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Both Seek to Change Behavior Both Seek to Change Behavior 
and/or and/or 

Social NormsSocial Norms

For an uncertain eventFor an uncertain event



Social Marketing

Environmental 
Education

Natural Hazards



Info = awarenessInfo = awareness

Awareness = Behavior ChangeAwareness = Behavior Change



What can help?What can help?

Education Education can help lay a foundation can help lay a foundation 
of greater awareness and knowledgeof greater awareness and knowledge

Persuasive communicationPersuasive communication
campaigns can prompt actioncampaigns can prompt action

Social marketing strategiesSocial marketing strategies can can 
reduce barriers, change perceptions, reduce barriers, change perceptions, 
build a new social normbuild a new social norm



Social marketingSocial marketing

Using productUsing product--marketing strategies marketing strategies 
to promote ideas like health and to promote ideas like health and 
conservationconservation
Influencing a target audience to Influencing a target audience to 
voluntarily accept, reject, or modify voluntarily accept, reject, or modify 
an actionan action
For the benefit of individuals, groups, For the benefit of individuals, groups, 
or society as a wholeor society as a whole



Common ExamplesCommon Examples

Drunk drivingDrunk driving

Drug usageDrug usage

SmokingSmoking

HIV/AIDSHIV/AIDS

Child immunizationChild immunization



Be Bear AwareBe Bear Aware
Increasing Increasing 
knowledge and knowledge and 
awarenessawareness
Changing behaviorChanging behavior
–– Storing and putting Storing and putting 

out trash for pickupout trash for pickup
Better garbage cansBetter garbage cans

–– Storing pet foodStoring pet food

–– FencingFencing



What helps you change a What helps you change a 
behavior?behavior?

If others do it too?If others do it too?
If you have enough information?If you have enough information?
If someone asks you to?If someone asks you to?
If you know your effort will be effective?If you know your effort will be effective?
If you care about it?If you care about it?
Which factors are more important and Which factors are more important and 
does that change with the behavior?does that change with the behavior?



So what matters?So what matters?

What people know about What people know about 
behavior & consequencesbehavior & consequences
How they feel about How they feel about 
behavior & consequencesbehavior & consequences
What “important others” What “important others” 
think about the behavior think about the behavior 
and how much they matterand how much they matter
Perceptions of whether I Perceptions of whether I 
can do it, and do it well can do it, and do it well 
enoughenough

Information

Opinion Leaders

Stories
Models

Prompts

Interaction with
Others



Good communicationGood communication

Build understandingBuild understanding
Engage community membersEngage community members
Convey trust and relevant Convey trust and relevant 
expertiseexpertise
Use appropriate languageUse appropriate language
Use relevant examplesUse relevant examples
Listen and respond to Listen and respond to 
misconceptionsmisconceptions



Important techniques, but hard to Important techniques, but hard to 
accomplishaccomplish

Avoid saying what audience already knowsAvoid saying what audience already knows
Relate to what audience cares about and Relate to what audience cares about and 
is interested inis interested in
Deliver message through medium that Deliver message through medium that 
audience usesaudience uses

And so we need to understand 
the audience!



Consider the audienceConsider the audience



Understand your audienceUnderstand your audience

Multiple audiencesMultiple audiences

–– Tailor info for themTailor info for them

–– Avoid Avoid preconcievedpreconcieved notionsnotions

Address conflicting attitudes Address conflicting attitudes 

Available resourcesAvailable resources



Deal with Deal with 
MisconceptionsMisconceptions
When a deeply held notion When a deeply held notion 

prevents someone from prevents someone from 
understanding your messageunderstanding your message

WORKS BOTH WAYS!!!WORKS BOTH WAYS!!!



People may not understandPeople may not understand
They don’t share your They don’t share your 
backgroundbackground
They have made sense out of They have made sense out of 
experiencesexperiences
That shapes how they accept That shapes how they accept 
new informationnew information
Their understanding is different Their understanding is different 
from yours!from yours!

It depends on what they    It depends on what they    
know and how they thinkknow and how they think



Key QuestionsKey Questions

Who is your audience?Who is your audience?
What do they care about?What do they care about?
What do they already know about What do they already know about 
the issue?the issue?
What values are important?What values are important?
Where do they go for information?Where do they go for information?
Who do they trust?Who do they trust?



