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Session Overview 
• Basic social marketing principles and practices.  

• Community based social marketing (CBSM). 

• Five steps of CBSM:  Applying CBSM to source 
water protection planning and goals. 
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What is social marketing? 
Marketing concepts and techniques applied to behavioral 
goals to advance social goods, such as improved health 
of a group, ecosystem or society.  

• Focuses on consumers.  

• Built on in-depth and continuous research.  

• Systematic and data driven process. 
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What is social marketing? 

Information 

If people know 
what to do, 

they will do it. 

Knowledge ≠ 
Behavior 
Change 

Awareness 

If people know 
the risk, they 
will change. 

Attitude ≠ 
Behavior 
Change 

Contact 

If people see 
firsthand how 
and why, they 
will change.  

Contact = 
Behavior 
Change 



Which social marketing for SWP?   

SWP Road Map 

• Raise water utility 
awareness through 
regional and 
statewide coalitions. 

• Analyze knowledge 
gap for water 
utilities and key 
stakeholders 

• Quantify monetary 
benefits of SWP 

• Describe impact and 
costs of inaction 

• Proactively engage 
the media 
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What is CBSM? 
• A community-level, data driven approach. 

• Prioritizes personal contact and communication. 

• Grounded in behavioral science. 

• Focus on individual choices and reasons for 
behavior. 

• Targets specific barriers and benefits. 

• Proven 5-step process. 
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5 Steps of CBSM 
1) Carefully select behavior to be promoted; 

2) Identify barriers and benefits associated with 
selected behavior; 

3) Design behavior change strategy to address 
barriers and benefits; 

4) Pilot the strategy with a small community; and,  

5) Evaluate the impact of the program once it has 
been implemented broadly. 
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CBSM 1 – Selecting 
behaviors 
• So many possible, what to target? 

– What are the most important categories, 
sectors or contributing sources of risk?  

– What indivisible behaviors address the 
priority risks (i.e., actions that cannot be 
further specified or defined)?  

– What indivisible behaviors are also end state 
behaviors (i.e., actions that directly produce 
the desired outcome?)   
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CBSM 1 – Selecting 
behaviors 
• Determining Impact 

– Directly measure or develop expert consensus. 

• Determining Probability 

– Lit review for cost benefit or survey target audience 
about likelihood of engagement. 

• Determining Penetration 

– Balance current density with difficulty of adoption. 
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CBSM 2 – Identifying 
barriers & benefits 
• Analyze existing data – lit review of articles, 

dissertations, contact authors. 

• Observe desired behaviors and those you are 
trying to replace or prevent. 

• Focus groups. 

• Surveys. 

 



11 

CBSM 2 - Barriers 
Barrier: Why don’t people do this?  

• Lack of access to materials or alternatives  

• Difficulty 

• Cost 

• Quality of substitutes 

• Habits 

• Knowledge 

• Motivation 

• …. 
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CBSM 2 – Benefits 
Benefits: Positive qualities associated with the 
behavior 

• Social praise 

• Saving money 

• Protecting health and the environment 

• Reducing social costs 

• Reducing treatment costs 

• Reducing compliance costs 

• …. 
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CBSM 3 – Designing 
strategies 
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CBSM 3 – Designing 
strategies 
• Commitments 

• Social norms 

• Social diffusion 

• Prompts 

• Communication  
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Examples of Commitments 
• When asked to financially 

support a recreational 
facility for the 
handicapped, 92% made 
a donation if they had 
previously signed a 
petition in favor of the 
facility, compared to 53% 
who had not been asked 
to sign the petition.  
Schwarzwald, Raz, & Zvibel. (1979). 

• Farmers in the Netherlands 
who received farm-specific 
information on the actions 
they could take to protect 
their local watershed and 
enhance biodiversity, and 
subsequently committed 
publicly to engage in these 
actions, were more likely to 
alter their behavior than 
farmers who received only 
farm-specific information.  
Lokhorst, van Dijk, Staats,, van Dijk, & de 
Snoo. (2010) 

Presenter
Presentation Notes
Emphasize written over verbal commitmentsAsk for public commitmentsSeek group commitmentsUse existing points of contact to obtain commitmentsHelp people to view themselves as environmentally concernedDon t use coercion (commitments must be freely volunteered)Combine commitment with other behavior change techniques
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Social norms   
• Beliefs about what others do and what the 

“right” thing is has a large effect on behavior. 

• Peer counseling is the most effective technique 
for norm dissemination. 

• Present norm where targeted behavior occurs. 

• Use norms to encourage positive behaviors 
(rather than only avoiding harmful actions). 

Presenter
Presentation Notes
Publicly communicate the percentage of people who comply with municipal requests to restrict summer water use.Attach stickers to the sides of recycling containers showcasing that households have reduced either indoor and/or outdoor water use.
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Social Diffusion 
• Conversations with people we trust/perceive as 

similar have inordinate influence on behavior. 

