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Introduction 
 
What makes this handbook different? How will it help you do your job any better? These are 
questions we asked ourselves as we drafted this book.  
 
We in the conservation sector are often involved in activities aimed at influencing human 
behaviour. Yet, not surprisingly, most of us come from a background in ecology, biology, 
geography or similar disciplines – rather than the human behaviour disciplines! We know 
the biological and ecological consequences of the human behaviour we wish to influence – 
such as species at risk, threatened habitats, deteriorating water quality, and a changing 
climate. However, our knowledge about influencing human behaviour may sometimes come 
more from desperation, and the desire to do something, rather than nothing. So, we 
propose brochures, posters, signs, newsletters. We hope that by giving people information, 
this will be enough to change their behaviour.  
 
But, behaviour change is much more complex. In the past few years, the conservation 
sector has been exposed to the many excellent resources on social marketing, community-
based social marketing, and behaviour change. Yet in implementing the Living by Water 
Project we felt that these resources were sometimes too narrow in their perspective. Social 
marketing is more than a tool to be applied from time to time to a given project; ideally, it 
reflects a fundamental orientation of an organization or agency and influences the way the 
organization does business. 
 
This handbook has several unique qualities: 
 

• Material from the handbook can be applied to many other situations besides a 
complete conservation marketing exercise. Its applications include such varied topics 
as your internal communications, funding applications, external communications on 
specific projects, and your organization’s website. 

 
• The handbook has a results orientation and incorporates thinking from outcomes 

management, project planning literature and the logic model. 
 

• This handbook is aimed at summarizing for you some of the most significant tips and 
techniques. As well, it incorporates lessons learned and case examples from other 
projects “on the ground”.  

 
• The handbook acts somewhat like a “source book” or reader, with extracts from 

other relevant materials, as well as our own examples. 
 
• The material goes beyond the traditional social marketing and community-based 

social marketing approach to implementing a project. It includes unusual or less 
common ideas such as the role of the arts in conservation, storytelling, and some 
comments on ethical dilemmas (such as the ethics of persuasion, which is of interest 
to both those in the environmental non-government community and government 
agency officials). 

 
The handbook is an overview, a snapshot guide. For further information and detail, the 
resources described in the Resource List will provide you with plenty of detailed information.  
 
We come at the material from the perspective of practitioners in conservation, rather than 
theoreticians in social science.  
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This handbook will help you understand the importance of knowing who your audience is – 
and the potential breadth of range of your audiences. They may be internal – your own 
colleagues, board members, supervisors. They may be partners or other agencies which you 
wish to interest in the benefits of participating in your project. They may be the range of 
groups and individuals whom you perceive as being part of the solution to your problem. 
They may be politicians and other decision-makers. Many materials from the social sciences 
don’t reflect this range of audiences. 
 

Why You Should Read this Handbook 
 
This handbook will help you: 
 
Be more results-oriented: Plan your programs and activities to consider what results you 
will gain from them, and how your outreach and communication efforts will fit into these 
planned results.  
 
Communicate to your audiences more effectively so they will understand why they 
need to listen to your message. This includes the entire range of audiences – internal, 
funders, senior decision-makers, the “public” – that you may deal with. 
 
Consider innovative tools and techniques for engaging audiences and achieving the 
results you want. 
 
Adopt some simple tools and approaches, easily understood. You do not have to carry 
out an entire social marketing program to benefit from the tools in this book. 
 
Broaden your thinking when you consider the term “audience”. Your audiences 
include your own internal colleagues, funding agencies, decision-makers, partners and 
others. 
 
At the close of the first decade of the new millennium, we have run out of time to practice. 
Just look at the titles of some recent publications that are talk about our environmental 
emergency: Climate Code Red; Plan B3.0 - Rescuing a Planet Under Stress and a Civilization 
in Trouble; Field Notes from a Catastrophe; Creation - An appeal to save life on earth; Hell 
and High Water – Climate Change, Hope and the Human Condition..   
 
Many of these authors talk about the need to change human behaviour, and the behaviour 
of our institutions. We are in an urgent situation. We need to “get it right” the first time. 
 

Who Should Read this Book 
 
This handbook is intended for anyone engaged in education and outreach activities and 
programs, who wants to make those outreach activities more “effective” – that is, 
contributing to learning, changes in attitudes, and possibly, changes in behaviour.  
 
The handbook is aimed at representatives of NGOs, local governments, and other 
government agencies. It is intended for use by managers, outreach coordinators, project 
officers, scientists – in short, anyone who is working to influence the attitudes, values or 
behaviour of others. Those working on funding proposals may also find aspects of the 
handbook helpful to them in framing their project to meet funders’ needs. Similarly, some of 
the tips about understanding your audiences apply if you are hoping to influence your 
“internal” audience of peers and colleagues. 
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The handbook will be helpful to anyone who has considered doing a social marketing 
training program but lacks the time or resources to do so. It will be a “first step” to help you 
think from an audience-centred perspective. If you have had some introduction to social 
marketing, the handbook will help reinforce and cement some of the ideas that will have 
been presented. 
 
The handbook will be helpful to those in conservation who have never considered doing a 
social marketing training program and cannot see its relevance to your work – whether that 
work is conservation of land, adapting to climate change, protecting species at risk, water or 
air quality. We all can benefit from being more marketing-oriented – that is, more centred 
on our audiences, our readers, our “customers”! 
 
The handbook will also be helpful to those who have done some social marketing training, 
as it will help you see broader application for these principles than you might have 
considered up till now. 
 

What this Handbook Contains 
 
This handbook is a synthesis of many existing materials drawn from a variety of fields, 
including social marketing and communications. In addition, we have incorporated 
throughout reflections from lessons learned as we carried out the Living by Water Project, 
as well as lessons from various other case examples that we have encountered in our 
research. 
 
The handbook contains simple exercises to help you understand some key aspects of the 
project planning process which any project hoping to engage an audience – whether it’s a 
funder, a board, or a member of your community – needs to understand. Tools and 
techniques are easily transferable. 
 
You may be beginning a program in the hopes of changing attitudes or behaviour, or 
educating and raising awareness, but you are not sure exactly what type of program you 
should do or why you are doing it. Chapter 1 describes some of the fundamental principles 
of behaviour change. and defines some basic terms. Chapter 2 reviews some of the ethical 
issues involved in behaviour change and persuasion, and Chapter 3 outlines in greater 
detail some of the key activities in developing a “logic model” sequence of activities and 
results that will help you determine whether you can answer that cynical question, “so 
what?” so that you can focus on desired impact. Chapter 4 reviews some of the 
implications of what it means to put the audience at the centre of your outreach activities, 
and provides tips and techniques for identifying and understanding your audience. 
Chapters 5 and 6 summarize some key fundamentals of a conservation marketing 
program, going beyond the “traditional” social marketing program. Finally, Chapter 7 
discusses the challenge of measuring results and reporting to decision-makers and funders. 

Case examples are noted throughout the text with the symbol �.  As well, several are 
included in Appendix 1. Appendix 2 includes some specific tips for writing simply and in 
“plain language”. The handbook contains an extensive set of references. 
 

� This handbook is a “work in progress” that will be expanded and revised over time; in 

particular, it is hoped that as more case examples – particularly Canadian ones - are 

developed, the handbook can be updated. Case examples are noted.   
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How to Use this Book 

 
� Our experience in conducting workshops with the material in this handbook is that a 

valuable part of the process is the interaction and discussion amongst colleagues and peers. 
We therefore recommend that the material in the book be discussed in workgroups. The 
handbook can serve as a guide for a study group to review the material – perhaps a chapter 
a week. A PowerPoint presentation for use in workshops is available on request (contact 
info.livingbywater@xplornet.ca).  
 

Conservation and Climate Change 
 
Climate change is affecting everything we do in conservation. Here are three possible 
examples: 
 

• A land trust invests funds raised from donors and purchases a small island known for 
its biological diversity. The island is only two or three metres above sea level and 
within thirty to forty years could be inundated by rising sea levels. 

• A repository of unique biodiversity is increasingly threatened by invasive species 
which are more resilient that native species to variability in precipitation and 
temperature fluctuations. 

• A stewardship education program focuses its efforts on influencing behaviour change 
to protect threatened Pacific Salmon stocks. However, the forecasts of climate 
change impacts suggest that no matter what individuals do, these stocks may be 
doomed. Are the stewardship education funds being directed in the most effective 
direction?  

 
Climate change means that we in the conservation movement – like the rest of the world – 
can no longer engage in “business as usual”. It is one thing to retool our economy to 
substantially reduce our carbon emissions. How we as a society, and as a planet, 
accomplish this will be challenging enough. But it is also a huge challenge to consider 
conservation in the face of changing climates – rising sea levels, threatened species, 
droughts, and floods –the likely impacts of these forces, and how our communities will 
respond. The challenges we face are likely to be huge. Nonetheless, the potential changes 
we face must be taken into account when making decisions about projects, and human 
behaviour change. 
 
Climate change represents huge challenges – but it also represents huge opportunities. As 
we adjust to a world with less carbon, we in the conservation movement can utilize 
conservation marketing tools and techniques to help citizens think about, and act upon, the 
significant shifts in society that are required. The ideas in this handbook represent some of 
the tools that can help these shifts take place. 
 

Sources 
 
The inspiration for this handbook came from the Living by Water Project Conservation 
Action Marketing program. Since 2000, we have been teaching ENGO and agency personnel 
some of the principles we employ in outreach and engagement.  The handbook builds on the 
PowerPoint presentations that we have employed in our teaching, and incorporates publicly 
available material from other sources. References are identified at the end of the book.  
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�A number of key resources were relied upon extensively in preparing some of the content 

and exercises for this book, especially an American book by Jack Wilbur aimed at watershed 
educators, a Health Canada website on Social Marketing, course materials from Jim Mintz on 
social marketing, some course exercises used by Philip Cox of Plan:Net in teaching logic 
modelling, and a book by the Kellogg Foundation also on logic model development. These 
materials are cited in the endnotes and also listed in the resources. 
 
The list of resources provides an annotated bibliography of the materials used in preparing 
this handbook, as well as a variety of documents and books that provide insight to related 
topics. For example, there are a number of references listed which summarize recent 
research into the climate change denial campaign, and books about human biology and how 
learning occurs.  
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It’s often easier to work with fish and streams than it is to work with 

people so as to prevent them from causing the need to restore the 
stream in the first place. 

 Otto Langer 

 

Chapter 1 – So What? Thinking about Project 

Effectiveness 
 
“So what?”  “What will the results be if we invest in this program?” “Why should we care?”  
“Why are you proposing this?” “What is it we really want?” “What will the problem look like 
solved?” 
 
Each of us has probably asked – or been asked –questions like those listed above, framed in 
some way or another. If you’re lucky, a question like “so what?” was not asked in the 
middle of a heated meeting with the media taking notes! 
 
Even though the question may have been asked cynically by a sceptical audience member, 
it is worth your time to ask it of yourself before you engage in project activities. 
 
 

Framing the Challenge 
 
 
 
 

 
 
 

 
 
 
 

 
 
 

 
 
Question: What do these four example projects have in common?  
 
Response: They are all aimed at educating, informing and – perhaps – influencing the 
behaviour of others, in expectation that these behaviour shifts will have a public benefit. 
The examples are drawn from our experience working with other organizations on issues 
related to water, water quality, shoreline protection, and watershed restoration. Other 
examples could be similarly described from other conservation education fields. 
 
How effective might these four projects be? Can we strengthen effectiveness?  
 
This is the challenge which many of us face. By incorporating tips and techniques from the 
world of marketing, we can increase the likelihood of achieving some of the results that we 
want, particularly behaviour change results. 
 

 
 
 
 
 

A government agency distributes a brochure informing people of 
their responsibilities as shoreline property owners. 
 

A school partners with a local stewardship organization to paint 
yellow fish by storm drains. 
 

A local non government organization receives a grant to install 
pesticide free lawn signs. 
 

A local government installs a billboard high up on a mountain road 
informing road users that they are in the municipality’s watershed 
and to report all suspicious activity. 
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Many of us working in the field of conservation may find it easier to manage the resource –
rather than the people who are influencing the resource.  
 
The challenges that we face include:  
 

Education does not necessarily translate into behaviour change.  
Example: a news story from September 2008 cites directors at the Capital Regional 
District as concluding that the “educational approach” is not working, and that they 
will have to beef up bylaw enforcement in regional parks to deal with thousands of 
violations such as open liquor violations and failure to pick up pet waste.1 
 
Even during emergencies, asking people to do the “right thing” does not necessarily 
yield the desired behaviour. For example, in August 2003 during the massive power 
black-out in eastern Canada and the United States, then Ontario Premier Eves 
appealed to Ontario residents to reduce their use of electricity to help the grid 
stabilize. Individuals did not respond sufficiently to make a difference; the big 
reductions came from industry.2 
 
Environmentally-supportive attitudes do not necessarily translate into 

behaviour consistent with those attitudes.  
Example: a 2007 poll showed that even though Canadians are worried about the 
threat of climate change, they are not prepared to curb their car travel.3 A program 
which seeks – say, through education – to change attitudes may not be successful in 
changing behaviour. 

 
These examples demonstrate that when we carry out “people” projects – where people are 
asked to change their behaviour – we can benefit from the insights of those who are more 
familiar with working with people, such as social scientists.  
 
Many local governments consider education to be a key cornerstone of their programs to 
bring about appropriate behaviour. Recycling, water conservation, energy conservation, use 
of alternatives to pesticides are some common programs which rely on education. However, 
as we have suggested above, education is not necessarily sufficient.  At a 2005 conference 
on non point source pollution, David Galvin of King County in the Seattle area challenged his 
audience with the following comments:  
 

I did a quick and unscientific review of non-point source education and outreach 
programs – my own and others around the country – asking (naively), “What can we 
show, in the water, as a result?” The answer is “We don’t know,” or “Not much.” This 
is likely a reflection of the complexity of watersheds, multiple inputs, cost and 
challenge to monitor changes, and related, valid reasons. Nevertheless, it is troubling 
that we have so little to show, in terms of direct, documented impacts in the 
environment, for the educational and outreach programs we have done. There are a 
few good and interesting examples, which I highlight. Generally, education and 
outreach programs do not do a good job of outcome thinking, or of using current 
theory, logic models or social marketing expertise to craft carefully thought out 
strategies. Nor do we do well at measuring results, outcomes and impacts. We 
should consider the relationship between education and outreach programs and 
other watershed-protection strategies, and think more broadly of the value of 
increased understanding, support and constituency-building that we get through our 
efforts. I am convinced of the fundamental value of outreach and social marketing 
programs, and encourage us all to think more critically, measure more rigorously, 
and help build a body of evidence to document the results of our work.4 
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“Outcome thinking”; “logic models”. These are terms that may be new to some in the 
conservation sector. Measuring results. What are we achieving? These are important 
questions to consider, and Chapter 3 provides more guidance. 
 
 
 

���� CASE EXAMPLE – The Living by Water Project – Evaluating our Impact 

 
We started the Living by Water Project in 1997. At that time, riparian education programs, 
and awareness amongst shoreline property owners, were not very widespread. Since then, 
many groups – as well as Living by Water Project – have carried out education and 
behaviour change projects, and riparian education is much greater. How though do we 
evaluate the effectiveness of our work? What have we learned? 
 
In the last few years there have been huge pressures on waterfront in British Columbia, and 
some shoreline development projects approved which probably should never have been 
allowed to go ahead. Is this a testament to our failure? Or, would we have had more 
inappropriate shoreline development if we had not done Living by Water? We will never 
know.  
 
In British Columbia, we also have the Riparian Areas Regulation (although it is fish-
focussed), and, anecdotally at least, greater support for shoreline regulations. At the same 
time, there is increasing concern about deteriorating water quality and lack of adequate 
water supplies in some areas during dry months of the year. 
 
What – if any – role did the Living by Water Project play in shaping attitudes about water?  
This is an impossible question to answer because we were unable to secure the funds 
needed to carry out base line studies at the outset of the project.  
 
 
 

Marketers and Consumer Behaviour 
 
Influencing behaviour is something that the commercial sector is familiar with: marketers 
know how to influence behaviour change, to encourage consistent consumer behaviour in 
purchasing product “X” or service “Y” again and again. In conservation education we need 
to understand that simply producing brochures or lawns signs are not enough.  
 

� As conservationists we may not be, nor want to become, social marketers – but we need 

to move down that road. 
 
The term “marketing” has a negative connotation; however, as the following extract 
illustrates, marketing is actually really about meeting your “customers” or audience’s needs: 
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For those of us in conservation the above perspective may seem odd – first, to be 
considering our audience as our “customers”, and then, to be “asking them what they need 
and then giving them products and services which meet those needs”. Surely this is 
backwards from how most of us see ourselves! We have a message to deliver, a behaviour 
change outcome we want to see. And now, here is a message that implies we should be 
dropping our own objectives in favour of giving customers what they need? This apparent 
contradiction is explored in Chapters 4 and 5 of this handbook. 
 

Some Terms 
 
The following defines some of the main terms that are used in this book. 

Environmental Education 

Environmental education is a learning process that: 
• increases people’s knowledge and awareness about the environment and associated 

challenges 
• develops the necessary skills and expertise to address the challenges, and 
• fosters attitudes, motivations, and commitments to make informed  decisions and 

take responsible action5 
 

Marketing = Meeting Customer Needs 
 
Mention the word “marketing” and some people immediately see smooth-talking 
salesmen in plain sport coats persuading customers to buy a used car with slick high 
pressure pitches. 
 
Many others think of marketing as a complicated and confusing mixture of mind reading 
and magic wand waving to come up with an arbitrary plan of action. 
 
Marketing, however, has nothing to do with these old cliché images. Marketing is NOT 
forcing unwanted products on wary customers. Instead, marketing involves asking 
customers what they need and providing products or services which meet those 
needs.  
 
Marketing doesn’t have to be a complicated procedure. Marketing is a straightforward 
step-by-step process which anyone can learn and use. 
 
 
Marketing will help us: 

• Meet customer needs 
• Strengthen the capacity of the ….conservation agency… 
• Expand our conservation partnership to be more effective by forming alliances 

with groups who share our issues 
• Anticipate and address conservation issues at the local, state and national level 
• Deliver the right service to the right customer 
• Increase public support 

 
Marketing is a team effort. To get everyone involved, consider having a different member 
of the team lead each phase. 
 

Source: USDA Conservation Marketing Booklet 1995, p 3 
[emphasis added] 
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Understanding business marketing 
 

Marketing (at the micro, or business, 
scale) is the performance of business 
activities which direct the flow of goods 
and services from producer to consumer 
or user in order to satisfy customers and 
accomplish the company’s objectives. 
 
Source:  E. Jerome McCarthy and Stanley Shapiro, 

Basic Marketing 

 
Marketing is a logical planning process 
involving audience/ consumer research, 
analysis, segmentation, outcome setting, 
(and) identification of marketing 
strategies. Research is essential – at the 
beginning (planning), during (monitoring 
and adjusting), and at the end 
(evaluation).    
 
Source:  Jim Mintz, Develop a Social Marketing Plan 

in One Day 

Traditional use of (large scale) advertising / information campaigns can sometimes be 
effective in creating public awareness and in changing attitudes. However, behaviour 
change rarely occurs as a result of simply providing information. Education and awareness 
are necessary but often insufficient conditions for sustained behavior change to 
occur. This is abundantly clear in the poll results about Canadian attitudes towards climate 
change and vehicles.  
 

Social Marketing 

Social marketing is defined as “the application 
of marketing technologies developed in the 
commercial sector to the solution of social 
problems where the bottom line is behaviour 
change.”6 It involves “the analysis, planning, 
execution and evaluation of programs designed 
to influence the voluntary behaviour of target 
audiences to improve their personal welfare 
and that of society.”7 
 
What is significant in this definition is that the 
bottom line is behaviour change – not 
necessarily education, raised awareness or 
shifts in values. A “call to action” is essential. 
 
A similar approach is seen in the definition on 
the website www.social-marketing.org: 
  
Social marketing is “…the planning and 
implementation of programs designed to bring 
about social change using concepts from 
commercial marketing”8: 
 
This social marketing website summarizes some key principles9: 
 

• The ultimate objective of marketing is to influence action. 
• Action is undertaken whenever target audiences believe that the benefits they 

receive will be greater than the costs they incur (the exchange). 
• Programs to influence action will be more effective if they are based on an 

understanding of the target audience’s own perceptions of the proposed exchange. 
• Target audiences are seldom uniform in their perceptions and/or likely responses to 

marketing efforts and so should be partitioned into segments. 
• Marketing efforts must incorporate all of the “4 Ps” i.e. 

o Create an enticing “Product” (i.e. the package of benefits associated with the 
desired action) 

o Minimize the “Price” the target audience believes it must pay in the exchange 
o Make the exchange and its opportunities available in “Places” that reach the 

audience and fit its lifestyles 
o Promote the exchange opportunity with creativity and through channels and 

tactics that maximize desired responses 
• Recommended behaviours always have competition which must be understood and 

addressed. 
• The marketplace is constantly changing and so program effects must be regularly 

monitored and management must be prepared to rapidly alter strategies and tactics. 
 
This handbook explores some of the concepts identified above – understanding your 
audience, the exchange, the 4 Ps, and identifying competing behaviours. 
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Pre-contemplation

Contemplation

Preparation

Action

Maintenance

Stages of Change Model

Prochaska, J.O. & DiClemente, C.C. 1982

Cited by Jack Wilbur

 
Jim Mintz suggests that social marketing is more difficult than consumer marketing, because 
it involves changing behaviours that are hard to change, with limited resources. While 
business marketing is aimed at meeting shareholder requirements, social marketing is 
aimed at improving the quality of life of citizens.10 Mintz also points out that a long term 
perspective is essential with social marketing; social change usually takes years (rather 
than months)11. 
 
A common perception is that the term “marketing” refers to a promotional campaign; 
however, it is a much broader concept than this. It is a process that involves the 4 Ps - 
developing products that meet consumer need, pricing those products appropriately, 
distributing them (place) and finally, developing a promotional campaign that uses an 
appropriate mix of promotional tools. 

