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OpinionWorks Credentials

Home

bons  About Us

* Measure perceptions, attitudes, behavior e e
* Surveys, focus groups, in-depth interviews

e Grounded in social science best practices _
Joyful, picture-perfect ideas for weddings

The Baltimor e Sun and ofher celebrafory events.
e Elections and issues polling since 2007 ,

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

The Recycling Partnership

e National consumer research on response to recycling prompts and tools

211 Maryland

Uplifing ideas

* Branding and outreach related to behavioral health helpline PRWUD
Virginia Coastal Zone Management Program TO TRAIL i

* Behavior change related to marine debris iy
William Penn Foundation =’ and Inclusion (EDI) Task Force

» Assessing equitable access to the trails and parks in Greater Philadelphia — Mariglu;?;e(;tc:ccc:nsdsucltzg:::lill;;)20

Waterfront Partnership of Baltimore CLEAN AIR ,

* Perceptions and visitation of Baltimore’s Inner Harbor PARTNERS Ko Report

Los Angeles County, California o DC-MD-VA | OPINIONWORKS

* Evaluation of media campaign encouraging proper disposal of batteries = ’ 7

City of Dayton’ Ohio This work was made possible by the Willlam Penn Foundation

* Annual public survey assessing satisfaction with municipal services
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# A new tool for behawor change pract|t|oners

y Sharing of resources and best practices
res Campaign planning template \
- Case study database

Learn about the survey

What Is Chesapeake Behavior Change?



A Step-by-Step Guide to Planning & Implementing a Behavior Change Campaign

Step 2 Step 3

|dentify your Priority Audience and Identify Barriers and Benefits
Measure the Behavior Baseline

Step 1

ldentify a Single, End-State
Behavior You Want to Change

Step 4 Step 5 Step 6
Develop Your Campaign (Strategies Implement Your Behavior Change Measure and Evaluate Behavior
and Tools) Campaign Change

Chesapeake Behavior Change was developed in coordination with the Chesapeake Bay Program’s
Stewardship Workgroup. The goal of the Stewardship Workgroup is to grow the number of
residents and organizations taking action from the ground up to encourage positive actions that
protect and restore the health of the Chesapeake Bay.

& Chesapeake Bay Program
: - Science, Restorgtion.
-




Add 2
Tramsactions

ALL CASH
PRICES

for Credit

G'REEK |
USTANY) ez

Diner-Restaurant

GLUTEN FREE
OPTIONS
AVAILABLE

Too Many

4 RESH BLUERER

ocial Science

Spiaach, u

HARD ROILED EGG (1] 2.50 HARD BOILED EGGS (2] 4.95
EGG WHITES 2.00 Exira

\\

Al Oruelettes are nnlc vmi 7 Fresh Eggs » Served with Hore Fries or Freach Fries &

*Omelettes

st with butter » Glutea Free Bread 2.50
OMELETTE

with ican Cheese
PEPPER and ONION OMELETTE
5WI155 CHEESE OMELETTE
FETA CHEESE OMELETTE
SPINACH and FETA CHEESE OMELETTE
FETA CHEESE and
GREEX ISLAND OMELETTE

Spinach, Feta Cheese & Tomatoes
BACON, HAM or SAUSAGE OMELETTE

with g

AMERICAN CHEESE OMELETTE
WESTERN OMELETTE
SPANISH OMELETTE
NOVA SCOTIA LOX, EGOS & ONION
(scrambled or
FARMER'S OMELETTE
Mashreors, Bacon, Samsage and Cheese
EROCCOLI OMELETTE
with i

POTATO, PEFPER AND ONION OMELETTE ...
SPINACH AND MUSHROOM EGGWHITE OMELETTE ..
MEAT LOVERS OMELETTE

Bacon, Ham and Samsage and Cheese

OMELETTE

Cheese

Cheese

ENGLISH MUFFIN OR BAGEL .75 Extra

EXTRA CHEESE OR VEGETABLE 1.25 Extra

ANY OMELETTE CAN BE SERVED IN A WRAP 1.50 Exira
*ADDITIONAL EGG 1.50 Extra (FRESH EGG WHITES ONLY 2.98 Extral
SIDE OF CREAM CHEESE 1.58 Extra
GLUTEN FREE FRENCH FRIES 2.00 GLUTEN FREE TOAST .40

