Motivating
action & change
for the environment

using behavioral insights and

communication strategies.

breoketully



A LITTLE ABOUT ME

| train conservationists how to design
communication plans that motivate action.

* best practices from commercial advertising
* insights from behavioral science
* first-hand experiences in conservation

training workshops | online courses | consulting services

@brooke2cents
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Goal: Learn behavioral insights and communication strategies
that motivate people to take action for the environment

TODAY'S
JOURNEY
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What we're asking people to do
Who we're talking to

Why people don’t do things

Why people will do things
How to reframe the message

How images can support the
message






We need people to...

* Reduce food waste ° Eat less meat

* Use reusable * Use reusable straws

grocery bags * Carry their own

* Reduce carbon utensils

footprint » Use reusable water
* Recycle/up-cycle bottles & mugs
 Conserve water * Bike or walk instead

- Use less single-use ~ ©f drive

plastic

It’s dizzying!



How can we make it more
actionable & specifi¢?

Eat less meat —» ¢ Eat | 5% less red meat.

- | | | |
y

Use less single-use
plastics

Only eat red meat 6 times a week.
Reduce carbon

. ing red meat.
footprint Stop eating red meat

Reduce food waste



TIPS ON GETTING
ACTIONABLE & SPECIFIC

* Focus on what people can do and not on what they
need to stop doing.

* Try to avoid “stop” and “don’t” statements.

* Move beyond “know about”,“learn” and “care about”.

" Focus on what they should do with the desired knowledge
and attitude.

" Be as clear and specific as possible.

= Aim to focus your “ask” on one thing at a time.



Step 1:
Define your ask

What are you asking people to do!?

Can you make it as actionable, clear and
specific as possible?
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MY NAME IS

identifying audiences
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CLARIFYING THE AUDIENCE: STEP #1

Behavior goal:
Bring re-usable bags to the

grocery store
(instead of getting plastic bags)

> WHO needs to take this action?

- —Everyotre— » People who go grocery
shopping regularly.

= Is there a specific » People who grocery
geographic area we shop regularly in X,Y, Z
need to target! towns.

= Are there specific » People who grocery
locations of this shop at large grocery

action!? stores in X,Y, Z towns.



Can you further divide the audience into
these sub-groups!?

* Who is already doing the behavior?
* Who absolutely MUST do the behavior?
* Who is most likely to do the behavior?

* Who is most likely to do the behavior next?
(after those above)



Priority Audience Segments Possible Secondary Segment

Groups and individuals Groups and individuals
who absolutely must do most likely to do the
the behavior or who are behavior next, or those
most likely to do the who can play a role in
behavior. influencing the priority

segment to change.



Step 2:
Segment your audience

Can you define a narrower scope & scale
for your audience!?

Are there distinct sub-groups you should
target first!



WHY PEOPLE PDON’T DO THINGS



” &
It’s easier and They tried to
safer to not do do it, but it got
anything too difficult
It’s not even They don’t
possible to do “get” why they
the thing should do it




It’s easier and

safer to not do anything

STATUS QUO BIAS

When people prefer
things to stay the
same by doing
nothing or by sticking
with a decision made
previously.




It’s easier and safer to not do anything

LOSS AVERSION

The pain of losing is
psychologically about
twice as powerful as
the pleasure of
gaining.




It’s not even possible to do the thing

The audience cannot access the required
equipment, tools or resources needed to
complete the behavior:

* Cost of resource
* Resource not readily available
* Resource not close to them

* Infrastructure not in place



They tried to do it, but it got too difficult

CHOICE OVERLOAD

When too many
choices are available
to consumers they
may stick with their
default choice or
make no choice.
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Bring you Bring your own cup
shoppi gbg wt bottl
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Pack your lunch in Say no to disposable Skip the plastic
rrrrr ble containers straws & cutlery produce bags




They tried to do it, but it got too difficult

HASSLE FACTORS

Seemingly minor
inconveniences that
prevent one from
completing a task or
taking action.




They don’t “get” why they should do it

#EcoFact

If all the world's 1 billion PC’s were
powered down for just one night — it would
save enough energy to light up New York
City’s Empire State Building - inside and
out — for more than 30 years.

www.pinterest.com/terracycle w

L]
hitp:envikonment.unredu/sustanablity/tips/ TERRACYCLE

LACK OF
MOTIVATORS

People are driven by
emotion, purpose,
belonging & personal
benefits — not by facts and
data.



It’s easier and They tried to

safer to not do do it, but it got
anything too difficult

It’s not even They don’t
possible to do “get” why they
the thing should do it




Step 3:
identify the barriers

Which of the four barrier types is your
audience most likely to experience!

Are there any that must be removed
before you can begin your outreach!?

