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Social Marketing Programme - was ist das?

! sind keine Informations-Kampagnen

Ansatz, um Verhalten zu verŠndern:

1. Wissen aufbauen

2. Einstellungen verŠndern

! sondern strukturierte und fundierte Verhaltens-Programme

Ansatz, um Verhalten zu verŠndern:

1. so viele konkrete Verhaltens-Barrieren wie mšglich beseitigen

2. Mensch als ãsoziales TierÒ ansprechen, nicht als Individuum
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Mit Social Marketing Programmen Verhalten ändern
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Modeling:  Admired individuals (i.e. 

celebrities) modeling ideal energy 

conserving beliefs and practices can 

be incredibly influential and 

motivating for some people. Cameron Diaz, 

Leonardo Dicaprio, Robert Redford and Melissa 

Etheridge are just a few celebrities that have made 

changes to their lives to reduce their carbon footprint.      

Goal setting:  This is one of the 

most effective strategies you can 

apply to help you achieve results in 

all areas of your life (the 

environment, health, relationships, career, etc). 

Setting your own goals helps you to stay focused 

and take the actions you need to take (More on this 

strategy in Chapter 8).   

 

It has been shown scientifically that the above 

strategies make a difference to reducing personal 

energy use. Try them out and see; you have nothing 

to lose but greenhouse gases!  

Mental and Physical Health 

If we donÕt look after ourselves, how 

will we be able to look after the planet? 

It is important that we take care of our 

mental and physical health so we can 

be as effective as possible.  

Learning about global warming, speaking to people 

about it and taking actions to combat it can be a 

stressful and upsetting activity at times. I spoke to 

over 100 teenagers and teachers recently about 

what they could do to combat global warming. To 

realise that very few of them seemed to care about 

the future was incredibly disheartening. Did this 

Behaviour Change for Climate Change 

 

Goal setting/Targets 
 
Research indicates that providing goals or targets for individuals, 
households or communities to work towards is effective in changing 
behaviour. A goal ideally includes the steps to get there and the chosen 
timeframe. A supporting strategy also needs to be developed to reach 
long term goals or take large steps. Goal setting is most effective when 
coupled with feedback or forms part of a commitment strategy (e.g. to 
conserve a certain amount of energy).  
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Example: A study combined goal setting in combination with 
feedback to reduce the amount of energy used in doing the laundry.8 
Participants who set goals and received immediate feedback on the 
average amount of energy (kWh) used per wash saved more energy 
than participants who did not set a goal and received only feedback. 
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Similarly, when discussing the threats of climate change make sure they 
are easy for the audience to visualise. People are more concerned about 
threats that can be easily imagined and often discount threats that are too 
general or distant (e.g. rising sea levels). Using visuals wherever possible 
(e.g. props and images) can help to avoid this problem.  
 
Overcome mental barriers 
 

ÒIf everyone knows about it, surely someone will do something about 
it?Ó and ÒI wonÕt do anything until others start taking actionÓ are 
examples of mental barriers that stop people from personally acting to 
address climate change. Barriers such as these should be acknowledged 
and explicitly addressed to help the audience move forward. Barriers 
may be broken down through peer pressure, empowering the audience, 
offering social support and modelling the desired behaviour. 
 
Keep it personal 
 

If IÕm living it up on the coast in Western Australia, why should I really 
be concerned about sea levels rising in Bangladesh? Audiences want to 
know how climate change relates to them. Wherever possible show the 
audience how this issue will affect them, their children, their house, their 
pocket, their leisure activities, their street, their region, their country, etc.  
 
Evoke a future worth fighting for 
 

Evoke a future life in your audiencesÕ minds that is more satisfying, 
healthy and desirable than their current circumstances. ÔDoomsdayÕ 
campaigns will therefore not be as effective as ones that highlight the 
many positive efforts underway and allow people to imagine a brighter 
future. Political and community leadership is also needed to help convey 
to your audience that this future is possible. 
 
Communication 
 
Choosing a credible and respected speaker 
 

The credibility and respectability of the speaker is more important than 
the content presented. If your audience has no awareness of climate 
change, then they will decide what they think is true and false based on 
what they think of the speaker. The audience must trust the speaker and 
see them as someone worth listening too before they will hear what they 
are actually saying.  
 

Who should you pick as a speaker? A scientist? A celebrity? It all comes 
down to your target audience and whom they respect and perceive as 
credible. 
 

Scientists (particularly climatologists) are important and have their place. 
They have authority and it is reassuring that they understand the complex 

! basiert auf der Analyse von Entscheidungsbedingungen, Barrieren 
und Nutzen des Energie-/MobilitŠts-/Konsum-Verhaltens,

! bedeutet eine fokussierte Strategie  zu entwickeln, die internale 
und externale Verhaltens-Barrieren ab- und Nutzen aufbaut,

! indem Sozial- und Kommunikations-Werkzeuge efÞzient
kombiniert und massgeschneidert angewendet werden,

! beinhaltet eine begleitende Evaluation , um Anpassungen 
vornehmen und Resultate ausweisen zu kšnnen.



In 4 Schritten nachhaltiges Verhalten fördern
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Text
Text

Programm in kleiner 
Gruppe pilotieren 
und anpassen.

Schritt 2:  

Strategie

Schritt 1:

Analyse

Schritt 3:  

Pilot

Schritt 4: 

Roll-out & 

Evaluation

Fokussieren: welches 
Verhalten, welche 
Zielgruppe. 
Herausfinden: wo 
liegen Verhaltens-
Barrieren und Nutzen. 

Massnahmen entwickeln: 
mit Werkzeugen Barrieren 
entgegenwirken und 
Nutzen erhöhen

Programm mit gesamter 
Zielgruppe durchführen, 
Daten erheben und 
auswerten, Resultate 
kommunizieren.

© Eartheffect 2011

Programm-Fokus - Potentiale effizient nutzen
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von übergeordneten 
Zielen ... 