Community-based Social Marketing 

Community-based Social Marketing (CBSM) has been widely promoted by Canadian 
researcher Doug McKenzie-Mohr. CBSM draws heavily on research in social psychology that 
indicates that initiatives to promote behaviour change are most effective when they are 
carried out at the community level and involve direct contact with people – thus the 
term “community-based”.  CBSM emphasizes the importance of peer contact, and 
community leaders. Another element of CBSM is the significance of barriers to behaviour 
change, and the importance of removing these barriers in order to bring about desired 
changes. 12 These drivers and elements of behaviour change are described in Chapter 4 of 
the handbook. Another tool of CBSM is that of incremental levels of commitment; making a 
small commitment (for example, agreeing to erect a lawn sign promoting a specific cause) 
makes people more likely to take on larger commitments, and to act consistently with those 
causes. 
 

How Does Behaviour Change Come About? 
 
In order to understand how to market our “products” to address behaviour change, it is 
necessary to understand the behaviour change process and to briefly explore some of the 
models of behaviour change. Jacobson, in her book Conservation Outreach and Education, 
summarizes a number of these.13 

The “KAB” model hypothesizes that 
once knowledge (K) is provided, 
attitudes (A) will be changed, 
resulting in changes in behaviour 
(B). However, this is generally 
thought to be too simplistic and not 
relevant to most of the situations 
that conservation organizations and 
agencies deal with. As one writer 
pointed out, “if knowledge alone 
could create change, the world 
would already be a better place.” 14 
The “Stages of Change” model15 
illustrated to the left hypothesizes 
that people possess varying degrees 
of readiness to change their 
behaviour.  
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The Stages of Change model places individuals in five stages, reflecting this readiness to 
attempt, make, or sustain behavior change: pre-contemplation, contemplation, preparation, 
action, and maintenance. The five stages are defined following. 
 
 
Stages of Change Model 
 

Stage Characteristics 

Pre-contemplation No intention to change behaviour 

In denial or uninformed of the need to change; ie – do not 
have the knowledge to be aware that a problem exists 

Contemplation Have awareness; acknowledge problem and beginning to think 
about change 

Preparation Moving to understanding and motivation. Plan to take action 
soon; make the necessary adjustments to facilitate the 
behaviour change 

Action Decision is made to modify behaviour and surroundings to 
facilitate change; action is taken. Possibility of a “tipping 
point” that precipitates decision to take action. 

Maintenance Work to consolidate the gains attained during action phase 

Struggle to prevent lapses and relapse 

Termination New behaviour is fully adopted 

Source: Jack Wilbur 

 
Getting to the point of “termination” may take many years; some might argue that we can 
never fully say that a new behaviour is fully adopted. This observation leads to discussion of 
another model of behaviour change, that embedded in Everett Rogers “Diffusion of 
Innovations”. This well known analysis has had a significant influence on social theory.  
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Rogers’ model shows that for ideas and new 
behaviours to spread, usually only 15 % of the 

population – the innovators and early adopters – 

need to adopt them. 

 
Everett M. Rogers 

Diffusion of Innovations, 1962 

 
 
Rogers studied many types of innovations and how they spread throughout society. He 
found that people vary in their openness to new concepts or technology. Approximately 
15% of the population are innovators or early adopters, and will quickly adopt innovations. 
Following the innovators and early adopters is the early majority (34%), the late majority 
(34%) and the laggards (16%), who many never adopt the innovation. Rogers also found 
that innovations that will succeed in society become “unstoppable” after reaching the early 
adopters, or 15-20% of population. 
 
This information is useful to those carrying out environmental education and behaviour 
change programs, as it shows it is not necessary to influence the behaviour of 100% of the 
population. For example, behaviors that prevent non-point source pollution may spread 
throughout the population once they are adopted by the early adopters, or approximately 
15% of the population. This being said, however, the 16% “laggards” may never change 
their behaviour – and they may be capable of significant negative impacts. 
 
 
 
 
 
 
 
Rogers’ analysis demonstrates the importance of “peer pressure” and “opinion leaders” in 
the community. Trust and credibility of those who are advocating changes in behaviour are 
also important factors influencing take-up by the early and late majority, and laggards. The 
effectiveness of CBSM relies on this model of behaviour change.  
 
The concept of different segments of the population and their likelihood to adopt a new 
behaviour influences the process of targeting the audience – discussed in Chapter 4. 
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Exercise – Education and Behaviour Change 
 
It is helpful when thinking about behaviour change, and our desire to influence the 
behaviour of others, to start with ourselves, and consider ways our own behaviour has 
changed. 
 
• Have you ever made a sustained lifestyle change? What? 
• What factors played a role? 
• Was education or learning a factor? 
• Did you experience a transition phase? A tipping / turning / change point? 
 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Chapter 2 – Ethical Dilemmas 
 
Those who practise conservation marketing are sometimes challenged to defend themselves 
on a variety of fronts. These are some of the dilemmas that conservation marketers may 
face. There are no “right” and “wrong” answers. Each situation will require those involved to 
consider as many factors as possible. But, it may be helpful for you to be aware of the 
potential issues in advance of embarking on a project where the planned outcome is to 
influence behaviour. The more advance planning you have carried out to consider these 
possibilities, the more you will be able to stay “on track” and avoid getting derailed should 
some concerns be raised. 
 

Ethical Dilemma Number 1  
 

Do we promote behaviour change to our audience, or only educate them about the 
consequences of alternate behaviours? 
 
This dilemma stems from people’s suspicion of a government that thinks it knows better 
than the people what is good for them. Social marketing, it is argued, smacks of social 
engineering, and the failed attempts of socialist regimes to plan economies and societies. 
For this reason, some agencies avoid using the terms “marketing”, preferring instead the 
less intrusive term “education”, even though education generally does not include 
persuading people to change behaviour. 
 
The counter argument to this position is summed up by Susan Jacobson; she points out that 
multi national corporations continually seek to change our behaviour and encourage 
consumption and that we accept this as part of their way of doing business. She suggests 
that government agencies consider social marketing and persuasive activities if at least one 
of the following conditions can be met: (1) the goal matches the publicly accepted mission 
for the agency or organization; (2) the audience is involved in the design of the social 
marketing program; or (3) elected officials are concerned with pursing a course of action 
with urgency.16 
 
Another counter argument is that governments are already in the business of influencing 
behaviour, by virtue of law-making and enforcement. The purpose of all law is to guide 
behaviour towards a more civil, just and equitable society, protecting the rights and needs 
of both present and future generations. 
 

Exercise 
 
Evaluate the pros and cons of “marketing” versus “education” from the perspective of your 
agency or organization.  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 

Ethical Dilemma Number 2 
 

How deep a behaviour change do we promote? 
 
There are those who argue that a massive societal transformation is required in order to 
prevent environmental catastrophe. Incremental change, as suggested by the social 
marketing approach which deals with specific behaviours, is mere tinkering with a “Business 
As Usual” approach and does a disservice to the reality of the transformative shifts required. 
There is a substantial “literature of crisis and transformation” which argues that 
fundamentally we must deal with core values such as the consumerism mentality upon 
which the industrial growth society is based.  
 

 
 

���� CASE EXAMPLE 

 
In preparing a brochure on best practices for oceanside residents (illustrated below), we 
debated with our partners whether the boat on the right should be a kayak or a fuel 
powered boat. In an ideal world, they argued, there should be no fuel powered boats 
operating along sensitive coastal areas. They suggested the kayak as the preferred boat, 
because it would show the ultimate outcome that they were aiming for. The alternative was 
a gas powered boat, but operated using best practices, because this reflects the reality for 
much of the audience. Putting a kayak in the picture would miss the bulk of our audience 
who use gas powered boats. The compromise, illustrated below, was a rowboat, with 
comments about using a “4 or 2 stroke boat motor that meets or betters EPA 2006 
guidelines” in the accompanying text. 
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Exercise 
 
Discuss the relevance of the “incremental shifts” versus “radical change” question for your 
operation. Are you comfortable with recommending incremental shifts in behaviour? Or do 
you consider incremental shifts to be insufficient?  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 

 
 
 

 
 

Ethical Dilemma Number 3 
 
Is it acceptable to use anthropomorphic reasons to promote conservation? Or 
should we be encouraging conservation based on the intrinsic values of what we 

wish to conserve?  
 

 

���� CASE EXAMPLE 

 
The threatened Blue Crab population was the 
focus of a conservation campaign in the 
eastern US described by Jack Wilbur17. The 
crab was declining due to deteriorating water 
quality associated with urban fertilizer runoff. 
The hook to grab people’s attention and 
persuade them to behaviours to help protect 
water quality was not the intrinsic value of 
the crabs. Rather, it was “protect the crabs in 
order that you can eat the crabs”. An 
integrated social marketing campaign was 
developed which positioned protecting the 
blue crab as a lifestyle issue and promoted a 
“Chesapeake Club”, a website with recipes, 
gardening and other tips. 
 
This ad was part of an integrated campaign of 
radio, television and print ads emphasizing 
the joys of eating crab, and giving people 
very specific actions that they could take in 
relation to how they used lawn fertilizer. 
 

It is not the strongest of the species that survive, nor the most 

intelligent, but the most adaptive to change.   
Charles Darwin 
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���� CASE EXAMPLE 

 
The Living by Water Project used the interest of shoreline dwellers to protect their 
properties from erosion in order to engage their interest in protecting riparian vegetation. 
Spinoff benefits, such as fish habitat, were given less emphasis than the assistance provided 
by vegetation in stabilizing shorelines. This function was then linked to the savings 
homeowners and local governments would achieve in avoiding costly repairs and loss of 
property from erosion, and thus saving the homeowner (and possibly local government) 
time and money in costly repairs.  
 

            
 
  
 
 
 

Another example lies in the justification for conservation programs like those of Ducks 
Unlimited which are ultimately aimed at protecting wildlife in order to make it available for 
hunting by people. In other words, conservation is justified not for the intrinsic value of 
nature, but for its utility to humans. 
 

  
 

Exercise 
 
Wildlife is sometimes anthropomorphized in conservation education 
materials, for example, in this illustration taken from the Washington 
State booklet “Streamside Livin’”:  
 
Comment on the pros and cons of anthropomorphizing wildlife in 
educational material.  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 

Property owners’ interest: 
to prevent erosion like that 
shown above 

Spinoff result: improved 
fish habitat from riparian 
vegetation 
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Ethical Dilemma Number 4 
 
Some argue that, given the seriousness of many environmental issues, we need 
substantial changes in human behaviour. If this is the case, they suggest, 

education alone is insufficient, and rather, we need “direct action” – for example, 
non-violent protests, to convince people to change their ways. 
 
While this question is a frequent topic of discussion in the environmental community, this 
handbook does not debate the merits of direct action versus education. This handbook takes 
the view that there is a place and need for a range of actions and approaches. Joanna Macy 
points out18 that three broad types of action are required – and none is sufficient on its own. 
Direct action may yield short-term results, but to create long-term shifts, both new 
structures and shifts in consciousness and attitude are needed – and these come about as a 
result of education. Furthermore, if we are going to engage in education and outreach, let’s 
do it as effectively as possible by using as many techniques and tools that are available. The 
authors of this handbook do not condone any direct action which is violent or may lead to 
property damage. 
 

Ethical Dilemma Number 5 
 
The essence of science is to remain free of value-driven, normative statements 
and conclusions. The argument is put forward that scientists cannot be expected 

to make pronouncements on what people “should” do, or to provide guidance on 
best practices. These are better left to policy-makers and to the political arena.   
 
As a number of the books cited in the “Resources” section point out, there are many 
examples in the world today where writers and others – speaking in the name of science – 
have been involved in helping create doubt and confusion about environmental issues.19 
This handbook takes the view that, in the face of so much “mis-information”, scientists and 
their professional organizations have an obligation to help shed light on issues which are the 
subject of controversy, and to provide their research findings for more informed decision-
making. 
 
For specific tips for communicating science, refer to Page 81 of this handbook. 
 

Exercise 
 
Identify some situations in your own experience where science, and the correct use of 
science, became embroiled in a controversial environmental decision. 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Begin with the end in mind. 
Stephen Covey 

 

Chapter 3 – Planning: Outcomes and Impacts  
 
Before we embark on a project that involves 
conservation marketing activities, we need to 
think less about the specifics of how and what 
we are going to do (the activities), and more about the results we want to achieve, the 
changes that we want to accomplish (the outcomes) and how we are going to measure 
whether we are getting there.  
 

� To help you plan and identify the chain of logic between activities and outcomes, the 

“logic model”, described later in this chapter, is an important tool. Developing a logic model 
will help focus your efforts to help you use limited resources effectively and efficiently. 
Thinking about results at the outset, and how you are going to measure whether you have 
achieved them, will also help you when it comes time to monitor your progress and evaluate 
your project. 
 

Defining Your Problem 
 
What is it you really want to achieve with your communication / education / behaviour 
change program? Here are three possible situations, drawn from the Living by Water project 
experience. 
 

1. Outreach / behaviour change campaign – lakeshore and watershed 
residents. A non government organization of citizens living around a lake in 
the BC interior has been monitoring water quality for some years. The lake is 
small and spring-fed and the citizens are concerned about the impact of septic 
systems on water quality. They are noticing increased levels of nitrogen and 
phosphorus in their sampling. They are concerned that watershed runoff, and 
septic systems from shoreline residents, are adding these nutrients to the 
lake. 

 
2. Landholder contact campaign – A fisheries habitat program is monitoring 

water quality along the length of a river. Program managers have noticed 
declining water quality and believe it is associated with removal of riparian 
restoration by landholders along the length of the river. The managers wish to 
engage waterside landholders to obtain access to their riparian areas for 
monitoring purposes, and to persuade the landholders to participate in a 
riparian restoration project.  

 
3. Developing internal support – Technical staff have identified declines in 

water quality and fish populations, and wish to initiate a program to 
understand the nature of the problem and engage others to help remediate it. 
They need to convince those who make budgetary decisions that this is a 
priority. 

 
Starting with the first issue: Suppose you are a member of the lake association which has 
noticed the increased levels of phosphorus and nitrogen in water samples and your 
association wants to prepare a brochure for hand delivery to shoreline residents in the area. 
To help clarify your thinking, use the format statement “We will….so that…”  
 



 

23 
v1.4 June 30, 2010 

What would be the intended outcome if you are thinking of preparing and distributing a 
brochure? Using the format We will… so that you might answer it:  We will prepare and 
hand distribute a brochure about runoff and septic systems to lakeshore residents so that 
they will achieve greater protection of their shoreline habitat. Does this make logical sense? 
Does receiving a brochure ensure that the recipient will change their behaviour?  
 
After thinking about your logic sequence, you might revise your logic flow, perhaps to this:  
We will prepare and and distribute a brochure to lakeshore residents so that they will have 
increased knowledge about the importance of shorelines for filtering runoff. In this case, the 
planned outcome is increased knowledge, not a change in behaviour.  
 
The logic model forces us to think carefully about what might result from the activities of 
our project or program. If the result that we want is greater protection of shoreline 
vegetation, we need to work backwards, and identify the activities that would be necessary 
to lead to that result. It is possible that hand delivering a brochure might not be a 
necessary, or sufficient, activity to lead to the result that you want! 
 
It is critical that you focus at the outset of planning your project on exactly what the 
problem or issue is. What needs to be changed? What differences do you want to see? It is 
also important that you narrow the scope of your problem as much as you can. A project 
which attempts to solve all the problems on a lake at one time is likely doomed to fail. Your 
chances of success are stronger if you deal with a small aspect of the problem. 
 
The problem definition process may need some research to understand the shape of the 
issue and what are the factors contributing to the problem. This may require you to carry 
out literature research, review other studies that have been undertaken, interview 
knowledgeable people in the subject matter, or review published statistics. In the end, it is 
often necessary to proceed without having done all the research that you might have liked 
to have done. 
 

�It is more of art than a science to balancing the need for information and data to 

understand the problem, versus the need to avoid waiting too long to act on it. 
 
Sometimes the challenge is asking the right questions to determine what your issue is. And 
sometimes you may find that there are structural factors – in society, in the economy – 
affecting the outcome you are wishing to achieve. An example of a structural factor might 
be a tax law influencing conservation behaviour. 
 

 
A good example of a simple program planning 
process is outlined in the website 
www.toolsofchange.com. This site allows users to 
work through a planning process, saving their 
responses. By the time they have worked through 
the process, a plan will have been created and can 
then be downloaded. 
 
 
 
 
 
 
 

 

 

Program Planning Process 

Setting Objectives 

Developing Partnerships 

Getting Informed 

Targeting the Audience 

Choosing the Tools of Change 

Financing the Program 

Measuring Achievements 

Source: 
www.toolsofchange.com/en/planning-guide/ 
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Exercises 
 
What is the issue that you want to address? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
Why is the issue of concern? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
What knowledge / belief do you want to promote? Do you want people to adopt / change 
behaviour? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
Are there structural actions / changes required? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Analysing Your Situation 
 
After defining the problem you want to address, you also need to understand the context 
and your organization’s ability to deal with it. 

Analyzing your Organization and Context 

 
Use a SWOT (strengths, weaknesses, 
opportunities, threats) analysis to identify 
your organization’s internal strengths and 
weaknesses, and external threats and 
opportunities.  
 
Identify and build on your strengths and work 
that already exists; avoid re-inventing the 
wheel! 
 
Use the SWOT analysis to develop your 
program strategies. A TOWS matrix can help 
guide you to develop strategies that take into 
account your SWOT profile. 
 

Here are some examples of how an 
organization can use a SWOT analysis 
and a TOWS matrix to develop strategic 
actions and assess priorities: 
 
S-O strategies: Opportunities to 
Pursue - pursue opportunities that are a 
good fit with the organization’s 
strengths.  
S-T strategies: Threats to Eliminate - 
identify ways that the organization can 
use its strengths to reduce its 
vulnerability to external threats 
W-O strategies: Things to Improve – 
overcome weaknesses to pursue 
opportunities 
W-T strategies: Risk Mitigation & 

Avoidance: establish a defensive plan to prevent the organization’s weaknesses from 
making it highly susceptible to external threats.20 

 
 

���� CASE EXAMPLE 

Through the Living by Water Project we initiated a number of simultaneous programs as 
part of a multi-pronged campaign to raise awareness, change behaviour, and meet audience 
needs. However, we neglected to carry out our own SWOT analysis to review our own 
strengths and weaknesses. Because we grew so rapidly, and embarked on so many new 
initiatives, we lacked the internal infrastructure and capacity to adequately support and 
grow these initiatives. Consequently we had challenges responding to the demand and 
interest in what we had started. 
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Analyzing the External Context  

 
As part of the planning process for your project carry out a scan of the context in which 
your project will operate. This scan might include political, legislative, social, economic and 
technological trends.  
 
This analysis or scan should also include identifying other projects or programs planned or 
underway which may confuse your audience or compete with your proposed project. It is 
easy for people to become overloaded with outreach campaigns. You may need to 
coordinate with other agencies. 
 
An acronym for this analysis of context is “PEST”21: 
– Political 
– Economic environment 
– Social climate 
– Technological difficulties / requirements? 
 
The following list is provided by Jim Mintz, in the course materials for “Develop a Social 
Marketing Plan in One Day”.22 
 
Political situation: ecological / environmental issues; current and future legislation; 
regulatory bodies and processes; government policies; government term and change; 
funding and grants; lobbying / pressure groups; wars and conflict; what kind of support for 
the project. Is this an issue for which support will be maintained for the length of time the 
outreach / social marketing project requires? 
 
Economic: economic situation and trends; seasonality / weather issues; specific business 
factors; market and distribution trends; client / stakeholder drivers; insurance / risk 
industry 
 
Social: Lifestyle trends; demographics; consumer attitudes and opinions; media views; law 
changes affecting social factors; brand, organization, technology image; consumer buying 
patterns; role models; major events & influences; ethnic / religious factors; ethical issues 
 
Technological: technology development; technological solutions; information and 
communications; access to technology; innovation potential; legislation affecting 
technology; innovations regarding client purchasing mechanisms 
 
After your review of the context, you need to ask yourself if there are any significant gaps – 
politically, economically, socially, or technologically – which might mean that your project is 
not appropriate given the current context. This is called “strategic gap assessment”. 

 
 

���� CASE EXAMPLE 

Science Outreach – A Trend Analysis  
 
A March 2009 workshop23 on Science Outreach summarized the results of a PEST analysis 
influencing the dissemination of science knowledge. The conclusions are repeated here since 
many of them are relevant for anyone conducting stewardship outreach or other 
environmental communications. Each trend is presented as a challenge; within the 
challenge are opportunities, some of which are summarized here. 
 
1. Society is driven by events. Those conducting outreach programs “fight for visibility in a 
crowded arena of activity”. Education often takes second place to entertainment. The 
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opportunity: outreach practitioners can incorporate hands-on experiences. Combining 
education and entertainment provide opportunities for engagement. 
 
2. There is a demand for memorable experiences – the “experience economy”. The 
opportunity: outreach programs need to package experiences to meet market demand. 
People will pay a premium for memorable experiences. 
 
3. With the influence of our electronic age, there is declining authenticity in experiences, 
and virtual reality is replacing actual reality for many.  The opportunity: science outreach 
can be customized and responsive to the moment. 
 
4. Emerging science and technology are not easily understood. New discoveries and 
innovations are often invisible;; access to information does not equal understanding. The 
opportunity: There is an increased need for “translators” of science. 
 
5. The public and the media are hungry for knowledge, although they want catchy, bite-
sized messages. The opportunity: Well-packed outreach will attract coverage. 
 
6. Increased global information. In a competitive environment, it is hard to differentiate an 
outreach program. The opportunity:  There is a need for packaging information, selecting,  
 
7. Emphasis on accountability. There is an increased desire and requirement to measure 
impacts of programs. The opportunity: According to David Heil, there is a growing body of 
research documenting the value of outreach. 
 
8. The public is increasingly “time challenged”. People’s attention spans are decreasing, and 
there is competition for their time. The opportunity: People are seeking meaningful ways 
to share their time together. 
 
9. The “echo boomer” generation has arrived. Technology is integral to all aspects of our 
lives. The opportunity: Technology provides an array of options for delivering outreach.  
 
10. Emphasis on better business practices. Non profit organizations are expected to operate 
more like businesses. The opportunity: Business planning helps organization focus; 
valuable programs are worth paying for. 
 

