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Behavior Matters

0 Human Behavior Origins

m Pollution and Waste

m Climate Change

0 Technology and Policy Solutions

m Technical, economic, institutional, societal obstacles
m Time to penetrate markets, implement policies

B Some technologies only effective if people use them

O Behavioral Solutions
m Solutions will require changes in behavior

m Guidance from psychology
action

arch * Social Marketing - Results



THE Behavior Matters
I

0 Diverse set of behaviors
® One-time (e.g., install LED)

m Repetitive (e.g., transportation habits)

O Vary in cost, difficulty, and other obstacles
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- So how do we change behavior?
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Traditional Approaches
_—

Knowledge Awareness

If people know
—  what to do,
they will do it.

\ J

Knowledge #
—  Behavior
Change
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Traditional Approaches
_—

Knowledge Awareness
If people know It peop Ie.know
the severity of
— what to do, they — 4 n
ill do it. ey Wi
. v ) change.
Knowledge # Attitude #
— Behavior — Behavior
Change Change

action

arch * Social Marketing - Results



Traditional Approaches
_—
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Campaign Effects

National effort in Canada to reduce CO2
Heavy media advertising

51% knew program

Few changed behavior

2001-2010

$200 million advertising campaign
One-time and repetitive actions
Little impact behavior change
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Beyond Brochures
N

0 Behavior change requires a different approach

O Process not a product

0 Community-Based Social Marketing (CBSM)

O Origins in 100 years of social science
O Research-driven

O Community-based

O Removes barriers

O Outcomes (behavior change) not Outputs (# of impressions)

action
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Community-Based Social Marketing
B

¢
4
¢
¢

Select Behavior

Barriers & Benefits

Develop Strategy

Pilot Test

Implement Broadly & Evaluate

McKenzie-Mohr, D. (1999, 201 1). Fostering sustainable behavior. k
Canada: New Society Publishers. See also www.cbsm.com Qc I.n
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Community-Based Social Marketing
B

Barriers & Benefits
Develop Strategy

Pilot Test

Implement Broadly & Evaluate

McKenzie-Mohr, D. (1999, 201 1). Fostering sustainable behavior. k
Canada: New Society Publishers. See also www.cbsm.com oc I.n

arch * Social Marketing - Results



http://www.cbsm.com

Community-Based Social Marketing
_—

Develop Strategy

Pilot Test

Implement Broadly & Evaluate

McKenzie-Mohr, D. (1999, 201 1). Fostering sustainable behavior. k
Canada: New Society Publishers. See also www.cbsm.com nc I@n
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Community-Based Social Marketing
_—

Pilot Test

Implement Broadly & Evaluate

McKenzie-Mohr, D. (1999, 201 1). Fostering sustainable behavior.
Canada: New Society Publishers. See also www.cbsm.com ncclun
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Community-Based Social Marketing
_—

Implement Broadly & Evaluate

McKenzie-Mohr, D. (1999, 201 1). Fostering sustainable behavior.
Canada: New Society Publishers. See also www.cbsm.com Qcclwn
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Community-Based Social Marketing
N

¥
¥
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Select Behavior

Barriers & Benefits

Develop Strategy

Pilot Test

Implement Broadly & Evaluate

McKenzie-Mohr, D. (1999, 201 1). Fostering sustainable behavior. k
Canada: New Society Publishers. See also www.cbsm.com ﬂc I©n
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Step 1: Selecting Behaviors

S
0 Are we Focusing on Behaviors that Make Sense?

® What is desired outcome?
®m What sectors/audiences are linked with outcome?

m Is behavior linked to outcome?

0 Informed Choices

® Our hunches are often disconfirmed
m Technical data

m Survey data

0 Prioritize

ackion
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Prioritizing Behaviors
N

* How many already engaged?

Penetration Is there room to change?

Probability

How difficult is change?

* How much is change linked to

Im pdd‘ outcome?
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Sample: Energy Savings
.

. Impact Probability Reach
0-10 0-10 m

Change 10 bulbs to CFL

Unplug charged devices
Energy-efficient fridge

Adjust AC to 78 degrees

Weight = Impact x Probability x Reach

Reach = 1- Penetration QCkl@n
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Sample: Energy Savings
.

. Impact Probability Reach
0-10 0-10 m

Change 10 bulbs to CFL

Unplug charged devices 1
Energy-efficient fridge 7
Adjust AC to 78 degrees 7

Weight = Impact x Probability x Reach

Reach = 1- Penetration QCkl@n
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Sample: Energy Savings
.

. Impact Probability Reach
0-10 0-10 m

Change 10 bulbs to CFL

Unplug charged devices 1 9
Energy-efficient fridge 7 3
Adjust AC to 78 degrees 7 7

Weight = Impact x Probability x Reach

Reach = 1- Penetration QCkl@n
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Sample: Energy Savings
.