... zu konkreten
Verhaltens-Zielen

Abschätzung der 
Veränderungspotentiale zur 
Programm-Fokussierung

als Firma CO2-Emissionen 
reduzieren

oder

als Gemeinde 
nachhaltigen Konsum 
fördern

Videokonferenzen fördern !als Firma CO2-Emissionen 
reduzieren

oder

als Gemeinde 
nachhaltigen Konsum 
fördern

Bahnreisen fördern "

als Firma CO2-Emissionen 
reduzieren

oder

als Gemeinde 
nachhaltigen Konsum 
fördern

regionale Produkte 
fördern "

als Firma CO2-Emissionen 
reduzieren

oder

als Gemeinde 
nachhaltigen Konsum 
fördern

... #



Analyse - Fundament der Massnahmen-Strategie
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Schritt 2:  

Strategie

Schritt 1:

Analyse

Schritt 3:  

Pilot

Schritt 4: 

Roll-out & 

Evaluation

Ziel-Verhalten
Konkurrenz-

Verhalten

subjektiver Nutzen

subjektive Barrieren

! "

" !

Strategie - mit Werkzeugen an die Barrieren
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Schritt 2:  

Strategie

Schritt 1:

Analyse

Schritt 3:  

Pilot

Schritt 4: 

Roll-out & 

Evaluation

Barrieren Werkzeuge

Lack of Motivation Commitment, Norms, Incentives

Forget to Act Prompts

Lack of Social Pressure Social Norms

Lack of Knowledge Persuasion, Social Diffusion

External Barriers Infrastructure
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Behaviour Change Toolkit 
 

Once you have your audience engaged there are a number of effective 
tools you can use to encourage behaviour change to occur (see below). 
 
Commitment 
 

A commitment is an oral or written pledge or promise to change a 
specific behaviour. The act of committing to a particular action appears 
to alter ones attitude on the topic and the way in which they view 
themselves. 
 

 
 
 

Effective Commitments Ineffective Commitments 
People freely volunteer to make 
the commitment 

They are made one on one 

They are written down rather than 
being verbally made 

They are made only on an internet 
site  

They are made publicly and 
witnessed by the individualÕs peer 
group (e.g. published in a 
newspaper) 

They are made to yourself 

They are made by a group of 
highly connected people (i.e. a 
church group) 

 

 
Prompts 
 

How many times have you gone shopping and left your green bags in the 
car or at home? The problem wasnÕt that you lacked motivation, but your 
memory failed you. Prompts are a simple strategy to help individuals 
remember to perform specific actions such as turning off a light, 
recycling paper and taking shorter showers.  
 

For prompts to be effective they should: 
 

!  be eye-catching 
!  be self explanatory (contain a simple picture and/or text that 

explains what the person needs to do) 
!  be placed close to where the desired behaviour is to occur  
!  encourage people to engage in positive behaviour (rather than 

telling them to avoid environmentally harmful behaviours) 
!  be combined with a commitment strategy to help people act on 

the prompt 
 

Example: One study used this strategy to promote gas and electricity 
conservation among households.6 Findings revealed participants who were 
asked to sign a public commitment that was published in a leaflet used less 
gas and electricity than those who made private commitments or no 
commitment at all.  
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What works  
 

Your target audience 
 

Give up your assumptions 
 

Behaviour change expert Les Robinson suggests that before you begin 
designing a program for your target audience ÒGive up everything you 
think you know about them [your audience]Ó.  

 
Get to know them  

 

You will need to research your audience to work effectively with them. 
Find out about their responsibilities, aspirations, values, behaviours, 
what they are unhappy about, the obstacles they face, how they perceive 
climate change and what they feel confident and not so confident doing. 
Conducting surveys or informal focus groups are some ways in which 
you can achieve this. 

 

Look beyond the converts 
 

It is important to engage people who are not taking appropriate action  
(whether they are concerned or not about climate change). Consider 
targeting people who have above average electricity consumption, are 
driving SUVs, frequently fly abroad and donÕt consider themselves to be 
ÔgreenÕ. Whilst you may experience some discomfort in the process, 
these people need to be engaged if your program is to be a success.  
 

Does this mean we should ignore the converts? No. Converts practising a 
low impact lifestyle may still be engaged by acting as role models and 
sharing their personal experiences with others.    
  
 

Example: The staff at the Environmental Services Department in San 
Diego ran a campaign with a theme of being a Ògood community 
neighbourÓ in an attempt to reduce pollution emitted by various 
businesses. This approach failed to engage a business minded 
community. It was not until the department changed their 
communication strategy to include saving money by reducing pollution 
that businesses became interested in taking action.  

Example: Reverend Sally Bingham states ÒWe must be aware of the 
needs and concerns of the community to which we are speakingÓ. 
Before delivering a presentation to an African-American Baptist church 
in a poor neighbourhood, she was made aware that the community was 
not very receptive to global warming but would respond well to saving 
money. Subsequently, she held up the power bill of a nearby 
congregation and showed the audience how much this particular 
congregation had saved over a year as a result of being more energy 
efficient. The audience instantly saw the connection between Ôsaving 
energy, saving money and saving the planetÕ and were keen to take 
action themselves. 
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Facilitating the Rapid Adoption of New Ideas and Behaviours 
 
Audiences are more likely to rapidly adopt sustainable behaviours if the 
principles below are followed: 
 

! Observability: People can see the results and benefits of the 
behaviour. 

 
 

 

 
 
 

! Trialability: People can test out new behaviours in a safe 
environment. 

 
 
 
 
 

 
 

! Simplicity: People can easily understand and adopt the 
behaviour. 

 
 
 
 
 

! Compatibility: The behaviour is consistent with the existing 
values and norms of the society (i.e. it fits easily into an 
individualÕs lifestyle).  

 
 
 
 
 
 

 

! Relative advantage: The behaviour is perceived as better than 
others in regards to satisfaction, economic terms, social prestige 
and convenience. 

 
 
 
 
 
 
 
When developing a program, consider how you can apply as many of 
these principles as possible to the behaviours you are addressing.  
 
 
 

Example: An individual replaces several old incandescent 
light bulbs with energy efficient light bulbs. Following this 
action he or she can see a noticeable reduction in energy use 
on their power bill. 

Example: All public transport was made free in Western 
Australia to celebrate the opening of a new train line 
(Mandurah train line). Western Australians had an 
opportunity to trial public transport for one day. 

Example: A workplace has two different waste bins clearly 
labelled to indicate what workers may or may not place 
inside each bin.   

