
Getting Connected… 
• Dial In (best connection): 

– Dial: 866.775.0802; Participant Code: *3630# 
– Make sure your speakers are off or there will be an echo. 
– To merge your name with your phone number on the list:  

• Enter token number found in “Join Audio Conference” pop up box.  
The token ID can also be viewed within the webinar by clicking on 
the “i” icon at the top right-hand corner. 

• Click the drop down menu at the top right of the attendees pod 
and select "edit my information" then enter your name and phone 
number  

• Computer 
– Make sure your computer microphone and speakers are 

on.  

SSDN Community Based Social Marketing Webinar Series: Webinar #3 



Community-Based Social Marketing 
SSDN Education to Execution Workshop Series 

Webinar #3: Strategy and Message Design 

November 3, 2015 

If you are using the phone to dial-in, be sure 
that your computer mic/speakers are on 
mute.  This webinar will be recorded.   



Agenda 

Introductions  (5 min) 

• Announcements 

Background (5 min) 

• Process Overview 

Barrier and Benefit Research Review (15 min) 

• Lessons Learned 

Strategy and Message Design (40 min) 

• Behavior Change Tools 

• Resources and Planning 

Q&A (25 min) 

• Implementation Plans  

• Challenges/Concerns 



Introductions 

SSDN: Housekeeping & Announcements 

Action Research: Questions from Webinar #2 



Background 

Webinar Series Overview 

Process Overview 



Community-Based Social Marketing 

Select Behavior 

Barriers & Benefits 

Develop Strategy 

Pilot Test 

Implement Broadly & Evaluate 

McKenzie-Mohr, D. (1999, 2011). Fostering sustainable behavior. Canada: New 

Society Publishers.  See also  www.cbsm.com  



Webinar Series Overview 

 Sept: Selecting and Prioritizing Behaviors 

 Training and Tools 
 

 Oct: Conducting Barrier and Benefit Research 

 Methods, Best Practices, Instruments, Resources 
 

 Nov: Strategy and Message Design 

 Social Science, Matching Tools, Branding/Messaging 
 

 Pilot Testing and Evaluation 

 Identifying Metrics, Design, Analysis, ROI 
 

 Troubleshooting, Lessons Learned, Scaling Up 

 Discussion  

 

 

 

 



Barrier and Benefit Research 

Implementation Experiences 

Lessons Learned  

Questions 



Step 2: Identify Barriers and Benefits 

 NOT based on a hunch! 

 Find target population 

 

 Starting point 

 Literature Reviews 

 Observations 

 Focus Groups 

 

 Surveys  

 In-person 

 Telephone 

 Mail 

 Web-based 

 



Strategy & Message Design 

Behavior Change Tools 

Resources & Planning 



Step 3: Develop Strategy 

Behavior 
Change 

Tools from 
Social 

Sciences 

Remove 
Barriers 

Enhance 
Motivation 

Personal 
Contact 
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Graphic From: Schultz, P. W. (2013). Strategies for promoting proenvironmental 
behavior: Lots of tools but few instructions. Eurpoean Psychologist.  

Remove Barriers & Enhance Benefits 



Step 3: Develop Strategy 

Behavior 
Change 

Tools from 
Social 

Sciences 
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Barriers 

Enhance 
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One-on-One 
Personal Contact

Group Discussion

Personalized media 
(feedback)

Impersonal direct 
contact (direct mail)

Information/Awareness 
by mass media (TV, 
radio, billboard)

Graphic from: Schultz, P.W., & Tabanico, J. (2007). Community-based social marketing and behavior change. In A. 
Cabaniss (Ed.), Handbook on Household Hazardous Waste. Lanham, MD: Rowan and Littlefield. 

Personal Contact: Reach vs. Impact 



Step 3: Develop Strategy 

Behavior 
Change 

Tools from 
Social 

Sciences 

Remove 
Barriers 

Enhance 
Motivation 

Personal 
Contact 



Social Science Tools 

Incentives Contests Social Modeling 

Social Norms 
Convenience 
(Make it Easy) 

Commitments 

Education Feedback Prompts 

Cognitive 
Dissonance 



Tools: Commitment 

 Desire to act consistent 

 Commitments 

 Values 

 Past Behavior 

 

 Agreement to small request can alter self perception 

 NYC theft study 

 



How Many Chased the Thief? 

20% 

95% 

Say Nothing "Watch My Things"

Moriarty, 1975 

Tools: Commitment 



How Many Chased the Thief? 
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Moriarty, 1975 

Tools: Commitment 



Would you let us put a 6 ft x 3ft billboard stating 
“DRIVE CAREFULLY!” on your lawn? 

 

DRIVE 
CAREFULLY 

Tools: Commitment 

Freedman & Fraser, 1966 



How Many Said Yes? 

17% 

76% 

Request Request + Commitment

Freedman & Fraser, 1966 

Tools: Commitment 
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Tools: Commitment 

 Written 

 Public 

 Active Involvement 

 Voluntary 

 Cohesive Groups 

 Callbacks 

 



Tools: Commitment 

Energy Star 



Tools: Commitment 

http://www.toolsofchange.com/en/case-studies/detail/686/ 



Tools: Commitment 

http://www.energyvibe.com/archives/2013/the-power-of-commitment 





Tools: Commitment 

 PG&E 

 

 Auditors trained to secure 

verbal commitment 

 “I’ll give you a call to see how it’s 

going” 

 

 Substantial increase in 

completed retrofits 

Gonzales, M.H., Aronson, E., & Costanzo, M.A. (1988). 



