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Introduction to Community-Based Social Marketing (The “free” BMP!) 

Restoration of the Chesapeake Bay is an enormous undertaking that requires a many-

pronged approach. An important piece of creating a healthier waterway is to prevent further 

degradation by changing polluting behaviors. Community-based social marketing (CBSM) is 

a strategy, which uses information about target audiences’ barriers, perceived benefits and 

motivators to changing their behavior, to craft specifically focused marketing tools that will 

effect positive social change. CBSM tools may include informational brochures, reminder 

prompts, or pledges and are focused on targeting specific, identified barriers and benefits.  

Community Based Social Marketing is a low-cost way of preventing pollution of your 

local creeks and rivers. Although it takes work and dedication, it can cut down on major 

pollution sources of nutrients, bacteria, sediment and toxins. You can find some ways that you 

can limit the pollution coming from your property and encourage your neighbors to do the same, 

without having to install costly stormwater management projects at www.aawsa.org under 

Reduce your Pollution. 

In order to execute a successful Community- Based Social Marketing campaign, there are 5 main 

steps: 

1. Select a behavior and define a target audience. 

2. Measure the baseline of your behavior. 

3. Identify the barriers to, benefits of, and motivators for this behavior. 

4. Develop and implement your strategy. 

5. Measure behavior change/ Evaluation. 

In this handbook we will discuss some behaviors to target, common barriers to and benefits of 

these behaviors and useful tools for encouraging behavior change. 

 

http://www.aawsa.org/
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        Community Based Social Marketing Technical Assistance Providers 
 
 

Jennifer Dindinger 
UMD Sea Grant Extension 
(410) 228-8800 
jdinding@umd.edu 
 
Suzanne Etgen 
WSA Coordinator 
(410) 222-3831 
setgen@aacps.org 
 
Steve Raabe 
President- OpinionWorks 
(410) 280-2000 
steve@opinionworks.com 
www.opinionworks.com 
 
Jackie Takacs 
UMD Sea Grant Extension 
(240) 393-6508 
takacs@mdsg.umd.edu 
 
Krisztian Varsa 
UMD Sea Grant Extension 
(410) 771-1761 
kvarsa@umd.edu 

 

mailto:jdinding@umd.edu
https://bos.etapestry.com/prod/oneOffEmail.do?personaTypeRef=2219.0.2741&email.to=takacs%40mdsg.umd.edu&orgPersona=false&entityRoleRef=2219.0.629485
mailto:steve@opinionworks.com
https://bos.etapestry.com/prod/oneOffEmail.do?personaTypeRef=2219.0.2741&email.to=takacs%40mdsg.umd.edu&orgPersona=false&entityRoleRef=2219.0.629485
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Behavior Change Cheat Sheet 
 
 This program includes the 5 steps as listed below.  Below are some highlights of the 5 step process.   
 

Step 1:  Identify a Behavior and Define your Audience  
The behavior should be a single, non-divisible behavior that directly results in pollution 

reduction.   The audience could be your neighborhood, or a subset of people in your community and 
should be about 75-100 people.    Be as specific as possible when defining your audience.    Your group 
should collect a minimum of 50 surveys during Steps 2 and 5.   The audience must be engaged in the 
polluting behavior you want to change.   Your program should be geared specifically to that audience).   

1.  Pet Waste  
a.  Pick up - and dispose of  - pet waste while your pet is on a leash  
b. or while your pet is not on a leash   

2.  Remove and properly dispose of organic matter and trash from hard surfaces and storm drain 
inlets near your house.  

3. Install and properly use one or more rain barrels.    

4. Purchase a CLEAN lawn care regime from your lawn care company. 

 

Step 2:  Measure the Baseline of the Behavior 
This is a quantitative measurement and is done, in most cases, by interviewing each household 

in your target audience using the survey developed by Steve Raabe.      It is important that the survey be 
followed verbatim for accurate data collection.  For some larger neighborhoods, it is possible to 
interview every 3rd or 5th house, rather than every single household, and/or take the surveys via phone.   
It is also feasible to distribute the survey electronically or on paper.  Please contact us if you plan to do 
this, as the materials developed are intended to be used as a face to face interview.   

When doing the interviews, you will record the results of each interview on a separate data 
collection sheet.  Once you have collected all or most of your responses, you will compile the results and 
you may enter your results into WSA’s SurveyMonkey account to make this step easier.  
 

Step 3:  Conduct Barrier and Benefit Research   

 This is the qualitative measurement that gives you a picture of the attitudes and beliefs about 
the behavior and will help you design/choose the elements of your behavior change program.   The 
highlighted questions on your baseline survey are the open ended qualitative questions.  It is important 
to write responses verbatim and to ask follow up questions if necessary.   It is important NOT to 
advocate for the desired behavior or provide any information during the information gathering phase.  
The goal is to get an idea of why people do and do not act on a behavior and it is important to create a 
safe, non-judgmental environment.  There will be time during your program implementation to provide 
information or to persuade people to change their behavior.  Once your surveys are completed, you will 
analyze the barrier/benefit research to determine the most common barriers and benefits, and to 
craft/choose your message.  To save time you may conduct barrier/benefit research using an intercept 
survey. 
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Step 4:  Develop and Implement– Pick 4-5 behavior change tools to use over the course 

of the program 
 Commitments 
 Social Norms 

Social Diffusion 
 Prompts 
 Communications 
 Incentives 
 Feedback 
 Convenience 
 

Over the course of several months, you will use the tools you have developed to attempt to 
change the behavior of your target audience.  The amount of time you take to try to change behaviors is 
up to your group.   
 
 

Step 5:  Measure Behavior Change:  Measure behavior change after several months of 

using the behavior change tools.    Implement your evaluation and report back to WSA your results and 
your lessons learned. 
 
Evaluation can often be one of the toughest parts of a behavior change campaign. It is important to plan 
how you will evaluate your efforts right from the start. 
It can sometimes be difficult to see the results of your campaign, but don’t be disheartened. It takes 
time and persistence to get people to change their behaviors. Additionally, depending on your 
evaluation method, it often takes times to see observable results, even if people ARE changing their 
behaviors. The longer your campaign lasts and the longer you wait to evaluate, the more likely you are 
to see results. 
 
Below are some ideas for forming an evaluation plan. For more specific examples, see the “Case 
Studies” section for your behavior at www.aawsa.org.  
 
Two Main Methods of Evaluation: 

1. Take before and after data or measure trends in data over a long period of time (months or 

years) 

2. Measure target area against a control site 

Methods of data collection: 
o Scientific testing of water quality 

o How many people are engaging in the behavior: 

 Surveying/ self-reporting 

 Observation 

 Follow-up with people reached and/or original survey audience 

 

http://www.aawsa.org/
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Behavior Change Project Plan 
 
 
Steward Names:  __________________________________________________________________________________________________ 

 

Community:  ________________________________________________________ 

 
Campaign Purpose:  Reduce pollutants in local waterway 

 

Campaign Focus (List specific pollutant to be reduced, i.e. pet waste, fertilizer, etc.):  _________________________________________ 

 
Specific end-state behavior: ______________________________________________________________________________________ 

 

Audience (Describe the audience in as much detail as possible): 

______________________________________________________________________________________________________________________
______________________________________________________________________________________________________________________
______________________________________________________________________________________________________________________ 
 

Survey Method (HOW do you plan to survey your audience? In person door-to-door, in person at a community gathering, by phone, hard 

copy left with respondent, online): ________________________________________________________________________________________ 
______________________________________________________________________________________________________________________
______________________________________________________________________________________________________________________ 
 

 
Who will you survey (What streets, groups, gatherings?):  
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Most common Barriers:    
 
 
 
 

Most Common Benefits:   
 
 
 
 
 

Positioning Statement (“We want [TARGET AUDIENCE] to see [DESIRED BEHAVIOR] as [DESCRIPTIVE PHRASE]”): 

____________________________________________________________________________________________________________

____________________________________________________________________________________________________________

____________________________________________________________________________________________________________ 

 
 
 

Campaign Goals:    
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Behavior Change Worksheet  
 

Choose 4-5 tools. 
Barrier/Benefit  (Why is 
your audience  adopting 

or  not adopting this 
behavior?  What is 

encouraging/preventing 
this behavior from being 

adopted?)  

Tool Type 
(commitment, 

prompt, incentive, 
etc.) 

Audience (be as 
specific as you can)  

Message – Key 
words or phrases to 
include in your tool  

Distribution Method 
and Frequency How 

will the audience 
receive the tool?  
(mail, workshop, 
person to person 
visit), Who is the 

messenger?  How will 
you follow up?    

Quarterback  
Who will lead the 
implementation 

plan for this tool? 
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Barrier/Benefit  (Why is 
your audience  adopting 

or  not adopting this 
behavior?  What is 

encouraging/preventing 
this behavior from being 

adopted?)  

Tool Type 
(commitment, 

prompt, how to, etc.) 

Audience (be as 
specific as you can)  

Message – Key 
words or phrases to 
include in your tool  

Distribution Method 
and Frequency How 

will the audience 
receive the tool?  
(mail, workshop, 
person to person 
visit), Who is the 

messenger?  How will 
you follow up?    

Quarterback  
Who will lead the 
implementation 

plan for this tool? 