Example: Instead of telling an audience who loves to shop to 
ÔConsume lessÕ, a speaker encourages the audience to 
ÔConsume differentlyÕ (i.e. to purchase specific high-energy 
gadgets instead of low energy gadgets). 

Example: In Keene, New Hampshire, the cities for climate 
change protection committee set up booths to sell energy 
efficient light bulbs at a heavily subsidized rate. It was 
explained to passers-by that the bulbs would last seven times 
as long as regular light bulbs and save money over time.   
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Modelling 

 

 

The example above illustrates that humans learn best by watching the 
behaviour of others. The adoption of sustainable behaviours can be 
increased through simple, step by step demonstrations of sustainable 
behaviours either in person, through television or via DVD/video.  
 
Feedback 
 

Feedback helps to reduce audience members’ anxiety, provides 
reinforcement, and gives participants an opportunity to see if they are 
moving in the right direction and/or ways they can improve. This 
strategy works best when it is given frequently and follows the behaviour 
as closely as possible.  

 
Rewards 
 

Any behaviour that is followed by a reward is more likely to occur again. 
Rewards not only help to foster sustainable behaviours however also 
provide motivation for engaging in particular behaviours. 
 

Rewards are most effective when they are: 
 

!  used to reward people immediately after engaging in particular 
eco-friendly behaviours and/or achieving their goals 

!  individualised  
!  made visible  
 

Rewards do not have to be material objects (e.g. money, food and 
stickers). Some people will find it just as rewarding receiving a 
compliment or some praise. 
 

Example: Researchers placed a sign in a male athletics shower 
room.7 The sign stated the following: 
 

Conserve water: 1. Wet down, 2. Water off, 3. Soap, 4. Rinse 
  
This sign appeared to have minimal effect on changing male athletes' 
behaviour.  
 
The researchers then tried a different approach by getting an 
accomplice to pretend to shower in the athletics room. Whenever a 
student entered, the accomplice turned off the shower, soaped up and 
then turned on the shower again to rinse off. Modelling the water 
conservation behaviour resulted in the number of students who turned 
the water off to soap up increasing to 49%. This figure rose to 67% 
when two students modelled the behaviour.  

Example: To empower participants and give them a sense that they 
were not alone, the ‘GREENhouses’ program provided audience 
members with regular feedback on their energy savings with monthly 
newsletters and visits from a project officer. 
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Social norms 
 

When a new idea arrives, most people look to others (particularly higher 
status peers) for guidance and clues on how to behave. When they do 
this they are looking to see what the social norm is.  
 

Social norms teach us how most people around us behave and also alert 
us to what is punished and sanctioned in society. According to 
Psychology Professor P. Wesley Schultz ÒNorms are a powerful tool for 
conservation. No one wants to be the sucker, conserving and using less 
when their neighbours arenÕt”.  
 

 
Norms can be effectively used in a program by: 
 

! involving people who the audience perceive as high status 
individuals  

! increasing the status of people who already exhibit the 
sustainable behaviour (This can be achieved by featuring them in 
news stories, giving them prizes and awards) 

! making the norm noticeable (e.g. publicly modeling the desired 
behaviour)  

 
Social diffusion 

 
Just like the farmers, many of us adopt environmentally responsible 
behaviours due to friends, family or colleagues introducing us to these 
behaviours. This process is called social diffusion.  
 
 

Example: Campaigns against 4x4 vehicles have made use of 
influencing social norms. Solitaire Townsend (co-founder of Futerra) 
states, Òif a big 4x4 is such an embarrassment that their kids donÕt 
want to be dropped off at school in it, then thatÕs a success for us. You 
canÕt stop people wanting status symbols, but you can make them 
aspire to different onesÓ. 

Example: In the 1930’s American and Canadian farmers were losing 
large quantities of topsoil from their fields. To tackle this problem the 
U.S. government tried two different approaches. In the first approach, a 
pamphlet outlining the problem and alternative farming practices was 
distributed to a large group of farmers. Not surprisingly, this pure 
information campaign was ineffective.  
 
The second approach involved targeting a small group of farmers. 
These farmers received direct assistance in adopting practices that 
would slow erosion. Neighbouring farmers saw the changes these 
farmers had made, engaged in conversation about them and 
subsequently, adopted similar practices once they saw the results. This 
small group of selected farmers appeared to have a ripple effect 
throughout the entire farming community. 

Infrastructure
Incentives

Prompts

Social Norms

Social Diffusion

Persuasion

Commitment

Social Marketing-Werkzeuge

!

! ! !!
"!#$$%!&'()!*)(+,)-).!/00!12345-!1)-)1,)6.!! ! ! ! ! ! !!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!7'3)!89!

Modeling: Admired individuals (i.e. 

celebrities) modeling ideal energy 

conserving beliefs and practices can 

be incredibly influential and 

motivating for some people. Cameron Diaz, 

Leonardo Dicaprio, Robert Redford and Melissa 

Etheridge are just a few celebrities that have made 

changes to their lives to reduce their carbon footprint.      

Goal setting: This is one of the 

most effective strategies you can 

apply to help you achieve results in 

all areas of your life (the 

environment, health, relationships, career, etc). 

Setting your own goals helps you to stay focused 

and take the actions you need to take (More on this 

strategy in Chapter 8).   

 

It has been shown scientifically that the above 

strategies make a difference to reducing personal 

energy use. Try them out and see; you have nothing 

to lose but greenhouse gases!  

Mental and Physical Health 

If we donÕt look after ourselves, how 

will we be able to look after the planet? 

It is important that we take care of our 

mental and physical health so we can 

be as effective as possible.  

Learning about global warming, speaking to people 

about it and taking actions to combat it can be a 

stressful and upsetting activity at times. I spoke to 

over 100 teenagers and teachers recently about 

what they could do to combat global warming. To 

realise that very few of them seemed to care about 

the future was incredibly disheartening. Did this 

Behaviour Change for Climate Change 

 

 

 

Similarly, when discussing the threats of climate change make sure they 
are easy for the audience to visualise. People are more concerned about 
threats that can be easily imagined and often discount threats that are too 
general or distant (e.g. rising sea levels). Using visuals wherever possible 
(e.g. props and images) can help to avoid this problem.  
 
