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CBSM in a Nut Shell

COMMUNITY-BASED SOCIAL 
MARKETING

A process that uses marketing 

principles and techniques to 

influence a target audience 

behavior that will benefit 

society, as well as the 

individual

OR

Changing behaviors for good



Social Marketing Truths

1. Awareness does not lead to behavior change

2. People do not change their behaviors because it 
ƛǎ άǘƘŜ ǊƛƎƘǘ ǘƘƛƴƎ ǘƻ Řƻέ

3. Education alone does not change behaviors

4. People fib about their behaviors

People do change their behaviors when the benefit 
to them outweighs the barrier



Social Marketing Planning Process

Step 1: Identify Goals & Objectives

Step 2: Define Research Needs

Step 3: Identify the Desired Behavior Change

Step 4: Choose & Prioritize Target Audiences

Step 5: Map Barriers and Motivations

Step 6: Plan your CBSM intervention

Step 7: Create an Effective Message Strategy

Step 8: Identify and Enlist Partners

Step 9: Develop your Communications Plan

Step 10: Create an Evaluation Plan



άLŦ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŜǊŜ 

ȅƻǳΩǊŜ ƎƻƛƴƎΣ ŀƴȅ ǊƻŀŘ ǿƛƭƭ 

ƎŜǘ ȅƻǳ ǘƘŜǊŜέ

- Alice in Wonderland



Step #1: Identify Goals & Objectives

GOALS

Long term and broad

Determined before 
planning process begins

OBJECTIVES

Measurable ways to reach 
goals

Specific as possible: by 
who? How much? By 
when?



Step #2: Define Research Needs

ÅLet research guide program development

Å5ƻƴΩǘ ŀǎǎǳƳŜ ȅƻǳ ƪƴƻǿ Ƙƻǿ ȅƻǳǊ ŀǳŘƛŜƴŎŜ 
thinks and feels

ÅUse research to:
ïDetermine current behaviors

ïIdentify target audiences

ïIdentify barriers and motivations 

ïTest concepts/messages

ïSet baselines for evaluation



Step #2: Define Research Needs

ÅMine existing sources
ïWest Coast Climate & 

Materials Management 
Forum

ïWRAP.org.uk
ïEu-fusions.org
ïNRDC
ïUSDA
ïFAO
ïLocal universities
ïEnvironmental organizations
ïMedia



Step #2: Define Research Needs

Typeof Research How Used Considerations

Quantitative (telephone, 
online, mail)

ÅGather statistically 
significantdata

ÅBaseline data

ÅSelf-reporting bias
ÅCaller ID/cell phones
ÅScreening questions
ÅOnline self-selection
ÅOnlinecan show 

visuals

Focus Groups ÅTest messages
ÅTest creative concepts
ÅDelve deepinto issues

ÅGroup think
ÅParticipation incentives

Intercept Surveys ÅTest messages
ÅTest creative concepts

ÅKeep it short
ÅGo to locations where 

target audience visits



Step #2: Define Research Needs

Typeof Research How Used Considerations

Behavioral Data/ 
Observation

ÅTo measure actual 
behavior changes

ÅE.g.meter data; waste 
diverted

ÅObserve and record 
behavior

ÅNo self reporting bias 
concerns

ÅOftenexpensive to 
gather and analyze

Executive interviews ÅGather input from 
influencers and key 
stakeholders

ÅOppto brief key 
audiences

ÅIdentify potential road 
blocks

Diaries ÅDetermine current 
behaviors

ÅIdentify barriers and 
motivations

ÅStealth: Track 
behavior/ thoughts 
around several 
activities



Example: In-Home Recycling Audits

Revealed Key Insights:
1. Most think they do a good job recycling

2. .ŀǊǊƛŜǊǎΥ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ ŎƻƴǾŜƴƛŜƴŎŜ ŀƴŘ ǘƘŜ άƛŎƪέ ŦŀŎǘƻǊ

3. Households that had a recycling champion did better



Step #3: Identify Behavior Change

Is the behavior non-
divisible?

What is potential impact?

What is the probability of 
change?

What is market 
opportunity?