. Impact Probability Reach
0-10 0-10 m

Change 10 bulbs to CFL

Unplug charged devices 1 9 .90
Energy-efficient fridge 7 3 40
Adjust AC to 78 degrees 7 7 .60

Weight = Impact x Probability x Reach

Reach = 1- Penetration QCkl@n
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Sample: Energy Savings
.

. Impact Probability Reach
0-10 0-10 m

Change 10 bulbs to CFL

Unplug charged devices 1 9 .90 8.10
Energy-efficient fridge 7 3 40 8.40
Adjust AC to 78 degrees 7 7 .60 29.40

Weight = Impact x Probability x Reach

Reach = 1- Penetration QCkl@n
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Sample: Energy Savings
.

. Impact Probability Reach
0-10 0-10 m

Change 10 bulbs to CFL

Unplug charged devices 1 9 .90 8.10
Energy-efficient fridge 7 3 40 8.40
Adijust AC to 78 degrees 7 7 .60 29.40

Weight = Impact x Probability x Reach

Reach = 1- Penetration QCkl@n
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Step 2: Identify Barriers and Benefits
B

0 Why aren’t people engaging the desired behavior?

B Internal: motivation, knowledge, convenience, attitudes, time

B Structural: structural changes, convenience, difficulty, access

0 Multiple barriers can exist simultaneously.

Hm Prioritize

O Barriers can vary by:
m Behavior
m Audience

m Season
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Step 2: Identify Barriers and Benefits

0 NOT based on a hunch!

m Find target population

O Starting point
m Literature Reviews
m Observations

m Focus Groups

O Surveys
B In-person
m Telephone
B Mail
B Web-based
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Step 3: Develop Strategy
B

Remove Enhance
Barriers Motivation

Tools from
Social
Sciences

Personal

Contact
Behavior
Change

Q¢ k 10N
Research - Social Marketing = Results



Step 3: Develop Strategy
B

Tools from
Social
Sciences

Personal

Contact

Behavior
Change
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SHIANYVY

BENEFITS

BENEFITS

Graphic From: Schultz, P. W. (201 3). Strategies for promoting proenvironmental
behavior: Lots of tools but few instructions. Eurpoean Psychologist.



Step 3: Develop Strategy
B

Remove Enhance
Barriers Motivation

Tools from
Social
Sciences

Behavior
Change
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Personal Contact: Reach vs. Impact
B

HIG One-on-One
N Personal Contact
)
g’ Group Discussion
©
G
O Personalized media
i) (feedback)
>
©
% Impersonal direct
m contact (direct majl)
v Informatipn/Awarenesks
LOW by mass media (TV,
10, billboard)
LOW - > HIGH

Reach
Graphic from: Schultz, P.W., & Tabanico, J. (2007). Community-based social

marketing and behavior change. In A. Cabaniss (Ed.), Handbook on Household k N
Hazardous Waste. Lanham, MD: Rowan and Littlefield. oc In
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Step 3: Develop Strategy
B

Remove Enhance
Barriers Motivation

Personal

Contact
Behavior
Change
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Step 3: Develop Strategy
B

High
Incentives Make it Easy
Contests Commitments
£ Education
Social Modeling
Feedback
Social Norms Prompts
Low Cognitive Dissonance

Low High

Benefits (Motivation)

Graphic From: Schultz, P. W. (201 3). Strategies for promoting proenvironmental nc&‘@n

behavior: Lots of tools but few instructions. Eurpoean Psychologist. , :
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Step 4: Pilot Testing
-

O Preliminary data about the efficacy of intervention
0 Small sample (but out of the office)
O Refine, modify, re-pilot

0 Cost-savings mechanism

Group A
Group B M -TICE | - Post-Test
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Data Driven at Every Step
—

Select Behavior

Barriers & Benefits
—.,

Develop Strategy
| _‘
Pilot Test

Implement Broadly & Evaluate
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CBSM In Practice
S

* Pet waste, manure management

Pollution Prevention RS IGCu:

* Outdoor washing (e.g., hosing, car washing)

Energy Conservation B Energy efficiency home improvements
* Residential energy conservation

and EfflClenCY * Municipal employee behavior

* Household Hazardous Waste
* Municipal recycling programs

Waste Diversion and
Recycllng * Agricultural use of industrial byproducts

* Commute Trip Reduction

Transportation * Vanpools
* Walking and Biking

ackion
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CBSM Successes
—

0 Computer & Monitor Shutdown

0 Municipal Employees TAKINCE

. RO
0 Email & In-Person A

——

O Reminder

1] , pledge to turn off
both my computer and monitor at the end of each workday.