Overcome mental barriers 
 

ÒIf everyone knows about it, surely someone will do something about 
it?Ó and ÒI wonÕt do anything until others start taking actionÓ are 
examples of mental barriers that stop people from personally acting to 
address climate change. Barriers such as these should be acknowledged 
and explicitly addressed to help the audience move forward. Barriers 
may be broken down through peer pressure, empowering the audience, 
offering social support and modelling the desired behaviour. 
 
Keep it personal 
 

If IÕm living it up on the coast in Western Australia, why should I really 
be concerned about sea levels rising in Bangladesh? Audiences want to 
know how climate change relates to them. Wherever possible show the 
audience how this issue will affect them, their children, their house, their 
pocket, their leisure activities, their street, their region, their country, etc.  
 
Evoke a future worth fighting for 
 

Evoke a future life in your audiencesÕ minds that is more satisfying, 
healthy and desirable than their current circumstances. ÔDoomsdayÕ 
campaigns will therefore not be as effective as ones that highlight the 
many positive efforts underway and allow people to imagine a brighter 
future. Political and community leadership is also needed to help convey 
to your audience that this future is possible. 
 
Communication 
 

Choosing a credible and respected speaker 
 

The credibility and respectability of the speaker is more important than 
the content presented. If your audience has no awareness of climate 
change, then they will decide what they think is true and false based on 
what they think of the speaker. The audience must trust the speaker and 
see them as someone worth listening too before they will hear what they 
are actually saying.  
 

Who should you pick as a speaker? A scientist? A celebrity? It all comes 
down to your target audience and whom they respect and perceive as 
credible. 
 

Scientists (particularly climatologists) are important and have their place. 
They have authority and it is reassuring that they understand the complex 

© Eartheffect 2011

Commitment

Das Werkzeug Commitment beeinßussen die Selbstwahrnehmung 
ãIch bin scheinbar eine umweltbewusste Person!Ò: durch eine erste, 
kleine ãKooperationÒ Šndert sich die Selbstwahrnehmung. Das 
BedŸrfnis nach Konsistenz fŸhrt zu weiteren, ãgršsserenÒ 
umweltbewussten Handlungen.

! Commitment-Fragen in einer Befragung (Foot-in-the-door-Technik)
„Würden Sie eine Bike to Work-Kampagne in Ihrer Gemeinde/Firma unterstützen?“

! Website mit Namensnennung (öffentliche, schriftliche Selbstverpflichtung)

! Promt-Sticker an der Haus-/Bürotüre (Gruppen-Selbstverpflichtung)
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Modeling: Admired individuals (i.e. 

celebrities) modeling ideal energy 

conserving beliefs and practices can 

be incredibly influential and 

motivating for some people. Cameron Diaz, 

Leonardo Dicaprio, Robert Redford and Melissa 

Etheridge are just a few celebrities that have made 

changes to their lives to reduce their carbon footprint.      

Goal setting: This is one of the 

most effective strategies you can 

apply to help you achieve results in 

all areas of your life (the 

environment, health, relationships, career, etc). 

Setting your own goals helps you to stay focused 

and take the actions you need to take (More on this 

strategy in Chapter 8).   

 

It has been shown scientifically that the above 

strategies make a difference to reducing personal 

energy use. Try them out and see; you have nothing 

to lose but greenhouse gases!  

Mental and Physical Health 

If we donÕt look after ourselves, how 

will we be able to look after the planet? 

It is important that we take care of our 

mental and physical health so we can 

be as effective as possible.  

Learning about global warming, speaking to people 

about it and taking actions to combat it can be a 

stressful and upsetting activity at times. I spoke to 

over 100 teenagers and teachers recently about 

what they could do to combat global warming. To 

realise that very few of them seemed to care about 

the future was incredibly disheartening. Did this 



Social Norms

Normen sagen uns ãwhat is the right thing to doÒ. Mit diesem 
Werkzeug wird das gewŸnschte nachhaltige Verhalten zur 
Verhaltensregel (ãSollÒ) und wirkt Ÿber sozialen Druck.

! Social Norms-Fragen in einer Befragung
„Wie sehr stimmen Sie zu: Meine Gemeinde/Firma soll ihre CO2-Emissionen 
reduzieren?“

! Social Norms-Poster oder Web-Banner
„80% der Bevölkerung/Mitarbeitenden finden, dass die Gemeinde X/Firma X ihre 
CO2-Emissionen aus Flügen reduzieren soll!“
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Social norms 
 

When a new idea arrives, most people look to others (particularly higher 
status peers) for guidance and clues on how to behave. When they do 
this they are looking to see what the social norm is.  
 

Social norms teach us how most people around us behave and also alert 
us to what is punished and sanctioned in society. According to 
Psychology Professor P. Wesley Schultz ÒNorms are a powerful tool for 
conservation. No one wants to be the sucker, conserving and using less 
when their neighbours arenÕt”.  
 

 
Norms can be effectively used in a program by: 
 

! involving people who the audience perceive as high status 
individuals  

! increasing the status of people who already exhibit the 
sustainable behaviour (This can be achieved by featuring them in 
news stories, giving them prizes and awards) 

! making the norm noticeable (e.g. publicly modeling the desired 
behaviour)  

 
Social diffusion 

 
Just like the farmers, many of us adopt environmentally responsible 
behaviours due to friends, family or colleagues introducing us to these 
behaviours. This process is called social diffusion.  
 
 

Example: Campaigns against 4x4 vehicles have made use of 
influencing social norms. Solitaire Townsend (co-founder of Futerra) 
states, Òif a big 4x4 is such an embarrassment that their kids donÕt 
want to be dropped off at school in it, then thatÕs a success for us. You 
canÕt stop people wanting status symbols, but you can make them 
aspire to different onesÓ. 

Example: In the 1930’s American and Canadian farmers were losing 
large quantities of topsoil from their fields. To tackle this problem the 
U.S. government tried two different approaches. In the first approach, a 
pamphlet outlining the problem and alternative farming practices was 
distributed to a large group of farmers. Not surprisingly, this pure 
information campaign was ineffective.  
 