ADDITIONAL ITEMS IN OMELETTE:
BACON, HAM OR SAUSAGE 2.0 Extira
TURKEY BACON OR TURKEY SAUSAGE 7.00 Extra

\

BUTTERED TOAST
GLUTEN FREE TOAST e
BUTTERED ROLL .. ...
ENGLUISH MUFFIN SR,
CORN, BRAN or ELUEBERRY MUFFIN ..

Breakfast Sides

258 C D BACON

IAISINS I.ll Exira

Principle:
hoices Immoblllze:

TISE  \Becneras ous duunuu BACON

J

BACON, HAM or SAUSAGE ... 495

% This itsrw Is cooksd to erder. Consurning raw or undercooked resats, ;o-hy, seafood, thollfith,
or $5gs may iscreate your riik of feodbarns ilnes, expecially If you

All Prices Are Cash Prices. Additional Credit Card Fees (3.5%) Will Apply

550

TURKEY BACON or TURKEY SAUSAGE ... 5.95
HOME MADE CORNED BEEF HASH ... 6.95
HOME MADE GYRO HASH ... 6.95
95 SALSA e 150

ave certala medical conditions.

..1195)

Fruits and Juices Cereals ’ mm,,?gge' Bin o
5 - e ———— .93
Assorted Juices OR FARINA 41 Neva Scefis Lox ou 3 Bagel, with Crears
ORANGE APPLE, CL COLD CEREAL with Milk -2.25 Cheose, Lottace, Toruate & Berrands Osios
TOMATO, \'l’ GRAPEFRUIT ADD-ONS 2. CREAM CHEESE o» 2 TOASTED BAGEL
Z.8UTTER TOASTED BAGEL . ]
SMALL. l¢ln£ e 4 BAGEL. ;EIX.W“’H ONION & CREAM CHEESE 1495

WITH CHEESE 1.90 Exbra

Pancakes wii w100 e + Cletes Fres 250 Extes

PANCAKES DELUXE ... 12.95
with & Twe Eggs, Bacon, Hams & Sawsage

HUNGRY MAN ... 14.95
with * Two Eggs, Bacen, Ham, Sausage & Hore Fries

120T 256
PANCAKES (WITH SYRUP) 5.95 7.9
with BACON, HAM or SAUSAGE

PANCAKES with WALNUTS & C |. 5 11 ’S

French Toast wiu wiei 100 e + Gletes Fres 250 Extes

FlENCH TOAST DB.HUXE .. 12.95

Shﬂ!l with C"n.-

Stuffed with Cream Chee
HUNGRY MAN ... 14.95

with * Twe Eggs, Bacos, Hare, Sawsage & Horee Fries

OUR FRENCH TOAST 1S MADE WITH CHALLAH BREAD

and Fresh Fruit 17.95

WO 7.95
with BACON, HAM or SAUSAGE .95
* with TWO EGGS .95
with CANADIAN EACON 1095
with BLUEBERRIES, .r .95
with FRESH BLUEBERRIES or STR 10 ’5
STUFFED FLENCH TOAST
with Crears Chesse 2ad chuice of Strawherry, Blusharry or Charry Proserves
STUFFED FLENCH TOAST. 1195
with Crears Chesse 3ad chuice of Frosk Strawherry or Blasborrins
FRENCH TOAST STICKS 595
FRENCH TOAST with TURKEY BACON OR TURKEY SAUSAGE .. 1195
FRENCH TOAST BITES topped with Barries, Bawawas, & Whipped Creare 1495
Belglan Wafﬂes
WAFFLE DEI.UXE — I2 95
with *Twe Eggs, Baces, Ham $
HUNGRY MAN .. 14.95
with #Twe Eggs, Bacen, Harw, Samsage & Horne Fries
GOLDEN EROWN EBELGIAN WAFFLE, CRISPF & DELICIOUS
'WAFFLE with BUTTER aad SYRUP 7.95
ith BACON or HAM or SAUSAGE 295
nanum BACON or TURKEY SAUSAGE 11.95
with BACON 10.95
L w‘di TWO EGGS 295
with Chaice -fﬂIAWIHW CHERRY or BLUERERRY PRESERVES ... 1095
with FRESH § or il 11.95
MIQCIEAM(I !CON‘ e

