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Tribal Community-Based Social Marketing (CBSM) Training Guide
 Checklist of CBSM Strategy Tools to Address Barriers to Sustainable Behavior

There are several Community-Based Social Marketing (CBSM) strategy tools that can be used to promote sustainable behavior. These strategy tools can be summarized as:

· 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 Norm – exhibiting or communicating 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
· Communications - crafting effective messages tailored to the target audience
· Incentives – providing monetary or non-monetary benefits to encourage the behavior

To design an effective CBSM strategy to promote sustainable behavior, it is essential that the strategy tools you select are tailored to the barriers you encounter.  Select the appropriate tools based on the barriers for your target audience. These general barriers can be typically addressed by the following strategy tools:

	Barriers
	Strategy Tools

	Structural Barriers
	Convenience

	Lack of Motivation
	Commitment
Social Norm
Incentives

	Forget to Act
	Prompts

	Lack of Social Pressure
	Social Norms

	Lack of Knowledge
	Communication
Social Diffusion



To increase the likelihood of people performing a sustainable behavior, use the following checklists to consider which tactics for each appropriate CBSM strategy tool might work best for your target audience.


· Checklist for Using Convenience

Remove external barriers (or misperceptions) to make the behavior more convenient.

Experience changes perceptions. Some external barriers, such as inconvenience, could be just a matter of perception.

· Reduce structural barriers. Remove external barriers first before removing individual barriers to a target behavior. Assess whether you have resources to remove external barriers before implementing program.

· Make the competing behavior less convenient than the desired behavior. In cases where the financial resources do not exist to make the behavior more convenient through costly structural changes, consider making the desired behavior more convenient and less costly than the unwanted behavior.


Examples:
· Provide recycling receptacles in more convenient places and garbage receptacles in less convenient places. Seek recommendations from your target audience on the best places for receptacles.
· Institute a user charge for garbage disposal and no charge for recycling. Communicate how much money a person will lose on average by throwing recyclables into the garbage, rather than how much money the person will save by recycling (see Checklist for Communications).



· 


· Checklist for Using Commitment
A commitment is an agreement or pledge to do something in the future. 
Commitments are useful when people believe the action is worthwhile, but they have not yet acted.
People have a strong desire to be seen as consistent by others.
· Emphasize written over verbal commitments.  See example Pledge Card on next page.

· Ask for public commitments. 

· Seek groups’ commitments.

· Actively involve the person.

· Ask people to make a small commitment first, which will make it easier to get them to make a larger commitment later.

· Use existing points of contact to obtain commitments.

· Help people to view themselves as environmentally concerned.

· Don’t use coercion (commitments must be freely volunteered).

· Follow up with the person’s commitment. 

· Combine commitment with other CBSM strategy tools.

Examples:
· When distributing compost units, ask when the person expects to begin to use the unit and inquire if you can call shortly afterward to see if he/she is having any difficulties.
· Work with nearby retail outlets or other venues to have people sign pledges committing themselves to take household hazardous waste to the appropriate transfer station or disposal site, and post these pledges for public view (this also creates a Social Norm).
· Household retrofitting increased 3 to 4 times when Pacific Gas and Electric home assessors secured verbal commitment and set up callbacks with customers.  
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· Checklist for Using Social Norms

Establishing social norms can be helpful when your target audience does not yet believe the desired behavior is important or the right thing to do.
People look to the behavior of those around them to determine how they themselves should behave.

· The social norm should be noticeable.

· As with prompts, the social norm should be made explicit at the time the targeted behavior is to occur. 

· As with prompts, when possible use social norms to encourage people to engage in positive behaviors rather than to avoid environmentally harmful actions.

· Combine descriptive information with praise (i.e. injunctive norm) when someone is performing the behavior better than average.

Examples:
· Composting tends to be out of view in people’s backyards, out of view to most other people.  To make composting a norm, have composters affix a decal to the front of their house, front trash can or recycling container indicating that ‘We Compost.”
· Post pictures and cluster them together on a wall of employees who made written commitments to turn their computer off at the end of the work day. The cluster of pictures displays and reinforces a social norm in the workplace to conserve energy by turning their computers off.