The second approach involved targeting a small group of farmers. 
These farmers received direct assistance in adopting practices that 
would slow erosion. Neighbouring farmers saw the changes these 
farmers had made, engaged in conversation about them and 
subsequently, adopted similar practices once they saw the results. This 
small group of selected farmers appeared to have a ripple effect 
throughout the entire farming community. 

Social Diffusion

Das Social Diffusion-Werkzeug nutzt soziale Netzwerke (Familie, 
Nachbarschaft, Arbeitskollegen) um Innovationen zu verbreiten und 
neue Verhaltensweisen zu etablieren.

! Block-Leader-Ansatz
„early adopter“ als Ansprechpartner im Quartier/Abteilung

! Veranstaltungen, die die Diskussion im sozialen Netz anregen, zB am Mittagstisch, 
im Bürozimmer, am Stammtisch, in der Raucher-Ecke...
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What works  
 

Your target audience 
 

Give up your assumptions 
 

Behaviour change expert Les Robinson suggests that before you begin 
designing a program for your target audience ÒGive up everything you 
think you know about them [your audience]Ó.  

 
Get to know them  

 

You will need to research your audience to work effectively with them. 
Find out about their responsibilities, aspirations, values, behaviours, 
what they are unhappy about, the obstacles they face, how they perceive 
climate change and what they feel confident and not so confident doing. 
Conducting surveys or informal focus groups are some ways in which 
you can achieve this. 

 

Look beyond the converts 
 

It is important to engage people who are not taking appropriate action  
(whether they are concerned or not about climate change). Consider 
targeting people who have above average electricity consumption, are 
driving SUVs, frequently fly abroad and donÕt consider themselves to be 
ÔgreenÕ. Whilst you may experience some discomfort in the process, 
these people need to be engaged if your program is to be a success.  
 

Does this mean we should ignore the converts? No. Converts practising a 
low impact lifestyle may still be engaged by acting as role models and 
sharing their personal experiences with others.    
  
 

Example: The staff at the Environmental Services Department in San 
Diego ran a campaign with a theme of being a Ògood community 
neighbourÓ in an attempt to reduce pollution emitted by various 
businesses. This approach failed to engage a business minded 
community. It was not until the department changed their 
communication strategy to include saving money by reducing pollution 
that businesses became interested in taking action.  

Example: Reverend Sally Bingham states ÒWe must be aware of the 
needs and concerns of the community to which we are speakingÓ. 
Before delivering a presentation to an African-American Baptist church 
in a poor neighbourhood, she was made aware that the community was 
not very receptive to global warming but would respond well to saving 
money. Subsequently, she held up the power bill of a nearby 
congregation and showed the audience how much this particular 
congregation had saved over a year as a result of being more energy 
efficient. The audience instantly saw the connection between Ôsaving 
energy, saving money and saving the planetÕ and were keen to take 
action themselves. 



Prompts

Prompts wirken als Erinnerungshilfen und kurze 
Verhaltensanleitungen, die šrtlich und zeitlich nahe dem Zielverhalten 
plaziert werden.

! In Kombination mit Commitment-, Social Norms- und Social Diffusion-Werkzeugen
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Behaviour Change Toolkit 
 

Once you have your audience engaged there are a number of effective 
tools you can use to encourage behaviour change to occur (see below). 
 
Commitment 
 

A commitment is an oral or written pledge or promise to change a 
specific behaviour. The act of committing to a particular action appears 
to alter ones attitude on the topic and the way in which they view 
themselves. 
 

 
 
 

Effective Commitments Ineffective Commitments 
People freely volunteer to make 
the commitment 

They are made one on one 

They are written down rather than 
being verbally made 

They are made only on an internet 
site  

They are made publicly and 
witnessed by the individualÕs peer 
group (e.g. published in a 
newspaper) 

They are made to yourself 

They are made by a group of 
highly connected people (i.e. a 
church group) 

 

 
Prompts 
 

How many times have you gone shopping and left your green bags in the 
car or at home? The problem wasnÕt that you lacked motivation, but your 
memory failed you. Prompts are a simple strategy to help individuals 
remember to perform specific actions such as turning off a light, 
recycling paper and taking shorter showers.  
 

For prompts to be effective they should: 
 

!  be eye-catching 
!  be self explanatory (contain a simple picture and/or text that 

explains what the person needs to do) 
!  be placed close to where the desired behaviour is to occur  
!  encourage people to engage in positive behaviour (rather than 

telling them to avoid environmentally harmful behaviours) 
!  be combined with a commitment strategy to help people act on 

the prompt 
 

Example: One study used this strategy to promote gas and electricity 
conservation among households.6 Findings revealed participants who were 
asked to sign a public commitment that was published in a leaflet used less 
gas and electricity than those who made private commitments or no 
commitment at all.  

Persuasion

Kommunikation wirkt, wenn die ãMessageÒ Aufmerksamkeit erregt, 
anschaulich, konkret und personalisiert ist.

! Image

! Message
„Don‘t be fuelish!“

! Feedback
Rückmeldung an die Bewohner/Mitarbeitenden über Veränderungen
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Similarly, when discussing the threats of climate change make sure they 
are easy for the audience to visualise. People are more concerned about 
threats that can be easily imagined and often discount threats that are too 
general or distant (e.g. rising sea levels). Using visuals wherever possible 
(e.g. props and images) can help to avoid this problem.  
 
Overcome mental barriers 
 

ÒIf everyone knows about it, surely someone will do something about 
it?Ó and ÒI wonÕt do anything until others start taking actionÓ are 
examples of mental barriers that stop people from personally acting to 
address climate change. Barriers such as these should be acknowledged 
and explicitly addressed to help the audience move forward. Barriers 
may be broken down through peer pressure, empowering the audience, 
offering social support and modelling the desired behaviour. 
 
Keep it personal 
 

If IÕm living it up on the coast in Western Australia, why should I really 
be concerned about sea levels rising in Bangladesh? Audiences want to 
know how climate change relates to them. Wherever possible show the 
audience how this issue will affect them, their children, their house, their 
pocket, their leisure activities, their street, their region, their country, etc.  
 
Evoke a future worth fighting for 
 

Evoke a future life in your audiencesÕ minds that is more satisfying, 
healthy and desirable than their current circumstances. ÔDoomsdayÕ 
campaigns will therefore not be as effective as ones that highlight the 
many positive efforts underway and allow people to imagine a brighter 
future. Political and community leadership is also needed to help convey 
to your audience that this future is possible. 
 