Sandwiches
All sandwiches Served on V\Mo I’)'o, wido Wheat

or Roll with Lettece,
Gluten Fres l
TUNA SALAD SA H 7.95
EGG SALAD SA H 7.95

CHICKEN SALAD SANDWICH .o T

HAMAI" SWIS5 CHEESE SANDWICH ...
*ROAST BEEF SA H
TURKEY SA

PASTRAMI 5,
CORNED BEEF SANDWICH
FRIED FILET ON A ROLL
with Tartar Sauce
HOICE OF CHEESE 1.00 EXTRA
ADD FRENCH FRIES 7.00 (Gluten Fras 2.9 Extral

Greek Island
Sandwich Specialties

WRAPPED i 2 Pita Bread with Oniens,
Shrodded Lettuce, Tornate and Yogert Sauce
( Extra TZATZIKI SAUCE 1.58 )
Gluten Free Fries 2.5 Extra

CHICKEN SOUVLAKI Q{ll’iﬂl
PORK SOUVLAKI (Marimated|

FRIED EGGPLANT with Fllﬂ! ONIONS
o8 2 PITA with MOZZARELLA ... 1295

Triple Deckers

Served with Dressing, Freach Fries, Cole Slaw an
Gluten Frae Fries 2.50 Extra
YOUR CHOICE 13.95
FLEASE ORDER BY NUMBER

#1 HOMEMADE SLICED ROASTED TURKEY
Bacen, Lettace & Torwate
*#2 ROAST BEEF, Swiss Chosse, Lettuce & Tomate
£7 VIRGINIA HAM, Swits Cheass, Lettuce & Tomate
#4 CHICKEN EREAST, Bacen Lettuce & Temate
#5 TUNA or CHICKEN SALAD CLUB
Eaces, Lettece & Temate

Salad Platters
YOUR CHOICE 13.95
ALL SALADS ARE HOME MADE
Platters include Lottuce, Toruate, Pickle,
Petate Salad & Cole shw

TUNA SALAD

EGG SALAD
CHICKEN SALAD

Pita Melts

All served with Freach Fries

Gluten Fres Frins 2.50 Extrs » Glatea Fros Pits 2.50 Exbra
PLEASE ORDER BY NUMBER
YOUR CHOICE 12.95

#1 SAUTEED EROCCOLI ll‘ MUSHIOQMS
To”ol with Melted Sw

MEL] ZZAIB.I.A HEESE, TOMATO
lll ROASTED PEPPERS, Topped with Paste
£7 SAUTEED SPINACH asd ONIONS,
Topped with Melted Fota Chonse
%3 TUNAFISH
Tepped with Melted Arnericas Chesse
#5 GRILLED CHICKEN, BEQ SA
Topped with Melted ciQo“n e
%6 TURKEY, BACON
Topped with Melted Armericas Chesse
CHICKEN CAESAR SALAD
GRILLED cumu, with Sautesd Peppors
and Osions, To, with Swiss Ch
*#3 PHILLY C ;‘Fux

3

with Baces and Terwate

**Market Value Prices Could Fluctuate™

Image courtesy Greekislanddiner.com

s

e

80z. Jumbo Burgers
ELUXE: Served with Fr

Osion Rings, Lettuce, Tormate 2 l cd- slaw
GULAL D
— T X F
995 1295

* BEEF BURGER ..
*

with Areericas Chesse

* BACON BURGER ...

