
Boosting Behavior Change!
February 26, 2022

Steve Raabe
President, OpinionWorks LLC

Former Board Chair, Watershed Stewards Academy



• Measure perceptions, attitudes, behavior
• Surveys, focus groups, in-depth interviews
• Grounded in social science best practices

The Baltimore Sun
• Elections and issues polling since 2007

Chesapeake Bay Program
• Development of a Baywide indicator of stewardship behavior

The Recycling Partnership
• National consumer research on response to recycling prompts and tools

211 Maryland
• Branding and outreach related to behavioral health helpline

Virginia Coastal Zone Management Program
• Behavior change related to marine debris

William Penn Foundation
• Assessing equitable access to the trails and parks in Greater Philadelphia

Waterfront Partnership of Baltimore
• Perceptions and visitation of Baltimore’s Inner Harbor

Los Angeles County, California
• Evaluation of media campaign encouraging proper disposal of batteries

City of Dayton, Ohio
• Annual public survey assessing satisfaction with municipal services

OpinionWorks Credentials



588,261 Individual Decision Makers

Photo: CBP

Big Impact
on the water and watershed.

Perceptions
Biases
Hopes

Distractions
Drive countless impactful individual decisions.



A new tool for behavior change practitioners
Sharing of resources and best practices

Campaign planning template
Case study database
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Social Science Principle:
Too Many Choices Immobilize



Impact of the Behavior on Water Quality

x 

Opportunity (Inverse of the Level of Adoption)

x 

Likelihood People will Adopt the Behavior Soon

Physical science Social Science

Choose the Right ONE Behavior to Influence
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Chesapeake Bay 

Stewardship Indicator



2017 Baseline

All states statistically 

significant

N=5,212

MD 1,005 (±3.1%)

PA 1,003 (±3.1%)

VA 1,001 (±3.1%)

DC 801 (±3.5%)

WV 600 (±4.0%)

DE 402 (±4.9%)

NY 400 (±4.9%)

Stewardship Indicator
Sampling Methodology

Fielded March – May 2017
13-minute interview

Wireless and Landline
Spanish language interviewing



Stewardship Indicator
2022 Tracking

New Data Collection Wave in 2022

Behavior & Likelihood Measures 
Updated

Key Attitudes Measured

Opportunity for Deep Local Sampling



50% 7% 6% 5% 32%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Always Usually Sometimes Seldom Never Not sure

Opportunity: 37% Not Performing Behavior

Picking up Dog Waste

(Asked of those with a dog): 
“For the next few things, please tell me if you never, seldom, sometimes, frequently, or very frequently do it.…Pick up your dog’s waste and dispose of it in the trash….”

(If seldom or never): “Looking forward over the next year or so, how likely are you to do each of these things using the scale very likely, somewhat likely, or not likely? 
…Pick up your dog’s waste and dispose of it in the trash while you are…on your own property/off your property.”

16% 11% 72%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Very likely Somewhat Likely Not likely Not sure

Likelihood among Non-Performers:

Stewardship Indicator Survey
(N=5,212 Chesapeake Bay Watershed residents, 2017)





Step 3:  Identify Barriers and Benefits
Turn off your advocacy and turn on your listening.

Behavior change starts with listening.

Be affirmative!  Otherwise you will 
miss the real barriers.

Anchor your inquiry in their daily 
reality, not ours.
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Kathy Flament, ModeratorThis could be you!



Credit: Nancy R. Lee, University of Washington & Puget Sound Partnership
Adapted from Everett Rogers, Jay Kassirer, Mike Rothschild, Dave Ward,  Kristen Cooley

Resistant
16%
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Credit: Nancy R. Lee, University of Washington & Puget Sound Partnership
Adapted from Everett Rogers, Jay Kassirer, Mike Rothschild, Dave Ward,  Kristen Cooley
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Social Science Principle:
People in the Middle

Just Need a Little Help

Talk, Talk, Talk
Websites

Brochures & Flyers

Fines
Regulations

Lawsuits



37% 34% 19% 5% 4%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Strongly agree Somewhat agree Neutral Somewhat disagree Strongly disagree

9% disagree71% agree

I want to do more to help make local 
creeks, rivers, and lakes healthier.

Level of Agreement

Stewardship Indicator Survey
(N=5,212 Chesapeake Bay Watershed residents, 2017)
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Behavior Change Tool:
Prompt



“Free Upgrade”

A/B Test:
A. Flooding
B. Water quality

50% of homes visited 
signed the pledge

Behavior Change Tool:
Pledge



Outcome:
50% of homes signed the pledge.

24% followed through.



IMPACT PROJECT
CLEAN WATER COMMUNITIES 

Behavior Change Tool:

Convenience





Tools

credit: Doug McKenzie-Mohr



Source: Schultz, P.W. May 2010. Social Marketing: A Community-Based Approach. 
Presentation prepared for the USEPA, RCC Web Academy. May 20, 2010.
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Social Science Principle: Get Personal
High Touch = Low Reach
Low Reach = High Impact







https://www.chesapeakebehaviorchange.org/

https://www.chesapeakebehaviorchange.org/

