowed the synthesis of insights from diverse vantage points. The interview questions 
were developed based on key themes from the literature review, exploring (1) Behavior and Attitude in Visual Development, (2) 
Mechanism in Public Information, (3) Process of Public Understanding, and (4) Public Understanding in Visual Sustainability. Follow-up 
probing questions were adapted based on each participant's unique expertise. 

In total, 47 answers were gathered and analysed using NVivo software. Data was coded into 4 major categories: visual development, 
public information, public understanding, and visual sustainability. Further subthemes emerged under each category through an iterative 
process. Though limited in sample size, this in-depth approach allowed for gathering rich, multifaceted perspectives on this complex 
topic.  

4.0 Findings 
Visual communication is an educational tool that can be executed through a medium dispersed in many areas. Public viewers can 
discern the availability of sustainability efforts implemented in their living standards; thus, conducting a qualitative interview on Public 
Sustainable awareness regarding behaviour and attitude is essential. 

Table  1: Behaviour & Attitude In Visual Development 
Category N = 14   Transcription 
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Behavior in Sustainable 
 

 
5 

- Sensorial Learning  
- Capacity Building 
- Local Government Initiatives 
- Sensorial Learning  
- Limitation of Sustainability Communication 
- Seasonal Issue on Sustainability 
- Communicate through the audience by understanding them 

 
Attitude in Sustainable Action 
 
 

 
       9 

 
 
 

     - Theories of Behavior  
-  Attitude Model  
-  Audience Background 
- Media reach via Public Interest (ex: Photograph) 
- Influence on Communications 

 
Table 2: Mechanism In Public Information 

Category N = 10     Transcription 

 
Element in Visualization 
 

 
3 

- Visual encouragement 
- Visualization in Capacity Building 
- Visual awareness 

 
The mechanism in Sustainable Communication 
 
 

 
4 
 
 
 

    -  Visual Ideas from Public Marketing (ex- Public Art) 
- Visual as Practice in Sustainability Awareness 
- The value of Social Media 
- The value of Technology in creating awareness 

 
Medium in Modern Sustainability 
 

 
3 

-  Visual as Minor Medium 
-  Social Media Platform 

 

 
Table 3: Process Of Public Understanding 

Category N = 7 Transcription 

 
Importance of Sustainable Education 
 

 
3 

- The importance of the Education Approach to Sustainability 
- Practice in Sustainability 
- Maximize the Important role in Substantiality Practice with  
   Visual Communication  
- Every level of Early Education 
 

 
Information in Visualization 

 
4 
 
 
 

-  Visual as Minor Medium 
-  Social Media Platform 

 
Table 4: Public Understanding Of Visual Sustainability 

Category N = 10 Transcription 

 
Role of Technical in Sustainable Impact 
 

 
1 

 
- The effect of Color on Visual Awareness 

 

 
Role of Visuals in Sustainable Communication 

 
4 
 
 
 

- Role of visuals in Creating awareness 
- Visual reduces complexity in understanding 
- Via the Theory of social constructions 

 
Value in Visualization 
 

 
1 

 
- Attentive Information via visual 
 

 
Visual in Sustainable Communication 
 

 
1 

 
- Visual conveys the audience to react to bigger issues 

 

 
 

Table  5: Role Of Visual Sustainability In Public Communication 
Category N = 6 Transcription 

Sensual Component in Visual Sustainability 
 

 
1 

 
The sensual Component is a sequential process in formulating visual  

 
Value in Perceptual & Sensual Communication 
 

 
5 

 
 
 

- Perceptual development cognitive activity 
- Emotional effects 
- The importance of practising 
- Visual influences the audience’s emotion 
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Table 6: The Impact On Perceptual And Sensual Communication 
Category N =  Transcription 

 
Sentiment in Visualization 
 

 
3 

 
- Visual is an effective way to spread information and develop 
  communication 
- Impact of visual when an issue is raised 

 
Strategising Visual Sustainability 
 

 
12 

 
- Attitude is based on strategising Visual Communication 
- Audience Personality to develop public awareness 
- Direct relationship to promote sustainability idea 
- Balance between factors in Capacity Building  
- Multiple media convey the awareness 
- Strategizing Capacity Building 
- Appropriate plan via the hands-on program with minor help from visual usage 
- Understand public preferences 
- Sustainability is a major subject at every education level 

 
Sustainable Idea through Visual 
 

 
1 

 
-Simplicity in visual 

 
Table 6 shows that good strategies could sustain visual sustainability in public understanding through human behaviour and attitude, 

where 12 respondents mentioned that attitude is based on strategising visual communication, audience personality to develop public 
awareness, direct relationships to promote sustainability ideas, understanding public preferences and education could generate the 
awareness of visual communication. In this sense, the finding also directly contributes to the Sustainable Development Goals, focusing 
on Goal 11, sustainable cities and communities; Goal 12, responsible consumption and production; and Goal 13, climate action. Also, 
the same goes for the contribution to society, where they would become more aware of visual sustainability.    
 
 

5.0 Discussion 
Based on the interview with the expertise, four new components reflect visual sustainability:  1) Behavior and attitude in visual 
development, 2) Mechanism in Public Information, 3) Process of Public Understanding, and 4) Public Understanding in Visual 
Sustainability.  
 