What do they care about?What do they care about?

1. Ask them1. Ask them
2. Check the literature2. Check the literature
3. Some things are universal:3. Some things are universal:

–– Children, health, quality family timeChildren, health, quality family time

4. Some things are cultural:4. Some things are cultural:
–– Privacy, community, convenience, future, frugalityPrivacy, community, convenience, future, frugality

5. Community leaders may have concerns:5. Community leaders may have concerns:
–– Fiscal responsibility, election, media coverageFiscal responsibility, election, media coverage



Consider the messageConsider the message



Ideal MessageIdeal Message

Use simple languageUse simple language
Be consistentBe consistent
Three topicsThree topics
–– Potential lossesPotential losses
–– Chances of losses over specific time Chances of losses over specific time 

periodperiod
–– Ways to cut lossesWays to cut losses

Say who is at riskSay who is at risk



Make the text interestingMake the text interesting

Active voiceActive voice

Action verbsAction verbs

Concrete examplesConcrete examples

Short sentencesShort sentences

Common wordsCommon words

Organizing statementsOrganizing statements

Interesting topicsInteresting topics

Boring 
brochure?



LanguageLanguage

Translate materials to their languageTranslate materials to their language
Technical jargon may be a barrier to Technical jargon may be a barrier to 
your audienceyour audience
Ask them what they understandAsk them what they understand
What ideas do the words convey?What ideas do the words convey?

PATHOGEN STAND

BOLE SPECIES

UNDERSTORY

?
?

?
?

PLANT



The language of conservationThe language of conservation

Public opinion research suggests that Public opinion research suggests that 
some phrases resonate better than some phrases resonate better than 
others and are better at others and are better at 
communicating a conservation communicating a conservation 
messagemessage

Not “endangered species” But “wildlife protection”

But “natural areas”

But “agreement”

Not “open space”

Not “easement”



Locally RelevantLocally Relevant

EcosystemEcosystem
CultureCulture
HistoryHistory



Use all the good reasonsUse all the good reasons

One reason to change a behavior One reason to change a behavior 
is not better than othersis not better than others
Different people care about Different people care about 
different reasonsdifferent reasons

Plant native plants:Plant native plants:
Good for hummingbirds, good for Good for hummingbirds, good for 
water quality, good for water quality, good for 
ecosystem, good for family, ecosystem, good for family, 
pretty to look at …pretty to look at …



Using valuesUsing values

For people to do the hard work of For people to do the hard work of 
building a mental model out of your building a mental model out of your 
information, they need to know the information, they need to know the 
information will be relevant, information will be relevant, 
meaningful, useful.meaningful, useful.

Connect your message to things Connect your message to things 
they care aboutthey care about



Stories and examplesStories and examples

Stories and examplesStories and examples
–– Provide concrete imageryProvide concrete imagery
–– Explain how to do a taskExplain how to do a task
–– Explain how to overcome problemsExplain how to overcome problems
–– Demonstrate that real people can do Demonstrate that real people can do 

itit

Extremely helpful elements of Extremely helpful elements of 
effective communicationeffective communication



Threat and fear can backfireThreat and fear can backfire

Make sure the message includes how to prevent 
the problem with reasonable easy steps. Don’t 

paralyze people with guilt or fear.



Don’t preachDon’t preach

People don’t like being told People don’t like being told 
what to dowhat to do
–– “You should …”“You should …”

People respond to threats by People respond to threats by 
retreating or defending themselvesretreating or defending themselves
–– “If you don’t do … bad things will “If you don’t do … bad things will 

happen”happen”

Guilt is not a motivator for mostGuilt is not a motivator for most

They need to figure out theThey need to figure out the
right answerright answer



Consider Delivery ApproachConsider Delivery Approach



Delivery ApproachDelivery Approach

Appropriate to AudienceAppropriate to Audience
Use an Information StreamUse an Information Stream
Diverse MethodsDiverse Methods
Use PartnershipsUse Partnerships
Sources People Can TrustSources People Can Trust



PartnershipsPartnerships

Varied SourcesVaried Sources
Different Trust/Credibility LevelsDifferent Trust/Credibility Levels
–– Consistent message importantConsistent message important



Earning trustEarning trust

Agency materials shouldAgency materials should
–– make a point of acknowledging and make a point of acknowledging and 

addressing questions and complaintsaddressing questions and complaints
–– demonstrate how prior activity demonstrate how prior activity 

supports a partnershipsupports a partnership
–– offer to continue the conversationoffer to continue the conversation

Consider using a partner that is Consider using a partner that is 
trustedtrusted



Ask for commitmentAsk for commitment

People who make a People who make a 
commitment to take an commitment to take an 
action are more likely to do action are more likely to do 
so.so.
They need to understand They need to understand 
why and agree that it is why and agree that it is 
worth doing.worth doing.

