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Tribal Community-Based Social Marketing (CBSM) Training Guide 
What is Community-Based Social Marketing? 
Using CBSM to Promote Sustainable Behaviors


Changing people’s behavior to improve sustainability can be challenging.  Traditional marketing techniques that focus on information-intensive campaigns often fall short in encouraging a new behavior.  How can you ensure that sustainability programs have a high likelihood of changing individual behavior?  By understanding what leads individuals to engage or prevents them from engaging in sustainable behavior, organizations can design programs that have a high probability of encouraging and changing behaviors.

[bookmark: _GoBack][image: ]Community-based social marketing (CBSM), developed by Doug McKenzie-Mohr, Ph.D., is an alternative to information-intensive campaigns and has shown to be effective at encouraging sustainable behavior changes.  CBSM uses marketing tools with research, best practices, and community engagement to more effectively change behaviors for the social good.  CBSM involves the following five steps: 

1) Selecting the behavior to be promoted.
2) Identifying the barriers and benefits associated with the selected behavior.
3) Designing a strategy that utilizes behavior-change tools to address these barriers and benefits.
4) Piloting the strategy with a small segment of a community.
5) Evaluating the impact of the program once it has been implemented broadly.
STEP 1:  SELECTING BEHAVIOR
Whatever the sustainability goal is: recycle more, use less water or energy or produce less greenhouse gas, there are nearly always a large variety of behaviors that will help achieve the goal.  For example, if the purpose was to reduce water use, this goal might be achieved by encouraging the installation of faucet sensors or low-flow faucets.  The goal can also be achieved by using less water during showers or gardening.  The first step of a CBSM project is to narrow down the specific behavior to be promoted and the specific target demographic group. Narrowing down the behavior and demographic group is important, because different segments of the behavior or demographic group may encounter different barriers that require focusing on different CBSM strategies.
STEP 2:  IDENTIFYING BARRIERS AND BENEFITS

Barriers that prevent people from engaging in the behavior, and motivators to encouraging the behavior, must first be identified.  A CBSM approach identifies these barriers and benefits using: 

· literature reviews – seek information on similar case studies and projects
· observations – observe actual behaviors; examine data (meter data, waste diverted, etc.)
· focus groups – face-to-face, in-depth discussions with 6-8 individuals per group
· survey research – online, phone, or mailed questionnaires to gather information

Barriers can be internal, such as not understanding how to engage in a behavior, or external, such as a need for structural changes to make the behavior more convenient. CBSM is based on the understanding that a variety of benefits and barriers exist that promote or inhibit a sustainable behavior.  The benefits and barriers are often different for different members of the community and also differ based on the sustainable behavior.  For example, social science research shows that the barriers that prevent individuals from engaging in one form of sustainable behavior, such as turning down the thermostat are different than the barriers for other sustainable behaviors such as composting.  After these barriers and benefits have been identified, a CBSM approach develops a social marketing strategy to remove the barriers and promote the benefits.

STEP 3:  DEVELOPING STRATEGIES

A variety of strategy tools that are effective in changing sustainable behavior have been identified by social scientists and are the basis for CBSM.  These strategy tools include:

· Convenience – removing external barriers (or misperceptions) to make the behavior more convenient
· Commitment – encouraging people to make public, written commitments to perform the behavior
· Social Norms – communicating or exhibiting a behavior to be normal, commonplace 
· Social Diffusion – setting examples and using social interactions to spread the adoption of the behavior
· Prompts – using visual or auditory aids to remind people to perform the behavior
· Communication - crafting effective messages tailored to the target audience
· Incentives – providing monetary or non-monetary benefits to encourage the behavior

CBSM uses these strategy tools at the community level and frequently involve direct personal contact. Although CBSM strategy tools such as social diffusion and communication and messaging can use social media to implement the strategy tool, social media itself is not a strategy tool for CBSM. All strategy tools use personal contact because social science research indicates that individuals are most likely to change their behavior when others appeal directly to them. 
STEP 4:  PILOTING
Prior to implementing a CBSM project, it is important to pilot the project in a small portion of an organization or community.  The pilot project provides a cost effective approach to obtain valuable feedback on the effectiveness of the project and strategy tools and options to modify the project before implementing on a large scale. A pilot also allows other possible strategy tools to be tested against one another and the most cost-effective method to be determined.
STEP 5:  BROAD-SCALE IMPLEMENTATION AND EVALUATION
After the project has been refined in a pilot and implemented throughout the community, the final step of CBSM involves ongoing evaluation of a project. When evaluating a behavior change project, CBSM uses the direct measurement of behavior change such as documenting behaviors through observation and direct measurement, (such as electric/water meters, waste disposal/recycling records, etc.) over less direct measures such as self-reporting.  Ongoing evaluation allows organizations to further refine their CBSM strategy tools and project and can provide a basis for additional funding. 

Reference:  Doug McKenzie-Mohr, Fostering Sustainable Behavior:  An Introduction to Community-Based Social Marketing (2011)
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