Source: David Heil, David Heil & Associates.24 
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Exercises 
 
Note: Some of these questions were adapted from the Health Canada social marketing 
website.25 
 
SWOT Analysis 

What are the internal strengths and weaknesses and external opportunities and threats that 
could affect the outcome of your project?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 

 

���� CASE EXAMPLE – Trends affecting Shoreline Stewardship 

 
When we initiated outreach campaigns for the Living by Water Project, we 
identified a number of trends that are influencing shoreline development and 

shoreline stewardship. We used this assessment to help us understand the 
context in which shoreline residents are living, and to help us in developing 
conservation marketing tools. 

 

Political 
• New approaches / regulations – performance standards / transferring responsibility to 

local level 
• Tend to “dis-integration” – e.g. specialized policies managing for Health (West Nile 

Virus); Fire (FireSmart) 
• Risk management and trend towards litigation – driving forces 
• Environmental “police” – eyes on the land / water / shoreline etc. 

 
Economic environment 
• Baby boomers are fuelling demand (9.6 million Canadians by 2011) 
• Consumer demand for sustainable developments which protect shorelines  
• There are many more people looking for recreational property than there is property 

available 

 
Social climate 
• 50% of cottage owners and potential purchasers want “peace and tranquility” 
• A key feature demanded by potential purchasers is the dock 
• “Urbanization” of the cottage 
• Emotional attachment to our land 
• People become more conservative during times of war 

 
Technological  
• Native plants increasingly popular 
• Xeriscaping with plants that tolerate local conditions – linked to water conservation 

programs 
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How can you build on your strengths?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
How can you overcome your weaknesses?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
How can you use the opportunities available to you?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
How can you reduce outside threats?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Strategic Gap Identification 
What are the strategic gaps for your project – e.g. gaps in knowledge, funding, your ability 
to deliver, partners, etc.?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
Can you overcome these and confidently say “the time is right for this”; “the project will be 
successful”?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
If not, how will you overcome the gaps / improve your chances of success?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 

 

���� CASE EXAMPLE 
 
The conference described on the website shown on the following page took place at the end 
of March 2008. There was a waiting list for participants to get into the event. This reflects 
the appropriateness of the timing; if the conference had been held a year earlier, before 
climate change adaptation became more widely known, attendance may well have been 
lower.  
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Source: http://www.sfu.ca/act/ 

 

Outcomes Management  
 

The Logic Model and Results 

 
At the beginning of this chapter we discussed the importance of defining the problem, and 
identifying what it is you want to see changed. This is part of the Outcomes Management 
process. 
 
Outcomes management, or as it is also termed, Results Based Management, is embedded in 
the field of public administration, often under the rubric of “new public management” or 
“modern management”.  Through Outcomes Management, managers in the public service 
(and more and more in the voluntary sector) regulate the flow of public (and privately 
sourced - e.g. foundation) resources to maximize “value for money”.26 
 
Philip Cox notes that the focus on outcomes is part of a widespread preoccupation with 
“results”. More than ever before, we are being asked to demonstrate what differences 
publicly funded activities are making.27 
 
In practical terms this means that when making a plan, or reporting on progress, we are 
challenged to: 
 

• Describe the connection between the work we do and the difference we make 
• Be accountable for changes that are beyond our control (but within our influence) 

 
To answer these questions, you will become engaged in outcomes management. A key 
tool for outcomes management is the logic model. Logic modeling helps you clarify what 
factors are within your control or influence, and what can reasonably be expected from your 
activities.  
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Going into detail about how a logic model is built is beyond the scope of this document; 
however, if outcomes management and logic modeling are new to you, we highly 
recommend that you familiarize yourself with these tools. There are a number of good 
websites with logic model materials; two good starting places are the Splash and Ripple 
document by Philip Cox et al 28 and the Kellogg Foundation website (www.wkkf.org). 
 
The Logic Model reproduced on the following page shows the chain of logic for an outreach 
project in stewardship education:  
 

Situation / Priorities: the context that drives your project 

Inputs: Staff; contractor; time; resources; space 

Activity: Specific activities, such as carrying out a workshop, producing a brochure, carrying 
out a landholder contact program 

Outputs: Workshop participants, number of brochures, number of landholders contacted 

Short term results: Increased knowledge, awareness, aspirations  

Medium term results: Increased use by your audience of stewardship tools  

Long term impact: Increased environmental protection / stewardship  

 
Note the use of the word “increased” in describing each of the short, medium and long term 
results. By asking the question “what changes” as a result of your program you will start to 
identify results. Often this will mean an increase, or a decrease, in some indicator. The 
following are some good words for describing these kinds of changes29: 
 

Alleviate Enlarge Lower 
Augment Expand Prevent 
Decrease Extend Shorten 
Diminish Improve Reduce 
Eliminate Increase Raise 

 
You will not be able to fully develop the “activities” and “output” components of a logic 
model for your project until you have carried out some of the planning activities such as 
audience assessment discussed later in this handbook. However, it is essential that you 
embed outcomes thinking into your project development right from the outset. 
 
Note the “external factors” on the logic model; these are external forces that are outside of 
your control – for example, another outreach program that is taking place in your 
community. 
 
It is all too easy, when reporting on the results of our projects, to slip into talking about 
outputs rather than outcomes: how many workshops we held, how many copies of a 
brochure were distributed, how many people attended an open house. Preparing a logic 
model will help you focus on results. 
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Source for this version of the Logic Model: University of Wisconsin Extension 
http://www.uwex.edu/ces/pdande/evaluation/evallogicmodel.html 

 
 
As part of the planning process for your project, you will need to identify your desired 
outcomes and impacts.  
 

• What impact do you want to have in the long term? 
• What outcome? 

o Are you trying to change your audience’s attitudes towards a particular issue?  
o Are you trying to increase their knowledge about something?  
o Are you trying to teach them a skill or how to use a tool that they can take 

back to their home/office?  
o Are you aiming to change a specific behaviour that your audience engages in? 
o Are you trying to effect environmental or community changes?  

 
• If you’re not sure if you are describing an activity or a result, ask “SO WHAT?” For 

example, you decide to develop a brochure about an endangered species in your 
area. So what? What result do you want from the brochure?  

 
Clearly defining the objectives of your educational / outreach project makes the job of 
evaluation much easier. 
 
The “How” and “Why” test can help you test the logic chain of a draft logic model.  
 
Going from left to right - ask the question WHY?  
For each activity ask WHY?  The answer should reflect your related outputs and short term 
outcomes.  Ask the same question for the short term outcomes and the answer should be 
reflected in your set of intermediate outcomes.  Ask WHY for the set of intermediate 
outcomes and the answer should be reflected in the long term outcome statement. 
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Going from right to left - ask the question HOW? 
Similarly, start at your long-term outcome and ask HOW? The answer should reflect your 
intermediate and short term outcomes. Then take these and again ask HOW; the answer 
should reflect your outputs and activities.30 
 
Following are two case examples of what it means to focus on results, one from the field of 
space research, and the other taken to the level of our personal lives: 
 
 

 
 
 

 

���� TIPS FROM A PERSONAL SUCCESS TRAINER 

 
How can we increase your chances of following through on goals and resolutions -- and 
actually complete the results we truly want to create?  
 
1. Make your resolution/goal in the form of a result. "A fit healthy body; able to ski all day 
and dance all night," is far more motivating and easier to sustain than "jog 5 miles every 
day." Yuk! 
  
Focus on, and choose the result first; then choose the action that supports the result. 
 
2. Think of your goal/result as a "creation" that you want to bring into being, not a 
problem you want to get rid of, or relief from. Imagine your creation fully created it. See it 
as part of your life. 

���� CASE EXAMPLE 

Focussing on "focus"  
 
Focusing on what you most want to create generates energy. It makes life simpler. And 
it is more likely to produce the results you truly want. 
 
Of course, it helps to focus on the right things. Here's an anecdote contributed by David 
Salehinia that humorously shows the difference between focusing on problems, and 
focusing on results, on creations that work:  
 
Focusing on Problems 
When NASA began the launch of astronauts into space, they found out that the pens 
wouldn't work at zero gravity. (Ink won't flow down to the writing surface) In order to 
solve this problem, they hired Andersen Consulting (Accenture today). It took them one 
decade and 12 million dollars. 
 
The consulting company developed a pen that worked at zero gravity, upside down, 
under water, in practically any surface including crystal and in a temperature range from 
below freezing to over 300 degrees C. 
 
Focusing on Results 
The Russians used a pencil! 
 
The clearer and more compelling your focus is, the more likely you will be able to 
produce the results that matter to you -- and to do so simply, easily, and with 
enjoyment. Focus works! 

  
Source: Bruce Elkin, SIMPLICITY AND SUCCESS Short Post, November 22, 2004 
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3. Assess your strengths, assets, skills, and resources. See what you already have in 
place, and what forces are working on your behalf. Most people find that they have more in 
place than they aware of. That's because we tend to over-focus on our weaknesses and 
deficits. Acknowledge those, but put most of your focus on what's already there. It'll make 
you feel good, increase your motivation, and build instant momentum. 
 
4. Break large goals into sub-results, and then break those into sub-sub-results. Don't just 
try to run a marathon. Break it down into smaller results--spread over a time. Walk/run 3 
miles by March 1st. Run 3 miles by April 1. Run a 5-mile race in May. Run a 10-mile race in 
July. Do a 20-mile training run in Sept. Do a half marathon in Oct. Run the Honolulu 
Marathon, next Dec!  
 
5. See both goal/results and the actions that support them as "choices" you want to make, 
not as chores, or burdens. Choosing has much more power than wishing, hoping, or even 
visualizing, by itself. Choose your result, and then choose actions that support it. Unleash 
your power!  
 
6. Focus yourself. Limit yourself to one or two key goals. Focus increases our power just 
like changing a garden hose from fine spray to power wash. Narrowing your limits increase 
the power available to you for action.  
 
7. Accurately assess your limitations. Telling the truth will give you a solid platform for 
action. If you want to run a marathon and "used to" be able to run 5 miles, don't assume 
you still can. Check it out; get accurate, objective info about your current capacity. Start 
there, and build. You'll be less likely to hurt yourself. And you'll increase your chances of 
success. Plus, you'll have a lot more fun! 
 
8. Focus on your result, assess your reality, and then ask, "What's my best next step." Keep 
plugging along -- poco a poco, little by little -- and, with time and continued effort, results 
will come. It's a law! Pareto's, actually. 

 
Source: Bruce Elkin, SIMPLICITY AND SUCCESS January 2009 

 
 

 

Defining SMART Outcomes 

 
Short-term outcomes should reflect “reasonable, progressive steps that participants can 
make toward the achievement of the long term outcomes. They should be within the scope 
of the program’s control or sphere of reasonable influence, and it seems fair to hold the 
program accountable for the short-term outcomes specified.” 31Outcomes should be 
“SMART”:  
 
• Specific 
• Measurable 
• Attainable 
• Relevant 
• Time-bound 
 
Making sure your outcomes are SMART is essential for evaluating your project. The 
following is an example from Environment Canada’s EcoAction website32 of a SMART 
outcome: 
 
 

Avoid objectives that refer only to what 
you will do, rather than what will be 

different as a result of your work. 
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SMART OUTCOMES 
 
Not SMART 
 
More people will recognize that poison control for coyote population may 
contribute to the Swift Fox decline.  
 
BETTER 
 
Fewer residents will use poison to control coyote populations. 
 
 
SMART 
 
Local residents will reduce by 25% the amount of poison used to control coyote 
populations by June 2007 in areas around Grasslands National Park. 

 
Source: Environment Canada Outreach Workshop 

http://www.on.ec.gc.ca/community/ecoaction/workshop_outreach_e.html 

 
 
An evaluation report by FORREX confirms that “objectives should state what changes or 
outcomes are expected as a result of the program or project. They should begin with the 
statement: ‘As a result of our program, or project, ______________.’ Complete the 
sentence by stating the intended effect or influence of the program on the target 
audience.”33 The FORREX report gives the following example of a measurable objective for a 
workshop: 
 

As a result of the woodlot licensee workshop, participants will be able to develop stand-
management prescriptions such as surveying, selecting treatments, and drafting the 
prescription according to standards and guidelines. 
 

Education and Social Marketing Outcomes 

 
The diagram to the left 
illustrates the behaviour 
change model of 
Prochaska and 
DiClemente that was 
introduced in Chapter 1, 
with outcomes relating 
to “Knowledge”, 
“Beliefs” and 
“Behaviour” overlain on 
it. If you are looking for 
Knowledge Outcomes, 
education may be 
adequate. However, if 
you are looking for 
changes in behaviour, 
you will need to consider 
a social / conservation 
marketing approach. 
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Once you have defined your problem and determined what kinds of outcomes you are 
looking to achieve, you will have more information to begin to design a program to meet 
your objectives. 
 
The distinction between knowledge, belief and behaviour outcomes is helped by reviewing 
Bennett’s “hierarchy of evidence”. The following table, including the specific examples of 
outcome levels written for the hypothetical “RNG Fowl”, are drawn from a FORREX workshop 
in March 200834.  
 
 

Bennett’s Hierarchy of Evidence 
 
 Level  

7 End Result: What is the long term impact of your program? 
Conditions / Impacts: changes in the human, economic, civic, biological condition 
 
Example: increased survivorship of RNG Fowl 
Answers: Why are you doing this? 

6 Action: Changes in behaviour, practice, decisions, policies, social action 
 
Example: improved legislation around hunting of RNG Fowl 
Answers: Why are you doing this? 

5 KASA changes: changes in Knowledge, Attitudes, Skills and Aspirations 
 
Example: increased knowledge of appropriate hunting levels for RNG Fowl; 
increased species-friendly land management skills 
Answers: What happens? 

4 Reactions: changes in perceptions 

How did stakeholders react to the program? Were they satisfied? Were their 
expectations met? Was the program appealing? Do they perceive any immediate 
benefits? 
 
Example: Improved reaction to conservation measures among private landowners.  
Answers: What happens? 

O
U
T
C
O
M
E
 

3 Involvement: How many stakeholders participated? Who participated? 
 
Example: 50 landowners from the regional district attended the workshop 
Answers: Who is affected by our activities and outputs? 

2 Activities: What activities were involved (content, or subject, method and 
techniques)? 
 
Example: Conduct 3 training sessions on the use of appropriate native grass seed 
in restoration projects 
Answers: How do we achieve our objective? What do we do? 

 

1 Inputs: What resources were expended on the project? 
 
Example: 14 staff were contracted to deliver the RNG Fowl communications 
strategy. 
Answers: How much time, money and / or staff resources were used? How do we 
achieve our objective? 
 

P
R
O
C
E
S
S
 

 
Source: Karyn Sutherland, FORREX workshop on logic modelling 

Kelowna, March 2008 
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The Kellogg Foundation Logic Model Development Guide suggests the following template for 
developing a logic model:35 
 
Resources Activities Outputs Short- and 

Long-Term 
Outcomes 

Impact 

In order to 
accomplish our 
set of activities 
we will need the 
following: 

In order to 
address our 
problem or asset 
we will conduct 
the following 
activities 

We expect that 
once completed 
or under way 
these activities 
will produce the 
following 
evidence of 
service delivery: 

We expect that 
if completed or 
ongoing these 
activities will 
lead to the 
following 
changes in 1 -3 
and 4 – 6 years. 

We expect that 
if completed 
these activities 
will lead to t the 
following 
changes in 7 – 
10 years. 

 
 
Your responses 
here….. � 
 
 
 
 
 

    

Source: Kellogg Foundation 
http://www.wkkf.org/knowledge-center/resources/2010/Logic-Model-Development-Guide.aspx 

Summary  
 

• Start with the end in mind – use a logic model 
to determine impacts, outcomes, outputs and 
activities. This helps focus your efforts to use 
limited resources effectively and efficiently. 

o What is it you really want to achieve 
with your communication / education / 
behaviour change program? 

o Use format statements like “we will…so 
that…” to help clarify your thinking. 

o If you’re not sure whether what you’re 
describing is an activity or an outcome, 
ask the question “so what?” 

o It can be helpful to distinguish knowledge, belief and behaviour outcomes. 
• Identify those activities over which you have more control. Ask “Can I control it?” 
• Carry out an environmental scan of the political, social, economic and technological 

trends which might affect your project. 
• If you want more than a knowledge / learning outcome – then you must go beyond 

traditional educational / outreach tools; you will need to engage “social marketing” 
tools and techniques. 

• Identify your outcomes, and how you are going to evaluate your effectiveness, at the 
beginning of your project, not the end! 

 
 
 

I have become convinced that it makes 
a considerable difference if you do the 
outcomes before planning the 
activities…. I find that people come up 
with much more effective activities 
when they do. Use the motto, “plan 
backward, implement forward”.  

Beverly Anderson Parsons, 
Quoted by Kellogg Foundation, p. 15 
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Exercises 
 
 
What is the long term impact that you want for your project or program?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
List one short or medium term outcome in SMART terms you would like to see as a result of 
your project or program.  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 

Ends and Means 
 
Do the ends justify the means? While outcomes management encourages us to focus on 
results – the end, we also may wish to consider how we achieve those results in terms not 
just of activities but also of the way we carry out those activities. 
 
For example, many projects and organizations, as part of their mission statement, specify 
their core values or guiding principles. 
 
It is important to make your “how” explicit, especially if you are engaging in collaboration 
and partnerships. For example, what role will advocacy play in your project? How will the 
partnership handle different views? If local governments and NGOs are collaborating, are 
the NGOs still free to critique the partner in other areas? These are all issues which can 
arise in partnerships. 
 
A case example of developing guiding principles follows. These were the principles that were 
used in cultivating partnerships for the Living by Water Project. 
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���� CASE EXAMPLE  

 
Here is an example of the use of guiding principles from the Living by Water Project. 
These were given to potential partners, to make explicit how the project was being 
developed.  

 
 

GUIDING PRINCIPLES, THE LIVING BY WATER PROJECT 

 
While developing and implementing The Living by Water Project, we will... 
 

• Ensure services and products are appropriate for as many members as possible of 
our target audience, regardless of tenure status, income level, gender, or 
linguistic proficiency. 

 
• Honour waterfront residents, listen to their stories and wisdom, take the 

perspective that they want to “do it right” (shoreline stewardship), and work to 
obtain and integrate their input wherever possible. 

 
• Understand our audience and service their needs in the spirit of our mission and 

goals. 
 

• Be positive and impartial, rather than partisan and finger-pointing. 
 

• Be customer-driven rather than project or product-driven. 
 

• Where possible, be in service to all groups, in the spirit of cooperation. 
 

• Avoid reinventing the wheel by applying what we learn from other sources. 
 

• Involve a broad spectrum of partners and sponsors in order to be cost-effective 
and efficient. 

 
• Recognize the contributions of sponsors and volunteers, and of those who 

participate in the shoreline action challenge. 
 

• Become self-sustaining as soon as possible. 
 

• Maintain high ethical standards and use a soft sell approach. 
 

• Ensure that services and products meet high standards of quality and value. 
 

• Remain on the leading edge of shoreline stewardship practices. 
 

• Take a whole ecosystem approach, addressing the stewardship of both micro and 
macro organisms. 

 
• Remain flexible in order to respond to appropriate opportunities. 

 
Share information about the project, inside and outside Canada. 
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Even if you’re on the right track, 

you’ll get run over if you just sit 
there. 

Mark Twain 

  

Partnerships 
 
Partnerships are an important way that those 
working in conservation – NGOs, government 
agencies, First Nations, the business sector, 
academic sector, schools, youth groups and 
others can strengthen their work and achieve 
outcomes.36 
 
When looking for potential partners, cast your net wide. Consider the possibilities of working 
with any of the following: non-government conservation organizations (e.g. local watershed, 
streamkeepers, naturalist, or community groups); provincial government agencies – 
Ministry of Environment, Ministry of Forests, Ministry of Agriculture and Lands; federal 
agencies – DFO, Health Canada; health authorities; local governments – regional district, 
town or city; First Nations; cottager and ratepayer associations; financial institutions; local 
businesses (nurseries, septic contractors, marinas, tourism businesses); local arts groups; 
Scouts, Guides and other youth groups; schools and colleges; school districts; and local 
media. Some of these groups can offer technical support; others can offer ideas and 
creative energy, and some enthusiasm, infrastructure and volunteers looking for a project. 
 
 

 
���� CASE EXAMPLE – Joining Forces: The Benefits 

of Partnership 
 

Implementation of the Living by Water Project 
depends on partnerships. At a national level, the 
project is being implemented by a partnership of 
groups. In BC, the project serves the needs of 
community-based groups, local governments and 
others for shoreline stewardship support. One of our 
most innovative partnerships was with VanCity Credit 
Union and the development of a shoreline 
conservation loan program, available to credit union 
members who lived on shorelines and needed 
financial support for property improvements that 
would have a conservation benefit, as indicated by a 
home visit assessment by a trained LbyW assessor. 
The most popular loan was for septic system 
upgrades. 
 
 
 

 
 

Benefits 

 
Benefits of partnering include: 
 

• Coordination in problem solving. Partnering can bring a wide range of interest 
groups together to solve common problems in a coordinated way.  
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• Pooling resources. By partnering with one or more organizations, groups can pool 
their resources, time, and skills to get a whole that is larger than the parts. It’s one 
way to get help with a lack of “people power”. One group which has good promotion 
skills and experience can partner with another group which has a good base of 
volunteers who can help get jobs done. 

• Increased base of support for an issue. Partnering can result in wider 
representation from within the community than a single group “going it alone”can 
achieve, with an increased range of support for your issue, and potentially increased 
credibility. 

• Improved access to funding. Partnering may help improve access to funding that 
was unavailable before. 

• Fresh approaches. Linking with other groups helps bring fresh ideas, new energy 
and new perspectives. For example, when an arts group and a conservation group 
link up, new ways of raising awareness about an issue evolve. 

• Efficiencies. Partnering helps reduce the inefficiencies and morale reducing 
disruptions that can occur when groups duplicate efforts. 

• Credibility. Partnering with other organizations or agencies which are respected in 
your community can give your group credibility. 