      

      

 
 

Evaluation Plan:   
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Choosing a Behavior  

When choosing a target behavior, it is important to pick a behavior that is: 

 Single 

 Specific 

 End-state  

A single behavior means just one behavior!  It is difficult to get people to change behaviors, so start 

small and focus your attention on just one behavior at a time. Don’t ask people to mulch their leaves 

and  educate their neighbors to do the same. This might seem like too overwhelming of a task. Instead, 

just ask them to stick to one behavior—mulching their leaves. 

An end-state behavior is a behavior that will directly result in pollution reduction and does not require 

any other actions to reduce pollution.  

Example:  Purchase a rain barrel- This behavior is not end-state because it will not reduce 

pollution unless the rain barrel is also installed and properly used. 

Install and properly use a rain barrel.—This behavior is end-state because it will directly result in 

pollution reduction. 

A specific behavior is non-divisible, meaning it cannot be broken down into any sub-behaviors and 

describes exactly what you want someone to do.  

Example:  Pick up and dispose of your pet waste. 

 Being more specific can help focus and increase the effectiveness of your campaign. This 

involves many actions- picking up after your dog while on a walk, in the yard or at the park. 

Specifically calling out that you want people to pick up their pet’s waste in their backyards will 

help to focus your campaign and draw people’s attention to the desired behavior. They may 

believe that they already pick up after their pet, because they pick up after their dog on walks, 

but not even think about it in their own yard. 

 

It is also important to choose a behavior that will be beneficial to and achievable by your community. 

Consider the following factors when choosing the pollution source and behavior to target: 

 IMPACT ON THE ENVIRONMENTAL ISSUE:  What do scientists, technical staff and/or 

engineers evaluate the potential that this desired behavior will have on the 

environment relative to other behaviors (e.g., use natural vs. chemical fertilizers vs. 

reduce lawn in half).  The characteristics of your community such as land use, proximity 

to a water body, demographics, may also influence impact. 
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 WILLINGNESS:  How willing is the target audience to do this?  This would be the % of 

people who are in the Help Me group vs. the Show Me or Make Me Group. (See 

“Choosing an Audience” for more details.) 

 

 

 SIZE OR % OF AUDIENCE NOT DOING THE BEHAVIOR:  Estimate the % of people in the 

target audience/population who are NOT already doing the behavior  

 

Use the “Prioritizing Behaviors and Target Audiences” Worksheet to choose a behavior. 

For more information on choosing a behavior: 

http://www.cbsm.com/pages/guide/step-1:-selecting-behaviors/ 

 

http://www.cbsm.com/pages/guide/step-1:-selecting-behaviors/
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PRIORITIZING BEHAVIORS 
 

General Target Audience: ________________________ 
 

 
 

1 
 

POTENTIAL BEHAVIORS TO RANK 

2 
 

IMPACT ON  Water 
Quality  

3 
 

WILLINGNESS 
OF TARGET 

AUDIENCE TO 
DO THIS 

BEHAVIOR 

4 
 

SIZE OR % OF 
AUDIENCE 
NOT DOING 

THE 
BEHAVIOR 

 

5 
 

AVERAGE 
SCORE 

 
 

Pet Waste: Pick up and dispose of pet 
waste while your pet is on a leash 
 

    

Pet Waste: Pick up and dispose of pet 
waste while your pet is NOT on a 
leash 
 

    

Remove and properly dispose of 
organic matter and trash from hard 
surfaces and/or storm drain inlets 
near your house.  
 

    

Install and properly use or more rain 
barrels. 

    

Purchase  a CLEAN lawn care regime 
from your lawn care company 
 

    

     

 
 

    

 
 
 

    

Scale:     10- High  9 8 7 6  5- Medium      4 3 2       1- Low 
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1. POTENTIAL BEHAVIORS TO RANK:   Brainstorm and then list potential single, 
simple behaviors to influence.  WSA has developed survey instruments and/or 
campaigns for the behaviors already listed on this form.  You may list 1-2 other 
behaviors.   

 
2. IMPACT ON THE ENVIRONMENTAL ISSUE:  What do scientists, technical staff 

and/or engineers evaluate the potential that this desired behavior will have on 
the environment relative to other behaviors (e.g., use natural vs. chemical 
fertilizers vs. reduce lawn in half).  The characteristics of your community such as 
landuse, proximity to water body, demographics, may also influence this 
category.   

 
3. WILLINGNESS:  How willing is the target audience to do this?  In the diffusion 

model, this would be the % or number who are in the Help Me group vs. the 
Show Me or Make Me Group. 

 
4. SIZE OR % OF AUDIENCE NOT DOING THE BEHAVIOR:  Estimate the % and/or 

number of people in the target audience/population who are NOT already doing 
the behavior (NOTE: The higher the number the higher the score.) 

 
5. AVERAGE SCORE:  Add all numbers up and divide by 4.  If  you think one category 

is more important than another you can weight that category.   
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Choosing an Audience 

Your audience will most likely be your own community! While you may consider your community to be 

the place where you live, work or worship, the important part about working in your community is that 

you are viewed as a trusted member who belongs to and understands it’s members. This way people are 

more likely to accept what you are asking of them and YOU are most likely to know the best ways to 

reach out to them and change their attitudes and behaviors. 

Thus, your community is a great jumping off point, but it is useful to focus your campaign to a smaller, 

more specific target audience. You probably want to start with an audience of about 75-100 people who 

are engaging in the unwanted behavior/ are not engaging in the desired behavior. 

Start by listing all possible Target Audiences in your Community.   

Consider:  

 Demographics 

 Age 

 Income 

 Gender 

 Education 

 Household composition 

 Geographics (Where live, where work) 

 Psychographics (Values & Lifestyle,   example:  Mom’s Club or Garden Club) 

 Behaviors (pet owners who walk their dogs, or pet owners who let their dogs roam off leash) 

 Benefits Sought (Looking good vs. health) 

 Healthstyles Segmentation 

Then, use your list to rank your potential target audiences by:   

• SIZE: As a segment of a population, what is the actual or  relative size of this segment?  

• PROBLEM INCIDENCE:  How significant is the contribution that this audience makes to the 

behavior?  (i.e. are homeowners with small waterfront lawns making a larger or smaller impact 

than homeowners with large lawns far from the waterfront? )  

• READINESS TO ACT: How concerned is the target audience with the problem issue/behavior? 

Here it is best to target people who are willing to act with a little help. This group constitutes the 

largest segment of the population and requires little investment to get them to change their 
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behavior. Don’t waste your time with people who will not change unless forced.

  

• ABILITY TO REACH:  Can we identify them and do we have efficient ways to reach them? 

In the end, the ideal target audience is one that is (relatively) large, is having a 

significant impact on the environmental issue, is concerned about that impact, 

and can be identified and reached efficiently. 

 

Use the “Prioritizing Target Audiences” worksheet to help you choose your audience. 
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WORKSHEET FOR SELECTING TARGET AUDIENCES 
 

1 
 

POTENTIAL TARGET AUDIENCES 

2 
 

SIZE 

3 
 

PROBLEM 
INCIDENCE 

 

4 
 

READINESS 
TO ACT 

5 
 

ABILITY TO 
REACH 

6 
 

AVERAGE 
SCORE 

 

 
 
 
 
 

     

 
 
 
 
 

     

 
 
 
 
 

     

 
 
 
 
 

     

 
 
 
 
 

     

 
 
 
 

     

 
 
 
 

     

 
 
 
 
 

     

 

Scale:     10- High  9 8 7 6  5- Medium      4 3 2       1- Low 
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1. POTENTIAL TARGET AUDIENCES:  Relative to a campaign purpose (e.g., Improve Water 
Quality) and Focus (e.g., Yard Care), brainstorm and then list potential target audiences.  
A target audience is a segment of a population that has similar characteristics. Potential 
audiences may be grouped based on one or more variables including demographics, 
geographics, values and lifestyles, and/or current related behaviors (e.g., homeowners 
with large lawns). 

 
2. SIZE: As a segment of a population, what is the actual or relative size of this segment?  
 
3. PROBLEM INCIDENCE:  How significant is the contribution that this audience makes to 

the environmental problem (e.g., shoreline properties or frequency of fertilizing)? 
 
4. READINESS TO ACT: How concerned is the target audience with the problem 

issue/behavior? 
 
5. ABILITY TO REACH:  Can we identify them and do we have efficient ways to reach them? 
 
6. AVERAGE SCORE:  This can be a “Weighted Average” to give increased significance to 

one or more of the items or it can be an “Unweighted Average”, with each aspect 
considered equally important.   

 

In the end, the ideal target audience is one that is (relatively) large, is having a 
significant impact on the environmental issue, is concerned about that impact, 
and can be identified and reached efficiently. 
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Importance of Surveying 

Surveys help to identify your audience and gather information that will help you best design 
and implement your campaign. Information gathered during surveying is both quantitative and 
qualitative. This information helps you determine if the people surveyed are/are not engaging 
in the behavior, their prior knowledge, beliefs and attitudes. This information can be used to 
make sure that you have chosen a good behavior/ audience and can help with the evaluation 
process by providing baseline data. You should survey about 50 people. 

Surveying will also help you determine why people are or are not engaging in the desired 
behavior (barriers) and what would make them engage in the behavior (benefits). This will help 
in the design/ choices you make about your campaign.  