Communication 
 

Choosing a credible and respected speaker 
 

The credibility and respectability of the speaker is more important than 
the content presented. If your audience has no awareness of climate 
change, then they will decide what they think is true and false based on 
what they think of the speaker. The audience must trust the speaker and 
see them as someone worth listening too before they will hear what they 
are actually saying.  
 

Who should you pick as a speaker? A scientist? A celebrity? It all comes 
down to your target audience and whom they respect and perceive as 
credible. 
 

Scientists (particularly climatologists) are important and have their place. 
They have authority and it is reassuring that they understand the complex 



Incentives

Incentives wirken indem sie die Barrieren zum Zielverhalten 
minimieren und dessen Nutzen erhšhen.

! finanzielle Anreize
Gutschein

! soziale Anreize
Wettbewerb

! organisatorische Anreize und „Abreize“
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Modelling 

 

 

The example above illustrates that humans learn best by watching the 
behaviour of others. The adoption of sustainable behaviours can be 
increased through simple, step by step demonstrations of sustainable 
behaviours either in person, through television or via DVD/video.  
 
Feedback 
 

Feedback helps to reduce audience members’ anxiety, provides 
reinforcement, and gives participants an opportunity to see if they are 
moving in the right direction and/or ways they can improve. This 
strategy works best when it is given frequently and follows the behaviour 
as closely as possible.  

 
Rewards 
 

Any behaviour that is followed by a reward is more likely to occur again. 
Rewards not only help to foster sustainable behaviours however also 
provide motivation for engaging in particular behaviours. 
 

Rewards are most effective when they are: 
 

!  used to reward people immediately after engaging in particular 
eco-friendly behaviours and/or achieving their goals 

!  individualised  
!  made visible  
 

Rewards do not have to be material objects (e.g. money, food and 
stickers). Some people will find it just as rewarding receiving a 
compliment or some praise. 
 

Example: Researchers placed a sign in a male athletics shower 
room.7 The sign stated the following: 
 

Conserve water: 1. Wet down, 2. Water off, 3. Soap, 4. Rinse 
  
This sign appeared to have minimal effect on changing male athletes' 
behaviour.  
 
The researchers then tried a different approach by getting an 
accomplice to pretend to shower in the athletics room. Whenever a 
student entered, the accomplice turned off the shower, soaped up and 
then turned on the shower again to rinse off. Modelling the water 
conservation behaviour resulted in the number of students who turned 
the water off to soap up increasing to 49%. This figure rose to 67% 
when two students modelled the behaviour.  

Example: To empower participants and give them a sense that they 
were not alone, the ‘GREENhouses’ program provided audience 
members with regular feedback on their energy savings with monthly 
newsletters and visits from a project officer. 

Infrastructur

Bequeme Infrastrukturen beseitigen externe Verhaltens-Barrieren und 
machen das neue Verhalten einfach und bequem.

! einfach zu bedienende und funktionierende Videokonferenz Räume und Desktop 
Software

! Support: Hotline, Schulungen etc.
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Facilitating the Rapid Adoption of New Ideas and Behaviours 
 
Audiences are more likely to rapidly adopt sustainable behaviours if the 
principles below are followed: 
 

! Observability: People can see the results and benefits of the 
behaviour. 

 
 

 

 
 
 

! Trialability: People can test out new behaviours in a safe 
environment. 

 
 
 
 
 

 
 

! Simplicity: People can easily understand and adopt the 
behaviour. 

 
 
 
 
 

! Compatibility: The behaviour is consistent with the existing 
values and norms of the society (i.e. it fits easily into an 
individualÕs lifestyle).  

 
 
 
 
 
 

 

! Relative advantage: The behaviour is perceived as better than 
others in regards to satisfaction, economic terms, social prestige 
and convenience. 

 
 
 
 
 
 
 
When developing a program, consider how you can apply as many of 
these principles as possible to the behaviours you are addressing.  
 
 
 

Example: An individual replaces several old incandescent 
light bulbs with energy efficient light bulbs. Following this 
action he or she can see a noticeable reduction in energy use 
on their power bill. 

Example: All public transport was made free in Western 
Australia to celebrate the opening of a new train line 
(Mandurah train line). Western Australians had an 
opportunity to trial public transport for one day. 

Example: A workplace has two different waste bins clearly 
labelled to indicate what workers may or may not place 
inside each bin.   

Example: Instead of telling an audience who loves to shop to 
ÔConsume lessÕ, a speaker encourages the audience to 
ÔConsume differentlyÕ (i.e. to purchase specific high-energy 
gadgets instead of low energy gadgets). 

Example: In Keene, New Hampshire, the cities for climate 
change protection committee set up booths to sell energy 
efficient light bulbs at a heavily subsidized rate. It was 
explained to passers-by that the bulbs would last seven times 
as long as regular light bulbs and save money over time.   
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Behaviour Change Toolkit 
 

Once you have your audience engaged there are a number of effective 
tools you can use to encourage behaviour change to occur (see below). 
 
Commitment 
 

A commitment is an oral or written pledge or promise to change a 
specific behaviour. The act of committing to a particular action appears 
to alter ones attitude on the topic and the way in which they view 
themselves. 
 

 
 
 

Effective Commitments Ineffective Commitments 
People freely volunteer to make 
the commitment 

They are made one on one 

They are written down rather than 
being verbally made 

They are made only on an internet 
site  

They are made publicly and 
witnessed by the individualÕs peer 
group (e.g. published in a 
newspaper) 

They are made to yourself 

They are made by a group of 
highly connected people (i.e. a 
church group) 

 

 
Prompts 
 

How many times have you gone shopping and left your green bags in the 
car or at home? The problem wasnÕt that you lacked motivation, but your 
memory failed you. Prompts are a simple strategy to help individuals 
remember to perform specific actions such as turning off a light, 
recycling paper and taking shorter showers.  
 