Tips for success 

• Identify areas where visions coalesce; if possible, develop a common vision. 
• Define goals for the partnership. Identify areas where your interests might touch or 

overlap, and clarify the degree to which your interests or goals coincide or differ.  
• Determine how broad the partnership can be, and what the criteria for participation 

or membership are. 
• Develop a creative and concrete plan for working together and set out the principles 

of agreement in memorandum of understanding. 
• Negotiate - what can each party contribute? 
• Establish roles and responsibilities; clarify operational expectations – for example, 

“who speaks for the partnership”. 
• Establish communication protocols and information and reporting strategies. 
• Establish resource plans – personnel, training needs, financial, physical 
• Establish financial accountability protocols 
• Establish monitoring and evaluation protocols 
• Establish a “sunset” clause – for the disbanding of the partnership when the time 

comes 
• Watch over-committing on your partnerships, or developing too many relationships 

that exceed your group’s capacity to support. 
 
For a complete handbook on partnerships, review the document “The Partnership 
Handbook”, prepared by Flo Frank and Anne Smith, and available at 
www.hrsdc.gc.ca/en/epb/sid/cia/partnership/handbook.doc. This useful document outlines 
steps for forming partnerships, factors for success, and skills needed for effective 
partnering. 
 
A FORREX article from 2005 summarized the results of a Kellogg Commission survey of 
eleven institutions in the United States that modelled effective engagement with 
“knowledge-users”. Seven principles were identified that contributed to effective 
engagement: responsiveness to the audiences or communities they serve; respect for 
partners; neutrality; accessibility; integration of the organization’s role as a knowledge 
provider into its mandate; coordination within the institution so that all parts know what 
service-related tasks are being provided, and by which section; and, finally, resource 
partnerships providing adequate support to the knowledge-generating organization to 
continue its engagement with its audience.37 
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PRINCIPLES FOR ENGAGING FIRST NATIONS 

1. Ensure proposed projects show respect for cultural diversity, and acknowledge and protect 
cultural knowledge, practices and protocols. Projects that build on First Nations’ unique 
relationship with their territories are more likely to result in good First Nations 
engagement.  

2. Ensure proposed projects are based on ideas and desires of the whole community, 
including elders, leaders, different family groupings, organizations and individuals.  

3. Develop significant and genuine relationships with members of the local First Nation’s 
community. These require an investment of time and are best developed in informal 
settings as well as through regular formal meetings.  

4. Build on the strengths, knowledge and capability of First Nations communities, groups and 
leaders, and ensure projects reflect the importance and worth of strong, positive role 
models and previously successful projects. Be prepared with positive case studies and 
examples of how the community may contribute to the project. Be prepared to be creative 
in understanding how First Nations would like to contribute.  

5. Ensure that First Nations people are involved at every stage of the design, implementation 
and evaluation phases of projects that include them. For example: 

• Engage the First Nations community in the initial planning of the project – this is 
more likely to result in a project to which the community feels committed 

• Employ a First Nations person to implement the project 

• Design the evaluation process using culturally appropriate methods. 

6. Allow enough time to facilitate the involvement and participation of the whole community. 
To maintain engagement, it is critical to ensure the First Nation has a role in all decision-
making aspects of the project. Be clear with the community about what you see as its roles 
and responsibilities, and be prepared to negotiate.  

7. Ensure all First Nations people are included in making decisions about natural resource 
management, and are made aware of how the outcomes or results of the decisions will 
affect them. 

8. Ensure communications strategies are culturally appropriate and accessible to as many 
First Nations people in your community as possible. Written correspondence should be 
supported by personal contact wherever possible.   

9. Ensure projects are designed, delivered and promoted in ways that emphasize the 
development and maintenance of trust and the evolution of formal and sustainable 
partnerships with local First Nations communities.  

10. Ensure all staff are trained in cross-cultural awareness and that local First Nations people 
are aware of and have endorsed the training development and delivery.  

 
Source: Fraser Basin Council / Fraser Salmon Watershed Program. 

Original source was http://www.eeo.nsw.gov.au/ 

Principles for Engaging First Nations 

 
If your group or agency has the opportunity to collaborate or work with First Nations 
communities on a conservation project, review the following guiding principles for First 
Nations engagement. These have been circulated by the Fraser Salmon Watersheds 
Program, and are drawn from the Australian experience. 
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The target audience is central in all 
outreach, education, and social marketing 
programs. Instead of “location, location, 
location” – think “audience, audience, 

audience”.  

Chapter 4 – Understanding your Audience  
 
Once you have defined your problem 
and developed some outcomes for your 
project, you are ready to begin more 
detailed planning. The most important 
step – before you design any activities 
or programs – is that of identifying who 
your audience is, and understanding 
more about them. If you don’t understand how the audience thinks, why they behave the 
way they do, how they make decisions, what is stopping them from changing behaviour – 
you will find many of your efforts run the risk of being wasted.  
 
Taking the time to understand your audience will help your programs be more effective. 
“The ‘marketing’ in social marketing means listening to your audience and creating policies 
and messages to help people change their lives.” “With social marketing, you can have 
some truly improved outcomes. Because it is evidence-based – based on what works – you 
have more effective use of resources.”38  
 
Marketing is not about high pressure sales ads; it’s about understanding your audience and 
meeting their needs. 
 
This Living by Water adaptation of an old aphorism captures the audience-centred approach 
of conservation marketing.   

 
The phrasing also points out 
the importance of reminding 
people; in today’s information 
overload, people need 
reminding several times. 
Traditional commercial 
marketing is good at doing the 
“remind and support me” – for 
example, the repetition of 
commercials on television.  
 
The other point worth 
highlighting is that marketing 
“supports” the audience. We 
need to find out what our 
audience’s needs are – and 
help them fulfill them.  
 

 

Research your Audience 
 
Research is critical to understanding your audience – who they are, how many, their 
characteristics – beliefs, behaviours, attitudes, what is stopping them from adopting the 
behaviour you wish them to adopt, what might encourage them to adopt it.  
 
Sources of information about your audience include the following: 
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• Secondary research and statistical data: for example, the initial research you carried 
out to understand the issue – academic studies, government statistics, existing 
reports, etc. 

 
• Quantitative research – custom surveys that you carry out. Surveys require use of a 

consistent methodology and pre-set questions. They are relatively useful for 
determining knowledge, beliefs, and practices of your audience. However surveys are 
also easy to misuse. There is a saying “garbage in, garbage out”. You need to be 
clear on exactly what it is you want the survey to accomplish, and structure your 
questions to obtain the information you need.  

� Pilot your survey to ensure your questions are clear and – if you have set up a 
multiple choice response – that the possible answers are relevant to your issue and 
your audience. Avoid asking questions that you are not sure of how you will use the 
data. One tip to help determine the most essential questions in the survey is to 
create dummy output tables of the responses. If there are questions where the 
response data is not included in the output table – don’t include them in your survey! 
Quantitative research can also include direct observation of audience behaviour (for 
example, observing “idling” behaviour of vehicles at drive-through restaurants). 

 
• Qualitative research. This includes methods of understanding your audience such as 

informal observation, interviews, and focus groups. Qualitative research uses a non-
consistent methodology, but it is capable of providing a deeper understanding than 
quantitative research of your audience, especially with respect to the “WHY”. A 
survey may tell you that a certain segment of the population is most likely to use 
pesticides on lawns – but you will be more likely to understand why they use them, 
and what the barriers to the use of alternative approaches, through qualitative 
research.  

 
Use several different methods of audience research – at least three, if possible – to help 
offset possible research bias. This is what the social scientists call “triangulation” of 
research. For example, you might have interviews from key informants, a focus group, and 
a survey of existing literature from other similar studies. The studies that you use to 
understand your audience will provide useful benchmarks for you to refer to when it comes 
time to evaluate the results of your project. Refer to Chapter 7 on evaluation. 
 

Segment your Audience 
 
One of your aims in the research about your audience is to accomplish what marketers call 
“segmentation”. This refers to segments of the population which hold common knowledge, 
attitudes, beliefs and behaviors relative to the issue at hand. Your goal for your research is 
to provide information which will help you “segment” the general population into sub-sets. 
 
 
 
 
One way of segmenting your audience is the “TARPARE” analysis. TARPARE helps you focus 
on the segments of your audience who will be the most likely to be influenced by your 
conservation marketing program, or where the greatest impact is likely to occur. That is, it 
will guide you on how to achieve the best “return on your investment” so that you 
concentrate your limited resources on the target audience(s) offering best chances for 
success.  
 
TARPARE39 is an acronym for the assessment criteria to consider when choosing target 
audiences. Audiences are segmented according to criteria that might include geographic, 

The “general public” is not an audience! 
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demographic, psychographic (lifestyle), behaviour (e.g. user / non-user), or benefits 
sought. Each sub-group has different needs or interests, and the outreach program focuses 
on one or more of the sub-groups.  
 
The criteria that the TARPARE model uses for identifying the sub-group to focus upon are40: 
 

TOTAL. Segments encompassing larger groups of individuals are more attractive.  

AT RISK. Segments at higher levels of risk should be given priority.  

PERSUADABILITY. A segment that is easily persuaded to change should be given higher 
priority, as it will take fewer resources to establish a behaviour change. 

ACCESSIBILITY. Target audiences that are easier to reach with messages are more 
attractive as less work and fewer resources will be needed to make an impact. 

RESOURCES. The fewer resources required, to meet the needs of the target market, the 
greater the expected return on investment. 

EQUITY. The need to target specific disadvantaged segments.  

 
A TARPARE analysis requires you to have considerable information about your target 
audience – data which you may not have. You may have to use simpler ways of segmenting 
and understanding your audience. 
 
One question which stewardship groups often raise is that they sometimes perceive that 
they are “preaching to the converted” in their outreach, and should they not be targeting 
those who they believe the real cause of the problem – that is, the “unconverted”. However, 
if we consider the Rogers model of diffusion of a new idea presented in Chapter 1, we can 
consider that the “converted” folks we are reaching are the “early adopters / early 
majority”. If we can convince just enough of these early adopters of our perspective, 

diffusion of the new behaviour will spread and change will happen. � This approach is what 
marketers call “low hanging fruit” – that is, we should target those who are easily “plucked” 
from the tree, or most easily reached and persuaded.  
 
Marketers sometimes differentiate between a primary target audience and a secondary 
target audience. If you used a TARPARE analysis, the secondary audience would be the 
group that ranked second in your assessment. 
 
The opposite of segmenting your markets is what marketers call “mass marketing”. In mass 
marketing, the target audience is treated as an aggregate, and the outreach or marketing is 
focused on the common similarities and needs of the audience, rather than the differences 
amongst sub-groups. In general, most stewardship and conservation outreach is to 
audience segments, rather than mass marketed. 
 

Test your Ideas 
 
Watch pre-conceived ideas, judgments and conclusions on your part.  
 

� Always test your ideas and approaches with your audience. Do not assume that, 

because you think one way, your audience will do likewise, or that because you care about 
protecting nature, they will do as well. Watch “shoulding” your audience; e.g. “they should 
care more about this species…” or “they should conserve water”.  Pointing fingers, blaming, 
judgmental thoughts are polarizing in a stewardship exercise and will result in defensiveness 
on the part of your audience. 
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Pilot and test your surveys, 
your ideas about what you 
think are the barriers to the 
desired behaviour change, and 
your ideas about possible 
solutions.  
 
There is nothing worse than 
having to throw a print run into 
the recycling bin because of 
some blooper that you could 
have caught if you had tested – for example, a phrase that seemed obvious to you but was 
not clear at all to the target audience. Words like “riparian”, “stormwater”, “stewardship” 
may seem obvious to those of us in the business – but depending on who are audience is, 
they could well be inappropriate terms to use. 
 
If your audience is a funding agency, or your colleagues, or other agencies – before you 
assume you know what their needs are, talk to them!  
 

Engage your Audience in the Process 
 
Understanding your audience means more than researching them. Community-based and 
participatory planning processes require that you work closely with your audience in the 
design of your program. This could be accomplished in several ways.  
 
• Engage leaders in the community to be part of your project steering committee.  
• Conduct focus groups or participatory workshops involving key community 

spokespeople.  
• Identify community needs so that the process can help meet those needs; thus the 

research itself provides benefits to the community. 
 
Engaging the audience in the process has several benefits. It means that the priorities 
identified for behaviour change have wider community-based support, which adds credibility 
to the project. Gaining community support for some conservation behaviours can lead to the 
adoption of other conservation behaviours.41 
 

Exercise 
 
Consider the poster on the right that is based on integrating a 
number of scientific posters into one larger one. The 
information is so detailed that it requires a lot of energy to 
examine. Who is the audience for this poster? Does it work? 
 
_______________________________________________ 
 
_______________________________________________ 
 
_______________________________________________ 
 
_______________________________________________ 
 
_______________________________________________ 
 

Audience Traps to Avoid 
 

� Assuming “they” are like “you” 
� Assuming they care about what you care about 
� Segmenting by demographics only 
� Any thought you have that begins with “They 

should…” or “They ought to…” 
 

Cathy Beaumont, Building a Strategic Communication Plan. 
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_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 

 
 

���� CASE EXAMPLE 

 
In this article, published in Cottage Magazine 
as a result of a partnership between Living by 
Water and the magazine, the approach was 
one of self-disclosure (all the mistakes the 
author made as a shoreline property owner). 
The article avoided blame. And, because the 
piece was published in a magazine aimed at 
cottage owners, it was directly targeted 
towards the audience of shoreline property 
owners. 
 
How could the presentation of the article have 
been improved?  
 
The illustration shows what can happen to a 
shoreline that has been cleared of vegetation 
when subjected to the pressures of ice over 
the winter.  
 
While it is an interesting, dramatic photo, the 
article might have been more effective if there 
had been a person in the picture – someone 
the audience could relate to. 

 
 

 

Marketing to Ethnic Communities 
 
Sometimes your audience may include many people from a particular ethnic group. These 
tips were provided by Joseph Lin of the Taiwanese Canadian Intercultural Green Club in 
Vancouver42.  As with all other outreach, the key tip is to start with understanding your 
audience needs. 
 

• Survey and understand needs of the targeted ethnic group. 
• Plan activities and programs to address needs. 
• Network with ethnic-based communities and media. 
• Reach out to other ethnic-based organizations. 
• Coordinate programs to coincide with different ethnic and cultural festivals and 

events. 
• Respect and incorporate cultural-specific philosophy and spirituality. 
• Provide bilingual information and interpretation. 
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Exercises 
 
How would / could you segment your audience most effectively into smaller homogeneous 
groups (geographically, demographically, psychographically) for your project / plan?  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
What information would / could you use in order to develop the segments? 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
What information would you like to have that you don’t have? Where could you get it?  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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How are the different segments differentiated in terms of attitudes, beliefs and or 
behaviours? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
Does the "stages of change model" apply to your segmentation? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
Which group(s) should be your primary target audience(s) and why? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Norms 
 
“Norms”, or societal standards and behaviour expectations, are a powerful motivator in 
social and conservation marketing. The social marketer’s task is to show that the behaviour 
being marketed is socially acceptable to the audience’s peer group, and in fact, that it is a 
new “norm”.  
 
This can be challenging, and requires audience research to understand what motivates the 
audience and what barriers are stopping them from adopting the new behaviour. Pesticide 
Free programs are examples of marketing programs aimed at establishing a new “norm”. 
The installation of lawn signs when lawns are “pesticide free” is intended to help create the 
norm. However, if the community norm is for a neat and tidy lawn, a “Pesticide Free” sign 
on a messy lawn could backfire on the idea of establishing a new norm (see images below). 
Those in the community who value the neat lawn may think that “Pesticide Free” is just an 
excuse for not maintaining one’s lawn! 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Benefits 

Benefits in a Social Marketing Program 

 
Benefits are crucial in all your marketing and communication efforts; in social marketing 
terms, they form part of the “exchange” described in greater detail in Chapter 5. The 
benefits that you promote to your target audience can be real or perceived; however, they 
need to be personal to be most effective.  They also need to be attractive, immediate, 
tangible and certain.43 Go beyond what you want to convey, to what your audience needs to 
hear in order to change attitude or behaviour. Jack Wilbur,an outreach educator with the 
Utah Dept of Agriculture who specializes in social marketing for watershed education, 
suggests some possible benefits:44 
 
Real Benefits 

• Save money 
• Save time 
• Protect health 

 
 

 

Tune into WIFM – What’s in it for me? 
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Perceived Benefits 
• Fit in with others – “It’s cool”   
• People expect it 
• Everyone else is doing it 
• I’ll get rewarded 

 
The power of the norm is reflected in the preceding list: fitting in with others, conforming to 
people’s expectations, and doing something because everyone else is doing it are all driven 
by norms.  
 
Jack Wilbur suggests that environmental outreach programs think in terms of the “3 H’s”45:  
 

• Health 
o Drinking water, swimming, children’s health, pet health 

 
• Home 

o Property values, flooding 
 

• Heritage 
o Historical value, future generations, quality of life 

 
Incentives and disincentives need to be adequate: 
 

• Money 
• Free stuff 
• Recognition 
• Reward positive behavior 
• Disincentives: punish negative behavior (e.g. user fees) 

 
Money is a major incentive for most people. Showing people they will save money, receive 
money, or have to pay less goes a long way into encouraging them to change their 
behavior. According to Wilbur, “it’s sad but true, but more people are willing to protect the 
environment if it saves them money or they can make money by adopting that behavior”. 
 
An example of how this work would be rebates given to consumers for buying low-flow 
toilets, electric lawn-mowers, or energy efficient washing machines. 
 
Examples of “freebies” include things like t-shirts, hats, key chains, pens. No matter what it 
might be, most people apparently love to receive freebies, no matter what they are. 
 
Recognition of behaviour that is to be encouraged – through contests, signage at their 
houses, publishing names in the local paper – are all ways that help reinforce and reward 
the behaviour that is desired.  
 
Disincentives are also an influence: Make sure the incentive or disincentive is large enough 
to be taken seriously.  For example, paying participants $5 to participate in a community 
focus group is not going to get over the hurdle of having to volunteer their time and gas to 
the cause.  On the flip side, people are unlikely to change their behaviour if the 
consequence for not picking up after your pet is that you receive three warning tickets and 
after the 3rd ticket you have to pay a fine of $10. In both these cases the incentive, or 
disincentive, are not significant enough to be meaningful. 
 
Sometimes benefits are much broader than what is derived directly from the specific 
behaviour. For example, Jacobson points out that things like “family time together, 
community participation, health benefits and the satisfaction of helping may be used to 
motivate people to participate in a new behaviour”.46 



 

53 
v1.4 June 30, 2010 

 
 

� CASE EXAMPLE 

 
In the example below, monetary incentives were used to achieve a behaviour that has 
public benefits related to reducing greenhouse gases and traffic congestion. 
 

 
 

 

The Use of the Benefit Approach in other Communications 

 
A benefit-centred approach is crucial to all your communications. Chapter 6 explores this in 
greater depth, and Appendix 2 gives specific writing tips.  
 

� The key is being reader-centred, rather than writer-centred. Who is your audience for 

your material? Is it an audience of colleagues or superiors? What are their needs? How is 
your communication relevant to what they are interested in or need to hear? Or is it an 
audience of potential funders? How are you meeting the funders’ needs? 
 
 
 

The Donor Newsletter 
 
Organizations looking to increase their donor base are increasingly 
considering the use of a donor newsletter.  
 
Rather than focussing on the organization and its programs, the 
donor newsletter includes personal stories from donors and how their 
needs are being met through their support of the organization. 
Programs are described in terms of how they meet the interests and 
concerns of donors – rather than in terms of the organization’s 
mission. 
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� CASE EXAMPLE 
 

The Living by Water Project’s book On the Living Edge – Your 
Handbook for Waterfront Living employed a number of social-
marketing principles. Some of the features included:  
 
� A benefit-led approach. Audience benefits stressed 

included protection of property values, protection of property 
from erosion, and protection of health (clean drinking 
water). 

 
� Peer to peer: Each chapter is 

introduced with a personal story 
from the author; as well, quotes 
and stories from real shoreline 
residents, as told to the authors, 

are sprinkled throughout the book 
 
 
 
� Tips: applied, practical information 
 
 
 
 

 
 
 
 

 
� Fear of loss: e.g. loss of land, wealth,  health, threat of civil 

law suit or criminal charges 
 
 
• “Did you know’s”: these are sidebars containing information 

and facts. The main body of the book minimized the amount 
of fact-based information to enhance readability. 

 
 
 

• “Cautions” – important points that need to be 
highlighted. 

 
• Illustrations, with text that is simple and 

straightforward 
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���� CASE EXAMPLES 

 
Thinking about benefits 
 
A number of publications recently have focused on the economic value of nature and 
conservation. This approach is probably more useful at the societal and institutional level 
(such as local government) than it is at the individual personal level. For example, a 2009 
study into values and motivators of American citizens concluded that at the individual level 
environmental groups should not focus on economic rationales for conservation. “Voters 
want clean air and water (and) a natural legacy for future generations…. These timeless 
values should continue to be the focus of our messaging.” 47 
 
See the following for examples of arguments for the economic value of nature.  

Wilson, Sara J. and Richard J. Hebda. 2008. Mitigating and adapting to climate change 
through the conservation of nature. Land Trust Alliance of British Columbia. 

Canadian Urban Institute and Ontario Ministry of Natural Resources. Nature Count$ - 
Health, Wealth and Southern Ontario’s Greenspace. 2007. www.canurb.com  

US Fish and Wildlife Service. Wildlife Watching in the U.S.: The Economic Impacts on 
National and State Economies in 2006. Report 2006-1. Available through 
http://library.fws.gov/nat_survey2006_economics.pdf. 

Royal Institute of Chartered Surveyors. 2007. Green Value – Green Buildings, Growing 
Assets. Available through www.rics.org/greenvalue  

Communicating Green Value www.rics.org/greenvalue (Chris Corps, June 1, 2007 
presentation to Convening for Action on Vancouver Island) – Asset Strategics 

 

Fear of Loss 
 
In a recent interview on CBC radio, a local government representative in the BC interior 
talked about the problem of illegal dumping of garbage in wilderness and back country 
areas. There are fines for this behaviour, but the threat of a fine seemed to be having little 
deterrent effect, based on the number of 
instances of garbage dumping occurring. When 
caught in the act, though, most people were 
very concerned about avoiding potential 
publicity, according to the municipal 
government spokesperson interviewed. “Is my 
name going to appear in the newspaper?” was 
the frequent response cited. 
 