24



WHY PEOPLE WILL DO THINGS






Individuals who may

Diffusion of Innovation Theory LegGards 16%

84%
of group
adopts norm

. never adopt: can’t/won't
How, why, and at what rate new ideas and technology spread.

A visual adaptation of Everett Rogers’ original.

This group holds out and waits until nearly
Late Mo’ari’ry 349, everyone else has already adopted, and

now it's become a pain for them not to
conform.

50%
of group
adopts norm

This group will wait longer to see if the norm

(LTS ” ol 4

Early Adopters 13.5%




I’'m part of
something
bigger

Other people
are doing it

It’s easy and fun
to do AND it
has an impact

It benefits me
personally




Other people are doing it

More and more New Yorkers are carrying reusable bags.
Join in! Remember to Bring Your Own bag when shopping.




2= “Every morning

| go through

a mental checklist
to make sure

| never forget

my phone,
wallet, and keys.

Now, my reusqble“/;f ‘
bag ison that
E |

list too.”

Alex M.




It’s fun and easy to do AND it has an impact

Help end the

global water crisis.

water.org’
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I’'m part of something bigger

WE ALL HAVE A ROLE TO PLAY IN ENDING VIOLENCE

= DIDYTCE 8320 HAVETAKEN THEPLEDGE. W 49
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charity: water @

@charitywater

As of today, all of your #ThirstBook purchases =

and social media shares have unlocked clean
water for 5,867 people! Thank you for taking
the time to post photos and forward your
receipts to unlock@charitywater.org. We

1:29 PM -7 Oct 2018

27 Retweets 76 Likes ‘ﬁ ‘ & ’;:ﬁ;; lir % g °

WE MARCH TOGETHER.
WE DREAM T@GETHER@F
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It benefits me personally

PROTECT THE
CRABCAKE popuLATION




SHOPPING WITH A PLAN i g
HELPS YOUR WAI.I.ET. To: You (our fundraisers)

Thank you for the bold, embarrassing, and
b it O “& beautiful things you do to raise money for
s — > : /4 clean water! Your heart is contagious, and you
. ' ' ; : S make it a joy to come to work each day.
Happy Valentine's Day.

@charitywater

NOBODY DOES
IT LIKE

DRAG THE SLIDER TO SEE HOW MUCH YOUR
FAMILY COULD SAVE.

DAILY MONTHLY

4 s125

1 2

HOUSEHOLD SIZE 1} - 4:26 PM - 11 Feb 2019




I’'m part of
something
bigger

Other people
are doing it

It’s easy and fun
to do AND it
has an impact

It benefits me
personally




Step 4:
Select motivacors

Where on the diffusion curve is your
audience in adopting the behavior?

Which motivators would you like to use
in your communication & outreach!?
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Show & tell what
others are doing, or
what they’re trying
to do.

Make it social: join
us!

CLEAR + ACTIONABLE (focused on the DO)

Lead-in with the fun
and/or easy aspect;
follow-up with the
Impact.

Make them feel
good about it.

Invite the audience
in and help them
feel like they belong
to a special pack.
Use terms like “we”
and “together”.

Focus on what they
get out of it to
answer, make it
meaningful to them.

Reward and validate
their efforts.
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DO: Show people doing the desired behavior
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#Things|WouldBan T@EFREE

© www.georgelogan.co.uk

DON’T: Show the behavior you want people to stop doing




DO: Show the positive progress we're all working towards

HELP END HUNGER. JOIN OUR E-MAIL LIST.

Py HEIFER ABOUT HEIFER |
/V-\ INTERNATIONAL

Ending Hunger and Poverty Our Work

o

| TURN HUNGER
INTO HOPE

DONATE NOW

DON’T: Resort to sadness or shock tactics



DO: Use images that reinforce & strengthen the message
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Let's change
the nature of e-waste

DON’T: Confuse or clutter the message



DO: Positively represent your audience and empower them

! WILL NOT BE “ ™
HELD BACK-%,

e
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‘ou've overcome a lot. But smoking cigarettes
can hold you back by damaging nearly every
part of your body. Keep moving forward by

living tobacco- free.

visiTus @ThisFreeLife | ORHOo¢

Help Stop Global Warming
anto. All Rights Reserved

DON’T: Make people feel bad about their behavior @




Step 5:
€raft the message

How can you re-phrase your ask to
include one or more motivators!?

Which types of images will best support
the message you're sending?

45






Doing something new or different is
& there are why we
may not do it.

All of which are valid
whether we like 1+ or wot

. ©



Yet, there are also
amazing motivators we can add to
our messages that spark action &

move people forward!

©
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U And we can use them no matter where or 3 ﬁ
W when we're reaching our audlences
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brooketully.com/motivating-action-training-webinar/