For prompts to be effective they should: 
 

!  be eye-catching 
!  be self explanatory (contain a simple picture and/or text that 

explains what the person needs to do) 
!  be placed close to where the desired behaviour is to occur  
!  encourage people to engage in positive behaviour (rather than 

telling them to avoid environmentally harmful behaviours) 
!  be combined with a commitment strategy to help people act on 

the prompt 
 

Example: One study used this strategy to promote gas and electricity 
conservation among households.6 Findings revealed participants who were 
asked to sign a public commitment that was published in a leaflet used less 
gas and electricity than those who made private commitments or no 
commitment at all.  
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What works  
 

Your target audience 
 

Give up your assumptions 
 

Behaviour change expert Les Robinson suggests that before you begin 
designing a program for your target audience ÒGive up everything you 
think you know about them [your audience]Ó.  

 
Get to know them  

 

You will need to research your audience to work effectively with them. 
Find out about their responsibilities, aspirations, values, behaviours, 
what they are unhappy about, the obstacles they face, how they perceive 
climate change and what they feel confident and not so confident doing. 
Conducting surveys or informal focus groups are some ways in which 
you can achieve this. 

 

Look beyond the converts 
 

It is important to engage people who are not taking appropriate action  
(whether they are concerned or not about climate change). Consider 
targeting people who have above average electricity consumption, are 
driving SUVs, frequently fly abroad and donÕt consider themselves to be 
ÔgreenÕ. Whilst you may experience some discomfort in the process, 
these people need to be engaged if your program is to be a success.  
 

Does this mean we should ignore the converts? No. Converts practising a 
low impact lifestyle may still be engaged by acting as role models and 
sharing their personal experiences with others.    
  
 

Example: The staff at the Environmental Services Department in San 
Diego ran a campaign with a theme of being a Ògood community 
neighbourÓ in an attempt to reduce pollution emitted by various 
businesses. This approach failed to engage a business minded 
community. It was not until the department changed their 
communication strategy to include saving money by reducing pollution 
that businesses became interested in taking action.  

Example: Reverend Sally Bingham states ÒWe must be aware of the 
needs and concerns of the community to which we are speakingÓ. 
Before delivering a presentation to an African-American Baptist church 
in a poor neighbourhood, she was made aware that the community was 
not very receptive to global warming but would respond well to saving 
money. Subsequently, she held up the power bill of a nearby 
congregation and showed the audience how much this particular 
congregation had saved over a year as a result of being more energy 
efficient. The audience instantly saw the connection between Ôsaving 
energy, saving money and saving the planetÕ and were keen to take 
action themselves. 
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Facilitating the Rapid Adoption of New Ideas and Behaviours 
 
Audiences are more likely to rapidly adopt sustainable behaviours if the 
principles below are followed: 
 

! Observability: People can see the results and benefits of the 
behaviour. 

 
 

 

 
 
 

! Trialability: People can test out new behaviours in a safe 
environment. 

 
 
 
 
 

 
 

! Simplicity: People can easily understand and adopt the 
behaviour. 

 
 
 
 
 

! Compatibility: The behaviour is consistent with the existing 
values and norms of the society (i.e. it fits easily into an 
individualÕs lifestyle).  

 
 
 
 
 
 

 

! Relative advantage: The behaviour is perceived as better than 
others in regards to satisfaction, economic terms, social prestige 
and convenience. 

 
 
 
 
 
 
 
When developing a program, consider how you can apply as many of 
these principles as possible to the behaviours you are addressing.  
 
 
 

Example: An individual replaces several old incandescent 
light bulbs with energy efficient light bulbs. Following this 
action he or she can see a noticeable reduction in energy use 
on their power bill. 

Example: All public transport was made free in Western 
Australia to celebrate the opening of a new train line 
(Mandurah train line). Western Australians had an 
opportunity to trial public transport for one day. 

Example: A workplace has two different waste bins clearly 
labelled to indicate what workers may or may not place 
inside each bin.   

Example: Instead of telling an audience who loves to shop to 
ÔConsume lessÕ, a speaker encourages the audience to 
ÔConsume differentlyÕ (i.e. to purchase specific high-energy 
gadgets instead of low energy gadgets). 

Example: In Keene, New Hampshire, the cities for climate 
change protection committee set up booths to sell energy 
efficient light bulbs at a heavily subsidized rate. It was 
explained to passers-by that the bulbs would last seven times 
as long as regular light bulbs and save money over time.   
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Modelling 

 

 

The example above illustrates that humans learn best by watching the 
behaviour of others. The adoption of sustainable behaviours can be 
increased through simple, step by step demonstrations of sustainable 
behaviours either in person, through television or via DVD/video.  
 
Feedback 
 

Feedback helps to reduce audience members’ anxiety, provides 
reinforcement, and gives participants an opportunity to see if they are 
moving in the right direction and/or ways they can improve. This 
strategy works best when it is given frequently and follows the behaviour 
as closely as possible.  

 
Rewards 
 

Any behaviour that is followed by a reward is more likely to occur again. 
Rewards not only help to foster sustainable behaviours however also 
provide motivation for engaging in particular behaviours. 
 

Rewards are most effective when they are: 
 

!  used to reward people immediately after engaging in particular 
eco-friendly behaviours and/or achieving their goals 

!  individualised  
!  made visible  
 

Rewards do not have to be material objects (e.g. money, food and 
stickers). Some people will find it just as rewarding receiving a 
compliment or some praise. 
 

Example: Researchers placed a sign in a male athletics shower 
room.7 The sign stated the following: 
 

Conserve water: 1. Wet down, 2. Water off, 3. Soap, 4. Rinse 
  
This sign appeared to have minimal effect on changing male athletes' 
behaviour.  
 
The researchers then tried a different approach by getting an 
accomplice to pretend to shower in the athletics room. Whenever a 
student entered, the accomplice turned off the shower, soaped up and 
then turned on the shower again to rinse off. Modelling the water 
conservation behaviour resulted in the number of students who turned 
the water off to soap up increasing to 49%. This figure rose to 67% 
when two students modelled the behaviour.  

Example: To empower participants and give them a sense that they 
were not alone, the ‘GREENhouses’ program provided audience 
members with regular feedback on their energy savings with monthly 
newsletters and visits from a project officer. 
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Social norms 
 

When a new idea arrives, most people look to others (particularly higher 
status peers) for guidance and clues on how to behave. When they do 
this they are looking to see what the social norm is.  
 