Other data collected called “classification” data will help you get a better picture of who your 
audience is and the best way to reach them. For example, if they say they get all of their news 
online, don’t advertise your campaign in the local newspaper.  

For many behaviors the common barriers and benefits have already been identified. To save 
time and effort you might just use an intercept survey to learn which ones are present in your 
community and make sure that you have chosen an appropriate behavior. When using an 
intercept survey, you should approach people in a public and central location for your audience 
and ask them why they do not engage in the target behavior and what would make them want 
to engage in the behavior.  Tally the responses to identify the most common barriers/benefits 
for your community. Classification data can be assumed by somebody who knows their own 
community well, most of this will have been determined from a community assessment or just 
a long time living in your community. 

Baseline and Barrier/Benefit surveys and survey templates are available from WSA. For more 
information on surveying: http://www.cbsm.com/pages/guide/step-2:-identifying-barriers-and-
benefits 

 

 

 

 

 

 

 

http://www.cbsm.com/pages/guide/step-2:-identifying-barriers-and-benefits
http://www.cbsm.com/pages/guide/step-2:-identifying-barriers-and-benefits
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Tips from Steve Raabe: 

Best Practices for Good Survey Interviewing 

 Credential yourself to convey legitimacy and trust.   

 Be friendly and conversational.  Your enthusiasm will persuade residents to take part. 

 Stick to the script.  Ask questions exactly as worded. 

 Every answer is a valid answer and perfectly acceptable to us. 

 This is a time to ask questions, not to persuade.  Do not react to answers. 

 Assure confidentiality if necessary. 

 Move through the questions quickly out of respect for residents’ time. 

 Record responses carefully so you can read them and others can input them later. 

 When done, thank the respondent, and give them a sense of how the responses will be 
used. 

 

 
Behavior Survey Introduction 

 
Hello, my name is ___________.  I am a volunteer Watershed Steward (Master Gardener or 
other) here in Anne Arundel County.  (Give frame of reference/connection with neighborhood if 
there is one.)  I am not selling any products or services, and I am not collecting donations.  
 
As part of my work, I am doing an overall assessment of the neighborhood to understand how 
people are enjoying their yards and the surrounding area.  This survey is brief, and it is 
voluntary and confidential.  There are no right or wrong answers; I am just collecting 
information today.  (Pause.)  Is this a good time right now?  (Pause briefly, then proceed, or set 
an appointment for the future.) 
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Survey Monkey Instructions 
In order to analyze your results, you may enter your survey data into WSA’s SurveyMonkey 
account. Go to: https://www.surveymonkey.com/ and log in with  
username: aawsa 
password: 12watersheds 

Baseline surveys for pet waste, rain barrels and leaves are already created. COPY one of them 
for your group’s use. DO NOT use the existing survey as the collected data will combine  with 
previous data and you will not get accurate results for your community. 

To copy a survey: 

1. Click the green “+Create Survey” button in the top right corner of the page. 

2. Select “Copy and Existing Survey” 

3. Select <<Behavior>> Baseline from the drop down list. (Rain Barrels Baseline, Pet Waste 
Baseline, Leaves Baseline, Fertilizer Baseline) 

4. Rename <<Behavior>> Baseline_<<Community Name>> 

5. Click “Continue” 

6. Make any changes to the survey questions that you need. 

7. Then click “Collect Responses” 

8. Click “Next” 

9. Click “Responses per Computer” and check “allow multiple responses per computer.” 

10. Share the survey link with anybody that needs to enter survey info. 

 After entering all survey data go back and go to the “Analyze Results” tab. Here you can look at 
overall answer statistics for quantitative questions and individual responses for qualitative 
responses. You can use the blank intercept survey form to analyze and tally the 
barriers/benefits. 

 

https://www.surveymonkey.com/
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Barrier and Benefit Analysis Intercept Survey 
Barrier  - Real or perceived reason why a person does not engage in a desired 

behavior. 

 
 
 

What is the main reason you don’t                                                                                                          ? 

Barrier (list key words or phrases)  
Frequency (number of 

times mentioned)  
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Barrier and Benefit Analysis Intercept Survey 
 

Benefit  - Real or perceived reason why a person does engage in a desired 
behavior  

 

What is the main reason you do/ would want to do                                                                       ? 

Benefits/Motivators  (list reason)  
Frequency (number of 

times mentioned)  
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Positioning Statement 

“We want (TARGET AUDIENCE) to see (DESIRED BEHAVIOR) as (DESCRIPTIVE PHRASE).” 

Use a positioning statement to organize your thoughts and ideas for your campaign and to stay focused 

throughout the design, implementation and evaluation phases of your campaign. 

It is important to always keep in mind your audience, your behavior and the way you want your 

audience to think about the behavior. This positioning statement will help you to create coherent, 

consistent messages and to focus the distribution methods of those messages to your audience.  

 

Examples: 

 “We want Eastern Shore property owners to see planting native plants on their properties as a 

beautiful option, one that enhances habitat for wildlife, as well as property value.” 

 “We want dog owners who live in Mago Vista to see picking up their dog’s waste in the backyard 

regularly as an important way to keep their water clean and their families healthy.” 

 

Use with “Behavior Change Project Plan” worksheet. 

 

Messages 

When choosing messages for your campaign: 

 Keep your positioning statement in mind 

 Be consistent 

 Choose only a couple main messages to use throughout your campaign 

 Messages do not have to use the same language as your positioning statement. They should 

reflect your positioning statement, but your positioning statement is more for internal use. 

 It is okay to be negative, but avoid being threatening 

 Try to be succinct and memorable 

 Be specific 

 

 

For more information about messaging:  http://www.cbsm.com/pages/guide/communication:-creating-

effective-messages/ 

 

http://www.cbsm.com/pages/guide/communication:-creating-effective-messages/
http://www.cbsm.com/pages/guide/communication:-creating-effective-messages/
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Sample messages: 

Pet Waste:  

 “Oh poop! Don’t forget your backyard!” 

 Pick up after your pet. “It’s the American way.” 

 “Scoop it. Bag it. Trash it.” 

 

Rain Barrels: 

 “Be the solution to runoff pollution.” 

 “If we all do a little, we can do a lot!” 

 “Crabs, oysters and fish served and saved here.” 

 “Make running water walk.” 

 “Make every drop count.” 

 “Rain barrels for the river.” 

Leaves: 

 “You’re leaves in the water aren’t natural.” 

 “Bag it. Mulch it. Compost it.” 
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Choosing the Right Tools 

It is important to choose tools that help people overcome their internal and external barriers to 

performing the desired behavior and highlight the benefits of performing the behavior. A list of tools 

with a description of when they should be used and some tips for using them can be found below. 

Prompt (P) 
“An audio or visual cue to remind people about a behavior they intend to do.” 

Use when the barrier is that people forget to take a certain action. 

 

Prompts should: 

 Be noticeable, self-explanatory and SIMPLE 

 Be used close in time and space to where activity will/will not happen 

 Encourage POSITIVE behavior.  Don’t use Prompts to discourage negative behavior.   

Example:  A sticker on the light switch that reads  “Turn off the lights when you leave.” 

This is located exactly where the behavior will occur (the lightswitch) and people will see 

it when they leave the room. It encourages them to do a positive behavior (turn off the 

lights) and gives a clear, simple message.  

 

For more information about prompts:  http://www.cbsm.com/pages/guide/prompts:-remembering-to-

act/ 

 

Commitment (CT) 

A written or verbal pledge to follow through with a certain action or behavior.  

Use when the barrier is lack of motivation. 

http://www.cbsm.com/pages/guide/prompts:-remembering-to-act/
http://www.cbsm.com/pages/guide/prompts:-remembering-to-act/
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Commitments are most effective when: 

 They are written rather than verbal 

 They are publicized 

 They help people see themselves as environmentally responsible 

 The person is actively involved 

 They are volunteered freely (don’t force people to commit) 

 People give their contact information for follow-up 

 You follow-up to make sure that people are engaging in the pledged behavior (by phone, email, 

or in person) 

 People agree to a small commitment, often leading to a larger commitment 

 

 

For more information about commitments: http://www.cbsm.com/pages/guide/commitment:-

good-intentions-to-action/ 

 

Social Norm (SN) 
An external pressure coming from a perception that most people are taking part in a certain action 

and/or that most people believe that it is good or bad to take part in this action.  

http://www.cbsm.com/pages/guide/commitment:-good-intentions-to-action/
http://www.cbsm.com/pages/guide/commitment:-good-intentions-to-action/
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This tool should be used when the barrier is lack of motivation, lack of social pressure, or a feeling that 

one person cannot make a difference. 

Social Diffusion (SD) 
The dissemination of information and ideas about a specific behavior through social outlets, such as 

friends, family and neighbors. 

This tool should be used when the barrier is lack of knowledge or thought about the behavior where 

there are some early adopters within the community. 

Both social norms and social diffusion work because: 

 Opinions of others have a strong impact on behavior 

 People wish to comply: change behavior to receive reward 

 People wish to conform:  change behavior to be similar to others 

For more information about Social Norms: http://www.cbsm.com/pages/guide/social-norms:-building-

community-support/ 

For more information about Social Diffusion: http://www.cbsm.com/pages/guide/social-diffusion:-

speeding-adoption/ 

See sections on “Community Events” and “Social Media.” 