This has strong conservation / social marketing implications. “Shaming” people who have 
strayed from the societal norm may be a very effective way of maintaining desired 
behaviours. That is, the loss that would be incurred – fear of loss of reputation, of good 
standing in the community, of being part of the community. Ostracizing from the 

Messages which emphasize losses 

which occur as a result of inaction are 
consistently more persuasive than 
messages that emphasize savings as a 

result of taking action.  
Doug McKenzie-Mohr 
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community is a tribal method of sustaining desired behaviour; it may be something that we 
need to do as well. 

 

� CASE EXAMPLE 
 
Benefits and “Fear of Loss” 
 
 

 
 
 

 
 
 
 

 
 
 

 

Barriers  
 
Understanding the barriers that prevent your target audience from adopting the desired 
behaviour is a key element of a conservation marketing program. By removing barriers 
(whether they are perceived or real), you will help move people along the “Stages of 
Change” continuum. The significance of barriers in preventing behaviour change is a key 
finding from the social psychological work on behaviour change. Barriers can be physical, 
economic, educational, or social /psychological. Wilbur provides a number of examples:48  
 
Physical Barriers 

– Too hard to do 
– Not safe 
– Takes too long 

 

Economic Barriers 
– Added costs 
– No cost savings 
– No one else is doing it 

 

Educational barriers 
– Don’t know how to do it 

Social/Psychological barriers 
– No one else is doing it 
– I’ve never done it before 
– Tried it once and it didn’t work 
– Don’t have hope that change is 
possible 
– I fear I might …fail …be judged… 
rejected 
- I’m afraid what the neighbours will 
think 
 

 

 

Overcoming Barriers 
 
Your job in conservation marketing is to help your audience overcome barriers by showing 
how your behaviour can be done. For example (again, from Jack Wilbur)49: 

• Everyone else is doing it (or not doing it) 
• We’ll teach you how to do it 
• Save money/get money 
• It takes 5 minutes or less 
• It’s the cool thing to do 
• You’ll get a reward if you do it 
 

 

Here is an effective “fear of 
loss” message – created with 

very few words. 
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� CASE EXAMPLE 

 
www.healthylawns.org50 
 

The objective of this program in the Eugene Oregon area, 2003 – 2004 was to reduce the 
usage of chemical pesticides and herbicides on lawns.  Audience research showed the 
following audience characteristics: 
 

• Use of herbicide products on lawns tends to go up with income. 
• Lawn care decisions are made by men. 
• Most frequent users of herbicide products are men aged 55+. 
• The audience is willing to devote time and money to lawn care. 
• Males are more likely than females to want a “green, weed-free lawn”. 
• Majority apply the herbicide product one to three times a year 

 
Audience research also showed the barriers that were preventing alternatives to herbicides 
from being used on lawns.  
 

• “Herbicides work”  
• “They are easy to use” 
• “They are the only thing available” 
• Concern with appearance of lawn 

 
The conservation marketing approach included the following ways of overcoming the 
barriers identified: 
 
Knowledge 
– List of natural products 
– Demonstration of lawn care 
techniques and display lawns 
– Help from natural lawn experts 
– Information about natural lawn 
care benefits and effectiveness 
(“show me that it works”) 
 
Benefits 
– Health protection - children and 
pets. Protecting the health of 
children and pets was a higher 
priority for the audience than the 
impact of herbicides on fish and 
water quality. This information was 
used to develop the thematic 
approach for the project, and the slogan “Healthy Lawns, Healthy Families”. The main image 
used on the program’s website had an emotional connection for people. 
 
Incentives 
– Discounts on natural lawn care products 
 
The sub-theme “Lawns can look great without chemicals” recognizes the audience’s desire 
for a great looking lawn, but gives a different message; it is directly aimed at the barrier 
that chemical herbicides are the only thing that works. 

 
Source of this case example:  

Mark Jockers, Oregon Association of Clean Water Agencies 
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Social Marketing Concepts 

 
In their book Fostering Sustainable Behaviour, Doug McKenzie-Mohr and William Smith 
outline how social marketing can be used to sustain desired environmental behaviours51. 
Three concepts from social marketing help overcome barriers: 
 
Prompts – noticeable, self-explanatory reminders presented as close in time and space as 
possible to the targeted behaviour (e.g. place a prompt to turn off lights beside the switch) 
 
Norms – the “peer pressure engine”; norms should be noticeable, and made evident at the 
time that the targeted behaviour is to occur. For example, an anti-idling campaign could 
place notices at gas pumps and drive-through restaurants indicating the percentage of 
people who turn off their engines while waiting. 
 
Commitment – as noted early on in the book, people are more likely to make a 
commitment to a big change if they have already made a smaller commitment consistent 
with the desired behaviour. McKenzie-Mohr notes that people who make commitments 
publicly, or in writing, are more likely to sustain the behaviour they have committed to. 
Commitment must be voluntary – that is, coercion or pressuring people to make 
commitments will not work.  
 
McKenzie-Mohr and Smith note that prompts and norms are more effective at encouraging 
people to engage in positive behaviours, rather than avoiding actions that are 
environmentally harmful. For example, it is preferable to suggest “environment-friendly” 
products which people can purchase, rather than advocating that they discontinue 
purchasing harmful products. 

The Positioning Statement 

 
To help prepare a marketing approach, the desired behaviour (product) can be compared 
with existing behaviours, in terms of both benefits and barriers. The results can be 
incorporated into a matrix like that shown below and analyzed.  Particularly useful is to 
examine “A” – the benefits of the current behaviour, and “D”, the barriers stopping people 
from adopting the desired behaviour.52 
 

 Current behaviour Desired behaviour 

Benefits A B 

Barriers C D 

 
This assessment can be used to develop your positioning statement; developing this will 
help clarify your thinking about how you will position your product. What are the features of 
your desired behaviour that you want to emphasize, and how does it compare with 
competing or current behaviours? Use your audience assessment and knowledge to develop 
your positioning statement that is relevant to the audience, focusing on what is unique 
about the desired behaviour. Here is a template for a positioning statement: 
 

I want my target audience to see  __________ (desired behaviour) as _______ (a 

phrase describing positive benefits of adopting the behaviour) and as more important 

and beneficial than _____________ (the competing or current behaviour).  

 
The case example which follows shows how the positioning statement can be employed in a 
social marketing situation.  
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� CASE EXAMPLE - Don’t Mess with Texas  

 
This is a social marketing case example from the US, developed in response to a highway 
littering problem in Texas.  
 

• The first response was highway signage asking “the public” not to litter. However, 
this was dropped after research into the issue. 

• Research to understand who was littering showed that the most frequent litterers 
were young adult males 16 – 25. 

• Focus groups with this audience identified that a significant value motivating them 
was their pride in Texas; this value was employed in developing a social marketing 
campaign “Don’t Mess with Texas”, with slogans like “Real Texans Don’t Litter”. 

• The campaign used both incentives and fear of loss. 
 
Possible Positioning Statement (this is interpreted – it could have been their positioning 
statement.) We want our target audience to see litter prevention as a statement of their 
pride in being Texan, and as more important and beneficial than unthinking, careless 
garbage disposal out of vehicles. 

 
The Don’t Mess with Texas program 
understands their target audience. A 
review of their website shows they focus 
on products and programs that appeal to 
this segment audience segment. 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
 
 
 
 
 
 
 

 

Here are two example 
products for the target 
market offered on the 
website. 
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� CASE EXAMPLE 
 

Dog Waste Management 
 

 

 
 
 
 
 
 

 
 
 

 
 

Exercises 
 
For your specific issue, what is the behaviour that you want your audience to adopt?  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 

Another case example, also from the US: 

Signage (1) informs in a simple clear 
way, (2) explains very clearly the 
action required, (3) mentions the 
disincentive - the “fear of loss”, and (4) 
is accompanied by an easy to use 
facility for dog droppings. The barrier in 
this case is that people may not want 
to carry dog waste with them if they 
are on a long walk – so several drop off 
stations may be necessary. (This is the 

“P” of “Place”, discussed in Chapter 5.) 
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What is the behaviour that will compete with the behaviour you want your audience to 
adopt? 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
What benefits can you offer your audience? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
Are there potential losses / fear of loss that you can exploit? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
Using the sample positioning statement below, develop a positioning statement for your 
desired behaviour: 
 
I want my target audience to see  _____________________ (desired behaviour) as 

______________________ (a phrase describing positive benefits of adopting the 

behaviour) and as more important and beneficial than ________________________ (the 

competing behaviour).  



 

62 
v1.4 June 30, 2010 

Chapter 5 - Fundamentals 
 
The marketing process is summed up in the concept of the “4P’s of marketing” – Product, 
Price, Place and Promotion. The 4 P’s are how marketers have traditionally described their 
process. One author53 however has also identified the “4 C’s”, showing marketing from the 
customer’s perspective; the relationship between the twois  shown in the table below. 
 

 

Marketing Basics 

The 4 P’s of Marketing The 4 C’s from the Customer 
perspective54 

Product / service – the knowledge / belief / 
behaviour you are asking your audience to 
adopt is the product or service you are 
promoting. The product needs to match the 
audience needs.  

Customer solution: the product or service 
is a solution to a problem or need that the 
customer has. 

  
Price (perception of value). Your audience 
will pay a price – eg the time or 
inconvenience the behaviour costs them. 
They must perceive value – the benefits they 
gain are greater than the costs they will 
incur. This is an exchange. 

Customer cost: the customer will incur a 
cost to acquire your product. 

  

Places (suit audience and fit lifestyle). How 
will you distribute your product? How will 
your audience adopt the behaviour – where 
will it take place? Must suit your audience, fit 
their lifestyle. 

Convenience – from the customer’s 
perspective, convenience or ease of 
adopting the behaviour will be one of the 
more important criteria. 

  
Promotion (creative). You need to be 
creative in how you promote to your 
audience. How will they learn about it? The 
result will be your “media mix”.   

Communication – from the customer’s 
perspective, your promotional strategy 
represents information that is communicated 
to them. 

 
 
The exchange is central to marketing – including conservation marketing; it is the process 
of giving up something and getting something in return.  
 

� The benefits that your product offers your 
audience must be greater than the costs they will 
incur in adopting the conservation behaviour that 
you are marketing. Commercial exchanges are 
usually more tangible than social marketing exchanges. 
 
For example, costs might include extra inconvenience, extra time, or out of pocket cost. 
Depending on the product, benefits could include things ranging from very personal 
(health), emotional (protecting a heritage that meant something to them as children), to 
broader societal values such as protecting a watershed source for future generations.55 
 
 
 
 

Benefits must be perceived to be 

greater than costs. 
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To summarize: (this review is derived from socialmarketing.com): 
 
Action is the objective of conservation marketing efforts 
The target audience is the focus 
The exchange is critical 
Segment markets 
Use all four Ps 
Analyze and beware of competition 
Monitor and be flexible. 
 
An exchange that may seem weak or not worthwhile can be improved by positioning 
techniques and how you demonstrate the benefits of the desired behaviour compared with 
the present behaviour. Here is an example provided by Jack Wilbur56: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Product  
 
The first P, “product”, is central to the marketing program. Take the time in your planning 
process to carefully determine what your product really is. In traditional social marketing, 
your product is the specific behaviour you are promoting. What is the behaviour that you 
are wanting your audience to adopt?  Be as specific as possible. For example, in a water 
conservation program, your product might be the following action: “Replace my old water 
consuming toilet with a low-flow 6 litre toilet.” 
 

Exercises 
 
What is the behaviour that you are wanting your audience to adopt?  Be as specific as 
possible 
 _____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 

Sell to their needs, not yours. 
Earl G. Graves 
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� CASE EXAMPLE – OUTREACH TO REALTORS 

 
 

 
 
Your product must meet people’s needs. In this example, the Living by Water Realtor 
Outreach project wanted realtors to be better informed about environmental best practices on 
shorelines and to convey accurate information about regulations to their clients. The Outreach 
project’s objectives are shown by the circle on the left. 
 
The needs of the Realtor audience are depicted by the circle on the right. In this case, three 
needs were focussed upon: 

• Professional development – Realtors required continuing professional education to 
maintain their accreditation. 

• Due diligence - Realtors’ were concerned about acting with appropriate due 
diligence and managing risk when informing clients about shoreline property, 
reducing the risk of litigation, criminal charges and bylaw infractions 

• Customer service – Realtors were interested in providing good customer service, 
through information for shoreline property purchasers  

 
These three needs of the audience provided the opportunity to find some common ground 
(shown by the area where the two circles intersect). The common ground provided the avenue 
through which shoreline stewardship information could be provided. 
 
Examples of the approach are shown below: 
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Price 
 
Generally, the audience must see that the exchange you are asking them to engage in is 
attractive – that the benefits they will gain exceed the costs they must incur. Sameer 
Deshpande57 suggests that there are six possible tactics to employ to help achieve this: 

• Decrease monetary costs for the desired behaviour – e.g. by providing coupons 

• Decrease non-monetary costs for the desired behaviour – e.g. by making travel by 
public transit more convenient and less time-consuming; H.O.V. lanes which give 
preference to high occupancy vehicles 

• Increase monetary costs for the current behaviour – e.g. electricity rates that 
increase the more that is consumed 

• Increase non-monetary costs for the current behaviour – e.g. by advertising the 
names of polluters in the media 

• Increase monetary benefits for the desired behaviour – e.g. electricity rates that are 
lower during non peak hours 

• Increase non-monetary benefits for the desired behaviour – e.g. recognition plaques, 
certificates 

 
Usually, the lower price the audience has to pay, the more desirable the exchange will be. 
However, there is always an exception to rules: one possible exception is that if people are 
given products that they don’t pay for, or if the price is too low, they may not value them. 
Some times, the price has to be high enough that people believe they are getting value for 
what they are paying (whether monetary or non-monetary). 

Place 
 
The third “P” – place – deals with decisions of how you will distribute your product. Where 
will the target market perform the desired behaviour? How / where will they acquire any 
related services or products? Essentially place deals with questions of distribution. (Note, 
however, that “place” is not the distribution of your promotional material.) Your job is to 
enhance the convenience for the target audience; you want to make it easy for them to 
practice the conservation behaviour you are promoting. Examples are neighbourhood drops 
for hazardous materials and curbside recycling. Sameer Deshpande points out that 
convenience can also be enhanced by making “place” more appealing, and by making 
performing the behaviour more convenient than the competing behaviour.58 An example of 
the latter is when public transit is easier for commuters than driving personal vehicles. 
Part of your target audience research must include research on where they perform the 
competing behaviour, where they get their information, how they want to be reached, what 
media they use, who they trust, who they see as credible.  
 

� In an integrated marketing program, product, price and place are determined before a 

promotion program is developed. The objective of the promotion program is to promote the 
other three P’s of product, price and place. 
 

� This chapter has only sketched the surface of Product, Price and Place in conservation 
marketing. For further information on these, refer to some of the resources mentioned in 
the section on further reading.59 
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Exercises 
 
What will be the costs of the knowledge / behaviour you want your target audience to 
adopt?  
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
What is the exchange? Ie what benefits does your audience gain from the costs that they 
will incur?  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
In the three promotional examples following, identify the product, place and price for each. 
 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
Product: ______________ Product: ______________  Product: _____________  
Place: ________________ Place: ________________  Place: ________________ 
Price:  _______________ Price:  _______________  Price:  _______________ 
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For your issue: what factors will influence decisions on how you will price your product?  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
When / where would your target audience make decisions about adopting what you are 
promoting? How will this influence your program activities?  
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
What distribution channels are best for reaching the audience? 
 
______________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Chapter 6 – The 4th P - Promotion 
 
It is easy to skip ahead to the promotion aspect and many programs aimed at behaviour 
change spend too much time on this aspect, without having carried out the development of 
the other 3 Ps. Before embarking on promotion, make sure that you have adequately 
analysed and developed your product, the price, and the place where your product will be 
available to your audience. 
 

Advertising  
 
Advertising is all about promotion; the “AIDA” triangle shows the four purposes of 
advertising. 
 
 

 

 
 
 
 

 
 

The Media Mix 
 
The media mix is the combination of advertising channels employed in meeting the 
promotional objectives of a marketing plan or campaign.60 

This is a different take on advertising’s goals. 
This diagram illustrates the importance of 
“reminding”. This is especially true in today’s 
information overload age. People need to be 
reminded about your product and its benefits, 
and where they can find it.  

Attention: Capture the audience’s attention 
Interest: Secure their interest 
Desire: Instill desire for the product or service 
Action: Incite them to action to purchase or 
adopt the behaviour 
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In today’s age of “information overload”, you will need a variety of channels to get your 
message out. People need to hear, or see, your message in at least three different ways, or 
repeated at least three times. A useful exercise is to track how people have heard about 
your organization, product, service or event. This is invaluable feedback for assessing your 
media mix. 
 
In developing the media mix for a given campaign or program, ask questions about each 
possible format: 
 

• What are the pros and cons? 
• What are the costs? 
• Where / how does your audience get information? 
• How well will you reach your audience? 

 
Chart the pros and cons. A sample matrix is provided below. Note this is a sample only and, 
only for some selected media. 
 
Sample Media Mix Matrix61 

Practice Best exposure 

to target 

audience 

Cost (highest 

rank = highest 

cost 

Quick results Target audience 

ranking 

Overall ranking 

(lowest rank = 

best choice 

TV Ads 3 4 1 1 2 

Radio Ads 1 3 3 3 3 

Newspaper Ads 4 2 4 4 4 

Internet 2 1 2 2 1 

 

 
The chart on the next page presents some analysis done by the US Centre for Watershed 
Protection, and reported by Jack Wilbur62. Note the difference between the outreach 
methods that residents preferred at the time of this research (television, newspapers, 
community newsletters and videos), compared with the methods that managers tended to 
use (training workshops and brochures). The date for this research is not known, but it may 
have been done before the internet was as heavily used as it is now.  
 
The most significant conclusion to be drawn from this chart is the importance of “knowing 
your audience”, and understanding the kinds of media that are important for them. Do not 
waste budget on employing a method which – while easy for you – may not be one which 
actually reaches your target audience.
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Promotion Tips 
Here are a few key promotion tips summarized from our work with Living by Water: 
 
Be customer centred 
Know your audience; use credible sources. 
Attract attention – use captivating information and dramatic images.  
Frame your message carefully. 
Let customer benefits lead your message. 
Use personal pronouns where appropriate. Speak to your reader, rather than about “the 
public” 
 
Keep your messages simple  

Make your message easy to remember. 
Make your message brief, clear, and compelling. 
Avoid jargon – words like “stewardship”; “riparian”; “ecosystem”; “watershed”. 
 
Use a positive approach 
Respect the knowledge of your audience.  
Assume your audience wants to “do it right”; never blame them for causing or contributing 
to a problem. 
Provide specific actions. 
 

0 1 2 3 4 5 6 7 8 9 10

Television

Newspapers

Community Newsletters

Video

Brochures

Cable TV

Demonstration Projects

Internet

Consultations

Training Workshops

Source: US Centre for Watershed Protection, 

reported by Jack Wilbur 

Outreach Methods used by Managers compared with 

Outreach Methods Preferred by Residents 

Preferred by 

residents

Used by managers
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Be specific and action-oriented. 
Call your audience to action; see the 
sidebar example. 
 
Use graphics. 
Good graphics are invaluable. “A 
picture is worth a thousand words.”  
Make sure your graphics convey the 
most important of your messages, and 
that they are consistent. 
 
Choose your messenger carefully. 
Peers are excellent for some audiences 
/ programs. For example, the Cows 
and Fish program in Alberta uses 
testimonials from ranchers to speak to other 
ranchers. 
 
Testimonials are invaluable; as you implement 
your programs, remember to solicit testimonials 
and record them in one place where you can 
access them later. They can be useful in outreach, 
and in funding proposals, to demonstrate to a 
potential funder what impact you are having.  
 
For other audiences / programs – choose someone 
who has credibility with the audience. Sometimes someone from outside the community 
may be seen as having more credibility than the local stewardship group – even though 
they provide the same message.  
 
Engage your audience’s “hearts”. 
Making your message compelling; put it in terms that your audience will respond to 
emotionally. Consider the following case example. 
 

 

� CASE EXAMPLE 

 
What’s wrong with these two brochures? 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 

 

Instead…Try putting 

people in the picture! 

Use language that is clear, specific, and action 
oriented 
 
BEFORE: Power-boaters often unknowingly run down 
buoyant loon chicks, panic parents and disrupt care 
and feeding of young, or create wakes that wash loon 
eggs out of nests. 
 
AFTER: Operate power-boats with care near 
shorelines, watching wake and staying well back from 
nests 
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� CASE EXAMPLES 

 
Here are three more promotion examples; some are more “attention-grabbing” than others. 
Which ones succeed in engaging the audience’s hearts? 
 
 
 

 
 
 
 

 

 

Common Mistakes in Promotion 

 

The following are some of the mistakes that we have noticed in conservation 
communication: 
 
• Use of negatives – focussing on what to avoid rather than suggesting what to do. Most 

negative statements can be rephrased in positive terms; negative statements weaken 
your writing. 

• Blaming / pointing fingers at others for having contributed to a problem. 
• Mixed messages, and / or mixed target audiences. This occurs sometimes when 

multi-agency committees manage a project, with each wanting to ensure that their 
mandate or perspective is met. If you try to reach many different audiences with one 
piece, your product runs the risk of being weakened and confusing. 

• Promotion that is centred on the organization, rather than the audience. A common 
example is a newsletter that starts off with a paragraph or two about the organization, 
its mandate and programs – and nothing about “what’s in it for the reader”. 

• Jargon, fancy graphics, or inappropriate fonts for the target audience.  
• Showing off what you know – rather than what the audience needs to know. 
• Lack of testing or piloting. Always test your communications media with your 

audience. 
• Lack of attention to detail: is English the second language for your audience? Are 

there cultural differences?  
• Words that are too big; many words over three syllables are too long for a lay 

audience. 
• Densely laid out pages: instead, use lots of white space, and a large enough type size 

that is easy to read. 
• Lack of graphics and illustrations. 
• Lack of vivid examples. 
 