O Start up Time Information

O Policy Clarification

O Commitment
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CBSM Successes

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Computer & Monitor Shutdown Rates

Control

Treatment

72%

I, , pledge to turn off
both my computer and monitor at the end of each workday.

(0, ]
W

D
S

N
<
S

Computers Off

Monitors Off
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CBSM Successes

0 Cold Water Washing
0 Direct Mail

O Detergent Performance

O Testimonials

O Reminder Magnet

O Info

coolis

@o

coolis
2]
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CBSM Successes
—

O Significant increase in reported cold water
washing across diverse cities

Asheville Tucson Berkeley
100 100
85.4% 90
90 79.7%
80 20 75.7%
70 70 60.7%
G0 60 S
51.7%
0 48.2% 50 -
39.3%
40 _ 40 .
30 —
30 20.3%
20 —H46%— ~ 20 _
° Il - ] B
0 0
All or Mostly Warm/Hot All or Mostly Cold All or Mostly Warm/Hot All or Mostly Cold All or Mostly Warm/Hot All or Mostly Cold
M Treatment Control B Treatment & Control B Treatment = Control
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CBSM Successes

0 23 % reduction in piles of pet waste left behind on trail

190
170
150
130
110
90
70
50

mPRE mPOST

CBSM

Control

SCOOP THE POOP

IT’S YOUR DOODY

Do your part to prevent water pollution.

0CC4.14,4.16.2 5 40.2.1




CBSM Successes

0 89% decrease in outdoor washing

0 67% decrease in dry-weather flow into storm drains

25

N

2 | A" City of San Diego - Storm Water lFM

0

3 0 Best Management Practices (BMPs)
S for Businesses

N f\‘ e .v.vin'ﬂllllrlfﬂltll" dr Many peopis i drair i .,—

| 1 sewer d anything that enters the lly treated. However, the storm drain system

15 A A A A is NOT ystem. Everything into storm drains travels untreated to
: {\ ourcreeks, rivers, bays, and. t b harmi ife. You can help

>. 67% PRE 0 ‘/\ a3 part of your business'dally clean up and maintenance routine,
-

Decrease!

1) A Proper Cleaning Techniques:
) Regularly sweep paved (concrete) areas.
ing with 7, mop rath d

B POST

ANAA D down

. g 9
ON, is necessary, collect or direct the wash water to landscaped
O areas for infiltration or to the sewer system.

T . o
il Proper Washing Te:

0.5 -

Proper Trash Containment:
Place garbage in proper dumpsters and bins. [
s e

from blowing offsite. Sweep trash areas and
check for leaks twice a week. Keep liquids out
of dumpsters. Dispose of non-toxic liquids in
the sewer system. Always separate trash

and recycle using proper bins.

CBSM Traditional

Proper Hazardous Material
Use & Disposal:

9
or spills. Dispose using authorized collection
services. Identify the proper way to dispose

of hazardous waste by calling the County
Department of Environmental Heaith at

619-338-2231. Hazardous waste includes
unused paint, solvents, oils, furniture
polish and pesticides.

La Jolla Shores Business Outreach CBSM
Think Blue, 2009



CBSM Successes
S

0 248% increase in curbside oil pick ups

A SUCCESS IN UFFER VALLEY!

(URBSIDE OIL BECYCLING , ||| |

to @ collection center but that fakes time. The

gaibage callection day

&
b
IT5 EASY AND CONVENIEKT! HOW IT WORKS

= Arw s i u Ve 20,000 gsavgslu 0 N Couny Curbuidu ol eulloction b= bue and wagy T UVDE |
wiho changs their own oilT Jain your e ghbors cuztomers: |
whe hewve found that curbsice pickups make cil |
'_?‘F'IFST':‘ sasiest and fastest way fn *do the » Complste fha sitachad mail-in card tn enall in |
right thing. the curtside oil collechon prograre, Drep the |

. _ card in the mail, and an cil recycling container g
“Do-t poursalf” ol changers can taka ussd oil wil ba droppad off at your house o the nest £ |

mask eomeesicrt way to racytle ol is bo ha
it picked up at your cwn curk. Upper Valley
Diggesd] JUVDS] maked it ey with thelf
curtsida eallaction pregram. Mot ey da thay
pick It up fer you—theyll even provide & Tres
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Used Oil Recycling CBSM Pilot
Cal Recycle, 2003

Dutach and Mail Taday!
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i

Number of Curbside Pick-ups
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+ Intervention
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Resources
B

Social Marketing
to Protect the
Environment

QUhat Qlorks

ohr | Nancy R. Lee
z | Philip Kotler
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