 

Communication (C) 
A way to capture people’s attention and convey information. Get people thinking about and 

understanding the pollution reducing behavior. 

Use when people lack awareness, knowledge or understanding of the behavior or have misconceptions 

about it. 

Communications should: 

 Capture Attention!  

 Have messages that are vivid, concrete and specific to the target audience 

 Be easy to remember 

 Be delivered by a credible source –whenever possible, have the message delivered in person 

 Relate to a goal and relate the goal to something valued by your audience.  

http://www.cbsm.com/pages/guide/social-norms:-building-community-support/
http://www.cbsm.com/pages/guide/social-norms:-building-community-support/
http://www.cbsm.com/pages/guide/social-diffusion:-speeding-adoption/
http://www.cbsm.com/pages/guide/social-diffusion:-speeding-adoption/
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One type of communication is Feedback (F), which tells people how well they are doing and how their 

activities relate to a goal.  

Use when people want to feel like they are reaching a goal or competing against neighbors. 

Feedback should: 

 Provide information about the impacts behavior change is having 

 Be given immediately after the behavior 

 Be clear and concrete 

 Be framed positively 

 

For more information about communications: http://www.cbsm.com/pages/guide/communication:-

creating-effective-messages/ 

 

 

http://www.cbsm.com/pages/guide/communication:-creating-effective-messages/
http://www.cbsm.com/pages/guide/communication:-creating-effective-messages/


30 
 

Incentives (I) 
“A way to provide the motivation for individuals to perform an activity that they already engage in more 

effectively, or to begin an activity that they otherwise would not perform.” 
Use when people are not motivated to perform a behavior or are not motivated to perform it well. 

Incentives should: 

 Reward for performing a positive behavior 

 Be used when increased motivation is needed 

 Be visible and large enough to capture attention. 

 Be a monetary or other valued item or service. 

**Be careful when using incentives, as people may stop performing the desired behavior when they 

stop receiving the incentive. 

 

 

 

 

 

 

 

 

For more information about incentives: http://www.cbsm.com/pages/guide/incentives:-enhancing-

motivation-to-act/ 

 

Convenience (CV) 
A way to remove external barriers to change and/or make a behavior more pleasant or less time-

consuming.  
Use when people do not want to/cannot put forth the amount of effort it would take to learn and/or 

execute the behavior. 

http://www.cbsm.com/pages/guide/incentives:-enhancing-motivation-to-act/
http://www.cbsm.com/pages/guide/incentives:-enhancing-motivation-to-act/


31 
 

Conveniences should: 

 Provide assistance to people to make the behavior easier 

 Make the behavior less time consuming 

 Consider the skill level of the audience, and whether the skill can be easily mastered.  Consider 

providing the service.  

 Make doing new, unfamiliar behaviors possible  

 Give competence and confidence   

 Provide to those who intend to act, but just don’t want to put forth the effort  

 

For more information about conveniences: http://www.cbsm.com/pages/guide/convenience:-

making-it-easy-to-act/ 

 

 

 

http://www.cbsm.com/pages/guide/convenience:-making-it-easy-to-act/
http://www.cbsm.com/pages/guide/convenience:-making-it-easy-to-act/
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Community Events 

One great way to engage your audience is to hold a fun and relaxed (but informative) event. This can be 

a great opportunity to distribute your tools. It is more effective than a mailing or internet distribution 

because you are making personal contact and talking with people one-on-one. It is also a lot more 

efficient than canvassing to reach large numbers of people, because you don’t have to physically go to 

each individual—they come to you! This is a great way to use social diffusion and/or social norming 

towards then end of your campaign.  

It is important to talk about the behavior which you wish to engage your audience in. Get them to 

understand why it is important and get them excited about working towards certain goals as a 

community. 

Your event could take many forms depending on the audience you are trying to address. Try to organize 

an event that your audience WANTS to attend and that will be engaging. For example, don’t host a 

cocktail party for people and their small children. 

Some event possibilities include: 

 A neighborhood block party 

 A series of small cocktail parties held at neighbors’ homes 

 Participation in another existing community event 

 A table in a central community location with permission (church, school, park, etc) 

  

 

Possibilities for all events: 

 Distribute communications handouts 

 Obtain commitments 

 Distribute prompts 

 Invite people who are already engaging in the desired behavior to spread the word and show 

that it can be done 

 Model the behavior 

 Provide food and drinks 

 Locate in a central and close location to your audience 

 Make sure people will be comfortable (bathrooms, weather considerations etc.) 

 Collect contact info of attendees for follow-up and evaluation purposes 
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Pet Waste:  

 Have free poop bags and other fun dog stuff to give away 

 Invite vets, dog groomers, animal shelters, pet stores, pet waste pick-up companies 

 Have in a location where people can bring their dogs to play 

 Have fun activities for pets and people: doggy pool, costume contest, scoop the poop game 

 

Rain Barrels: 

 Use the demonstration rain barrel 

 Have rain barrel painting (artistic and/or normal house colors) 

 Demonstrate an installation 

 Sell rain barrels 

 Display different types of rain barrels 

 Raffle off a rain barrel painted by a local artist or local children 

Leaves: 

 Give away free leaf bags, rakes 

 Invite lawn care companies to come and offer their services 

 Join with an autumn festival—Halloween, apple, pumpkin 
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Social Media 

You can reach a large segment of your audience through social media. Of course, this only makes sense 

if a majority of your audience actively uses social media. If it does, you can reach them frequently and 

widely through facebook, twitter, pinterest or even email. Make an account for your campaign and try 

to get them to follow you. You could advertise your facebook page on an existing community facebook 

or email out the link to a community listserv. You can also include short “vanity” links on hard copy 

handouts. 

 

You can use social media to: 

 Provide feedback en masse or individually about the progress of your campaign and how close 

you are to reaching your goals 

 Advertise events or other parts of your campaign in which you want people to be involved  

 Post fun facts, links, and relevant articles about the target pollution source or behavior 

 Ask people to take a pledge that everyone can see 

          

Social media tips: 

 Make posts at lunch time or 6pm-8pm—you can schedule these to go out 

 Make sure your posts are appropriate 

 People like funny posts 

 People like cool pictures 

 People like contests (caption contest, trivia, etc.) 

 You can make event items on facebook so that people can “attend” and be reminded when the 

event is about to come up 

 Don’t post on facebook more than a few times/day 

 You can post on twitter as often as every hour 
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Mapping 

One tool that you can use to help organize your campaign internally or display your campaign progress 

externally is mapping! Mapping your campaign information can help you get an idea of who you have 

reached and your geographic target area. 

Mapping possibilities: 

 Target audience location 

 Pledges 

 Have they been contacted 

 Whether or not they are engaging in the behavior 

 And much more! 

Mapping is easy! You can use this free and easy mapping site to map up to 250 points: 

http://batchgeo.com/ 

Step 1: Enter all data that you wish to map in an Excel or other spreadsheet.  

 Make sure that your columns have headers 

 You must have geolocation data for each point you wish to map: street address, city, state, zip 

code (each of these must be in a separate column) Do not include suite or apt number in the 

street address column. 

 Make sure that all entries under a certain column are in the EXACT same format. For example, if 

you want to map whether or not you have a pledge for each point, the text of each “yes” entry 

must match and the text of each “no” entry must match. You cannot have “yes” for some 

entries and “YES” or “y” or  “Y” for other entries. This will map in 4 different colors. 

 You can also choose to include names, emails, phone numbers and any other information along 

with each point. 

Example: 

Address City State Zip Name 

Pledge 
Received (Y/N) 

(ALL CAPS) 

104 Charles Annapolis MD 21401 Eric Y 

105 Charles Annapolis MD 21401 
 

N 

106 Charles Annapolis MD 21401 Eddy Y 

112 Charles Annapolis MD 21401 
 

N 

113 Charles Annapolis MD 21401 Allison Y 

117 Charles Annapolis MD 21401 
Lamela & 

Jet Y 

123 Charles Annapolis MD 21401 Mike Y 

132 Charles Annapolis MD 21401 Cheryl Y 

138 Charles Annapolis MD 21401 Harvey Y 

79 Charles Annapolis MD 21401 
 

N 

http://batchgeo.com/
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Step 2: Go to http://batchgeo.com/ 

Step 3: Copy and paste your entire spreadsheet into the data box. 

Step 4: Click “Validate & Set Options” 

Step 5: Make sure that geodata matches up i.e. make sure that the street address column matches with 

“Location/Address”, city column with “City/County” etc. Region should be United States. For “Group By/ 

Thematic Value” choose the column heading that you wish to distinguish your data by. (Example: If you 

shoes “Pledge Received” in the example above, it would make all points where a pledge was received 

one color and all points where a pledge was NOT received another color.) 

Step 6: Click “Create Map.” This could take a few minutes. 

Step 7: Make sure that all of your points were mapped correctly. If not, you may have to change the 

information in your spreadsheet and re-paste it into batchgeo. Hover over the point to see the address 

and figure out which points are mapping incorrectly. 