Appendix 2 provides further tips on language and writing style. 
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Communications Campaigns  
 
A social marketing campaign is different from a communications campaign aimed at 
influencing public policy. Cathy Beaumont distinguishes the two types of campaigns in the 
following chart.63 
 

Common Communication Campaigns 

Type of 
Campaign 

Objectives Target Audience Strategy 

Individual 
Behaviour 
Change 

Influence beliefs and knowledge about 
a behaviour and its consequences 
Affect perceived social norms about the 
acceptability of the behaviour 
Affect individuals’ intentions to perform 
the behaviour 
Produce behaviour change 

Primary: segment(s) of the 
population whose behabviour 
needs to change 
Secondary: people who are 
important to the primary 
audience; people who have 
the opportunity to influence 
primary audience’s behaviour 

Social 
marketing 

Public 
Policy 
Change 

Increase visibility of an issue and its 
importance 
Affect perceptions of social issues and 
who is seen as responsible 
Increase knowledge about solutions 
Affect criteria used to judge policies and 
policymakers 
Engage and mobilize constituencies to 
action 

Segments of the general 
public to be mobilized 
Policymakers 

Media 
advocacy 
Community 
organizing 
and 
mobilizing 

Source: Cathy Beaumont, Mainstay Consulting 
Building a Strategic Communication Plan 

 
Whatever type of campaign you are engaging in, Beaumont suggests that at the outset you 
need to define success in terms of the outcomes that you are anticipating.  
 
The overall goal of a communications campaign is to “deliver the right message to the right 
audience, at the right time, many times.” However, you will need to be more specific about 
what you want from the campaign. Possible reasons include: 
  

• Get everyone on the same page 
• Raise money 
• Increase participation in programs / services 
• Change public policy 
• Protect / conserve wildlife / land / air / water 
• Change people’s attitudes and / or behaviour 
• Protect human rights 
• Promote something 
• Gather support 

 

� Whatever and whenever you communicate to a target audience, you must bridge the 

gap between the way you see things and the way they see things. 
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Exercises 
 
For your product, with the price that you have developed and the places you will distribute: 
Suggest a promotion strategy that will engage the “hearts and minds” of your target 
audience. 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
Develop at least one message for your primary target audience. If you are promoting a 
behaviour change, make sure the message calls your audience to action. 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 

Collaborating with the Arts 
 

 

� CASE EXAMPLE 

 
Collaborating with artists may be a way of engaging your audience emotionally. The arts 
can “speak truth” in ways that science may not be able to. The arts can also integrate 
science with aspects of our lives that science alone may be unable to.  

 
The play “Splash and 
Ripple – Along the Ribbon 
of Life” toured over thirty 
communities in Alberta 
and BC. The script, 
developed as a 
partnership between the 
Living by Water Project 
and Precipice Theatre of 
Banff, illustrated shoreline 
best practices in a 
humorous, engaging way. 
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Most importantly, the arts are what shape our world view – our “myths” and perceptions.  
 
Here are a number of quotes that illustrate this point:  
 
Cultural myths and stories that shape our attitudes and values tell where we came from, 
who we are, and where in the future we are going. These stories have been unrealistically 
homocentric and/or other-worldly. 

Ted Mosquin and Stan Rowe, Earth Manifesto 
Published in Biodiversity, (5)(1), 2004, p. 5 

 
 
It's all a question of story. We are in trouble just now 
because we do not have a good story. We are in between 
stories. The old story, the account of how the world came 
to be and how we fit into it, is no longer effective. Yet we 
have not learned the new story. 
 
...Tell me the story of the river and the valley and the 
streams and woodlands and wetlands, of shellfish and 
finfish. A story of where we are and how we got here and 
the characters and the roles that we play. Tell me a story, 
a story that will be my story as well as the story of 
everyone and everything about me, the story that brings 
us together in a valley community, a story that brings 
together the human community with every living being in 
the valley, a story that brings us together under the arc of 
the great blue sky in the day and the starry heavens at 
night. 

 Thomas Berry 

 
In 1998, we wrote, in relation to The Living by Water 
Project:  
 
Our stories help shape the way we steward our waterfront 
lands. We need to rediscover traditional knowledge and 
relevant myths, then adapt and create new "stories". We 
must also integrate scientific knowledge about shorelines, 
from the microscopic level to the macro. The messages of 
these stories need to be in our stewardship handbooks and 
their content told and retold in many ways - from dance to 
poetry, artwork to songs. In this way, we will help develop 
and maintain a shoreline stewardship ethic. 
Making It Happen, A Strategic Framework for the Living by Water Project, 

p. 2  

 
 
 
Another example is the following quote from Aldo Leopold often used by those working on 
conservation and environmental education projects: The real substance of conservation lies 
not in the physical projects of government, but in the mental processes of its citizens. The 
arts play a very important role in influencing the “mental processes” that Leopold speaks of.  
 
 
 
 

The title of Joseph Campbell’s book “The 
Power of Myth” emphasizes how important 
myths and stories are in our society. 
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And finally,  
 
The other theme that became inescapable to me is that the solution to our troubles lies in 
acknowledging what is culturally unknowable to us at this juncture in our history as a global 
society. Throughout the book, I talk about this as the "legends" of our society. By that I 
mean the unexamined stories that explain to us how our lives work and what our place is 
thought to be in the web of life. I went looking for examples of how these have changed 
throughout time. I found many. To me, that says that these legends are capable of 
changing again, with precision, with speed, with spirit. It is the human legacy to change, 
even as we fail to notice that we are doing so. It is our legacy – as a species and even as 
individuals – to keep going, even when it seems that the end has come. 

Alanna Mitchell, Dancing at the Dead Sea, pp. 13-14 

 
 

 

� CASE EXAMPLE 

 
 
 
 
 
 
 
 
 
 

This winning poster from the Living by 
Water children’s poster competition 
illustrates how art can help us see “with 
new eyes”. 
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Rejoining the Ribbon of Life 

 
Instead of a “ribbon cutting” ceremony, the 
Living by Water Project officially launched its 
millennium project in 2000 with a ribbon-
joining ceremony. Here The Hon. Herb Gray, 
Iona Campognolo and two children – 
representing the future generations – sew 
together a ribbon, representing the “ribbon of 
life” and the launching of – as E.O. Wilson 
describes it - the “age of restoration” . 
 
Look for ways that you can incorporate art and 
metaphor into your projects. 
 

 

� CASE EXAMPLE 

 

 
 

 
 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Here is a dramatic use 
of metaphor. 
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Humour 
 

 
Humour is a subjective topic – personal taste 
varies. What is funny for one person may be 
offensive or not funny for another. So, if you 
use humour, do it with awareness of your 
audience. 
 
Nevertheless, humour is often a great way to 
capture attention and break down barriers.  
 
The figure on the right is “Mr. Floatie”,  
an example of scatological humour being used 
to great effect: 
 
This character made hundreds of appearances 
throughout Victoria and was credited with 
helping influence public opinion about Victoria’s 
sewage outfall (which was discharged directly 
into the Pacific Ocean). Partly as a result of 
public pressure, the provincial and federal 
governments committed the funds to install a 
wastewater treatment plant for the capital. 
 
On the following page is the press release 
which alone makes for a great chuckle. 
 
 
 
 
 
 

This “installation” 
conveys a message 
without the need for 
words.  
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Do’s and Don’ts for Science Extension  
 
Based on our experiences with Living by Water, we drew up a series of “do’s” and “don’ts” 
for scientists attending public meetings and workshops: 
 
Do 
 
���� Ensure that the organizers partner with mainstream community organizations (local 

governments, chambers of commerce etc) to avoid having yourself and your message 
branded as fringe environmental crackpots. 

 
���� Ask the organizers to spend 5 to 10 minutes at the beginning with the audience to 

identify audience interests. E.g show of hands – “how many are from local government 
agencies”, “how many from service or environmental organizations”, “business”, etc. 
How many are here because they are interested in future water supply, species for 
planting in gardens, etc. Open ended questions “what other concerns have brought you 
here?”  If the organizers don’t do this, do it yourself. Then, adapt your talk as you go to 
the audience interests and needs that were identified. Sometimes this is as easy as 
interjecting along the way with examples, linking a point you are making to something 
that the audience can relate to. 

 
���� Be prepared for the tough questions which challenge your assumptions – e.g. “Why are 

you saying that climate change is happening and yet I read in the paper reports of other 
scientists who say that it is not? Who am I to believe? How do you explain this 
discrepancy?” Have an answer that is clear, simple and direct so people understand the 
message. 

 
���� Ensure that your presentation is relevant to the audience interests and needs. Answer 

the question “So what?”  e.g. always incorporate slides to show what your data means 
for the audience’s interests. Couch in probabilities if necessary. 

 
���� Target your presentation to the audience. If it is local government, anticipate their 

interests (e.g. risk management, vulnerabilities, land use planning, municipal 
operations). If it is a general public audience, tweak it to be as relevant as possible to 
their needs (e.g. water forecasts, forest fire, crops and food forecasts, etc.) 

 
���� Use as many interesting visuals as possible. Pictures tell a story better than words. 

Hands-on props are always helpful! 
 
���� Ask the organizers to make sure there is time for questions. Audience discussion helps 

translate your technical presentation into what is real for the audience. 
 
Don’t 

 
���� Don’t use jargon, detailed graphs, tables, charts or power point slides with lots of text 
 
���� Don’t overwhelm with too many possible alternatives, or too many qualifications to your 

conclusions. Simplify and generalize as much as possible. 
 
���� Don’t turn your back on the audience to look at the screen. If using PowerPoint, make 

sure you have a remote so you can stay talking to the audience. Place your laptop in a 
position so that you can see what your slide says, and look at the audience. 

 
���� Don’t use PowerPoint slides with dead text only. Liven it up with pictures and colour. 
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���� Don’t talk about yourself and your agency first. Start your presentation with the 
audience in mind – their interests, concerns, needs. Let the information about who you 
are come through when you are introduced. Your scientific background gives you 
credibility and stature in a community and helps your message be heard with respect – 
but let others do the promotion for you. 

Communicating Science 
If you are a scientist with the challenge of communicating your research to policy makers, 
community groups, or colleagues, the following extract from the website plainlanguage.gov 
will be of interest. See also the piece in Appendix 2 on plain language. 
 

Scientists Need Plain Language 
http://plainlanguage.gov/index.cfm 

Lily Whiteman expresses concisely why scientists need to use plain language when they 
write for the public. 
 
Despite widespread scientific illiteracy, the public is currently confronting many important 
science-based choices. For example:  

• About 50 percent of the major bills that come before Congress contain a major 
scientific or technological component. (Current science-based public policy issues 
include, for example, stem cell research, global warming, and biohazards.)  

• Juries are evaluating more and more technical evidence, such as DNA-based 
evidence, medical evidence and fiber evidence. 

• More and more patients are making important medical decisions for themselves 
instead of deferring to physicians, as they have traditionally done. 

 
For the public to make smart decisions on science-based issues, they must understand 
them. As Isaac Asimov said, “The whole premise of democracy is that it is safe to leave 
important questions to the court of public opinion – but is it safe to leave them to the 
court of public ignorance?” Plain language is one of our best tools for improving scientific 
literacy and encouraging wise decision-making by the public on science-based issues. 
 
It is important for scientists to use plain language not only to reach the public; but also 
to reach one another. Indeed, scientific information conveyed in plain language invariable 
reaches bigger scientific audiences than information conveyed in technical language. 
Evidence of this includes the following:  

• A recent study showed that medical articles reported in The New England Journal 
of Medicine and then reported in The New York Times receive about 73 percent 
more citations in medical reports than do articles not reported in The New York 
Times. 

• The Cleveland Clinic Journal of Medicine is a nationally successful journal with the 
best readership growth trend and advertising growth trend in its market. But The 
Cleveland Clinic Journal wasn't always so successful. Until the mid-1990s, it was a 
forgettable, low circulation journal. 

 
How did the editors of The Cleveland Clinic Journal of Medicine dramatically increase their 
readership? By replacing their journal's dense, long-winded, jargon-filled style with an 
alternative style that incorporates the principles of plain language. This new-and-more 
popular style emphasizes the liberal use of white space, eye-catching side-bars, easy-to-
understand graphics, succinct article summaries, attention-grabbing article titles, 
everyday language, conciseness, clarity, and short regular features covering practical 
topics. (The Cleveland Clinic Journal of Medicine is posted on the Internet at ccjm.org.)  

Source: Lily Whiteman 
http://www.plainlanguage.gov/usingPL/sciences/whiteman.cfm 
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Chapter 7 – Measuring Results 
 
The Logic Model introduced in Chapter 3 forces us 
to consider early on in designing a project how we 
are going to measure results.  
 
Preparing a logic model for your project will help 
you in the evaluation stage, to “document accomplishments, organize data, prepare reports, 
and define any variance between the planned program and the actual program”. 64 
 
One definition of evaluation is “a continual and systematic process of assessing the value or 
potential value of… programs to guide decision-making for the program’s future.”65 
 
The Kellogg Foundation logic model development guide distinguishes two broad types of 
evaluation – “formative” and “summative”. Formative evaluation occurs during program 
implementation and is aimed at helping improve the program; summative evaluation is 
aimed at assessing what the program achieved, and how effective the program was at 
achieving the planned outcomes.66 
 

Why Evaluate? 
A formative evaluation process will focus on activities, outputs, and short-term outcomes to 
monitor progress, develop ideas for improvements, and make adjustments to a program. A 
summative evaluation will focus on intermediate outcomes and long term impact. It is used 
to demonstrate the program’s results and benefits to funders, participants and the 
community. 
 
Some of the discussion in this section is drawn from a report focussing on the evaluation of 
extension programs67; there are many comparisons between extension and conservation 
marketing. This report identifies a number of specific reasons for evaluation68. The first two 
reasons relate to formative evaluation; the last four relate to summative evaluation. 
 
Planning: to assess needs; set priorities; direct allocation of resources; guide policy 
 
Direct decision-making: to improve program management and effectiveness; to identify 
and facilitate needed change; to continue to expand or terminate a program 
 
Analysis of program effectiveness or quality: to determine achievement of project 
objectives; identify strengths and weaknesses of a program; determine of the needs of 
beneficiaries are being met; determine the cost-effectiveness of the program; assess causes 
of success or failure. 
 
Maintain accountability: to stakeholders, to funding sources, to the general public 
 
Program impact assessment: to discover a program’s impact on individuals and / or 
communities 
 
Advocate: to gain support from policy makers and others; to direct attention to the needs 
of particular stakeholder groups. 
 

A sound logic model is the 
foundation of effective evaluation. 

Innovation Network, Inc. 
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When to Evaluate? 
The report by Suvedi et al suggests that the timing may not always be appropriate to carry 
out an evaluation. Factors suggesting the need for an evaluation to proceed include: 
 

• Significance of the program 
• Legal requirement to carry out program evaluation 
• Need for evaluative information to inform decision-making or answer questions being 

posed 
• Availability of adequate funds to carry out the evaluation 
• Adequate time to complete 

 
 

What to Evaluate? 
 
Your project’s intended results include your outputs, outcomes, and impacts. The easiest to 
evaluate are outputs. These are the direct products or consequences of your program 
activities – number of people trained, or number of trees planted.  
 
Outcomes and impacts are further into the future; it is harder to determine direct causal 
links between your project and these results. The Kellogg Foundation introduction to logic 
modelling suggests that short term outcomes should be attainable within one to three 
years, while longer term outcomes within four to six years, and “impacts” seven to ten 
years.69 
 
Given this time frame of results – it is easy to see why it is challenging to evaluate the 
impact of project that has only been operating for a year or two.  
 
To evaluate outcomes, qualitative surveys of the target audience can be used70. These can 
be completed by telephone, on-line, mail, or in person. Results are most meaningful if they 
can be measured against a benchmark study completed before the outreach program was 
initiated, or against a control group which has not been exposed to the outreach program71. 
A benchmark survey at the beginning of the project would measure current rates of the 
behaviour (or attitudes and beliefs) which is to be targeted by the outreach program. 
Review the material in Chapter 4 on understanding your audience and survey design. It is 
very important in the benchmark survey to be clear on what the project objective is, in 
order to avoid “asking everything under the sun”. Mintz goes on to suggest that the 
evaluation study carried out upon project completion should ask the same questions that 
were asked in the initial benchmark survey. He argues that “the results of both studies [can 
be] compared to determine whether the outreach campaign has had an effect on the target 
audience”. 72 
 
As well as quantitative surveys to evaluate changes brought about by the project, 
qualitative assessments can be used to measure change. These include the same 
approaches described in Chapter 4, such as focus groups and key informant interviews.  
 

Asking the Right Questions 
To determine what the best questions are to ask in your evaluation it can be helpful to 
consider the multiple perspectives of all those who will be interested in what your evaluation 
concludes. This might include your internal organization management and staff, project 
partners, the ultimate target audience, funders, political decision-makers, and others in 
your community. 
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Some of the typical “big” questions might include: 
 
Are we reaching our target audience? (Internal staff) 
Is the program helpful? (Target audience) 
What difference is the program making? (Decision-makers) 
Are the results that the program is achieving worth the cost? (Funders) 
 
Depending on who the audiences are for your evaluation, many other potential questions 
will arise. The Kellogg Foundation report notes that in developing a plan for evaluation “it is 
important to have general agreement across your [evaluation’s] audiences on what success 
will look like”.73  
 

Indicators 
 
SMART outcomes include measurable indicators that you can employ to determine how your 
project is doing.  An indicator is a variable, “a marker that can be observed to show that 
something has changed”.74 That is, an indicator is a “marker of success”.75 Indicators can 
help you notice changes at an early stage of your program or project. Indicators need to 
be76: 
 

• Relevant to the objective of the program being evaluated 
• Understandable, simple and unambiguous 
• Realizable, given constraints in logistics, time, and technical aspects 
• Conceptually well-founded 
• Limited in number and updatable at regular intervals 

 
Indicators should be: 
 

• Measurable 
• Relevant and easy to use 
• Provide a representative picture 
• Easy to interpret; shows trends over time 
• Responsive to changes 
• Have a reference for comparison so that users can assess the significance of change 

over time 
• Measurable at reasonable cost 

 
This section of the handbook has provided a cursory overview of some of the aspects of 
evaluation. For more detail, refer to the Kellogg Foundation Logic Model Development 
Guide.77 
 

Exercises 
 
What is the purpose of your evaluation? 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
Who are the audiences who will be interested in your evaluation? 
 
_____________________________________________________________________ 
 

What gets measured get’s done. 
Anonymous 
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_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
What are some potential evaluation questions for your project? 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
What are some indicators that could be used to measure an outcome for your project?  
Assess the indicators for validity, usefulness, cost-effectiveness, and how well they 
communicate information. How and where would you obtain information for your indicators? 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
 
 
Reporting on Activities or Results?78 

 
Freddie was responsible for writing a report on the results of a staff training program. He 
wrote two different reports – “A” and “B”, repeated below. Read these reports and then 
answer the question which follows.  
 

Project Activity:  

Design and deliver applied training for relevant staff on public consultation approaches and 
techniques. 
 
Planned Outcome: 

Staff consistently apply public consultation guidelines in the implementation of their regulatory 
responsibilities; they do so with a solid grasp of the subject matter and with a command of the 
leading techniques of engagement. 
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Report A 
Over the past three months, the Department has held three, day-long trainings introducing 
public consultation techniques to department staff on public.  So far 37 out of 46 staff have 
completed the practical, hands on session.  
 
Satisfaction levels are very high, both with the content of the “hands on” style of delivery.  
One more session is planned over the coming three months for most of the remaining staff.   
 
Evaluations by participants have been generally positive, though about a quarter of 
participants have noted that one day is not long enough to give participants both a theoretical 
and a practical grounding in the subject matter.  
 
Report B 

 
Three of four planned one day workshops have been carried out.  Thirty-seven out of 46 staff 
have completed the session.  The final session is expected in the next three months, at which 
point a full report can be made.  
 
To date, facilitators observe that about half the participants have demonstrated an acceptable 
standard of public consultation competency in the way they have thought through the session 
case study and enacted a public consultation simulation.  This is confirmed in participant 
evaluations.  According to their self assessments, what these participants lacked most before 
the training was confidence in their own abilities.   
 
Most of this group indicate that they are now ready to organize a public consultation process 
on the files that they are working with.  Indeed, 5 staff participants have already done so. 
Without exception, peers assigned to review/assist their facilitation, have given them good 
marks and have provided some suggested refinements for next time.  
The remaining participants in the public consultation training are brand new to the practice 
and so, after one day have a basic understanding, but not yet the confidence to take the 
initiative to organize and facilitate a consultation without help ”. In the remaining time of the 
project, the team recommends that management consider how best to build on these 
participants’ knowledge and confidence”. 

 
Source: Philip Cox, Plan:Net 

 

Which report better describes the results of the training program? Why? 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Appendix 1. Case Examples  
 

An Event that Worked 
 
Over 175 people attended a Living by Water dessert evening hosted by the City of Kelowna 
in the spring of 2002. The evening was planned to provide both creek and lakeside residents 
in the Kelowna area with tips and information about living beside water. The city was able to 
generate a targeted mailing list and sent out over 500 personalized invitations to shoreline 
residents. The invitations gave some facts about the creek or lake that each resident lived 
by and asked for an RSVP. More than 165 people registered for the evening beforehand, 
earning themselves a free native plant.  
 
During the first hour of the 6 - 9 pm evening, people ate desserts (supplied by the City of 
Kelowna), looked at the displays, and chatted with the presenters. Presentations followed; 
five speakers offered tips on waterside living from different perspectives. There were several 
draws for door prizes (which were awarded at the end of the evening) and time for 
questions at the end. 
 
Feedback received from the residents who attended was almost unanimously positive, and 
the City did a number of site visits afterward to follow up on requests for more specific 
information. They were thrilled with attendance at the event, since a similar event 3 years 
previously had only drawn between 30 and 40 people. Organizers attribute the success of 
the dessert evening to the targeted mailing, RSVP requirement, and the great desserts! 
 
Benefits 
 
A successful event can: 
 

• Generate interest and excitement about your group and increase its profile in the 
community.  

• Raise awareness of local issues. 
• Attract a new audience (and potential volunteers). 
• Give you a chance to expand your network in the community.  
• Potentially support your fundraising efforts.  

 
 
Measuring success 

What makes a successful event - evening presentation, shoreline cleanup or weekend 
workshop? Decide what the objectives of your event are and measure its success against 
them. Indicators of success can include number of attendees, funds raised, the number of 
new contacts made, or the media exposure you’ve received. How does the event fit into 
your logic model? 
 