# BACON CHEESEEURGER
with Areericas Chesse

* PIZZABURGER ... . & 1.9

GRILLED CHICKEN ... 1295

with MELTED AMERICAN _.. 17.95
substitate Sala

L&

17.95
1495

Tuerkey Sausage or Tu
Santesd Mushroons 25d O
CHEESES: Swis, Momnll, Peppor Jack
dar Che

* GREEK STYLE BURGER
Served ea Pita, w

Lsttuce, Ternate and Oni

REGULAR ... 10.95 DELUXE

RKEY OR BEEF|
Feta Ch

. 12.95

Low Cholesterol,
Low Fat & Delicious

1ECELAL  DILEXE

TURKEY BURGER ... §9 1195
with AMERICAN CHEESE ... ... 9.95 1295
TURKEY BACON BURGER ... .. 195 12.95
with AMERICAN CHEESE ... ... 11.95  14.95
BURGER £95 1%

kroors aad Owmisns 2.00 Extra

Extra  Fried Onion: 1.50 Extra
CHEESES: Swiss, Mezzarella

Pappor Jack or Cheddar Chease 100 Extra

wuce
14.95

tH
1495
15.95
17.95

Tessed Salad Top,
Haru, Swiss Chie

14.95

Arssrican Chesss, sieol E“, Bicen
and shiced Turkey

SALAD ADDITIONS
GRILLED CHICKEN ...
GYRO SLICES
GYRO SLICES CHICKEN

e MARKET VALUE
e MARKET VALUE
BUFFALO CHICKEN GRHi or FRIED ... 7.50 £.95

MIXED GREENS with WALNUTS,
CRANBERRIES & GORGONZOLA CHEESE
i

Served with 2 Light Raspherry Vinaigrette
SMALL ... 11.95 Luc: .. 12.95
Wraps

All served with Freach Fries
Gluten Free Fries 2.50 Extra

YOUR CHOICE 14.95

BUFFALO CHICKEN WRAP
(Fried or Gtibli with Lettece and Tormatess
GREEK SALAD W
with CHICKEN OI avro
CAESAR SALAD WiaAr
with CHICKEN
TUNA OR CHICKEN SALAD
with Lettuce and Tomate

with Reaste h"u, Lettuce & Temate

VEGETABLE
i Srecceli, Tamatess,
Mashraens
CHICKEN FINGER WRAP with Lettuce & Termate
* PHILLY CHEESE STEAK WRA
Beof with Arserican Chease & Fried Onions
CHICKEN FAJITA WkAr
FALAFEL AND HUMMUS WRAP
with Lettece and Termate

Panini Sandwiches

Al Sarved with Fronch Frinn
Glates Free Friss 150 Exira
PLEASE ORDER BY NUMEER

YOUR CHOICE 14.95

CHOICE OF GRILLED OR FRIED CHICKEN

#1 TOMATO & MOZZARELLA

#2 CHICKEN CUTLET (Crilled or Fried|
with Bacon, Chesse, Lettace & Tomate

#7 CHICKEN CUTLET (Crilled or Fried|

with Reasted Peppors & Mezzarslla Chome

#4 CHICKEN CUTLET (Grilled or Fried|
with Sundried Tormates: & Poste
* 25 ROAST BEEF

with Sawteed Onions & Mezzarslla Chenie

#7 BLY - Baces, Lettuce and Tomate
#F REUBEN

#9 BEEF & LAME GYRO OR CHICKEN GYRO

10 PASTRAMI with Frosh Mezzarslla
#11 CHICKEN PARMESAN
212 SHRIMP PARMESAN (16.95)
#17 EGGPLANT PARMESAN
#14 MEATEBALL PARMESAN
#15 FRIED EGOPLANT
with Reasted Red Pappors and
Froth Mezzarella

£16 GRILLED SHRIMP ON GARLIC PANINI (16.95)