Step 8: Click “Save & Continue” 

Step 9: Enter a title, description and your email. You can also choose to keep the map private (only 

those with the link can see it) or publicize it. If you choose to make the map public, make sure you have 

people’s permission to put them on the map. Batchgeo will email you 2 links to your map—one link for 

editing and one that you can share with others for viewing. Make sure to save this email and/or links as 

this is the only way to access your map! 

 

 

 

 

 

 

 

 

 

 

http://batchgeo.com/
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Step 10: When viewing your map, you can choose to view the map grouped by any non-contact info 

column. Click on the grey box in the bottom lefthand corner of the map to choose another grouping 

scheme. 

         

         

 

 

Step 11: You can edit your map at any time by clicking on the edit link and re-pasting your spreadsheet 

into the “Edit Map” box. In editing mode you can: 

 Give your map a customized “vanity” link to make it easier to find from a printed link 

 Get an embeddable code 

 Re-paste or directly edit your spreadsheet data 

 Click “Update Map” and then “Show Advanced Options”—this allows you to change the color 

and shape of your markers and the background view of your map 

 And much more! 

Please be aware that these features could change and that WSA does not have designated staff to help 

with BatchGeo. If you are having trouble, use the support function. 
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Evaluation 

Evaluation can often be one of the toughest parts of a behavior change campaign. It is important to plan 

how you will evaluate your efforts right from the start. 

It can sometimes be difficult to see the results of your campaign, but don’t be disheartened. It takes 

time and persistence to get people to change their behaviors. Additionally, depending on your 

evaluation method, it often takes times to see observable results, even if people ARE changing their 

behaviors. The longer your campaign lasts and the longer you wait to evaluate, the more likely you are 

to see results. 

Below are some ideas for forming an evaluation plan. For more specific examples, see the “Case Studies” 

section for your behavior at www.aawsa.org.  

Two Main Methods of Evaluation: 

1. Take before and after data or measure trends in data over a long period of time (months or 

years) 

2. Measure target area against a control site 

Methods of data collection: 

o Scientific testing of water quality 

o How many people are engaging in the behavior: 

 Surveying/ self-reporting 

 Observation 

 Follow-up with people reached and/or original survey audience 

 

 

http://www.aawsa.org/


Task Jan Feb Mar Apr May June July Aug Sep Oct Nov Dec 

Choose audience and behavior                 

Survey our audience             

Analyze your barriers and benefits             

Design/ choose elements of campaign             

Develop evaluation plan              

Host Community Events: distribute 
prompts and communication tools 

            

Arrange and Plan Events and Canvassing             

Give Feedback             

Distribute emails/mailings             

Solicit pledges             

Install Signage             

Model the behavior             

Evaluation             

Sample Timeline for A Behavior Change Campaign 

The following is a sample of what a timeline for your project could look like. You may have different elements to your campaign oc-

curring one time only or throughout your implementation. The timescale of a year is for sample purposes only. Your project may run  

from June of one year to May the next. It could be a few months to a few years in length. Generally, the longer your campaign lasts, 

the more successful it will be. 

3
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Behavior:  Remove all yard waste from hard surfaces on and around your  

property and mulch it, bag it, or compost it.  

Leaves 

Background: A major pollution source for much of the Chesapeake Bay is nutrient pollution. One major source of excess 
nitrogen may not obvious to most people. Leaves, grass and other yard debris contain a lot of nitrogen that is released 
when they break down in the water. When the organic matter decomposes, the nitrogen released becomes a source for 
algae growth. When the algae dies and is decomposed by bacteria, the bacteria use up much of the oxygen dissolved in 
the water. Leaves decaying in the water used up to 7 times more oxygen than those decaying on land. This robs oxygen 
from fish, crabs and other aquatic organisms.  Whether you live on the water or not, leaves and yard waste left on hard 
surfaces around your property (such as driveways, curbs and sidewalks) get washed by rain and wind through storm 
drains and into local creeks and rivers.  Leaves and yard waste left on the natural ground, decompose in place, becoming 
an excellent nutrient source for your lawn, garden, or the forest floor. Choose this behavior when your community has a 
lot of impervious surface and a large amount deciduous of tree canopy. 

Barrier:   It’s not my responsibility. / I don’t know why leaves are a problem, aren’t they natural? / 

My small action won’t make any difference.  

TOOLS AT A GLANCE: 

 1.  DOOR HANGER (communication)     

  Distribution Methods: Door-to-door canvassing, handout at events 

 2. COMMUNITY EVENT (social norm; social diffusion)  

  Distribution Methods: small gathering, block party, table at existing event 

 3. NEWSLETTER/ EMAIL (communication)   

  Distribution method: Door-to-door canvassing, direct mail, email                 

 4. SOCIAL MEDIA PRESENCE (communication; social norm; feedback; commitment)  

  Distribution method: Share link via email, community site, on newsletter or door hanger 

One of the most common obstacles you have to overcome to get people to take care of the leaves on their 

property is to educate them about how leaves left on hard surfaces can end up in waterways and why that is a 

problem. They also need to know what they should be doing with their leaves and how far their responsibility 

extends. 

Door hanger: a communication tool that has information about how leaves get into the water and what the 

problem is.  It also has a clear, simple message about exactly what people should do with their leaves and a detachable pledge. This tool 

contains a what, why and how that can be used to overcome barriers of lack of knowledge, awareness or understanding.  Editable design 

available from WSA. Cost: ~$0.47/ door hanger 

Community Event: Holding a community event in which you talk about the behavior you wish to encourage and try to get people excited 

about working towards those behaviors as a community. It could be a small cocktail party at a neighbors house, a big block party, or a 

table at an already existing event. Some ideas are to give away leaf bags and rakes; invite lawn care companies; join an autumn festival. 

Newsletter/Email: A draft of several canned emails with some facts and information about 

leaves in the water, why they can be harmful and tips for taking care of them on your proper-

ty. These newsletters can be edited for your community or you can make your own and use 

our professionally designed email header or logo. Header, logo and 5 editable emails availa-

ble through WSA. Cost: printing/postage 

Social Media Presence: Consider creating a facebook or other group that community members can follow to stay up to date 

on your campaign and get feedback about how the community is doing.  
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Barrier:  I don’t have time.  

TOOLS AT A GLANCE: 

 1. LAWN CARE SERVICES (convenience) 

   Distribution Methods: email, word of mouth, direct mail of list, door to door 

 2. LEAF BAGS AND COUPONS (incentive) 

  Distribution Methods: email (coupon only), community events, post in public location, door-to-door 

Evaluation Possibilities 

1. Compare leaf cover from one year to the next. 

2. Compare leaf cover of target area with comparable control area. 

If a problem in your community is that people do not have time to pick up their leaves, you can make it more convenient for them by 

saving them time and money. They are more likely to follow-through with this behavior if you offer incentives and make it easier for 

them.  

Lawn Care Services: Put people in touch with an organization that can rake and dis-

pose of their leaves for them saves them time.  

Leaf Bags and Coupons: Solicit local businesses to provide donated leaf bags with their 

logo or a coupon for a discount at their store. If you have additional funding, buy some 

to hand out yourself. 

http://www.aawsa.org/solutions/reduce-personal-pollution/reduce-your-personal-pollution.html 

Barrier:  I already do it. / Other people are the problem, not me./ I don’t feel motivated. 

TOOLS AT A GLANCE: 

 1. MAGNET (prompt) / Social Media (prompt) 

  Distribution Method: direct mail, handout in person at events or door-to-door canvassing 

 2. PLEDGE (commitment; social norm) 

  Distribution Methods: get people to sign at events or door-to-door canvassing, over the phone, an online form,  

  display names of people who pledge in a community newsletter, website or display in a public place 

If a problem in your community is that people forget to pick up their leaves, don’t feel like doing it, or think that they are not the 

problem, challenge them or give them reminders to uphold the statement that they are doing their part. They may be more in-

clined to pick up their leaves if they are under some social pressure or made a pledge to them-

selves or others to do so and if they have reminders. 

Magnet: A prompt tool to remind people to bag, mulch, or compost their leaves. This can be a 

good tool to distribute if/when people take a pledge to pick-up their leaves.  Design available from 

WSA. Cost: ~$0.35/ magnet 

Pledge: People will be more inclined to carry through with the 

behavior if they have pledged to do so. The act of committing 

themselves to doing the behavior can be an internal motivation (they will feel bad if they don’t 

do it) or put social pressure on them if their commitment is publicized to community members. 

This pledge card is a tear-off of the door hanger, but could also be made on a separate sheet. 

Pledges can be mapped. It is a good idea to get their contact information and follow-up. Design 

available from WSA. 
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Behavior:  Pick up pet waste, bag it and throw it in the trash. 

Pet Waste 

Barrier:   I don’t know what to do with my dog’s waste. / I don’t know how to dispose of the waste. /   

I don’t know why picking up after my dog is important. / I think it is good fertilizer for the grass. / I 

don’t believe that picking up after my dog is important. 

1.  DOOR HANGER (communication)     

 Distribution Methods: Door-to-door canvassing, hand out at events 

2. SCOOP THE POOP GAME (social diffusion)  

 Distribution Methods: use at outreach events 

3. POSTCARD/ NEWSLETTER (communication)   

 Distribution method: Door-to-door canvassing, direct mail, email                 

4. SOCIAL MEDIA PRESENCE (communication; social norm; feedback; commitment; prompt)  

 Distribution method: Share the link via email, community site or on newsletter/door hanger 

One of this most common obstacles you have to overcome to get people to pick up after their pets is to a lack of 

knowledge about why pet waste left on the lawn can be bad and what exactly they can do to help.  