Provide information and then ask for their 
participation!



Delivery mediumsDelivery mediums



Delivery mediumsDelivery mediums

Mass media?Mass media?
–– Most effective for raising awareness Most effective for raising awareness 

levelslevels
–– Brochures?  Brochures?  

effective if combined with other methods effective if combined with other methods ––
provides people with something to refer to provides people with something to refer to 
when interestedwhen interested



Delivery mediumsDelivery mediums

Interpersonal Interpersonal 
communicationcommunication
–– Most effective for Most effective for 

promoting behavior promoting behavior 
changechange

–– Particularly with Particularly with 
expert info sourcesexpert info sources



Engaging adultsEngaging adults

Adult audiences may Adult audiences may 
respond well to respond well to 
questions that get questions that get 
them to think and them to think and 
share their ideas.share their ideas.
The right series of The right series of 
questions can lead questions can lead 
the audience to the audience to 
realizing new ideas, realizing new ideas, 
without you telling without you telling 
them!them!



Engaging youthEngaging youth

Youth audiences Youth audiences 
can be engaged by can be engaged by 
an exercise or an exercise or 
worksheet.worksheet.
Discovering, Discovering, 
matching, naming, matching, naming, 
counting, and counting, and 
competing with competing with 
other groups can other groups can 
be effective.be effective.



Opinion leadersOpinion leaders
Finding and promoting can be key to Finding and promoting can be key to 
successsuccess
–– Expands number of communicatorsExpands number of communicators
–– Shown to have positive effect on Shown to have positive effect on 

adoption of new practicesadoption of new practices

How identify?How identify?
–– Key informantsKey informants
–– Who turn to for advice Who turn to for advice 
–– Ask if they are?Ask if they are?
–– ObserveObserve



PromptsPrompts

If people understand the If people understand the 
issue and want to make a issue and want to make a 
change, but just forgetchange, but just forget
Provide a short phrase at Provide a short phrase at 
the point where they the point where they 
need the reminderneed the reminder
–– StickersStickers
–– SignsSigns
–– MagnetsMagnets



FestivalsFestivals

RiverlinkRiverlink uses a downtown fountain uses a downtown fountain 
in Asheville NC to give raft rides for in Asheville NC to give raft rides for 
children while parents pick up children while parents pick up 
information about river health and information about river health and 
quality.quality.



Media eventMedia event

TNC invited local TNC invited local 
TV and TV and 
newspaper newspaper 
journalists to a journalists to a 
prescribed fire, prescribed fire, 
gave them suits, gave them suits, 
and provided and provided 
information.information.



Roadside signsRoadside signs

Drivers are Drivers are 
reminded of land reminded of land 
managed with managed with 
prescribed fire, prescribed fire, 
even after the even after the 
area was burned.area was burned.



Roadside signsRoadside signs

The Roadside The Roadside 
“Fire Danger “Fire Danger 
Rating” Signs Rating” Signs 
are well are well 
recognized recognized ––
and people pay and people pay 
attention to attention to 
themthem



Modeling is effectiveModeling is effective

Models help peopleModels help people
–– Know that others are doing the Know that others are doing the 

behaviorbehavior
–– See how the behavior could be doneSee how the behavior could be done
–– Realize the resultsRealize the results

Use demonstration 
areas, testimonials, case 
studies, and examples to 

model new ideas



• Be clear in your message

Avoid technical terms

Use experts to craft 
messages that are clear 
to the public

7 Laws of Effective Communication



• Be clear in your message

• Use great graphics

7 Laws of Effective Communication



• Be clear in your message
• Use great graphics

• Be consistent and repeat often

7 Laws of Effective Communication

http://www.firewise.org/tipslist.html
http://www.firewise.org/tipslist.html
http://www.firewise.org/tipslist.html