Tips for success 

• Have something to attract people to your event (and to keep them there). Ideas include: 
o Create a celebration of something that you know your participants will enjoy.  
o Focus on an issue that concerns people in your community 
o Create an event that will attract people through offers to save them time or 

money.  
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o Use a visiting or local celebrity, author or expert to add to the appeal of your 
event. 

• Use events to thank your volunteers, funders, community sponsors, and anyone else 
who has supported your group in some way. The air of celebration that happens when 
you have a public thank-you is infectious and can generate goodwill. 

• Offer some combination of “Freebies, Food and Fun”. Even if your presentation is for just 
a couple of hours, you can give potential audience members an incentive to come if you 
create a reward such as a chance to win something, enjoy some food, and have a good 
time.  

• Make your audience feel personally “invited”. For example, a personally addressed letter 
gets far more attention than a generic flyer. 

• To make sure you get the numbers you want, publicize your event in a number of 
different ways. People need to hear information more than once for it to “sink” in – some 
say three times, some say even more. Publicity needs to start early enough, and you 
need to use a variety of methods – email, phone, newspaper, radio, TV, posters, word-
of-mouth. 

• Plan your event to generate excitement and interest. A shorter event that leaves your 
audience wanting more may be preferable to a longer one that lets enthusiasm dribble 
away. 

• Allocate some budget to your event and be prepared to spend it on the things which 
count. Make sure your display materials are high quality and look professional, that your 
handouts and brochures are well-written and accurate, and that you supply appropriate 
refreshments. If your budgets are tight, ask volunteers to help out. 

• Be well organized. When the event flows, and all of the details have been looked after, 
everyone (including presenters and volunteers) feels that their time has been well spent. 

• Look after logistics so that it’s easy for your audience to get there. Remove as many 
barriers as you can: 

• Make the time convenient for those with busy lives. 
• Have your venue and parking accessible and well marked. 
• Depending on your audience, consider offering child care or children’s activities on site if 

you think this will help remove barriers to people coming. 
 

Working with the Media 
Think of the media as partners. Consider how you can help the media. What are the 
benefits to them of working with you? Aim to develop mutually beneficial relationships.  
 
The Peace River Watershed Council brought the Living by Water Project to the Peace Region 
as part of the CAPS program in October 2002. In an 11 day period, there were 10 events 
ranging from school presentations to shoreline resident workshops, realtors presentations 
and a mini-conservation marketing workshop. Although the community is spread out over 
quite a distance, the media coverage generated was significant. The LbyW team helped 
PRWC generate some public service announcements, radio spots and press releases and at 
least three media interviews were held. During the trip there was some coverage of events 
on television, and after the fact, several articles appeared in the local print media. 
 
 
Benefits 
Media coverage can help provide increased awareness of your issue, increased profile for 
your group, increased attendance at events, and volunteers. Make sure you identify the 
benefits to the media of covering your group’s stories. For example, potential to attract 
audiences if your stories contain interesting content. 
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Tips for Success  
 
Your objective  
Clarify your objectives in working with the media. Do you want to attract audiences for an 
event? Gain public profile for your group? Once you’ve clarified your objectives, you can 
then choose media tools that fit. 
 
Your story 
Examine your issue or situation from the media’s perspective; what is the most interesting 
“angle” or story? Is there a human interest angle? Stories that are compelling and have an 
emotional connection with audiences are of interest. Examine the way the media that you 
want to engage presents their stories and learn from that. Offer them an interesting person 
such as a visiting expert with a strong story, some new perspective on local issues, a 
chance to get some good pictures or video (a photo opportunity). Having children in the 
photo or video can be an added bonus (make sure you or the media obtains appropriate 
consent if you are using children). Consider holding an event such as an awards 
presentation for Best Natural Shoreline or Best Redressed Shoreline, during the public 
event. 
 
Be very clear on what your message is. Imagine what headline you want to see as a result 
of your media piece, and then make sure that the story you tell in your media release is 
consistent with that message.  
 
Consider using a “teaser” to attract your audience. You might mention a “hot” local issue 
such as water quality or development; refreshments or door prizes can also be an incentive.  
 
Alternative media formats 
Provide the media with material that fits their formats – Public Service Announcement, 
Media Advisory, and Media Release and in a timely way that meets their deadlines.  
 
Check your dates, times, locations and contact information several times to make sure that 
they’re accurate and consistent.  
 
Choose your words carefully in your media pieces to attract your audience. Your audience 
may be the public (as in a PSA) or it may be the media itself. Decide who you want to 
attract to your event: cottagers, full-time residents, people who live in a certain 
neighbourhood, potential volunteers? What concerns them, what interests them?  
 
Avoid the use of vague words such as “the public”, “stewardship” and “environmental”; 
these also potentially alienate your audience.  
 
Use media advisories and press releases appropriately and timed to meet the needs of the 
media in your community. These are aimed at getting coverage from newsrooms and 
reporters.  
 
Use public service announcements (PSAs) to take advantage of public service opportunities 
that are sponsored by newspapers, radio and cable television stations; PSA’s usually cost 
nothing. Check with the media you are targeting as to their lead time requirements. It can 
be several weeks prior to your event. Follow-up with a phone call to discuss with them 
whether they can run it, and when. The PSA can take four different forms: 
 

“Ad” style. Newspapers will sometimes donate a free boxed ad to your group.  
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“Article” style PSA. You write a short, snappy article about your event (include 
something about your group too) and provide it as-is to be published. Overworked 
editors often appreciate having some ready-made content to plug in to their paper, 
and this approach may increase your chances of seeing it in print. 
  
Short, to-the-point item for the “community calendar” or “events” section of the 
paper. See local publications for guidelines on length. 
 
Short (30 second or less) community events announcements for radio or your 
local cable TV station. Make them catchy and clearly presented. 

 
Fax in a media advisory to the newsroom three or four days before your event (earlier if 
your newspaper is a weekly) indicating any photo or interview opportunities. It’s worth 
doing your research to find out the name of the reporter who might cover your event. Phone 
the news room/reporter to follow-up. 
 
Send out a press release the afternoon before, or morning of, your event and have a media 
kit available. Your media kit could contain: a copy of the press release, a schedule of 
events, bios of, and background information about, participants and leaders of the event, all 
inside an attractive folder. 
 
Here are a few more tips for getting the word out: 

• Use the internet, social media like Facebook, and email list servs. There are a host of 
community news sites which are widely read by various audiences. Find out how 
your target audience gets their news (review the section on audience research) and 
employ the media that will access your target audience. 

• Send a letter to the editor; this can sometimes raise the profile of your event, if it’s 
relevant. Make sure you take a positive approach and avoid associating your event 
with any controversial issues in your community. 

• Piggy-back onto newsletters of other groups which reach your target audience. 
• Use listings in free email publications and access your members’ email group lists to 

publicize what you’re doing.  
• Place attractive posters in strategic locations to give a visual image to your event.  
• Consider using individual invitations. There are two ways to distribute them: 

o Use Canada Post’s direct mail system. The flyers are unaddressed, and 
distributed by postal code. 

o Try partnering with your municipal government. They have assessment lists 
of property owners that they may be willing to provide - you can personally 
address your invitation and send it by regular mail.  
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Going back to Tradition – Hosting a Forum for Two-Way 

Communication 
In September 2006 almost 70 participants representing a wide range of sectors and 
professions participated in a forum in Kamloops, BC titled “If We Snooze, Do We Lose? – 
Adapting to Climate Change in the Thompson – Nicola – Shuswap”. The title was chosen to 
catch attention and convey a message at the same time. It was successful in this, as 
reflected in the amount of media interest, and the positive evaluations from participants, 
both written and verbal. In evaluations for the forum, the balance between the science 
discussions and the opportunity for community participants to discuss and learn from each 
other was considered the highlight of the event. 
Objectives 
Forum objectives were to: 

• Communicate information about climate change impacts and adaptation, 
particularly with respect to implications for freshwater shorelines and stream 
sides, in order to help stimulate dialogue. 

• Identify tools for communities and other stakeholders to adapt to potential 
changes. 

• Identify methods for maintaining collaboration and dialogue among the 
communities in the region. 

Benefits 
The forum provided opportunities for two-way exchanges of information and viewpoints, 
amongst people from a wide variety of sectors who might not normally encounter 
opportunities to share. Participants felt engaged, listened to, and were excited by the 
subject matter. 
 
Tips for Success 

• Reflecting its objectives, the forum was structured in a distinctly different way 
from a typical conference or workshop. Promotional material explained that the 
forum was a forum in the “traditional sense of the word – a public meeting or 
assembly for open discussion”.   

• The agenda was structured to provide for a balance between “information out” 
(from scientists and other speakers) and “opportunities for dialogue”.  

• Questions for discussion during the forum were developed based on input from 
focus groups and other sources, and reviewed with the BC climate change 
adaptation specialist and others. Based on input from the BC Ministry of 
Environment, discussion questions were adjusted to reflect experience with 
climate change adaptation in other projects. One of the underlying themes was 
that while there has been some public discussion about climate change 
mitigation, public perception of adaptation at the time of the forum was even 
less, and consequently, people needed to be “coached” into thinking in 
adaptation terms.  

• Forum organizers partnered with a post-secondary institution (Thompson Rivers 
University) to broaden the reach and the audience, and to engage students. TRU 
hosted the Kamloops event; students observed the science presentations, 
participated in table discussions, and were engaged as note-takers at the 
discussion tables. 

• Speakers were invited to continue their participation during the day by seating 
them throughout the room and inviting their involvement at table discussions. 
Many speakers also acted as resource people during the table discussions, and 
some further assisted by moderating. 
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• A key ingredient for success was that the forum agenda contained frequent 
opportunities for participants to express their opinions on the different questions.  
o The event opened with “breakfast table discussions” to provide a “soft” start 

to the day, before the formal opening. These discussions were moderated and 
recorded by project personnel and volunteers.  

o The afternoon session used a “Café” theme, borrowed from an event held in 
Prince George earlier in 2006. The event hall was transformed into a “café”; 
the lights were dimmed, candles placed on each discussion table, and jazz 
music was played over the sound system. The facilitators for each table 
discussion became “waiters”, wearing aprons and presenting a “menu” of 
discussion topics. There were five cafés for participants to select from, each 
one with a theme related to the topic of climate change adaptation. 
Participants chose two themes to discuss, and circulated amongst the tables. 
Notetakers recorded the discussion on flip charts.  

• A nominal charge was made to help cover costs of food and room rental. 
• The forum proceedings were later summarized and became part of the input for a 

community based climate change adaptation project.  
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Appendix 2. Writing Tips 
 

Tips for Effective Writing 
 
Good effective writing is hard work! Here are a few tips provided in an editorial report by 
Communications Concepts.79  Keep sentences short, and organize your writing for maximum 
ease of understanding. 
 
Prune Wordy Expressions 
 
INSTEAD OF 
• A number of 
• At the present time 
• Due to the fact that 
• In an effort to 
• For the purpose of 
• In the near future 
 

USE THESE PHRASES 
• Some 
• Now 
• Because 
• To 
• For 
• Soon 

 
Strengthen Diluted Verbs 
 
DILUTED 
• Give consideration to 
• Make preparations for 
• Make use of 
• Is applicable to 
• Is indicative of 
• Undertake an analysis 
 

STRONGER 
• Consider 
• Prepare for 
• Use 
• Applies to 
• Shows 
• Analyze 

 
Beware of  “ly” Words 

 
WEAK 
• I absolutely believe 
• We certainly agree 
• Successfully complete 
• When totally free 
 

STRONG 
• I believe 
• We agree 
• Complete 
• When free 

 
Be Reader-Centred 
 
WRITER-CENTRED 
• The service we provide has to be good. 
• We are closed every evening except 
Thursday. 
• I would like to express my appreciation 
for your first rate report. 

READER-CENTRED 
• The service you receive has to be good. 
• For your convenience we are open 
Thursday evening. 
• Thank you for a first rate report. 
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Use Personal Pronouns 

_ When speaking for your agency or group, use we, us, our 
_ When speaking for yourself, use I, me, my 
_ AND… balance these pronouns with even MORE of you and your to draw in the reader 
 
 
Try some Contractions 
 
INSTEAD OF: 
It is the responsibility of each individual to 
save energy. 

TRY: 
It’s each of our job to save energy. 

 
 
Use Everyday Words 

 
INSTEAD OF: 
Assistance 
Capable of 
Consequently 
Demonstrate 
Expedite 
Forward 
Magnitude 
 

TRY: 
Help 
Can 
So 
Show 
Speed up 
Send 
Size 

 
Prefer Short Transitions 
 
LONG AND BOOKISH 
Consequently 
However 
Nevertheless 
Therefore 
 

SHORT AND SNAPPY 
So 
But 
Still 
So 

 
Avoid Legalistic Lingo 
 
INSTEAD OF: 
Aforementioned 
Heretofore 
Herewith is 
Notwithstanding 
 

TRY: 
The, that, those 
Until now 
Here’s 
In spite of 

 
Focus on your reader’s needs.  
 
Ask yourself: 
 What is my purpose? 
 Who are my readers? 
 What are their interests? 
 How much do they know already? 
 What will make it easy for them to understand or act? 
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Plain Language 
 
Plain language is language that is easy for the audience to understand.80 DuBay argues that 
an organization that is not using plain language is not operating effectively and is wasting 
money.81 Using plain language helps increase audience size; leads to greater audience 
satisfaction; results in lower costs of training, document production, and support; and 
overall, results in savings. 
 
The purpose of plain language is to close the literacy gap between the reading level of the 
text and the reading ability of the audience. 
 
Literacy surveys in the US have shown that the average US reader is an adult of limited 
reading ability; for example, DuBay cites a recent news story that 42% of the population 
have difficulty reading. The average adult in the US reads at the Grade 7 level; this is the 
level that popular writers like Tom Clancy, John Grisham, Fran McCourt, Mary Renault, and 
Michael Crichton write at. 
 
When the text is too difficult readers feel frustrated, and will likely stop reading. They may 
seek help or call support, and often go to some other task. All of this costs and organization 
time and money. 
 
Here are some examples DuBay provides of plain language in action:  
 
Before: A thorough inspection of your forest home or summer cottage and the surrounding 
property for obvious fire hazards is the first step in fire protection. 
 
After: You can protect your forest home or summer cottage by first inspecting your land 
and building for fire hazards. 
 
Before: Prior to completing the application, the applicants should determine if the proposed 
corporate name is available. 
 
After: Before you complete the application, find out if another company is using the name 
you have chosen. 
 
DuBay advocates that it is important to know your reader. He suggests studying and using 
the design of materials familiar to your audience (such as popular magazines that they 
might read). 
 
Create and sustain interest by appealing to what the reader already knows. Lead the reader 
from the known to the unknown, from problems to solutions. Use a tone and approach 
appropriate for the purpose and the audience. 
 
Clear organization of your material is especially important for younger readers, adults of 
lower reading skills, and those unfamiliar with the subject. This may be true of much of 
what we write about in the field of conservation. 
 
Two useful sources for “Plain Language” are DuBay’s website (www.impact-
information.com) and the US site Plain Language – Improving Communication from the 
Federal Government to the Public (www.plainlangage.gov). 
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Resources 
 
The following selection of books and websites provide further reading on marketing, 
education, communication, behaviour change, and the psychology of the human mind. This 
list includes many resources that were not used directly in the preparation of this handbook 
but are provided for those interested in pursuing the subject matter further. 
 

Author Year Title Publisher Description 

Adkins, Jennifer 
et al. 

2004. Diversity Education 
for Change: A 
Guide to Planning 
and Management 

Plan:Net Limited, 
Calgary. 

A guide summarizing eight tools to help groups be 
successful in their diversity education work. While 
the examples are drawn from this field, the 
contents are relevant to many agencies and 
organizations. Available through www.plannet.ca 
or through www.gov.ab.ca  

Allen, Will, 
Margaret 
Kilvington and 
Chrys Horn. 

2002. Using Participatory 
and Learning-
Based Approaches 
for Environmental 
Management to 
Help Achieve 
Constructive 
Behaviour Change 

Landcare Research 
Contract Report 
LC0102/057, New 
Zealand Ministry of 
Environment 

A review of ways to influence people’s behaviour, 
in order to improve environmental management. 
The New Zealand Ministry of Environment “is 
looking for new approaches that work with multi-
stakeholder groups, in particular those that 
improve motivation, information flows, and 
collaborative learning.” 

Beaumont, 
Cathy. 

2007. Building a 
Strategic 
Communication 
Plan. 

Mainstay Consulting A Powerpoint presentation given to “Vitalize 2007” 
conference (a conference for the voluntary sector) 

Bedder, Sharon. Rev. 
edition. 
2002. 

Global Spin: The 
Corporate Assault 
on 
Environmentalism. 

Green Books, 
Chelsea Green 
Publishing Company. 

Argues that the massive covert power of large 
corporations has enabled corporate agendas to 
dominate the debate about the state of the 
environment. (Extracted from the book jacket.) 

Canadian Urban 
Institute and 
Ontario Ministry 
of Natural 
Resources. 

2007. Nature Count$ - 
Health, Wealth and 
Southern Ontario’s 
Greenspace. 

www.canurb.com  http://www.canurb.com/media/pdf/Nature_Count
s_rschpaper_FINAL.pdf 
A review of the socio-economic contributions of 
natural areas in southern Ontario. 

CDCynergy 2007. Social Marketing 
Edition – Your 
Guide to Audience-
Based Program 
Planning. Version 
2.0. (CD) 

Co-developed by 
RWJ Turning Point 
Initiative, Centers for 
Disease Control and 
Prevention, and 
others. 

Copies available through: 
www.tangibledata.com/CDCynergy-Soc 

Chartier, Bob. 2007. Get Real: The Art 
and Power of 
Storytelling in 
Workplace 
Communities 

National Managers’ 
Community 

Highlights the power of storytelling in the 
workplace.Intended to help readers rediscover 
their natural gift for storytelling, and seek out 
stories rich with knowledge and learning. 
Available at: www.managers-gestionnaires.gc.ca 
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Chartier, Bob. 2002 Tools for 
Leadership and 
Learning: Building 
a Learning 
Organization. 3rd 
Ed. 

National Managers’ 
Community 

Tools for managers: Seven types tools are 
described: Shared vision and values; Personal 
mastery; Systems thinking; Mental models; Team 
learning; the Learning vessel; and the Art of 
Conversation. Available at: www.managers-
gestionnaires.gc.ca  

Chartier, Bob. No date. Blueprints… Field 
Guide for Learning 
Organization 
Practitioners 

National Managers’ 
Community 

Some tools for facilitators working with 
organizations. Tools for helping organizations 
develop shared vision, etc. Available at: 
www.managers-gestionnaires.gc.ca 

Cohen, Gene D. 2005. The Mature Mind – 
The Positive Power 
of the Aging Brain 

Basic Books, 
Cambridge, Mass.  

From the book jacket: An account of cutting-edge 
neuroscience, groundbreaking psychology, 
fascinating vignettes from history and case 
studies (regarding the second half of life). 

Corbett, Julia B. 2006 Communicating 
Nature – How we 
Create and 
Understand 
Environmental 
Messages 

Island Press, 
Washington 

From the book jacket: For people interested in 
promoting and marketing more responsible and 
effective resource management and 
environmental conservation. 

Council of 
Ministers of 
Education, 
Canada. 

1999. Educating for 
Sustainability – 
The Status of 
Sustainable 
Development 
Education in 
Canada 

Council of Ministers 
of Education, Canada 

Prepared for the Council of Ministers of Education 
by Manitoba Education and Training (Sustainable 
Development Initiative).  

Cox, Philip and 
Kathy Coyne. 

2005. Splash and Ripple: 
Using Outcomes to 
Design & Guide 
Community Work. 

Plan:Net Limited 
 

Uses a “splash and ripple” metaphor to describe 
the logic model. Available at:   http://www.hc-
sc.gc.ca/ahc-asc/pubs/_contribution/ripple-
ricochet/index-eng.php  

Cox, Philip et al. 2007. Managing for 
Change: 
Introducing the Art 
of Results Based 
Management.  

Plan:Net Limited Introduces the concepts of results-focussed 
planning and management; employs the “splash 
and ripple” metaphor. Available through Plan:Net 
Limited. www.plannet.ca  

Cupitt, Sally 
with Jean Ellis. 

2007. Your Project and 
its Outcomes 

Charities Evaluation 
Services 

Written for trustees, staff and volunteers who are 
involved in planning, monitoring and evaluating 
projects. Available at: www.ces-vol.org.uk  

Daw, Jocelyne. 2006. Cause Marketing 
for Nonprofits. 

Wiley and Sons. 
Hoboken, New 
Jersey. 

“The definitive hands-on guide to cause marketing 
for nonprofits.” Provides the insights and tools for 
partnership with “purpose, passion and profts” 

Denning, 
Stephen. 

2005.   The Leader's Guide 
to Storytelling: 
Mastering the Art 
and Discipline of 
Business 
Narrative. 

San Francisco: 
Jossey-Bass. 

Extracted from the book jacket: Shows how 
leaders can use stories to effect change, and how 
storytelling is one of the few available ways to 
handle the principal challenges of leadership: 
sparking action, getting people to work together, 
and leading people into the future.  
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Diceman, Jason  Dotmocracy 
Handbook. V. 1.0 

The Official Coop 
Tools 

A guide on using this approach to generating and 
priorizing ideas. PDF version at 
www.dotmocracy.ca  

Dietz, Thomas 
and Paul C. 
Stern. 

2002. New Tools for 
Environmental 
Protection: 
Education, 
Information, and 
Voluntary 
Measures. 

National Research 
Council, National 
Academy Press. 
Washington, D.C. 

An examination of “new tools” that emphasize 
education, information and voluntary measures. 

Dubay, William 
H. 

2008. Working with Plain 
Language  

www.impact-
information.com 

PowerPoint Presentation with notes 

Environment 
Canada. 

 
2006. 

Workshop: 
Planning an 
Outreach 
Campaign for 
Effective Project 
Delivery.   

Environment Canada. Contains modules and exercises in PowerPoint 
format for developing an outreach /social 
marketing campaign. Facilitated by Wilma Bodnar, 
National Outreach and Volunteerism Coordinator. 
(Accessed November 2008). 
Based on the Principles of Social Marketing.  
http://www.on.ec.gc.ca/community/ecoaction/wo
rkshop_outreach_e.html  

Environmental 
Protection 
Agency. 