Door hanger: A communication tool that has information about the high levels of bacteria in pet waste and how 

they can affect the community’s water resources and human health. It also has a clear, simple message about what 

exactly people should do with their pet waste. This tool contains a what, why and how that can be used to overcome barriers of mis-

conception and lack of knowledge.  Editable design available from WSA. Cost: ~$0.47/ doorhanger 

Scoop the Poop Game: If  your target audience includes children or people with children, the “scoop the poop” game can be a fun and 

engaging way to educate kids, who will then spread the information to their parents. It could also be used to help with lack of motiva-

tion, as children’s watchful eyes might encourage parents to pick up after the dog or kids might want to help!  Directions available from 

WSA.  Need: bags, rocks, buckets  

Postcard/ Newsletter: A draft of “The Poopy Times” is available through WSA with some facts and information about pet waste. This 

newsletter can be edited for your community. Editable template available through WSA. Cost: printing/postage 

Social Media Presence: Consider creating a facebook or other group that community members can follow to stay up to date 

on your campaign and get feedback about how the community is doing.  

Background: This is an important behavior because pet waste is a leading cause of bacteria in many Chesapeake Bay wa-
terways. One gram of pet waste can contain up to 23 million bacteria. When it rains, pet waste can be washed off of 
lawns and other surfaces into streams and creeks, eventually flowing into the Chesapeake Bay. Unlike the dung of many 
wild animals, such as deer, the waste of dogs contains many more bacteria and parasites and attracts pests, such as rats. 
Choose this behavior if there are a lot of dog owners in your neighborhood, a lot of private yards, or you observe a lot 
of pet waste on the ground. You should differentiate your behavior between picking up pet waste in private versus pub-
lic areas. 

Barrier:  I forget to pick up after my pet . 

1. MAGNET (prompt) /Social Media (prompt) 

 Distribution Method: direct mail, handout in person at events or door-to-door canvassing 

If a problem in your community is that people forget to pick up after their dog, even though they think it is 

important, you should use a prompt to remind them to do so.  

Magnet: A prompt tool to remind people to pick up after their pets. This can be a good tool to distribute 

if/when people take a pledge to pick-up after their pet.  Editable design available from WSA. Cost: 

~$0.29/ magnet 
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Barrier:  I can’t seem to make myself pick up after my pet, especially when there is nobody there to see 

me leave the waste on the ground. (backyard) 

1. COMMUNITY EVENT (social diffusion; social norm) 

  Distribution Methods: advertise party on communication handouts, internet presence and press releases 

2. PLEDGE (commitment; social norm) 

 Distribution Methods: get people to sign at events or door-to-door canvassing, over the phone, on

 online form; display names of people who pledge in a community newsletter, website or  in a public place, 

 such as a park bulletin board 

Evaluation Possibilities 

1. Water Testing for bacterial count– before and after (in wet and dry conditions) 

2. Before and after self-reporting surveys (follow up with people who pledged) 

3. Observation of highly trafficked dog walking areas (if you are choosing the broader behavior) 

Barrier:  There aren’t enough convenient trash cans. /I forget to bring my bag. /It’s too much effort to pick up after 

my dog. / I think picking up poop is gross and smelly. 

1. PET WASTE BAGS/ PET WASTE STATION (convenience)               

 Distribution Methods: install at parks or other common places that people walk their dogs in your neighborhood, pro

 vide free bags at events or door-to-door canvas 

2. PET WASTE PICK-UP SERVICE (convenience)    

 Distribution Methods: email, word of mouth, direct mail of list, door to door 

If people do not want to pick up after their pet because they think picking up their pet’s waste is disgusting or just 

too much effort, you should make it more convenient for them to do so with minimal effort or contact on their part. 

Pet Waste Bags/ Pet waste station: Make it easier to pick up after a pet by giving people the proper supplies and a 

place to dispose of the waste that  is closer than their house.  The pet waste station may make picking up after their 

pet more convenient because they do not have to search for supplies or carry their pet’s waste around (which can 

be smelly).   Some Pet Waste Station signs and bags available from WSA. Cost: ~$30/ station 

Pet Waste Pick-up service: Put people in touch with an organization that can pick up their pet’s waste in their yard for 

them, this makes it more convenient for them and limits their exposure to gross pet waste! DoodyCalls is a company 

that does just this and is a WSA Consortium Member. A broader list of companies is also available from WSA.   

If a problem in your community is that people do not feel like picking up after their dog because it is too much effort or they are not 

self-motivated to do so, they may be more inclined to pick up after their pet if they are under some social pressure or made a pledge 

to themselves or others to do so. 

Community Event: Hold a community event in which you talk about the behavior you which to encourage and try to get people excit-

ed about working towards those behaviors as a community. It could be a small cocktail party at a neighbors house or a big block par-

ty, to which everyone brings their dogs to.  Some ideas for the event are to  have free poop bags and other fun dog stuff to give away; 

invite vets, dog groomers, animal shelters, pet stores or pet waste pick-up companies; have in a location where people can bring their 

dogs to play; have fun activities for pets and people: doggy pool, costume contest. 

Commitment: People will be more inclined to carry through with the behavior if they have pledged to do so. The act of committing 

themselves to doing the behavior can be an internal motivation (they will feel bad if they don’t do it) or put social pressure on them if 

their commitment is publicized to community members. A pledge can be as simple as signing a card or signing in a long list of people. 

Remember to get their contact information and follow-up. 

http://www.aawsa.org/solutions/reduce-personal-pollution/scoop-your-pet-waste.html 

43 



Behavior:  Install and properly use one or more rain barrels on your property. 

Rain Barrels 
Background: Rain barrels are for more than just a slow, steady watering to your plants. Rain barrels are primarily a way to 
slow down rain water and soak it into the ground gradually. This reduces flooding and erosion during major rain events and 
helps recharge groundwater. Although rain barrels may not capture the total runoff from a rainstorm, they capture the first 
flush, which contains the most polluted water. Rain barrels do not filter water on their own, but simply  capture rain water 
from downspouts temporarily and slowly release it through a small spigot over the 48 hours following a rain event, until 
drained. Water drained on pervious surfaces soaks into the ground where it is cleaned and cooled. Rain barrels come in many 
sizes and colors and can be attached to almost any downspout. Choose this behavior in a community with a high water table 
and flooding problems. Encourage the pairing of rain barrels with conservation landscapes. 

Barrier:  I think they are unattractive. 

1. CUSTOMIZED BARRELS (communication)               

            Distribution Methods: community events, display publicly, show pictures in person or online 

2. RAIN BARREL PHOTO BOOK (communication) 

 Distribution Methods: show at outreach events or online 

Many people are opposed to getting a rain barrel because they dislike the appearance of rain barrels that they have seen or their 

family dislikes the idea. Showing these people the many styles and colors of barrels that they could install may change their mind 

about the aesthetics of the barrels. 

Customized Barrels: Show the many facets of rain barrels by getting customized painted rain barrels. These could be painted by 

local artists, children, or could be painted at an event by the homeowner artistically or to match their house.  Design template and 

painting instructions available from WSA. 

Rain Barrel Photo Book: This binder includes color pictures of painted rain barrels, a list of local vendors with pictures and infor-

mation about the barrels they sell and design sheets for people to sketch out their own rain barrel design. Available for checkout and 

digitally from WSA.  

Barrier:  I don’t think that my small action can make a difference. / I haven’t gotten around to it. 

1. COMMUNITY EVENT (social diffusion; social norm) 

  Distribution Methods: advertise on communication handouts, internet presence, press releases 

2. RAINDROP PLEDGE AND PLEDGE DROPS (commitment; social norm) 

 Distribution Methods: community events, door-to-door, phone, online form; display names of 

 people who pledge in a community newsletter or public place 

3.  RAIN BARREL THERMOMETER (feedback) 

 Distribution Methods: post in public place, update regularly 

People often feel helpless when it comes to their impact on the environment. They do not believe that their actions make a differ-

ence. They need to be motivated by feeling like they are part of a group effort or by a commitment to themselves.  

Community Event: Hold a community event in which you talk about the behavior you wish to encourage and try to get people excit-

ed about working towards those behaviors as a community. It could be a small cocktail party at a neighbors house or a block party.   

Raindrop Pledge and Pledge Drops: People will be more inclined to carry through with the behavior if they have pledged to do so. 

The act of committing themselves to doing the behavior can be an internal motivation (they will feel bad if they 

don’t do it) or put social pressure on them if their commitment is publicized to community members. This pledge 

is a commitment to themselves and to you and is shaped like a rain barrel (you should get their contact info and 

follow-up). You can also publish their names and post them publicly on these blue rain-drop sheets. Editable design and 

drop template available from WSA. Cost: printing/ colored paper 

Rain barrel thermometer: In order to show people that they are not alone and that everyone together can make a big 

difference, this thermometer will show how close the audience is to reaching your goal. It is a 2’x3’ aluminum sign with post that 

depicts a rain barrel. A blue vinyl strip is added to “fill” the barrel for every 10% of your goal reached. Available for checkout from WSA. 
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Evaluation Possibilities 

Count barrels installed (follow up with pledges) 

http://www.aawsa.org/solutions/capture-your-stormwater/rainbarrels-and-cisterns.html 

Barrier:   I don’t understand the purpose of a rain barrel. /I don’t have any use for the water. / I never knew 

about rain barrels or considered having one.  / I don’t know where I can get a rain barrel. 