1) Behavior and attitude in visual development 
Table 1 shows that behaviour and attitude in sustainable action are the elements practised by the experts. Through this behaviour, the 
respondents practice sensorial learning in viewing the visual form. However, there are some issues in terms of communication, where 
there are limitations of sustainable communication and seasonal sustainability issues. Therefore, it is important to communicate through 
the audience by giving them a visual understanding to develop their behaviour and attitude. Meanwhile, in discussing attitude in 
sustainable action, the theories of behaviour, attitude model, and the audience background are crucial to building visual development. 
Understanding human behaviour in experiencing visual and human attitudes is crucial, highlighting the affect, behaviour, and cognition 
(Harreveld, Nohlen, and Schneider, 2015). Inconsistent cognitive and affective assessments will affect the relationship to the strength 
of the resulting attitude (Conner, Wilding, Harreveld, and Dalege, 2021). 
 
2) Mechanism in Public Information 
In Table 2, this mechanism focuses more on the instrument for public knowledge toward visual development. This section highlights 
elements in visualisation, the mechanism of sustainable communication, and the medium in modern sustainability. For example, in visual 
awareness, understanding and acceptance of the visual play are essential in ensuring the information or knowledge can be distributed 
to the public. In terms of mechanisms in sustainable communication, this section represents communicating or exchanging information 
visually and using some other medium, such as social media. In this sense, informative visuals play an essential role in providing 
knowledge to the public through the power of social media. In this way, the value of informative knowledge could create public 
awareness, contributing to the practice of sustainability awareness in society (Raoufi, Taylor, Laurin, and Haapala, 2019).  
 
3) Process of Public Understanding 
This process (Table 3) refers to educating the public about the importance of sustainability awareness to society. In this case, a strategy 
such as practising the educational approach should highlight sustainability that should start from early Education. The same goes for 
the information in visualisation; it also stresses social media as a medium to distribute and share knowledge about visual sustainability 
with the public. Siraj-Blatchford (2010) states that early childhood education provides a valuable beginning point for long-term learning. 
 
4) Public Understanding of Visual Sustainability 
The public understanding (Table 4) of visual sustainability focuses on the technical aspects of sustainable impact, visuals in sustainable 
communication, value in visualisation, and visuals in sustainable communication. In discussing the technical part, the colour’s effect has 
become important in creating public awareness. The colour selection applied to the visual would lead to the role of the visual, and it can 
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reduce the complexity of visual knowledge (Cao et al., 2013). At this point, the collaboration between the faction of visual communication 
and the knowledge of the theory of social constructions is highly required to achieve visual sustainability among the public. The public 
could portray their reaction, perception, and thinking toward sustainable value through visual knowledge.  

While limited qualitatively, these insights from interdisciplinary experts systematically synthesise strategies for visual sustainability 
promotion. The framework provides actionable direction for communicators and researchers seeking real-world impact. Limitations 
include the small sample size and lack of direct behavioural outcomes. Follow-up studies validating the model through quantitative 
measures are warranted. These human-centred findings offer a roadmap for purpose-driven visuals advancing sustainability awareness 
and action. 
  
5.1 Purpose Theoretical Framework 
The theories of human behaviour regarding visual sustainability development follow the understanding of the study result. The role of 
four indicators in implementing visual sustainability is divided into 3 (three) major elements and 2 (two) major developments.  
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 1: The theoretical framework of the element and development in visual sustainability 

 
The criteria that form the element are behaviour and attitude, the process of public understanding, and the role in visual sustainability. 

Meanwhile, in the development section, visual sustainability consists of mechanisms in public information and public understanding of 
visual sustainability. Next, the elements and development in visual sustainability are related. First is behaviour and attitude related to 
developing mechanisms in public information and public understanding of visual sustainability. Then, the element of public 
understanding, the process of public understanding, and its role in visual sustainability will relate to the public understanding of visual 
sustainability. The element is categorised into Behavior and attitude, which specify the person’s awareness of the matters. This stage 
of elements would identify all three (3) major developments regarding the suitable mechanism and how far public understanding is 
reached and finalise the impact in visual communication. Next, the Process of Public Understanding remains to reach Public 
Understanding in Visual Sustainability.  
 
 

6.0 Conclusion 
In conclusion, this study illuminates core strategies for leveraging visual communication to promote sustainability awareness and action. 
The qualitative findings provide an initial framework for synthesising key principles across disciplines for shaping pro-environmental 
behaviours through impactful visuals. However, the research contains limitations, including a small sample size of experts and a need 
for direct behavioural outcomes. Follow-up studies with larger diverse samples and measuring real-world impacts would strengthen the 
conclusions. Researchers should also continue expanding the model with new disciplines and contexts. Despite these limitations, the 
human-centred insights offer strategic direction for sustainability promotion efforts. Specific recommendations include utilising sensory 
learning modules, incorporating sustainability across all education levels, partnering with social media platforms on participatory 
campaigns, and framing urgency through visual storytelling (Kujur, and Singh, 2020). 

Further exploration of emotional motivators and messaging repetition is also warranted. This research initiates vital dialogue on 
translating sustainability ideals into actionable communication (Kovach and Adolphs, 2015). The proposed framework provides a 
roadmap for purpose-driven visual media advancing environmental agendas. As visual consumption increases across technologies, 
these strategies offer timely guidance for content creators and change-makers working to shape a sustainable future. 
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The visual form can also respond to the fundamental recommendations of Education in fostering community awareness to prioritise 
Education that starts with early Education into higher-level education. Based on outcomes, to create awareness in determining how 
much a decision can affect creating awareness, according to the research, it involves technical and visual, and ultimately impacts value 
in obtaining a long-term and sustainable connection. 
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