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Many AlS objectives are best
accomplished through eutreach

The public will' net be Inspired to take
action just threugh regulation

Prevention becomes effective only when
all users are participating In the effort

Outreach efforts must inspire voluntary
compliance to be broadly accepted



Soclal Marketing

“The planned Implementation of programs
designed to bring about social' change
USIing concepts from commercial
marketing”

The ultimate ebjective of social marketing
IS to Influence action



Development of Social
Marketing

Concept first introduced In early 1950s

“\Why can’'t you sell brotherhooed and ratienal thinking like
you: can sell seap?”

“Soclal Marketing: An Approach to Planned
Social Change™ Journal of Marketing 1971

“soclal marketing appears to represent a bridging
mechanism Which links the: behavier scientist's
knowledge of human behavier with the secially useful
Implementation of what that knoewledge allews."



Application of Social Marketing

Social marketing campaigns have heen
conaducted In many. disciplines

Agencies, erganizations and ethers have
conducted campaigns to achieve health,
environmental, sustainability. and other
objectives

These campaigns have resulted 1n
significant increases In awareness of and
knowledge about the Issue



Information Based Outreach

Enhanced knowledge and development of
suppoertive attitudes will result in; action

Assumption that the publicis “rational”
and will act In their own economic interest



Information Based Outreach
Rarely Changes Behavior

Multiple studies have demonstrated that
simply increasing awareness will not result
In behavier change

Awareness can develop supportive attitudes

Although Awareness will' generally not lead
10 behavier change, awareness Is the vital
first step toward changing kehavior



“Research showed that In most cases,
Increases In knowledge and awareness did
not lead to pro-envirenmental behavior. Yet
today, most environmental Non-
governmental Organisations: (NGOs) still
pase thelr communication campaigns and
strategies on the simplistic assumption that
more knowledge will lead to more
enlightened behavior.”

Kollmus, A., Agyeman, J. (2002) Mind the Gap: why do people act environmentally and
what are the barriers to pro-environmental behavior?



“Although advertising IS an impoertant tool
for creating awareness, It Is wasteful to
Invest most of our efforts In an influence
strategy that has such a lew: prokhahility of
suceess.” Mark Costanzo

Costanzo, M., Archer, D., Aronson, E., & Pettigrew, T. (1986). “Energy conservation
behavior: The difficult path from infermation to action.”



Moving Beyoena Social Marketing

Traditional information hased outreach
typically results in Increased awareness
put little If any behavior change

It IS net enough for people to know: that
AlS are a problem. They must knew what
t0 do and they must do It.

To be effective we must change behavior



Community Based Social
Marketing (CBSIM)

Recognizing that simply: providing
Infermation Is usually net sufficient to
Initiate behavior change, CBSM USes tools
and findings frem soecial psychology to
discover the perceived barriers to hbehavior
change and ways of evercoming these
parriers



Development of a CBSIM
Outreach Effort

ldentify’ desired outcomes

ldentify' communities

ldentify best time, place and method: for
reaching target group

Develop the program needed to support
effort

Test, Refine and Repeat




ldentify Desired Outcomes

What de you want the program; to produce?

What Is the behavior change or action that you are trying to
achieve

IS there a single action that you want from
multiple groupsror are there separate outcemes

from different groups
Try to Insure that yoeur desired eutcomes are
end-state behaviors



ldentify Specific Communities

There Is no such thing as “TIhe Public”
LLayer upon: layer of overlapping groups

Different groups may. reguire very different
approaches te achieve the same outcome

Example — not all boaters are the same



While it Is important to understand the
technical content of the message,
understanding the people you are
communicating with is equally as important.

Dr. Will Allen PhD Manaaki Whenua - Landcare Research NZ Ltd



To be effective we must reach
multiple groups; inra diverse puiklic

You must understand your audience
What motivates them
Why: should they: care
Whoe or what influences them

PuUt aside personal opinions

This Is abeut understanding them — not
judging them




What motivates them

This IS Important - knowing their
motivations IS key to achieving Success
With them

Motivations may. be very different from
group te greup



Wiy should they care

If we can't give them a compelling reason
to change they won't

Answer “what's In It for me”. How will they.
be affected

This may be very different among various
audiences



Who or what influences them

Everyone has things that have more
Influence on them than others

Understanding what influences your target
audience Is critical to a successtiul effort.



ldentify barriers to producing the
desired outcome

Tangible
Monetary cost
Time & effort

Intangible

Social cest — embarrassment, disapproval,
etc.



ldentify best method for reaching
target group

“If the only tool you have is a hammer,
you tend to see every problem as a nail”

Andrew Maslow

Effective pregrams reach the targetead
Community With messages that appeal
directly to them. One size dees not fit all



Utilize a process for
characterzing audiences

Many: different methods of gathering
Information about target communities are
avallable

Marketing books
Online resources



ISAN Recreational Angler

Community characterizations
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Resource |ssues

These anglers are highly responsive to impacts on the resource. They put little emphasis on the harrest
of fish but put a high value on catch rates. They typically have 3 very high concem about the health of
the aguatic habitats. They will be influenced by any information that directly links A5 with deterorated
habitats or reduced fish populations.

These bogters tend to be attentive to messages delivered from biologists and other rezounze
professionals. They walue the role of science in making management decisions and will generally be
accepting of scientific data.

hry of these anglers beliewe that the health of the resounces is the most important thing and will make
the needed sacrfices to insure the long term heatth of the waters.

A significant number of these bogters are highly aware of the AlS problem. Howewer, too many do not
take preventative actions. While there are several reasons for this, many have had experences with
whirling disease that hawe left them skeptical of the need to prevent A1,

Personal Contact

These bogters are strongly influenced by peer to peer interactions and often judge the wvalue of an
individual’s information based on that individual’s ability to cateh fish. Athough they often beliewe that
the abilitizs that allow someone to be an effective fish catcher somehow give that person a significant
understanding of the resource and resource management, they will typically accept that biologists and
resource managers understand the system better than anglers.

