Motivating
action & change
for the environment

using behavioral insights and
communication strategies.
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A LITTLE ABOUT ME

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

A best practices from commercial advertising
A insights from behavioral science
A 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
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take action for the environment

nat weoOre asking p
no weore talking t
ny people donodot do

ny people will do things

How to reframe the message

How images can support the
message






We need peopl e

AReduce food waste AEat less meat

AUse reusable AUse reusable straws

grocery bags ACarry their own

AReduce carbon utensils

footprint AUse reusable water

ARecycle/ugycle bottles & mugs

AConserve water  ABike or walk instead

AUse less singlase ~ Of drive
plastic
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How can we make it more
actionable & specific?

Eat less meat =——»

Use less singlase
plastics

Reduce carbon
footprint

Reduce food waste

Eat 15% less red meat.
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Only eat red meat 6 times a week.
Stop eating red meat.
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TIPS ON GETTING
ACTIONABLE & SPECIFIC

AFocus on what peoplean do and not on what they

need to stop doing.
ATry to avoid o0stopo6 and odonot o6

AMove beyond oknow abouté, ol

AFocus onwhat they should do with the desired knowledge
and attitude.

ABe as clear and specific as possible.
AAim to focus your o0askdéd on o



Step 1.
Define your ask

What are you asking people to do?

Can you makat as actionable, clear and
specific as possible?
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CLARIFYING THE AUDIENCE: STEP #1

Behavior goal:
Bring reusable bags to the

grocery store
(instead of getting plastic bag

> WHO needs to take this action?

A Everyere— u People whago grocery
shopping regularly.

A Is there a specific U People who grocery
geographic area we shop regularly irX,Y, Z
need to target? towns.

A Are there specific U People who grocery
locations of this shopat large grocery
action? stores in X,Y, Z towns.



Can you further divide the audience Into
these subgroups?

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

AWho is most likely to do the behavianext ?
(after those above)
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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 subgroups you should
target first?
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WHY PEOPLED ON 0 DO THINGS



aThegi tried to
do it, but it got
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|t 6s easi€Rs
safertonotdo &
anything

| t 0s not| Li:»j‘ mMhey

possible to do oget o
the thing should do it




| t OsS eas
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STATUS QUO BIAS

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




| t O0s easi er and safer

LOSS AVERSION

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




| t 0sSs not even pos%i bl e

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

ACost of resource

AResource not readily available
AResource not close to them
Alnfrastructure not in place