Step #4: Choose & Prioritize Target Audiences

Å Brainstorm all audiences

Å Categorize each audience:
ïPrimary 

ïInfluencer 

ïGatekeeper 

Å Choose priority audiences

Å Develop profiles and 
insight
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Step #4: Choose Target Audiences

Target 

becomes 

aware of 

issue of 

wasting 

food

Target is 

educated 

about how to 

waste less 

food

Target 

becomes loyal 

to behavior; 

influences 

peers; social 

norm develops

Target has 

satisfied 

experience, 

feedback 

drives long-

term loyalty

Target 

consciously 

changes 

behavior 

related to 

wasting food

Target develops 

personal 

connection; 

benefits 

overcome the 

barriers



Step #5: Map Barriers and Motivators

Barrier: Anything that reduces the probability of a person 
engaging in the desired behavior
ÅInternal barriers: Knowledge, motivation, perceptions, assumptions

ÅExternal barriers: Lack of access, difficulty, cost

Benefits: Anything that increases the probability of a person 
engaging in the desired behavior
ÅLƴǘǊƛƴǎƛŎΥ tŜǊǎƻƴŀƭ ǊŜǿŀǊŘ ŦƻǊ ŎƘŀƴƎƛƴƎ ōŜƘŀǾƛƻǊΥ  ²ƘŀǘΩǎ ƛƴ ƛǘ ŦƻǊ ƳŜΚ

ÅExternal: Benefiting others, society, community or world

18



Step #5: Map Barriers and Motivators
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Behavior



Step #5: Map Barriers and Motivators

Target
Audience

Desired
Behavior

Barriers Motivations Tools/Tactics

Parents with 
above average 
income of X 
with young 
childrenat 
home

Eat your 
leftovers/food
odds and ends 
before they go 
bad 

Å Busy
Å Forgetful
Å Picky kids
Å Knowledge

Å Save money
Å 5ƻƴΩǘ ǿŀƴǘ 

to be 
wasteful

Å Be agood 
example to 
children

Å Eat Soon Box
Å Recipe finder 

(apps/online 
guide)

Å Kid friendly 
recipeideas

Å Chef demos at 
parent-oriented 
events with cost 
saving ideas



Step #6: Plan Your CBSM Intervention 

Highest 
Reach

Advertising Direct mail 
Social 
media

Group 
influence

One-on-
one 

outreach

Highest 
Impact



Step #6: Plan Your CBSM Intervention 

Social Marketing Tools:

Å Cognitive Dissonance

Å Norms

Å Incentives/rewards

Å Commitments

Å Prompts

Å Feedback

Å Social diffusion



Cognitive Dissonance



Cognitive Dissonance



Norm



Norm



Incentives/Rewards



Commitment



Prompts



Feedback



Social Diffusion

Source: NSW EPA



Step #7: Create an Effective Message Strategy

ÅThe public is exposed to 2,000-3,000 
marketing messages per day

ÅYou have 3-р ǎŜŎƻƴŘǎ ǘƻ ŎŀǘŎƘ ǎƻƳŜƻƴŜΩǎ 
attention.

ÅaŜǎǎŀƎŜǎ ǎƘƻǳƭŘ ōŜΧΦ



Simple

http://www.flickr.com/photos/cocktail_hour/2903970626/
http://www.flickr.com/photos/cocktail_hour/2903970626/


Emotional



Emotional



Benefits, Not Features



Benefits, Not Features



Relevant & Timely



5ƻƴΩǘ CƻǊƎŜǘ ǘƻ IŀǾŜ Cǳƴ



Step #8: Identify & Enlist Partners

ÅLook for partners with:
ü Complementary mission/goals

ü Audience overlap

ü History of collaboration/community involvement

ÅThings that partners can bring to the table
ü Communications channels to the target audience

ü Money/in-kind resources/incentives

ü Data and/or data analysis

ü Credibility with target audience

ÅMake sure you have something to bring to the table

ÅConsider private, public and non-profit sectors

ÅLook for local media partners



Step #8: Identify & Enlist Partners



Step #8: Identify & Enlist Partners



Step #9: Develop a Communications Plan

Å5ƻƴΩǘ ǎǘŀǊǘ ǿƛǘƘ ǘƘƛǎ ǎǘŜǇΗ

ÅStrategies are broad, 
tactics are specific

ÅBoth support primary 
intervention strategy

ÅLook for integration of 
tactics

ÅPilot strategies



Strategies & Tactics

ÅOne-on-one outreach

ÅTools and incentives

ÅMedia relations

ÅSocial media

ÅAdvertising

ÅCommunity events



One-on-One Outreach

Source: Rhode Island Food Policy Council



Tools & Incentives



Media relations



Social



Advertising



Community Events



Step #10: Creating an Evaluation Plan

ÅCreate evaluation plan before starting 
implementation

ÅIdeal is to measure actual behavior change

ÅDecide how you will measure against each 
objective

ÅSet an evaluation timeline

ÅLook for trends in data

ÅCourse correct if necessary



Key Takeaways

ÅFocus on one specific behavior at a time

ÅRemove barriers & emphasize benefits 

ÅPrioritize audiences and understand where 
they are in behavior change continuum

ÅEmphasize personal contact

ÅFind ways to encourage social diffusion

ÅMeasurement matters



Thank You!