£17 FRIED FILET with Tartar Sasce
#15§ HOMEMADE SLICED TURKEY
with Fresh Mezzaralla, Artichekes,
P

#19 CHICKEN CORDON BLEU
Grilled Chicken with Sroked Har
and Swiss Chaese
* 220 WESTERN OMELETTE PANINI
Ham, Pappars, Onions
#21 BUFFALO CHICKEN
Grilled or Fried with Bles Chasse,
Lettuce aad Tomate
#12 CHICKEN FINGERS
with Ched
#27 FALAFEL AND HUMMUS
with Reaste
#24 CHICKEN F
with Sastéed Peppers 20d Omiens
#25 GRILLED CHEESE
with Bacen, Samsage er Ham
* 226 TEX MEX
Roast Beaf with EEQ Sauce,
and Pappor Jack Chasse

CHEESE 1.58 Extra
Extra DRESSING 1.58 Extra

with SWISS or MOZZARELLA ... 5.! 95

GLUTEN FREE FRENCH FRIES ... ... 5.95
SWEET POTATO FRIES ... 4.95
HOMEFRIES ...

150
BAKED POTATO e
STUFFED BAKED POTATO

CHEESE, BROCCOU! & BACON ..o

PFORK or CHICKEN souvun SRR 7 tH
 FILET MIGNON oo 12.95
BUFFALO CHICKEN OIII.LED or FLIED _7.95

HOMEMADE TACO BOWL
TACO SALAD MADE with:
Chapped besk 1405

Baffale Chi dn 50

sand kland Drossing

ar Chone, Bacen & BRQ Sance

.95
1095

# This iters i cooksd to order. Colurlllg raw or

dercooked m;
ray lacr

Iiz 19afoed, 1hellish or
your risk of soodbarne Illaess,
espoclally ¥ you have cortais medical corditiont.



Choose the Right ONE Behavior to Influence

Impact of the Behavior on Water Quality t
X

Opportunity (Inverse of the Level of Adoption) t
X

Likelihood People will Adopt the Behavior Soon t

Physical science Social Science



A Step-by-Step Guide to Planning & Implementing a Behavior Change Campaign

Step 1 Step 2 Step 3

ldentify a Single, End-State
Behavior You Want to Change

|dentify your Priority Audience and
Measure the Behavior Baseline

Identify Barriers and Benefits

Step 4 Step 5 Step 6
Develop Your Campaign (Strategies Implement Your Behavior Change Measure and Evaluate Behavior
and Tools) Campaign Change

Chesapeake Behavior Change was developed in coordination with the Chesapeake Bay Program’s
Stewardship Workgroup. The goal of the Stewardship Workgroup is to grow the number of
residents and organizations taking action from the ground up to encourage positive actions that
protect and restore the health of the Chesapeake Bay.

& Chesapeake Bay Program
: - Science, Restorgtion.
-




\/ Chesapeake Bay Program

-Science. Restoration. Partnership.

Photos Courtesy Chesapeake Bay Program

Chesapeake Bay
Stewardship Indicator



Stewardship Indicator
Sampling Methodology

2017 Baseline

All states statistically
significant
N=5,212
1,005 (£3.1%)
1,003 (£3.1%)

1,001 (+3.1%)

2 O |<

C 801 (+3.5%)
W 600 (+4.0%)
402 (+4.9%)

400 (+4.9%)

Fielded March — May 2017
13-minute interview
Wireless and Landline
Spanish language interviewing




Stewardship Indicator

Chesapeake Bay Counties

2022 Tracking

New Data Collection Wave in 2022

Behavior & Likelihood Measures
Updated

Key Attitudes Measured
Opportunity for Deep Local Sampling



Picking up Dog Waste

W Always Usually Sometimes Seldom W Never Not sure

Opportunity: 37% Not Performing Behavior
| A |
l \
7% 6% 5%

| | | | | | i | | | |

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

Likelihood among Non-Performers:

= Very likely Somewhat Likely | Not likely Not sure
% 0% 20% 0% 40% 0% 60% 0% 80% 0% 100%

(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.”