1.  ROAD SIDE SIGNS  (communication) 

 Distribution Methods: post along side of road where most people can see them 

2. DEMONSTRATION BARREL POSTERS (communication) 

 Distribution Methods: post on a publicly displayed barrel or just in public areas around town 

3. POSTCARDS (communication) 

 Distribution method:   direct mail, email, handout in door-to-door event           

4. SOCIAL MEDIA PRESENCE (communication; social norm; feedback)  

 Distribution method: share the link via email, community site or printed communications 

5. DEMO RAIN BARREL (communication) 

 Distribution method: use at events or install in a highly trafficked public area 

In most cases, people will not install a rain barrel if they do not know what a rain barrel is or why they should have one.  They need to 

be educated and made aware of the benefits of rain barrels and how they can have their very own! 

Road Side Signs: This includes 3 sets of 3 signs that can be changed out or placed in different areas around your community. The signs 

are meant to be read as you drive by. The first 2 signs in the series describe a benefit of rain barrels, while the third sign simply says 

“Install Rain Barrels.” These signs are a way to get your audience thinking about rain barrels, highlights the benefits of rain barrels and 

shows various styles of rain barrels. Signs available for free check-out from WSA. Editable designs available from WSA. Cost: 

~$25/sign 

Rain Barrel Posters: This is a series of 8 posters that are meant to be posted on a publicly displayed rain barrel. The 

signs depict drops of water that have messages about the importance of rain barrels. WSA also has a RainScaping.org 

poster entitled “Why use Rain Barrels?” which discusses in more detail the reasons to use rain barrels. Posters available 

for check-out from WSA.  Editable designs available from WSA.  

Postcards: This postcard has a diagram of the flow of runoff from rain to the river, with information about stormwater 

harvesting and how to order a rain barrel. Editable design available through WSA. Cost: printing/postage 

Social Media Presence: Consider creating a facebook or other group that community members can follow to stay up to date on  your 

campaign and get feedback about how the community is doing.  

Demonstration Rain Barrel: Either a regular rain barrel that you install in a visible place as an example of what a rain barrel looks like 

installed and gets people thinking about rain barrels or a demonstration rain barrel that has a downspout and pump attached so that 

people can see the water flow through it. Cost of regular rain barrels: $60- $80 from Arlington Echo. Working demo barrel available for check-

out from WSA. 

A lot of people are hesitant to use a rain barrel because they cost too much or because they  are too busy or afraid to actually install 

the barrel. You can help them overcome these barriers by offering them assistance in cost and installation.  

Coupon: This coupon is a sheet with a raindrop shape printed on it and information about the discount and can be printed on blue 

paper. If you can find the funding you can offer to subsidize the cost of a rain barrel. This could be grant funded or you could solicit 

discounts from local vendors. Additionally, Watershed Stewards may place bulk orders (10 or more) for Arlington Echo rain barrels for 

a $20 discount/ barrel. Editable coupon design available from WSA. Bulk order form available from WSA. Cost: printing/ colored paper 

Installation Help: A list of qualified volunteers who are willing to help install rain barrels if help is needed. You may also want to learn 

how to install rain barrels so that you can personally help. List/ liability forms  and some tools available from WSA.  

Barrier:  I don’t want to put forth the effort it would take to obtain and install a rain barrel./ 

I don’t have enough time. / Rain barrels are too expensive./ I am afraid to install one myself. 

1. COUPON (incentive)  

 Distribution Method: email, community events, post in public location, door-to-door 

2. INSTALLATION HELP (convenience) 

 Distribution Method: offer as needed, advertise during campaign 

45 



46 
 

 

 

Resources to Support Social Marketing Campaigns 
 
 

General 
Find more resources, tools and pre-packaged campaigns at aawsa.org under 
Solutions>> Reduce Your Pollution. 
 
Social Marketing Guides 
 

Fostering Sustainable Behavior: http://www.cbsm.com/public/world.lasso 
 
Social Marketing Service (Nancy Lee): http://www.socialmarketingservice.com/ 
 
For Small Watershed Organizations: 

http://www.yorkwatershed.org/business/2012august_brackett/Social%20change%20m
etrics-presentation2012-YorkRoundTable.pdf 
 
The Fun Theory: http://www.thefuntheory.com/ 

 
International Social Marketing Association:  www.i-socialmarketing.org 
 
EPA Behavior Change Toolbox:  http://cfpub.epa.gov/npstbx/index.html 

 
 
Survey Help 
http://cfpub.epa.gov/npstbx/index.html 

OpinionWorks Survey for gathering background data: http://baysurvey.org/ 
 
Online calculator for determining sample size:  
http://www.custominsight.com/articles/random-sample-calculator.asp 
 
The following link provides a helpful overview of issues to consider when developing a 
questionnaire: 
http://media.cbsm.com/uploads/1/TheScienceofAskingQuestions.pdf 
 
Guide to surveying: 
Surveys: Fink, A. (2003). The survey kit (2nd Edition). Thousand Oaks, California: Sage 

 
 

Case Studies 
 

Case Studies from around the Nation: 
http://www.waterboards.ca.gov/academy/courses/motivateenvironaction/behaviorcha
nge4.pdf 
 
http://www.toolsofchange.com/en/home/ 

http://www.cbsm.com/public/world.lasso
http://www.socialmarketingservice.com/
http://www.yorkwatershed.org/business/2012august_brackett/Social%20change%20metrics-presentation2012-YorkRoundTable.pdf
http://www.yorkwatershed.org/business/2012august_brackett/Social%20change%20metrics-presentation2012-YorkRoundTable.pdf
http://www.thefuntheory.com/
http://www.i-socialmarketing.org/
http://cfpub.epa.gov/npstbx/index.html
http://cfpub.epa.gov/npstbx/index.html
http://baysurvey.org/
http://www.custominsight.com/articles/random-sample-calculator.asp
http://media.cbsm.com/uploads/1/TheScienceofAskingQuestions.pdf
http://www.waterboards.ca.gov/academy/courses/motivateenvironaction/behaviorchange4.pdf
http://www.waterboards.ca.gov/academy/courses/motivateenvironaction/behaviorchange4.pdf
http://www.toolsofchange.com/en/home/
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More resources collected by Chesapeake Bay Trust: 
http://www.cbtrust.org/site/c.miJPKXPCJnH/b.5457571/k.50A7/Additional_Resources.htm 

 
 

Pet Waste  
 
Doody Calls: http://www.doodycalls.com/ 

 
Scoop the Poop Study: 
http://cfpub.epa.gov/npdes/stormwater/casestudies_specific.cfm?case_id=1 
 
Pacific Shellfish Institute:  http://www.pacshell.org/pet-waste.asp 
 
Poop 911:  http://www.poop911.com/texas_austin.shtml 
 
Scoop Wizards: http://www.wescooppoop.com/ 
 
Sign Prompts Case Study: 
http://www.cbsm.com/cases/the+effect+of+sign+prompts+and+modeling+on+encouraging+
dog+owners+to+pickup+dog+droppings+in+chicago+illinois_104 
 
A collection of case studies: 
http://www.brevardcounty.us/docs/default-source/wateshed-presentations-and-
reports/advancing-restoration-04-making-a-difference.pdf?sfvrsn=2 
 
Pet Waste tools available on Chesapeake Network: 
http://www.chesapeakenetwork.org/library.htm?mode=view&did=55060&lid=53888&wf=5499
7&z=alddoicc8f 
 
 

Rain Barrels 
http://www.swfwmd.state.fl.us/files/database/social_research/14/BarriersAndBenefitsFinalRe
port2009.pdf 
 
http://www.ninemilerun.org/assets/Uploads/OldSite/programs/rainbarrel/Final%20report.pdf 
 
http://environment.uwaterloo.ca/research/watgreen/projects/library/s02regionrainbarrels.pdf 
 