· Checklist for Using Social Diffusion 

Set examples and use social interactions to spread the adoption of the behavior.

· Ensure that the behavior you are promoting is visible. 

· Have your message delivered by an individual or organization who is credible with the audience you are trying to reach. 

· Gain commitments from early adopters to speak to others about the desired behavior.

· Carefully identify who to target to increase the likelihood they will discuss their new activity with others. 

· Model the activities you would like people to engage in to enhance knowledge.

· [bookmark: _GoBack]Provide feedback at both the individual and community levels about the impact of people’s recycling actions.


Example:
· Households who were visited by a block leader were more likely to report that they felt upset if they discarded recyclable materials, and that they felt an obligation to recycle these materials.  (Previous prompt and brochure strategies had no impact upon these beliefs.)
· Homes that made a commitment both to grasscycle and to encourage neighbors to do the same changed not only their own behavior, but also the behavior of the neighbors.
· Having people agree to wear a button or sticker promoting a behavior increases the likelihood that they will actually perform that behavior.





· Checklist for Using Prompts

Use prompts when your target audience forgets to do the desired behavior. 
Prompts are useful in encouraging repetitive behaviors like closing blinds. 
Prompts are best used when the target audience supports the idea of the desired behavior; but if they do not support it yet, prompts should be used with Social Norms to instill the behavior.

· Make the prompt noticeable. 

· The prompt should be specific and self-explanatory. Through graphics and/or text the prompt should explain simply what the person is to do.

· The prompt should be presented as close in time and space as possible to the targeted behavior.

· Use prompts to encourage people to engage in positive behaviors rather than to avoid environmentally harmful actions. 

· Use commitment strategies and norms to encourage people to act on the prompt.

Examples:
· Simply making a litter receptacle more visually interesting was found to double the amount of litter deposited in one study, and increase it by 61% in another.
· Work with nearby retail outlets or other venues to affix decals to paint cans, providing information on where to dispose of leftover paint.
· Have check-out clerks ask consumers if they have brought bags with them.
· Place a prompt to purchase a product with recycled content directly below the product.
· 


· Checklist for Communications

If there is a lack of awareness or knowledge, consider these tactics for effective messaging:

· Integrate tribal goals into the delivery of your program. 

· Make sure that your message is vivid, personal, and concrete.

· Using techniques to uncover barriers and benefits, explore the attitudes and behavior of your intended audience prior to developing your message.

· Frame your message to indicate what the individual is losing by not acting, rather than what he/she is saving by acting.

· If you use a negative message, make sure that you couple it with specific suggestions regarding what actions an individual can take.

· Use a one-sided or two-sided message depending upon the knowledge of your audience regarding the particular issue.

· Make your communication, especially instructions for a desired behavior, clear and specific.  Make it easy for people to remember what to do, and how and when to do it.

· Where possible, use personal contact to deliver your message.

· Provide feedback at both the individual and community levels about the impact of the behavior.


Examples:
· Posting signs above aluminum can recycling containers, which provided feedback on the number of cans recycled during the previous weeks, increased recovery rates by 65%.
· Households which received weekly group feedback on the total pounds of paper they had recycled increased the amount recycled by 26%.




· Checklist for Using Incentives

Research in behavior change underscores the importance and success of using incentives to reward behavior we would like people to engage in.  The success of disincentives are often less predictable, since the punishment suppresses an unwanted behavior but does not directly encourage a positive alternative.

· Closely pair the incentive and the behavior.

· Use incentives to reward positive behavior.

· Make the incentive visible.

· Remove incentives only if you think people will continue the behavior eventually without it.

· Prepare for people’s attempts to avoid the associated disincentive.

· Carefully consider the size of the incentive.

· Use non-monetary incentives, such as public recognition.

Examples:
· Offer small credits to shoppers who bring their own bags or reuse store bags. 
· Charge for use of items such as plastic shopping bags and Styrofoam cups.
· Attach a sizable deposit on household hazardous products to motivate individuals to bring leftover products to a proper HHW collection.







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