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



A Step-by-Step Guide to Planning & Implementing a Behavior Change Campaign

Step 1 Step 2 Step 3
ldentify a Single, End-State |dentify your Priority Audience and Identify Barriers and Benefits
Behavior You Want to Change Measure the Behavior Baseline

Step 4 Step 5 Step 6
Develop Your Campaign (Strategies Implement Your Behavior Change Measure and Evaluate Behavior
and Tools) Campaign Change

(Chesapeake Behavior Change was developed in coordination with the Chesapeake Bay Program’s
Stewardship Workgroup. The goal of the Stewardship Workgroup is to grow the number of
residents and organizations taking action from the ground up to encourage positive actions that
protect and restore the health of the Chesapeake Bay.

@ Chesapeake Bay Program
! - Science, Restoration. Partnership.
I\_- _-/ I (;




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.

ThIS C0u|d be you! Kathy Flament, Moderator

14



Diffusion Approaches:
Education, Marketing, and Law

Late

Maijority
34%

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

Kamsirer, Corfessiors ofan Ervironmental Sodal Mardeter

15



Level of Investment to Change Behavior

{conceptual}
/ Social Science Principle:

Talk, Talk, Talk
Websites
Brochures & Flyers

Information and Social Marketing Regulations and Legal
Education Approach Interventions
(SHOW ME) (HELP ME) (MAKE ME)

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

Fines
Regulations
Lawsuits

16



| want to do more to help make local

creeks, rivers, and lakes healthier.

Level of Agreement

W Strongly agree Somewhat agree Neutral Somewhat disagree M Strongly disagree
71% agree 9% disagree

34% 19% 5% [
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Stewardship Indicator Survey

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



A Step-by-Step Guide to Planning & Implementing a Behavior Change Campaign

Step 1 Step 2 Step 3
ldentify a Single, End-State |dentify your Priority Audience and Identify Barriers and Benefits
Behavior You Want to Change Measure the Behavior Baseline

Step 4 Step 5 Step 6
Develop Your Campaign (Strategies Implement Your Behavior Change Measure and Evaluate Behavior
and Tools) Campaign Change

(Chesapeake Behavior Change was developed in coordination with the Chesapeake Bay Program’s
Stewardship Workgroup. The goal of the Stewardship Workgroup is to grow the number of
residents and organizations taking action from the ground up to encourage positive actions that
protect and restore the health of the Chesapeake Bay.

@ Chesapeake Bay Program
! - Science, Restoration. Partnership.
I\_- _-/ I (;




Behavior Change Tool:
Prompt

o
T

@ Cans

Scardboard () Glass
> 8

Aluminum & Tin Cans Cardboard
(empty & rinse) (flatten)

Bottles and Jars
(emply & rinse)

® RECYCLE THANK YOU FOR RECYCLING THESE:

() plastic

Paper

Newspaper, Magazines,

Plastic Bottles
and Junk Mail (&2

No Plastic Bags or
Plastic Wrap (emoty all containgrs) {no ho

@ &

No Feod or Liquid No Tang'ers

No Bulky Plastics No Scrap Metal

585, Wires,

chains, or electronics)

TO LEARN MORE,

visit www.vinelandcity.org
or call 856-794-4089

e =\ THE RECYCLING
$2 VINELAND . PARTNERSHIP

19



Taking Action for

Clean Water in Capitol Heights
Am | contributing to water pollution?

B e, ! 2 Unfortunately, we all are. Bvery day, trash, cil, sediment, chemicals

i mﬁm% o and cther pollutants collect on cur recfs, roads, parking lots and

driveways. When it rains, the pollutants travel overthese hard
surfaces and flow into ourcreeks and dvers. [

Behavior Change Tool:
Pledge

How Can | Help?

There are simple things we can do in cur cwwn
yards to help reduce polluticnin cur local
creek and the Anacostia River.

