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ÅMarketing a behavior

ÅMaking change easier

ÅTransforming society

Social Marketing is:
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Dayton area initiative to 

encourage and enable 

alternative transportation use

ÅRidesharing

ÅBiking

ÅWalking 

ÅTaking the bus

Example campaign
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The partnership

THE M IAMI CONSERVANCY DISTRICT

Social Norms 

in the lab
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ÅLearn steps of behavior 

change campaigns

ÅDescribe value of involving 

target audience

ÅCreate a measurable 

objective of your own

In this session . . .
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Changing Behavior

ÅIdentify target audience and desired 

behaviors

ÅIdentify barriers & benefits

ÅSelect tools that match the identified 

barriers

ÅRefine and define your approach

ÅPilot test and adjust

ÅImplement throughout target audience

ÅEvaluate
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ÅWhat do you want people 

to do or not do?

ÅAre they likely to make 

the change?

ÅHow will you know?

Desired behaviors
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ÅWhat do you want people to do or not do?

Use alternative transportation more and drive 

own car less

ÅAre they likely to make the change?

With enough personal benefits

ÅHow will you know?

Participation & Census

Desired Behaviors for 

Drive Less, Live More
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Your turn!

What behaviors would 

you like to change?
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Behavior Environmental 

Impact

Disconnect 

downspouts

Reduce 

hydromodification

Reduce or 

eliminate lawn 

fertilizer use

Reduce nutrient 

overloading

Properly 

dispose of 

household 

hazardous 

waste

Reduce VOCs and 

other toxic 

pollutants
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What behaviors matter?
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ÅWho has the power to 

change?

ÅWhat can we know 

about them?

ÅHow will we find out?

Outreach campaigns are most likely to waste effort and money 

when organizers fail to segment and understand the target audience.

Target Audience
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Adult car owners in Montgomery 

County area

ïWho bike recreationally

ïWho live & work near bus line

ïWho want to save money

ïWho want to improve health

Target Audience for 

Drive Less, Live More
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Your Turn!
ÅWho has the power to change?

ÅWhat can we know about them?

ÅHow will we find out?
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Identify barriers & 

benefits

ÅResearch similar projects

ÅInterviews/focus groups

ÅObjective surveys
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Barriers & benefits for Drive 

Less, Live More

Mode Barrier Benefit

Bus Inconvenient 

Routes

Dependability

Bike/Walk Time & Distance Increased fitness

Carpool Inflexibility Cost savings

Drive Expense Convenience
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Your turn!

ÅWhere can you find assessment & 

evaluation data about similar 

projects?

ÅWho can help conduct interviews, 

focus groups, and surveys?

ÅDo you have a list of ñearly 

adopters?ò
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Select the right tools

ÅMagnify benefits

ÅOvercome barriers
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Social Marketing Tools

ÅCommitments

ÅPrompts

ÅSocial norms

ÅMessages

ÅIncentives

ÅRemoving external barriers
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Commitment examples
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Prompts
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Social Norms

THE M IAMI CONSERVANCY DISTRICT

Effective messages
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Providing 

incentives
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Barrier removal examples
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Drive Less, Live More Tools

ÅCommitments ïLog your trips

ÅPrompts ïE-newsletters, ads

ÅSocial norms - Gatherings

ÅMessages
ïGet fit

ïSave money

ïEnjoy life

ïProtect the planet

ÅIncentives ïPancakes, Prizes

THE M IAMI CONSERVANCY DISTRICT

One Less Trip
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Media

ÅWebsite

ÅAds

ÅEarned Media
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Gatherings
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Incentives