2007 Nonpoint Source 
Outreach Toolbox 
(CD) 

Environmental 
Protection Agency 

A toolbox of resources for those involved in 
outreach campaigns focussing on reducing non 
point source pollution. Available at: 
www.epa.gov/nps/toolbox  

Environmental 
Protection 
Agency. 

2003. Getting in Step – A 
Guide for 
Conducting 
Watershed 
Outreach 
Campaigns. 

Environmental 
Protection Agency. 

A companion video features 4 successful outreach 
campaigns from the US focusing on reducing non 
point source pollution. 
www.epa.gov/nps  

Frank, Flo and 
Anne Smith. 

1997. The Partnership 
Handbook. 

Prepared for Human 
Resources 
Development 
Canada. 

Available at 
www.hrsdc.gc.ca/en/epb/sid/cia/partnership/hand
book.doc 

Galvin, David. 2005 Measuring Results 
from Outreach and 
Education 
Programs: Can We 
See Improvements 
Downstream? 

4th National Nonpoint 
Source and 
Stormwater Pollution 
Education Programs 
Conference, Chicago 

Available at: 
http://www.epa.gov/owow/nps/2005proceedings.
html 
 

George Mason 
University 
Center for 
Climate Change. 

2009. Social Marketing 
and Environmental 
Issues. Social 
Marketing 
Panorama. 

George Mason 
University Center for 
Climate Change. 

http://www.socialmarketingpanorama.com/social
_marketing_panorama/george-mason-university-
center-for-climate-change/ Useful because 
includes a link to a slide show and associated 
presentation transcript. Illustrates what a social 
marketing approach to an environmental issue 
might look like. See http://tinyurl.com/c5nctz  

Goodman, Andy 
and Cause 
Communications 

2006. Why Bad 
Presentations 
Happen to Good 
Causes. 

www.agoodmanonlin
e.com 

Tips for improving presentations and meeting 
audience needs. Special chapter on PowerPoint. 
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Harty, Kevin J. 2005 Strategies for 
Business and 
Technical Writing – 
5th ed. 

Pearson Longman, 
New York 

An anthology of “the best advice from the best 
sources about the most important issues that 
business and technical writers face every day”. 

Hayes, Richard 
and Daniel 
Grossman. 

2006. A Scientist’s Guide 
to Talking with the 
Media – Practical 
Advice from the 
Union of 
Concerned 
Scientists 

Rutgers University 
Press 

The authors draw on their expertise in public 
relations and journalism to empower researchers 
in a variety of fields to spread their message on 
their own terms. (Extracted from the book 
jacket.) 

Health Canada.   Accessed 
Mar 
2008 

E-Learning Tool for 
Social Marketing  - 
Creating a 
Complete Social 
Marketing Plan 

Health Canada.   Contains a variety of learning tools for social 
marketing, including a Seven Steps Tutorial and a 
complete social marketing guide in modules with 
exercises.  (Accessed November 2008). 
http://www.hc-sc.gc.ca/ahc-
asc/activit/marketsoc/index-eng.php  
 

Hoggan, James, 
with Richard 
Littlemore. 

2009. Climate Cover-Up: 
The Crusade to 
Deny Global 
Warming. 

Greystone Books, 
Vancouver, B.C. 

Exposes the strategies, tactics, and people behind 
the bogus controversy created by the deniers of 
global warming. (Paraphrased from the book 
jacket.) 

Hulme, Mike. 2009. Why We Disagree 
about Climate 
Change: 
Understanding 
Controversy, 
Inaction and 
Opportunity. 

Cambridge University 
Press. 

This book argues that “climate change is an 
environmental, cultural and political phenomenon 
that is reshaping the way we think about 
ourselves, our societies, and humanity’s place on 
earth.” 

Jacobson, Susan 
K, Mallory D. 
McDuff and 
Martha C. 
Monroe. 

2006. Conservation 
Education and 
Outreach 
Techniques. 

New York: Oxford 
University Press. 
 

Presents the theory and practice for creating 
effective education and outreach programs for 
conservation.  Can be found at NAAEE website 
http://www.naaee.org/publications 
 

Jacobson, Susan 
K. 

1999. Communication 
Skills for 
Conservation 
Professionals. 

Washington D.C.: 
Island Press. 

This book provides in-depth guidance for 
students, scientists, managers, and professionals 
in achieving conservation goals through better 
communication. It introduces communication 
approaches--marketing and mass media, citizen 
participation, public information, environmental 
interpretation, and conservation education 
activities--and offers scores of real-world 
examples and straightforward advice that will help 
conservationists develop the skills they need to 
communicate effectively. 

Kassirer, Jay. 1998. Tools of Change: 
Proven Methods 
for Promoting 
Environmental 
Citizenship. 

Ottawa: National 
Round Table on the 
Environment and the 
Economy. 

This workbook, founded on the principles of 
community-based social marketing, offers specific 
tools, case studies and best practices for helping 
people take actions and adopt habits that are 
more environmentally sustainable. PDF Version: 
Tools of Change website: 
http://www.toolsofchange.com/  
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Keller, Arnold. 2004. The Practical 
Technical Writer – 
Planning and 
Producing 
Documents 

Pearson Longman, 
New York 

Advice for creating technical documents based on 
step-by-step procedures, models, checklists and 
practice exercises. 

W.K. Kellogg 
Foundation. 

Accessed 
2009. 

Logic Model 
Development 
Guide 

W.K. Kellogg 
Foundation. 

Excellent resource on logic modelling. 
wkkf.org/Pubs/Tools/Evaluation/Pub3669.pdf 

Kotler, Philip and 
Nancy Lee. 

2008. Social Marketing – 
Influencing 
Behaviors for Good 

Sage Publications, 
Los Angeles 

A classic text, revised. “A systematic guide for the 
planning and implementation of programs 
designed to influence public behaviours.” 

Kotler, Philip and 
Nancy Lee. 

2007. Marketing in the 
Public Sector – A 
Road Map for 
Improved 
Performance 

Upper Saddle River, 
New Jersey: Wharton 
School Publishing. 

A standard reference for every public servant 
engaged in public sector marketing and 
communications. Uses marketing principles to 
increase citizen participation, compliance, and 
support. 

Lakoff, George. 2004 Don’t Think of an 
Elephant 

Chelsea Green 
Publishing 

Know your values and frame the debate 
Second subtitle: The essential guide for 
progressives 

Laszlo, Pierre. 2006. Communicating 
Science – A 
Practical Guide 

Springer-Verlag, 
Berlin 

A practical guide to assist in the communication of 
scientific results to decision-makers and public 
audiences. 

Lefebvre, Paul 
and Roxanne 
Cameron. 

2003 Coaching Practices 
for Managers 

National Managers’ 
Community 

“Coaching practices meant to help you observe 
your world in a different way and to provide 
access to new ways of leading and getting things 
done.” 
Available at: www.managers-gestionnaires.gc.ca 
Also: see www.leadership.gc.ca/coaching for the 
resources of The Leadership Network. 

Lipton, Bruce H. 2005, rev. 
2008. 

The Biology of 
Belief: Unleashing 
the Power of 
Consciousness – 
Matter and 
Miracles. 

Hay House, Inc.  “The author demonstrates how the science of 
Epigenetics is revolutionizing our understanding 
the link between mind and matter, and the 
profound effects it has on our personal lives and 
the collective life of our species.” (Extracted from 
the book jacket.) Relevant for understanding the 
audience, and in turn, the human brain. 

Lundgren, 
Regina E. and 
Andrea H. 
McMakin. 

2004. Risk 
Communication: A 
Handbook For 
Communicating 
Environmental, 
Safety, And Health 
Risks. 

Battelle Press; 3rd 
edition 

When health, safety, or environmental risks take 
center stage, communicating risk information can 
be a daunting challenge. The increased visibility of 
global terrorism and other catastrophic 
emergencies underscores the potential for human 
tragedy -- along with economic, social, and 
political consequences. Communication must be 
targeted, understandable, and effective without 
inadvertently provoking hostility and mistrust. 

McCarthy, E. 
Jerome and 
Stanley Shapiro 

 Basic Marketing   
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McKenzie-Mohr, 
Doug, and 
William Smith. 

1999. Fostering 
Sustainable 
Behaviour: An 
Introduction to 
Community-Based 
Social Marketing. 

Gabriola Island, BC 
Canada: New Society 
Publishers.  
 

From the back cover: While conventional 
marketing can help create public awareness, 
social marketing identifies and overcomes barriers 
to long-lasting behaviour change. Fostering 
Sustainable Behaviour details how to uncover the 
barriers that prevent people from engaging in 
sustainable behaviours, and provides a set of 
tools that help to foster behaviour change. It also 
describes how to design and evaluate effective 
programs.  See also www.cbsm.com  
 

Metz, David and 
Lori Weigel. 

November 
2009. 

The Language of 
Conservation: How 
to Communicate 
Effectively to Build 
Support for 
Conservation. 

Unpublished letter.  A letter to interested environmental groups 
summarizing the results of opinion research and 
implications for environmental communications. 
Polling companies: Fairbank, Maslin, Maullin, Metz 
and Associates and Public Opinion Strategies 

Michaels, David. 2008. Doubt is their 
Product: How 
Industry’s Assault 
on Science 
Threatens Your 
Health. 

Oxford University 
Press. 

From the book jacket: Shows how industry has 
“manufactured doubt”, how our regulatory system 
is broken and offers concrete proposals for out it 
can be restored by taking the politics out of 
science and ensuring that concern for public 
health and safety guides our regulatory policy. 

Mintz, Jim. 2008. Develop a Social 
Marketing Plan in 
One Day 

Centre of Excellence  
for Public Sector 
Marketing 

Workbook from a workshop, January 2008. 

Monroe, Martha. 2003. Two Avenues for 
Encouraging 
Conservation 
Behaviours. 

Human Ecology 
Review, Vol. 10, No. 
2, 2003. pp 113 – 
125. 

A review of the literature (social marketing and 
other) which summarizes some of the factors that 
encourage desired environmental behaviours. 

Moser, Susanne 
C. and Lisa 
Dilling, (editors). 

2007. Creating a Climate 
for Change - 
Communicating 
Climate Change 
and Facilitating 
Social Change. 

Cambridge University 
Press. 

From the book jacket: The need for effective 
communication, public outreach, and education to 
increase support for policy, collective action, and 
behaviour change is ever present, and is perhaps 
most pressing in the context of anthropogenic 
climate change. This book is the first to take a 
comprehensive look at communication and social 
change specifically targeted to climate change.  

National 
Association of 
Conservation 
Districts. 

1994. Marketing for 
Conservation 
Success. 

National Association 
of Conservation 
Districts, in 
cooperation with 
USDA Natural 
Resources 
Conservation Service 

“An easy to use workbook for marketing 
conservation services.” 

Natural Sciences 
and Engineering 
Research Council 
of Canada. 

Accessed 
October 
2007 

Communicating 
Science to the 
Public: A 
Handbook for 
Researchers 

Natural Sciences and 
Engineering 
Research Council of 
Canada. 

A guide to help research scientists communicate 
their stories. 
Available at: www.nserc-
crsng.gc.ca/_doc/CommSci_eng.pdf 
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Newton-Ward, 
Mike. 

2009. Case Study: Social 
Marketing and 
Drought Response. 

www.slideshare.net http://www.slideshare.net/sm1guru/case-study-
social-marketing-drought-response 
See: http://tinyurl.com/c5nctz 

Newton-Ward, 
Mike. 

2009. Social Marketing 
and Environmental 
Issues. 

Web blog. http://www.socialmarketingpanorama.com/social
_marketing_panorama/george-mason-university-
center-for-climate-change/ 
Blog on social marketing and environmental 
issues 

O’Reilly, Terry 
and Mike 
Tennant. 

2009. The Age of 
Persuasion: How 
Marketing Ate our 
Culture. 

Knopf Canada. Ideas and stories about marketing and its place in 
our lives, based on Terry O’Reilly’s radio program 
on CBC Radio. 

Opinion Leader 
Research. 

2006. Shifting Opinions 
and Changing 
Behaviours 

Sustainable 
Consumption 
Roundtable 

A consumer forum report for the Roundtable, 
which is a joint initiative of the UK National 
Consumer Council and the Sustainable 
Development Commission. Starts from the 
premise that “government can be bolder about 
driving markets and getting incentives in place for 
behaviour change.” The consumer forum was an 
indepth event to explore consumer attitudes on 
the environment and sustainable consumption. 
Available through; www.opinionleader.co.uk  

Oshry, Barry. 2007 Seeing  Systems -
Unlocking the 
Mysteries of 
Organizational Life 

Berrett-Koehler, San 
Francisco 
 

Shows how we can transform “system blindness” 
into “system sight”, enabling us to live and work 
together in productive partnership. 

Rogers, Everett. 2003. Diffusion of 
Innovations 

Free Press, Simon 
and Schuster. New 
York. 5th Edition. 

A classic work, first published 1962, with ideas 
relevant for anyone planning the introduction of 
new ideas.  

Royal Institute 
of Chartered 
Surveyors. 

2007. Green Value – 
Green Buildings, 
Growing Assets. 

 Available through www.rics.org/greenvalue 
 

Shea, Lucy and 
Montillaud-Joyel, 
Solange. 

2005. Communicating 
Sustainability – 
How to produce 
effective public 
campaigns 

Futerra and United 
Nations Environment 
Programme 

A guide to “how the power of communication can 
be harnessed for achieving the goal of promoting 
more sustainable lifestyles”. Available at: 
www.uneptie.fr/pc or www.futerra.org  

Snowden, David. 2004. Simple but not 
simplistic: the art 
and science of 
story 

www.synefin.net A series of articles on storytelling, and the art and 
science of story  

Tabris, Carol and 
Elliot Aronson. 

2007. Mistakes were 
made (but not by 
me) – Why we 
justify foolish 
beliefs, bad 
decisions and 
hurtful acts. 

Harcourt Books. 
Orlando, Florida. 
 

From the book jacket: Two renowned social 
psychologists examine how the brain is wired for 
self-justification. “We create fictions that absolve 
us of responsibility, restoring our belief that we 
are smart, moral and right – a belief that often 
keeps us on a course that is dumb, immoral and 
wrong.” 
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Taylor, Peter, 
Andrew Deak, 
Jethro Pettit and 
Isabel Vogel. 

2006. Learning for Social 
Change – 
Exploring 
Concepts, 
Methods, and 
Practice 

Institute of 
Development Studies 

Explores models of learning, and implications for 
social change. Available at: 
www.ids.ac.uk/ids/bookshop 

United Nations 
Environment 
Program. 

2006. Sustainability 
Communications. A 
Toolkit for 
Marketing and 
Advertising 
Courses. (CD) 

United Nations 
Environment 
Program 

Aimed at higher education professors training 
marketing, advertising and communication 
managers, as well as students interested in 
communication issues around sustainability. 
Contains case studies, summaries, documents 
and web links. 
Available through:  
http://www.unep.fr/scp/publications/details.asp?i
d=DTI/0886/PA  
 

United Nations 
Environment 
Programme. 

n/d Sustainability 
Communications – 
A Toolkit for 
Marketing and 
Advertising 
Courses 

United Nations 
Environment 
Programme 

A CD of case examples. 

University of 
Washington. 

Accessed 
March 
2008 

Plain Speak 
(website) 

University of 
Washington 

http://www.ecy.wa.gov/quality/plaintalk/history.h
tm  

US Fish and 
Wildlife Service.  

2008. Wildlife Watching 
in the U.S :The 
Economic Impacts 
on National and 
State Economies in 
2006 

US Fish and Wildlife 
Service. 

Report 2006-1. Available through 
http://library.fws.gov/nat_survey2006_economics
.pdf. 

United States 
Department of 
Agriculture 

1995. Conservation 
Marketing Booklet 

  

Wade, Nicholas. 2009. The Faith Instinct: 
How Religion 
Evolved and Why it 
Endures. 

Penguin Press. Describes how religion influences morality and 
trust, which are the bedrock of commerce, 
governs people reproductive practices and 
demography, motivates soldiers for warfare, and 
is the sinew that can bind both a parish or a 
civilization. (Extracted from the book jacket.) – 
Relevant for understanding the audience, and in 
turn, the human brain. 

Ward, Dave and 
Lynda Ransley. 

2004. Targeted 
Education: 
Translating 
Information into 
Restoration. 

Paper presented at 
16th International 
Conference, Society 
for Ecological 
Restoration, 2004. 

Summarizes a case example in Snohomish 
County, WA which researched target audience 
knowledge, opinions, behaviours and motivations 
in relation to streamside protection activities, and 
designed a program to target a specific sub-set. 
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Wilbur, Jack. 2006.  Getting Your Feet 
Wet with Social 
Marketing – A 
Social Marketing 
Guide for 
Watershed 
Programs. 

Salt Lake City, Utah: 
Utah Department of 
Agriculture and Food. 
 

This 143 pg guidebook recently released by the 
Utah Department of Agriculture and Food (UDAF) 
will help watershed managers and other water 
education professionals improve natural resources 
by urging citizens to adopt more natural resource-
friendly practices. The guide is intended to teach 
individuals or groups how to successfully promote 
behavior changes in their local area to targeted 
groups of people. Though this guide specifically 
addresses soil and water conservation and water 
quality efforts, it is based on principles that can 
be used in any aspect of society. 
PDF Version: 
http://www.ag.utah.gov/pressrel/GettingYourFeet
Wet.html 

Wilson, Sara J. 
and Richard J. 
Hebda. 

2008. Mitigating and 
adapting to climate 
change through 
the conservation of 
nature. 

Land Trust Alliance of 
British Columbia. 
 

Available at: 
http://www.landtrustalliance.bc.ca/docs/LTAClima
teChangeWebSingleP.pdf 
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Endnotes 
 

 

1 Victoria Times Colonist, September 18, 2008. Reported on-line in canada.com “11,80 infractions in 
parks, but just 30 tickets issued – Educational approach not working, directors say 
2 Eves appeal to save power widely ignored, Ottawa Citizen, 28 August 2003. “Savings during crisis 
came from industry, not individuals”.  
3 Angus Reid online survey in April 2007 of 3,698 people found that almost 50% thought that Canada 
should live up to its Kyoto commitment; however, there was limited support for personal impacts 
affecting vehicle traffic to implement this. http://www.angusreidstrategies.com/about-us/news-
room/corporate-news/angus-reid-climate-change-survey-commit-kyoto-dont-curb-car-travel  
4 David Galvin, Measuring Results from Outreach and Education Programs: Can We See Improvements 
Downstream? Proceedings of the 4th National Conference Nonpoint Source and Stormwater Pollution 
Education Programs, October 2005. Chicago. 
5 Source: UNESCO, Tbilisi Declaration, 1978 
6 A.R. Andreasen – Marketing Social Change: Changing Behavior to Promote Health, Social 
Development, and the Environment.  Jossey-Bass; 1995. Quoted on Health Canada’s e-tool for social 
marketing - http://www.hc-sc.gc.ca/ahc-asc/activit/marketsoc/tools-outils/_sec2/index-eng.php 
7 A.R. Andreasen – Marketing Social Change: Changing Behavior to Promote Health, Social 
Development, and the Environment.  Jossey-Bass; 1995. Quoted on Health Canada’s e-tool for social 
marketing - http://www.hc-sc.gc.ca/ahc-asc/activit/marketsoc/tools-outils/_sec2/index-eng.php 
8 www.social-marketing.org, accessed Apr 17 2001 
9 www.social-marketing.org, accessed Apr 17 2001 
10 Jim Mintz, Develop a Social Marketing Plan in One Day, Workbook from workshop, January 2008, p 
3. Centre of Excellence for Public Sector Marketing, www.publicsectormarketing.ca   
11 Jim Mintz, Develop a Social Marketing Plan in One Day, Workbook from workshop, January 2008, p 
3. Centre of Excellence for Public Sector Marketing, www.publicsectormarketing.ca   
12 Doug McKenzie-Mohr and William Smith, Fostering Sustainable Behaviour: An Introduction to 
Community-Based Social Marketing. New Society Publishers, Gabriola Island, B.C. 1999. 
13 Susan K . Jacobson, Mallory D. McDuff and Martha C. Monroe . Conservation Education and 
Outreach Techniques, 2006. New York, Oxford University Press 
14 The Activation Point – Fact Sheet on “Discovering the Activation Point”, a report from the 
Communications Leadership Institute and Spitfire Strategies. 2006. Downloadable at 
www.CommunicationsLeadership.org 
15 Prochaska and DiClemente, cited by Health Canada e-learning tool on social marketing at  
http://www.hc-sc.gc.ca/ahc-asc/activit/marketsoc/tools-outils/_sec2/index-eng.php . Also see 
http://www.cellinteractive.com/ucla/physcian_ed/stages_change.html 
16 Susan K . Jacobson, Mallory D. McDuff and Martha C. Monroe . Conservation Education and 
Outreach Techniques, 2006. New York, Oxford University Press, p 302. 
17

 Jack Wilbur, 2006. Getting Your Feet Wet with Social Marketing – A Social Marketing Guide for 
Watershed Programs, p 59 and 73 
18 See for example, the book Coming Back to Life by Joanna Macy. 
19 For example, see David Michaels, 2008. Doubt is their Product; Sharon Bedder, 2002, Global Spin: 
The Corporate Assault on Environmentalism; and James Hoggan with Richard Littlemore, 2009. 
Climate Cover-Up: The Crusade to Deny Global Warming. Complete details for all three books are 
provided in the list of resources.  
20 Sources for the discussion of the SWOT and TOWS matrices: Jack Wilbur, 2006. Getting Your Feet 
Wet with Social Marketing – A Social Marketing Guide for Watershed Programs, pp 20 – 23; Jim Mintz, 
Jim Mintz, Develop a Social Marketing Plan in One Day, Workbook from workshop, January 2008, 
Centre of Excellence for Public Sector Marketing, www.publicsectormarketing.ca, p 15 - 19 ; and, 
Health Canada social marketing website: http://www.hc-sc.gc.ca/ahc-asc/activit/marketsoc/tools-
outils/index-eng.php 
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21 Source for the discussion of PEST is Jim Mintz, Develop a Social Marketing Plan in One Day, 
Workbook from workshop January 2008, Centre of Excellence for Public Sector Marketing, 
www.publicsectormarketing.ca, p 15 - 19 
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