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Diverse	  Behaviors	  Affect	  Energy	  Use	  

–  Vary	  in	  context	  and	  frequency	  
»  One-‐Cme	  (e.g.,	  install	  CFLs,	  install	  insula:on)	  
»  RepeCCve	  (e.g.,	  appliance	  use,	  ligh:ng	  use)	  

–  Vary	  in	  cost,	  difficulty,	  and	  other	  obstacles	  
»  Internal	  barriers	  (e.g.,	  knowledge)	  
»  External	  barriers	  (e.g.,	  cost)	  

Reducing	  Energy	  Use	  =	  Behavior	  Change	  



TradiConal	  MarkeCng	  Approach	  



Community-Based Social Marketing	  

•  Behavior	  change	  requires	  a	  different	  approach	  
•  Process	  not	  a	  product	  
•  Beyond	  brochures,	  billboards,	  brands	  

•  Community-‐Based	  Social	  MarkeCng	  (CBSM)	  
•  Origins	  in	  100	  years	  of	  social	  science	  
•  Research-‐driven	  
•  Community-‐based	  
•  Removes	  barriers	  	  
•  Outcomes	  (behavior	  change)	  not	  Outputs	  (#	  of	  impressions)	  



•  Combines	  behavioral	  change	  theory,	  social	  
marke:ng,	  and	  community	  engagement	  	  

•  Goal	  is	  to	  lower	  the	  barriers	  and	  raise	  the	  benefits	  
•  Applied	  within	  a	  target	  community	  	  

•  Uses	  many	  tools,	  including	  crea:ng	  effec:ve	  
messaging,	  incen:ves,	  and	  behavioral	  tools	  

Community-Based Social Marketing 



A	  5-‐Step	  Process	  



Community-Based Social Marketing 

Some specific behavioral 
principles are: 
•  Reciprocity 

•  Commitment—written and 
public preferred 

•  Establishing social norms 

•  Interpersonal 
communication 

•  Goal setting 

•  Feedback 



Prompts	  

• Messages	  that	  
remind	  us	  to	  
take	  certain	  
ac:ons	  at	  
strategic	  :mes	  
or	  loca:ons	  

Commitments	  

•  Public	  pledges	  
made	  to	  take	  
certain	  ac:ons	  

• Can	  include	  goal	  
seSng	  

Feedback	  

•  Informa:on	  on	  
the	  impacts	  
from	  changed	  
behaviors	  

•  Track	  progress	  
toward	  goals	  

IncenCves	  

•  Financial	  or	  
social/emo:onal	  
“rewards”	  for	  
achieving	  goals	  

Social	  Norms	  

•  Portraying	  the	  
desired	  behavior	  
as	  the	  
“mainstream”	  
behavior	  

Social	  Diffusion	  

• CraYing	  vivid,	  
mo:va:onal	  
messages,	  
tailored	  to	  
specific	  decision	  
makers	  

Framing	  

•  Influencing	  the	  
influencers,	  i.e.,	  
thought	  leaders	  
within	  business	  
community	  and	  
organiza:on	  

Barrier	  Id	  

• Qualita:ve	  
research	  to	  
understand	  and	  
mi:gate	  barriers	  
to	  taking	  ac:on	  

Behavioral Tool Overview 



•  Are	  we	  focusing	  on	  behaviors	  that	  make	  
sense?	  

•  Informed	  choices	  
– What	  is	  desired	  outcome?	  
– What	  sectors/audiences	  are	  linked	  with	  outcome?	  
– What	  behaviors	  are	  linked	  with	  outcome?	  
– Priori:ze	  behaviors	  

Focus	  on	  Specific	  Behaviors	  



PrioriCzing	  Behaviors	  



CBSM.com	  



Pedestrian	  Safety	  



Pedestrian	  Safety	  

h_p://media.cbsm.com/uploads/1/PedestrianSafety.pdf	  



PuYng	  it	  to	  use…	  

Smart	  Commute	  Upper	  Valley	  
Aaron	  Brown,	  Vital	  Communi:es	  

High	  Five	  Home	  Energy	  Retrofit	  
Chris	  Granda,	  One	  Change	  Founda:on	  