Social norms teach us how most people around us behave and also alert 
us to what is punished and sanctioned in society. According to 
Psychology Professor P. Wesley Schultz ÒNorms are a powerful tool for 
conservation. No one wants to be the sucker, conserving and using less 
when their neighbours arenÕt”.  
 

 
Norms can be effectively used in a program by: 
 

! involving people who the audience perceive as high status 
individuals  

! increasing the status of people who already exhibit the 
sustainable behaviour (This can be achieved by featuring them in 
news stories, giving them prizes and awards) 

! making the norm noticeable (e.g. publicly modeling the desired 
behaviour)  

 
Social diffusion 

 
Just like the farmers, many of us adopt environmentally responsible 
behaviours due to friends, family or colleagues introducing us to these 
behaviours. This process is called social diffusion.  
 
 

Example: Campaigns against 4x4 vehicles have made use of 
influencing social norms. Solitaire Townsend (co-founder of Futerra) 
states, Òif a big 4x4 is such an embarrassment that their kids donÕt 
want to be dropped off at school in it, then thatÕs a success for us. You 
canÕt stop people wanting status symbols, but you can make them 
aspire to different onesÓ. 

Example: In the 1930’s American and Canadian farmers were losing 
large quantities of topsoil from their fields. To tackle this problem the 
U.S. government tried two different approaches. In the first approach, a 
pamphlet outlining the problem and alternative farming practices was 
distributed to a large group of farmers. Not surprisingly, this pure 
information campaign was ineffective.  
 
The second approach involved targeting a small group of farmers. 
These farmers received direct assistance in adopting practices that 
would slow erosion. Neighbouring farmers saw the changes these 
farmers had made, engaged in conversation about them and 
subsequently, adopted similar practices once they saw the results. This 
small group of selected farmers appeared to have a ripple effect 
throughout the entire farming community. 

Infrastructure
Incentives

Prompts

Social Norms

Social Diffusion

Persuasion

Commitment
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Modeling: Admired individuals (i.e. 

celebrities) modeling ideal energy 

conserving beliefs and practices can 

be incredibly influential and 

motivating for some people. Cameron Diaz, 

Leonardo Dicaprio, Robert Redford and Melissa 

Etheridge are just a few celebrities that have made 

changes to their lives to reduce their carbon footprint.      

Goal setting: This is one of the 

most effective strategies you can 

apply to help you achieve results in 

all areas of your life (the 

environment, health, relationships, career, etc). 

Setting your own goals helps you to stay focused 

and take the actions you need to take (More on this 

strategy in Chapter 8).   

 

It has been shown scientifically that the above 

strategies make a difference to reducing personal 

energy use. Try them out and see; you have nothing 

to lose but greenhouse gases!  

Mental and Physical Health 

If we donÕt look after ourselves, how 

will we be able to look after the planet? 

It is important that we take care of our 

mental and physical health so we can 

be as effective as possible.  

Learning about global warming, speaking to people 

about it and taking actions to combat it can be a 

stressful and upsetting activity at times. I spoke to 

over 100 teenagers and teachers recently about 

what they could do to combat global warming. To 

realise that very few of them seemed to care about 

the future was incredibly disheartening. Did this 
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Similarly, when discussing the threats of climate change make sure they 
are easy for the audience to visualise. People are more concerned about 
threats that can be easily imagined and often discount threats that are too 
general or distant (e.g. rising sea levels). Using visuals wherever possible 
(e.g. props and images) can help to avoid this problem.  
 
Overcome mental barriers 
 

ÒIf everyone knows about it, surely someone will do something about 
it?Ó and ÒI wonÕt do anything until others start taking actionÓ are 
examples of mental barriers that stop people from personally acting to 
address climate change. Barriers such as these should be acknowledged 
and explicitly addressed to help the audience move forward. Barriers 
may be broken down through peer pressure, empowering the audience, 
offering social support and modelling the desired behaviour. 
 
Keep it personal 
 

If IÕm living it up on the coast in Western Australia, why should I really 
be concerned about sea levels rising in Bangladesh? Audiences want to 
know how climate change relates to them. Wherever possible show the 
audience how this issue will affect them, their children, their house, their 
pocket, their leisure activities, their street, their region, their country, etc.  
 
Evoke a future worth fighting for 
 

Evoke a future life in your audiencesÕ minds that is more satisfying, 
healthy and desirable than their current circumstances. ÔDoomsdayÕ 
campaigns will therefore not be as effective as ones that highlight the 
many positive efforts underway and allow people to imagine a brighter 
future. Political and community leadership is also needed to help convey 
to your audience that this future is possible. 
 
Communication 
 

Choosing a credible and respected speaker 
 

The credibility and respectability of the speaker is more important than 
the content presented. If your audience has no awareness of climate 
change, then they will decide what they think is true and false based on 
what they think of the speaker. The audience must trust the speaker and 
see them as someone worth listening too before they will hear what they 
are actually saying.  
 

Who should you pick as a speaker? A scientist? A celebrity? It all comes 
down to your target audience and whom they respect and perceive as 
credible. 
 

Scientists (particularly climatologists) are important and have their place. 
They have authority and it is reassuring that they understand the complex 
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global warming before we reach the point of no 

return. If we don’t set clear deadlines for our goals, 

chances are we may never achieve them in the small 

space of time we have available. Having a time limit 

means you clearly know when you have or haven’t 

achieved your goal. The time limit will motivate you 

to stop procrastinating and take action.  

Putting it all together 

You can follow this simple formula to create goals. 

It is now__________________________________ 

(Insert future date when I have  achieved my goal) 

I am/I have________________________________ 

(Insert the last step you need to take to know you 
have achieved your goal) 

 

 

Below is an example of one of my personal goals: 

It is now the 24th November, 2007 

I have delivered my presentation 

‘Global Warming: Too Hot to Handle?’ 

to over 1000 students. They are making 

changes to their lives and lowering their 

energy usage.  

Now take some time to set some of your own goals 

in the space below 

It is now__________________________________ 

I am/ I have _______________________________ 

It is now __________________________________ 

I am/ I have _______________________________ 

 

Danke für Ihre Aufmerksamkeit
martina.brunnthaler@umwelt-psychologie.ch
brunnthaler@eartheffect.ch