North Central North Central 
Research StationResearch Station

Introduction to Fire Introduction to Fire 
EffectsEffects
Rx340Rx340

Stevens Point, WIStevens Point, WI

• Be clear in your message
• Use great graphics
• Be consistent and repeat often

• Tell people what to do
•Procedural
•Explanatory
•Impact

7 Laws of Effective Communication



• Be clear in your message
• Use great graphics
• Be consistent and repeat often
• Tell people what to do

• Use varied sources

7 Laws of Effective Communication



• Be clear in your message
• Use great graphics
• Be consistent and repeat often
• Tell people what to do
• Use varied sources

• Use a stream of communication

TV Radio

Demonstration sites
Mailing

7 Laws of Effective Communication



7 Laws of Effective Communication

• Be clear in your message
• Use great graphics
• Be consistent and repeat often
• Tell people what to do
• Use varied sources
• Use a stream of communication

• Support people in their search for more 
information

http://images.google.com/imgres?imgurl=http://www.unmc.edu/alumni/images/searching.gif&imgrefurl=http://www.unmc.edu/alumni/lost/lostmain.htm&h=586&w=491&sz=16&tbnid=9Stq_T3I-5YJ:&tbnh=131&tbnw=110&start=2&prev=/images%3Fq%3Dsearching%26hl%3Den%26lr%3D


The Golden Rule of 
Effective Communication

USE WINDOWS OF OPPORTUNITY

http://www.gunflint911.org/big_images/fire2.jpg
http://images.google.com/imgres?imgurl=http://www.unofficialweddingalbum.com/go/speights-taylor/related_events/engagement/images/002%2520Moving%2520Truck.jpg&imgrefurl=http://www.unofficialweddingalbum.com/go/speights-taylor/related_events/engagement/page01.htm&h=960&w=1280&sz=187&tbnid=hyrgDSX94RYJ:&tbnh=112&tbnw=149&start=12&prev=/images%3Fq%3Dmoving%2B%26hl%3Den%26lr%3D%26sa%3DN


Put it all togetherPut it all together
Start by thinking about your situation, Start by thinking about your situation, 
the audience, and the purpose of the the audience, and the purpose of the 

programprogram



Techniques to gather dataTechniques to gather data

ConversationsConversations
ExercisesExercises
InterviewsInterviews
Focus GroupsFocus Groups
ObservationObservation
SurveysSurveys



Easy strategies to improve Easy strategies to improve 
communicationcommunication

Choose an appropriate, Choose an appropriate, 
well respected authority on well respected authority on 
topic as “sender”topic as “sender”

Create a message that is Create a message that is 
easy to understand; use easy to understand; use 
appropriate languageappropriate language

Make the receiver Make the receiver 
comfortablecomfortable



Common barriers to Common barriers to 
effectivenesseffectiveness

TransmissionTransmission
–– Sender not credible or trustworthySender not credible or trustworthy

ReceptionReception
–– Message lacks clarity Message lacks clarity (language or speed) (language or speed) 

–– Receiver has experience, prior knowledgeReceiver has experience, prior knowledge

–– Receiver beliefs and attitudes conflict Receiver beliefs and attitudes conflict 

Input to mental structuresInput to mental structures
–– Message is irrelevantMessage is irrelevant

–– Receiver is not listeningReceiver is not listening



If people aren’t listeningIf people aren’t listening

Explore their existing Explore their existing 
understandingsunderstandings
Ask about constraints Ask about constraints 
and barriersand barriers
Explore their attitudes Explore their attitudes 
and opinionsand opinions
Win their trustWin their trust
Use their interests to Use their interests to 
win their attentionwin their attention



Good communicatorsGood communicators

TrustworthyTrustworthy
EngagingEngaging
Care about what Care about what 
the audience the audience 
cares aboutcares about
AccessibleAccessible

Elementary students watch their computer 
screen to learn about this turtle



The processThe process
Select behavior and audienceSelect behavior and audience
Understand barriers and attitudesUnderstand barriers and attitudes
Develop messages and reduce barriersDevelop messages and reduce barriers
Build effective partnerships and Build effective partnerships and 
identify ways for each to have a role in identify ways for each to have a role in 
the programthe program
Pilot test messagesPilot test messages
Implement and monitorImplement and monitor

With community participation
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