• Social networks of message carriers and not 
geographic proximity are what matters. 

• How? Media → small group adoption → 
personal conversation and modeling →  social 
diffusion of norm. 

Presenter
Presentation Notes
Whether a new sustainable behavior, or innovation, is likely to be adopted has been found to depend upon the following factorsRelative Advantage: Is the behavior perceived to be clearly superior to the behavior it replaces?Perceived Risk: Will adopting the behavior increase the probability of financial loss or social disapproval?Complexity: Is the new behavior challenging?Compatibility: Is the behavior compatible with the values of the target audience?Trialability: Can the behavior be trialed, before making a long-term commitment?Observability: Is the behavior visible to others?
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Social Diffusion Example 
Redwood River Clean Water Project 

• Goal: Reduce sediment, nutrients, peak flows.  

• Method:  
– Watershed divided into small areas where BMPs were promoted to farmers 

through one-on-ones, assistance, other farmers’ examples.  

– Social diffusion across areas through in person meetings and booklet with 
map of subareas, information on BMPs, farmers’ actions, photos, results, 
and directions to participating farms.  

– Handbook distributed to non-participants and participants normalized BMPs, 
encouraged discussions, and increased likelihood that repetitive BMPs (e.g., 
nutrient management) would continue by public airing of commitments. 

• Results: In five years, enlisted 159 participants who engaged 
in 350 BMPs and other conservation practices. Reduced soil 
and phosphorous by more than 158 tons per year. 

 

Presenter
Presentation Notes
Follow these guidelines in implementing social diffusion in your programs.Ensure the behavior you are promoting is visible.Gain commitments from early adopters to speak to others about the behavior.Carefully identify who to target. For example, geographic information systems (GIS) are now being used along with satellite imagery to determine not only vulnerable areas of a watershed, but also what actions have already been taken by landowners. Because these systems are able to detect geographic features, such as grassed waterways, they can be used to identify early adopters who might be targeted as part of a campaign to foster social diffusion. 
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Prompts: Make it 
memorable 
• Visual or auditory aids to remind us at the 

moment of action to behave sustainably. 

• Prompt should be self-explanatory, graphical 
and simple. 

• Prompt should be as close in time and space as 
possible to the targeted behavior. 

• Use prompts to encourage positive behaviors 
rather than to avoid actions. 

 

 

Presenter
Presentation Notes
To encourage that lawns are watered only when necessary, ask homeowners for permission to place a tag on the outside water faucet.Arrange with local retailers to attach decals to lawnmowers that encourage householders to raise the level of the lawnmower. Additionally, this decal can encourage that the grass clippings be left on the lawn (mulched) as a natural nutrient.Have homeowners place an empty tuna can in the garden (to measure adequate watering). When the can is filled with water the garden or lawn has been adequately watered.
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Prompts Example 
Goal: Reducing Outdoor Water Use 

• Three regions delivered water efficiency program to 500 
homes.  

• Methods: 

– Information-intensive approach:  Brochure, rain gauge, tag for faucet – 
resulted in 1% reduction in use; cost $22/household. 

– CBSM approach:  Students or staff went door-to-door; asking for 
commitment, placing sticker in windows and prompts on faucets.  

• Students: resulted in 32% reduction in use; cost $44/household; was 
cost effective;  

• Staff: resulted in 45% reduction in use (not including salaries); cost 
$18/household; was cost effective.  
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Communication: Effective 
Messaging 
• Capture attention: vivid, concrete, personal. 

• Target your messages: research and VPs. 

• Credible messenger. 

• Framing: A real threat that you can control will 
prompt action; clear, specific and easy actions. 

• Name personal and community goals and 
follow up with results and comparisons. 

• Promote personal contact, modeling. 
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Incentives 
• Closely Pair Incentives and Behavior.  

• Make Incentive Visible.  

• Use Incentives to Reward Positive Behavior.  

• Be Cautious about Removing Incentives.  

• Prepare for People's Attempts to Avoid the 
Incentive.  
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Tools for the Job 
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CBSM 3 – F/S/L partnership 
for developing strategies 

• CBSM is effective, but time consuming.  

• Federal, state and local agencies and coalitions can 
support many steps in this work, providing 
generalizable results, tools, staff resources, and more.  

• CBSM is an inherently collaborative approach to 
strategy and work.  

• When pursued in campaign mode – with partner 
organizations pursuing improvements and reporting 
back to a network on their results – CBSM can deliver 
rapid breakthrough results. 
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This presentation draws heavily on information 
you will find at http://www.cbsm.com 

http://www.cbsm.com/public/world.lasso
http://www.cbsm.com/public/world.lasso
http://www.cbsm.com/public/world.lasso
http://www.cbsm.com/public/world.lasso
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