http://www.joe.org/joe/2013april/iw9.php 
 
http://www.lincoln.ne.gov/city/pworks/watrshed/educate/barrel/ 
 

http://www.cbtrust.org/site/c.miJPKXPCJnH/b.5457571/k.50A7/Additional_Resources.htm
http://www.doodycalls.com/
http://cfpub.epa.gov/npdes/stormwater/casestudies_specific.cfm?case_id=1
http://www.pacshell.org/pet-waste.asp
http://www.poop911.com/texas_austin.shtml
http://www.wescooppoop.com/
http://www.cbsm.com/cases/the+effect+of+sign+prompts+and+modeling+on+encouraging+dog+owners+to+pickup+dog+droppings+in+chicago+illinois_104
http://www.cbsm.com/cases/the+effect+of+sign+prompts+and+modeling+on+encouraging+dog+owners+to+pickup+dog+droppings+in+chicago+illinois_104
http://www.brevardcounty.us/docs/default-source/wateshed-presentations-and-reports/advancing-restoration-04-making-a-difference.pdf?sfvrsn=2
http://www.brevardcounty.us/docs/default-source/wateshed-presentations-and-reports/advancing-restoration-04-making-a-difference.pdf?sfvrsn=2
http://www.chesapeakenetwork.org/library.htm?mode=view&did=55060&lid=53888&wf=54997&z=alddoicc8f
http://www.chesapeakenetwork.org/library.htm?mode=view&did=55060&lid=53888&wf=54997&z=alddoicc8f
http://www.swfwmd.state.fl.us/files/database/social_research/14/BarriersAndBenefitsFinalReport2009.pdf
http://www.swfwmd.state.fl.us/files/database/social_research/14/BarriersAndBenefitsFinalReport2009.pdf
http://www.ninemilerun.org/assets/Uploads/OldSite/programs/rainbarrel/Final%20report.pdf
http://environment.uwaterloo.ca/research/watgreen/projects/library/s02regionrainbarrels.pdf
http://www.joe.org/joe/2013april/iw9.php
http://www.lincoln.ne.gov/city/pworks/watrshed/educate/barrel/
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http://www.wqpmag.com/when-it-rains-it-pours 
 
http://www.glpf.org/funded-projects/rain-barrel-demonstration-project 

 
Lawn Fertilizer  
 
NH Sea Grant Case Study: 
http://www.reeis.usda.gov/web/crisprojectpages/0208042-changing-homeowners-lawn-care-
behavior-to-reduce-nutrient-losses-in-new-englands-urbanizing-watersheds.html 
 
Discussion of the Role of Lawn Fertilizer in Bay Restoration: 
http://www.mwcog.org/uploads/committee-documents/Z15YW1tY20100726073243.pdf 

Turfgrass Nutrient Management Bulletin: 
http://chesapeakestormwater.net/2012/06/turfgrass-nutrient-management-bulletin/ 

Bert the Salmon: Promoting Natural Lawn Care in the Seattle areas: 
http://www.toolsofchange.com/en/case-studies/detail/162 
 
Chesapeake Club Case Study: 
http://archive.chesapeakebay.net/pubs/calendar/CWG_07-26-05_Presentation_2_5649.pdf 
http://www.chesapeakeclub.org/media.shtml 
http://www.toolsofchange.com/en/case-studies/detail/90 
 
Sign Resources on Chesapeake Network: 
http://www.chesapeakenetwork.org/library.htm?mode=view&did=56305&lid=53888&wf=5490
2&z=alddoicb24 
 
 

Storm Drains  
 
Maine “Think Blue”: 
http://www.thinkbluemaine.org/about_us/index.htm 
 
San Diego “Think Blue”: 
http://cfpub.epa.gov/npdes/stormwater/casestudies_specific.cfm?case_id=45&CFID=8290646
1&CFTOKEN=38352040&jsessionid=cc308dd4e70fc16578b66087a335e207c431 
 
Leaf tools developed for WSA (editable versions available upon request): 
http://www.chesapeakenetwork.org/library.htm?mode=view&did=107187&lid=53888&wf=538
89&z=alddoicawb 
 
 

 

http://www.wqpmag.com/when-it-rains-it-pours
http://www.glpf.org/funded-projects/rain-barrel-demonstration-project
http://www.reeis.usda.gov/web/crisprojectpages/0208042-changing-homeowners-lawn-care-behavior-to-reduce-nutrient-losses-in-new-englands-urbanizing-watersheds.html
http://www.reeis.usda.gov/web/crisprojectpages/0208042-changing-homeowners-lawn-care-behavior-to-reduce-nutrient-losses-in-new-englands-urbanizing-watersheds.html
http://www.mwcog.org/uploads/committee-documents/Z15YW1tY20100726073243.pdf
http://chesapeakestormwater.net/2012/06/turfgrass-nutrient-management-bulletin/
http://www.toolsofchange.com/en/case-studies/detail/162
http://archive.chesapeakebay.net/pubs/calendar/CWG_07-26-05_Presentation_2_5649.pdf
http://www.chesapeakeclub.org/media.shtml
http://www.toolsofchange.com/en/case-studies/detail/90
http://www.chesapeakenetwork.org/library.htm?mode=view&did=56305&lid=53888&wf=54902&z=alddoicb24
http://www.chesapeakenetwork.org/library.htm?mode=view&did=56305&lid=53888&wf=54902&z=alddoicb24
http://www.thinkbluemaine.org/about_us/index.htm
http://cfpub.epa.gov/npdes/stormwater/casestudies_specific.cfm?case_id=45&CFID=82906461&CFTOKEN=38352040&jsessionid=cc308dd4e70fc16578b66087a335e207c431
http://cfpub.epa.gov/npdes/stormwater/casestudies_specific.cfm?case_id=45&CFID=82906461&CFTOKEN=38352040&jsessionid=cc308dd4e70fc16578b66087a335e207c431
http://www.chesapeakenetwork.org/library.htm?mode=view&did=107187&lid=53888&wf=53889&z=alddoicawb
http://www.chesapeakenetwork.org/library.htm?mode=view&did=107187&lid=53888&wf=53889&z=alddoicawb
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Waste Management 
 
Encouraging Environmentally Friendly Shopping using prompts, commitment and norms: 
http://www.cbsm.com/cases/encouraging+environmentally+friendly+shopping+using+prompts
+commitment+and+norms_83 
 
“Get in the Loop. Buy Recycled” program: 
http://www.cbsm.com/cases/washington+state+promotes+the+purchase+of+recycled+content
+products+with+prompts+in+the+get+in+the+loop+buy+recycled+program_87 
 
Waste reduction/ Recycling Images: http://apps.co.marion.or.us/imagegallery/ 
 
County Recycling Program: http://www.recyclemoreoften.com/ 
 
County resources for Household Hazardous Waste Disposal: 
http://www.aacounty.org/DPW/WasteManagement/householdWaste.cfm#.Us7279JDvfc 
http://www.aacounty.org/DPW/WasteManagement/Resources/HHW.pdf 
 

 

Energy Conservation 

Creating a "Culture of Conservation" at Your School: 

http://dvgbc.org/greenschools/creating-culture-conservation-your-school 

Energy Efficiency Case Study: 
http://www.bpa.gov/energy/n/behavior.cfm: [excellent results] 
http://www.bpa.gov/energy/n/pdf/BBEE_Res_Profiles_Dec_2011.pdf 
 

Septic Care and Upgrade 
 
National Environmental Services Center: 
http://www.nesc.wvu.edu/subpages/septic.cfm [good informational resources] 
 
Online Wastewater Facilities—Just for Homeowners: 
http://www.deq.state.ne.us/WasteWat.nsf/Pages/Homeowner 
 
Toolkits for septic, and lots of stormwater bmps and behaviors! (all in Australia, but could make 
good models for US tools/ some tools may be applicable everywhere): 
http://www.clearwater.asn.au/resource-library/tools-and-checklists/ 
 
Nebraska Septic Toolkit (good ideas for events and program implementations): 
http://www.nesc.wvu.edu/smart/training/toolkit/page3/Get_Pumped/septickit.pdf 
 

http://www.cbsm.com/cases/encouraging+environmentally+friendly+shopping+using+prompts+commitment+and+norms_83
http://www.cbsm.com/cases/encouraging+environmentally+friendly+shopping+using+prompts+commitment+and+norms_83
http://www.cbsm.com/cases/washington+state+promotes+the+purchase+of+recycled+content+products+with+prompts+in+the+get+in+the+loop+buy+recycled+program_87
http://www.cbsm.com/cases/washington+state+promotes+the+purchase+of+recycled+content+products+with+prompts+in+the+get+in+the+loop+buy+recycled+program_87
http://apps.co.marion.or.us/imagegallery/
http://www.recyclemoreoften.com/
http://www.aacounty.org/DPW/WasteManagement/householdWaste.cfm#.Us7279JDvfc
http://www.aacounty.org/DPW/WasteManagement/Resources/HHW.pdf
http://dvgbc.org/greenschools/creating-culture-conservation-your-school
http://www.bpa.gov/energy/n/behavior.cfm
http://www.bpa.gov/energy/n/pdf/BBEE_Res_Profiles_Dec_2011.pdf
http://www.nesc.wvu.edu/subpages/septic.cfm
http://www.deq.state.ne.us/WasteWat.nsf/Pages/Homeowner
http://www.clearwater.asn.au/resource-library/tools-and-checklists/
http://www.nesc.wvu.edu/smart/training/toolkit/page3/Get_Pumped/septickit.pdf


50 
 

 
 

EPA Septic Toolkit: http://water.epa.gov/infrastructure/septic/local-outreach-toolkit.cfm  [free 
tools that have already been developed] 
 
 

Water Conservation 
Information about indoor and outdoor water conservation: 
http://www.naturesvoice-ourchoice.org/conservation-devices/72.html 
http://www.naturesvoice-ourchoice.org/conservation-devices/148.html 
 
 
 
Additional Resources, Tools, and Case Studies for each behavior type are available upon request. 

http://water.epa.gov/infrastructure/septic/local-outreach-toolkit.cfm
http://www.naturesvoice-ourchoice.org/conservation-devices/72.html
http://www.naturesvoice-ourchoice.org/conservation-devices/148.html
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