“Free Upgrade”

Disconnecting your downspout means
redirecting your rocf runcff away from hard
surfaces like streets and driveways and cito
planted areas where the water will soak

in. This simple acticn can provide a BIG
reducticn in the amount of pollution.

A/B Test:
A. Flooding

. Helping is easy, and it’s FREE!
B. Water quality

Capitel Heights residents can get FREE down-
spout redirectors including pipe extenders
and splash pads, and a FREE visit from
someone who cah helpyou install them.

o -
50% of homes visited | ..........o...[Takethe Pledge! i

Signed the pledge We know you care about your home and want the waters to be cleaner. Signthe pledge card and
becocme part of the selution foryour community.

[ commit to helping reduce the impact of stormweater runoffin the Anacostic River By completing

oFt iy personal property

Signature Date

What Happens Next?

Based onyour availability, we will contact you to amange follow up and installation.

MORE INFORMATION:
Prince George's Department of Envircnment Stermwater Management Division: Bt Ly PGOOES W
Stonmwater Fee FAQE Bit b/PGOOESWFATD «  Rain Check Rebate Program: &It iy PGOOES WREBATES



Outcome:
50% of homes signhed the pledge.
24% followed through.

CLEAN

F
ACTION




TWOA IMPACT PROJECT @)
z warcssncs | CLEAN WATER COMMUNITIES

Behavior Change Tool:
Convenience



FOSTERING
SUSTAINABLE
BEHAVIOR




Tools
BARRIERS TOOLS

Commitment
Lack of Motivation Norms
Incentives

Forget to Act Prompts
Lack of Social Pressure Norms

Communication
Social Diffusion

Lack of Knowledge

Structural Barriers Convenience

credit: Doug McKenzie-Mohr



Social Science Principle: Get Personal

High Touch = Low Reach
Low Reach = High Impact

Behavior Change

HI?H One-ontOne
Personal Contact
N
Group |Discussion \
N\,
Personalized mgdia \

(feedback) \
Impersonal direct \,>
contgct (direct mail,

I Informatioh / Awareness
by mass npedia (TV,
LOW radio, billbjoard)

LOW < *HIGH

REACH
Source: Schultz, PW. May 2010. Social Marketing: A Community-Based Approach.
Presentation prepared for the USEPA, RCC Web Academy. May 20, 2010.



A Step-by-Step Guide to Planning & Implementing a Behavior Change Campaign

Step 1

ldentify a Single, End-State
Behavior You Want to Change

Step 4

Develop Your Campaign (Strategies
and Tools)

Step 2 Step 3

|dentify your Priority Audience and Identify Barriers and Benefits
Measure the Behavior Baseline

Step 5 Step 6

Measure and Evaluate Behavior
Change

Implement Your Behavior Change
Campaign

(Chesapeake Behavior Change was developed in coordination with the Chesapeake Bay Program’s
Stewardship Workgroup. The goal of the Stewardship Workgroup is to grow the number of
residents and organizations taking action from the ground up to encourage positive actions that
protect and restore the health of the Chesapeake Bay.

@ Chesapeake Bay Program
! - Science, Restoration. Partnership.
I\_- _-/ I (;




A Step-by-Step Guide to Planning & Implementing a Behavior Change Campaign

Step 1 Step 2 Step 3
ldentify a Single, End-State |dentify your Priority Audience and Identify Barriers and Benefits
Behavior You Want to Change Measure the Behavior Baseline

Step 4 Step 5 Step 6
Develop Your Campaign (Strategies Implement Your Behavior Change Measure and Evaluate Behavior
and Tools) Campaign Change

(Chesapeake Behavior Change was developed in coordination with the Chesapeake Bay Program’s
Stewardship Workgroup. The goal of the Stewardship Workgroup is to grow the number of
residents and organizations taking action from the ground up to encourage positive actions that
protect and restore the health of the Chesapeake Bay.

@ Chesapeake Bay Program
! - Science, Restoration. Partnership.
I\_- _-/ I (;




https://www.chesapeakebehaviorchange.org/



https://www.chesapeakebehaviorchange.org/