The pAmary source from which most of these anglers get information is from other anglers, either
through direct communication or through their aceounts of their fizhing adwvertures. Those whoe belong to
angling clubs will often trust the information that they receive from the club leaders.

One of the most significant sources of personal contact for these anglers is fly shop employees. These
people are considered experts by many anglers who pay careful attention to evenyithing they leam from
a shop employes.

These anglers may be quite judgmental about the individuals they interact with. host practice catch &
release fishing and hawe little or no respect for those who harvest fish for food. They will often make
judgment= about an individual based on their perception of how that person approaches the resounze.
They are highly crtical of anyone who they believe is not propedy respecting the resounce.

These anglers are generally faidy cerebral in their approach to their fishing. They are often willing to read
about and study complicated issues =so that they fully understand the nuance of a situgtion. They
typically respect those with academic training and ook at them as being highly qualified bazed on their
educational background.

hdedia

hbary of these anglers are passionate about their sport and read a lot of popular press articles about
fishing. They often consider the authors to be respected leaders in the sport. They judge the message
by their approwal of the authaor.

Typically they read publications that are aimed at them. That is, those that focus on cateh & release
fishing and the non-consumptive use of 3 resource. hMany are members of conservation arganizations
and read publications that address resounce heatth in addition to those that focus on fishing.

In addition to magazines, these anglers awvidly read product catalogs and other product litergture. They
=pend hours studying gear in catalogs and will read anything associgted with their favorte products.

hdost of these anglers avidly consume anything about their sport that is provided to them. Athough they
typically are not reached through consumptive fishing publications and radio and TV shows, there are a
number of fly fizhing programs that they avidly follow.

Wby fly anglers are active participants in intemet based forums and are major consumers of other
alectronic media.




Develop the program

Only after careful planning should you
focus on products and delivery

Multiple products and delivery metheds
will' be needed to properly motivate the
diverse publics that must be engaged.



Crafting the product

Address what they want to' know, not
what you think they should Know.

Don't.expect them to be like you
Put yeurself in their seat



Tell'a good story

Try to relay a story — don’t recite facts
Use of facts can often distract a conversation
Keep It simple
Include ne more than ene or tWwo main peints
Make It repeatalle



Find the right messenger

Understand who the target group IS
Influenced by and get them to carry the
message

Human contact Is often the most effective

Peer-to-peer Is often effective

Agencies and agenecy personnel may not he
pest In' seme situations



Deliver the message at the best
time anad place

ldentity the best times and places to
deliver the message to a receptive
audience

Different delivery times/locations may.
require different messaging



Test, Refine and Repeat

Formal CBSM efforts include extensive
testing and evaluation

For AlS pregrams, evaluation IS often
neglected

Expect to learn through failure



Learning Through Failure

Fly fishing guides have long been
identified as an'impoertant peer group: to
convey a cleaning message

ISAN' Undertook an outreach effort to
teach guides about AIS and to encourage

oot cleaning
We Failed



Why We Failed

We assumed that enhancing awareness
would' result in behavior change

We assumed that economic self-interest
would result in behavior change

\We did not have enough awareness of the
ISSue

Boot cleaning was not convenient



Learning From Failure

IR analyzing why we were unsuccesstul in
changing behavier, we discovered that
convenience was a major olstacle

We focused on the convenience problem
and sought alternatives




Boot Cleaning Stations

Cleaning stations

InSta”ed at hlgh traffIC 3 Clean Yciur Boots Here 5: v::" ,:
locations 85957 1

License agents
encourage non-

resident cleaning 14 ;
Guides have |

A ! - \
convenient cleaning \j s i
locations 1



The Forest Pest Problem

Invasive Forest Pest Insects threaten our
native trees

Introduced species can often be
eradicated If discevered soon eneugh

Need — more trained people watching for
pPests



Defining the Community

Must be capable of identifying INSects

Most people pay. little attention te the
identifying characteristics off INSects

Must be interested In identifying INSects

If they are not interested In INSects we are
unlikely to ever get them engaged (“Yuk, It'S
a bug’)



Fly Anglers Love Bugs

Avid fly anglers are generally interested in
all aspects of Insect life

Thelir study of the insects that fish eat
teaches them to recognize differences in
INSECtS

The interest stimulated by their sport
extends to their daily lives

They generally care about the environment
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How Do We Get Anglers
— T A 1 o B)ayat fa
=ngaged WithrForest Pests
_ Fly tyingis very i
Important te: many.
anglers

Talented fly tiers Cafl

tie a fly to duplicate
any insect
Ely tiers love to

V/e)
demonstrate t
skills



Fly: Tiers Draw Attention

Thousanas of fly
anglers attend fly
tying demonstration
shows each year

Trained fly tiers tie
forest pest flies to
teach about the
problem




We Are Engaging Anglers

Local Invasive Species Action Network on the
lookout for destructive Asian Longhorned Beetle

CONSERVATION NEWS
Imvasive Species ore Devostating Our Fore
By Bob Wil



Conclusions

Many outreach efforts increase awareness and
knowledge but do little to change behavior

Outreach effortsishould focus on generating
action

Specific outreach efforts must be crafted to
address each target audience or desired
outcome

Changing behavioer Is difficult and requires
significant sustained effort but effective
technigues are available




_.earn More

WA, CIOSIM.COM
WWW. toelsofchange.com

Thank You

Bolb Wiltshire
Invasive Species Action Network
406-222-1270
bob@stepans.org
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