Tools: Commitment 

 Ask if names and energy 

savings could be put in the 

newspaper. 

 

 Never actually published 

 

 Increased electricity savings by 

20% and natural gas by 15% 

 

 Savings still observed 12 

months later 

 

Pallak, M.S., Cook, D.A., & Sullivan, J.J. (1980) 



Tools: Social Norms 

 People look outside themselves and to other people 

around them to guide their decisions and actions 

 Ambiguous situations 

 

 Expectations about the behavior, thoughts, or feelings 

that are appropriate within a given context 

 Descriptive 

 Injunctive 

 Powerful influence on behavior 

 Not typically viewed as influential 

 



Which one attracts more tips? 



Tools: Social Norms 

 Gawking Study 

 Milgram, Bickman, & Berkowitz (1969) 

 

 Who stopped to look? 

 N=1 (4%) 

 N=5 (18%) 

 N=15 (40%) – stopping traffic! 

 



Tools: Social Norms 



Tools: Social Norms  





Tools: Social Norms 



OPower 

Tools: Social Norms 





Avoid Boomerang Effects 

• Interventions that focus on what others 
aren’t doing can lead to boomerang effect 

 





Tools: Social Diffusion 

 Diffusion of innovation through social networks 

 Agricultural practices 

 Solar 

 Drought tolerant landscaping 

 

 Influenced by networks 

 Friends, family, coworkers, etc. 

 

 Behavior must be visible 

 Combine with commitments from early adopter 



Tools: Social Diffusion 

 Those who install programmable thermostats are more 

likely to influence friends, family, and coworkers to 

install them, but not neighbors 

Darley and Beniger 



Tools: Social Diffusion 

 Those who intend to install solar panels have been 

found to have friends and colleagues who had already 

installed them 

Leonard-Barton, D. 



Tools: Prompts 

 Remembering to act 

 Barrier is forgetting 

 

 Noticeable 

 Close in space and time 

 Combine with other tools 

 

 Self-Explanatory and Explicit 

 Ineffective: “Please conserve energy” 

 Effective “Turn off the light before leaving” 

 



Tools: Prompts 



Tools: Prompts 



Tools: Prompts 



Tools: Prompts 



Tools: Convenience 



Tools: Communication 

Capture 
attention 

Vivid Personalized 

Credible 
sources 

Simple & clear 
Personal 

communication 



“..if you were to add up all the cracks 

around and under these doors here, 

you’d have the equivalent of a hole the 

size of a basketball in your living room 

wall.  Think for a moment about all the 

heat that would escape…” 

 

– Cracks are minor….a hole is 

disastrous! 

 



Resources and Planning Tools 



Graphic From: Schultz, P. W. (2013). Strategies for promoting proenvironmental behavior: Lots of tools but few 
instructions. Eurpoean Psychologist.  

Selecting Tools 



Channels 

Messengers 

Key Messages 

Structural Barriers 

Design Process 



Strategy Table: Computer Shutdown 

Research Outcomes Strategy Element 

Barrier: Lack of knowledge about 
monitor shutdown. 

 Provide Information 

Barrier: Perceived long power-up 
time. 

 Correct Misperceptions 

Barrier:  Lack of knowledge about 
presence of policy. 

 Policy/Admin Support 

Barrier:  Remembering/Knowing to 
turn off monitor. 

 Prompt and Commitment 

Benefit:  Saving energy and money.  Highlight Benefits 



Prompt Card 



Cold Water Wash Strategy 
Research Outcomes 

Barrier:  Want laundry to be CLEAN 
& SANITIZED 

Barrier:  Want to wash some things 
in WARM/HOT 

Benefit:  Saving energy and money 

Social Norm: Many people doing the 
right thing 

Strategy Element 

Testimonials :  Quotes from local 
residents who wash in cold 

Authority:  Letter from City asking 
residents to wash in cold 

Credibility:  Consumer Reports data 
showing performance of detergents 

in cold water 

Social Norms: Show % of cold water 
washers 

Reminder to Switch Settings:  "Cool 
is Clean" Prompt magnet 

Information: Amount of energy and 
money saved by washing in cold 

water 



Flyer 

• Consumer Reports 

 

• Energy & Money Savings 

 

• Testimonials 

 

• Benefits 



Magnet 

• Prompt 

• Affixed to Machine 



CBSM Resources 

 Fostering Sustainable Behavior 

 Doug McKenzie-Mohr 

 

 Case Studies 

 www.cbsm.com 

 “What Works” 

 

 USDN Turnkey Strategies 

 Cold Water Wash 

 Computer Shutdown 

 

 

 



www.toolsofchange.com  

Tools of Change Website 







Q & A 

Feasibility 

Challenges/Concerns 



Post-Webinar Survey 

http://survey.takeactionresearch.com/cgi-
bin/rws5.pl?FORM=SSDNpostwebinar 



Action Research 

California: 3630 Ocean Ranch Blvd. | Oceanside, CA 92056 

New York: 13 East 37th St., Suite 7F | New York, NY 10016 

phone: 760.722.4000 | email: info@action3630.com 

www.action3630.com 

 


