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Many AIS objectives are best 
accomplished through outreach

 The public will not be inspired to take 
action just through regulation

 Prevention becomes effective only when 
all users are participating in the effort

 Outreach efforts must inspire voluntary 
compliance to be broadly accepted



Social Marketing

 “The planned implementation of programs 
designed to bring about social change 
using concepts from commercial 
marketing”

 The ultimate objective of social marketing 
is to influence action 



Development of Social 
Marketing 

 Concept first introduced in early 1950s
 "Why can’t you sell brotherhood and rational thinking like 

you can sell soap?”

 "Social Marketing: An Approach to Planned 
Social Change" Journal of Marketing 1971
 "social marketing appears to represent a bridging 

mechanism which links the behavior scientist's 
knowledge of human behavior with the socially useful 
implementation of what that knowledge allows."



Application of Social Marketing

 Social marketing campaigns have been 
conducted in many disciplines
 Agencies, organizations and others have 

conducted campaigns to achieve health, 
environmental, sustainability and other 
objectives

 These campaigns have resulted in 
significant increases in awareness of and 
knowledge about the issue



Information Based Outreach

 Enhanced knowledge and development of 
supportive attitudes will result in action

 Assumption that the public is “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 behavior change
 Awareness can develop supportive attitudes

 Although Awareness will generally not lead 
to behavior change, awareness is the vital 
first step toward changing behavior



“Research showed that in most cases, 
increases in knowledge and awareness did 
not lead to pro-environmental behavior. Yet 
today, most environmental Non-
governmental Organisations (NGOs) still 
base their 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 important tool 
for creating awareness, it is wasteful to 
invest most of our efforts in an influence 
strategy that has such a low probability of 
success.” Mark Costanzo 

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



Moving Beyond Social Marketing

 Traditional information based outreach 
typically results in increased awareness 
but little if any behavior change 

 It is not enough for people to know that 
AIS are a problem. They must know what 
to do and they must do it. 

 To be effective we must change behavior



Community Based Social 
Marketing (CBSM)

Recognizing that simply providing 
information is usually not sufficient to 
initiate behavior change, CBSM uses tools 
and findings from social psychology to 
discover the perceived barriers to behavior 
change and ways of overcoming these 
barriers



Development of a CBSM 
Outreach Effort

 Identify desired outcomes
 Identify communities
 Identify best time, place and method for 

reaching target group
 Develop the program needed to support 

effort
 Test, Refine and Repeat



Identify Desired Outcomes

 What do 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 groups or are there separate outcomes 
from different groups

 Try to insure that your desired outcomes are 
end-state behaviors 



Identify Specific Communities

 There is no such thing as “The Public”
 Layer upon layer of overlapping groups

 Different groups may require very different 
approaches to 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 in a diverse public

 You must understand your audience
 What motivates them
 Why should they care
 Who or what influences them

 Put aside personal opinions
 This is about 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 to group



Why 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 successful effort.



Identify barriers to producing the 
desired outcome

 Tangible
 Monetary cost
 Time & effort

 Intangible
 Social cost – embarrassment, disapproval, 

etc.



Identify 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 programs reach the targeted 
Community with messages that appeal 
directly to them. One size does not fit all!



Utilize a process for 
characterizing audiences

 Many different methods of gathering 
information about target communities are 
available
 Marketing books
 Online resources



ISAN Recreational Angler
Community characterizations





Develop the program

 Only after careful planning should you 
focus on products and delivery

 Multiple products and delivery methods 
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 yourself 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 no more than one or two main points

 Make it repeatable



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 agency personnel may not be 

best in some situations



Deliver the message at the best 
time and place

 Identify 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 AIS programs, evaluation is often 
neglected

 Expect to learn through failure



Learning Through Failure

 Fly fishing guides have long been 
identified as an important peer group to 
convey a cleaning message

 ISAN undertook an outreach effort to 
teach guides about AIS and to encourage 
boot 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

 In analyzing why we were unsuccessful in 
changing behavior, we discovered that 
convenience was a major obstacle

 We focused on the convenience problem 
and sought alternatives



Boot Cleaning Stations 

 Cleaning stations 
installed at high traffic 
locations 

 License agents 
encourage non-
resident cleaning

 Guides have 
convenient cleaning 
locations



The Forest Pest Problem

 Invasive Forest Pest Insects threaten our 
native trees

 Introduced species can often be 
eradicated if discovered soon enough

 Need – more trained people watching for 
pests



Defining the Community

 Must be capable of identifying insects
 Most people pay little attention to the 

identifying characteristics of 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

 Their 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



How Do We Get Anglers 
Engaged With Forest Pests

 Fly tying is very 
important to many 
anglers

 Talented fly tiers can 
tie a fly to duplicate 
any insect

 Fly tiers love to 
demonstrate their 
skills



Fly Tiers Draw Attention

 Thousands 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



Conclusions
 Many outreach efforts increase awareness and 

knowledge but do little to change behavior
 Outreach efforts should focus on generating 

action
 Specific outreach efforts must be crafted to 

address each target audience or desired 
outcome

 Changing behavior is difficult and requires 
significant sustained effort but effective 
techniques are available 



Learn More

www.cbsm.com
www.toolsofchange.com

Thank You

Bob Wiltshire
Invasive Species Action Network

406-222-7270
bob@stopans.org
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