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WelcomeWelcome

BackgroundBackground
Workshop logisticsWorkshop logistics



IntroductionsIntroductions

What is your name?What is your name?
Where do you work?Where do you work?
What do you do? HHW and/or SQG? What do you do? HHW and/or SQG? 
One question or one goal for today?One question or one goal for today?
Specific problem or behavior you’d like to  Specific problem or behavior you’d like to  
work on? work on? 



Why this workshop?Why this workshop?

““If we build a brochure, they will come”If we build a brochure, they will come”
vs.vs.

What else? How to be more effective?What else? How to be more effective?



Information alone is . . .Information alone is . . .

not enough to change behavior!not enough to change behavior!



A Different ApproachA Different Approach

ObjectivesObjectives
AudienceAudience
BarriersBarriers
Strategies Strategies 



Basics of Project PlanningBasics of Project Planning

Design your project so it can be Design your project so it can be 
evaluated!evaluated!
Set clear, specific objectivesSet clear, specific objectives
Choose audience carefullyChoose audience carefully
Find out about your audienceFind out about your audience
Explore barriers Explore barriers 
THEN develop strategy THEN develop strategy 



Setting Objectives, part 1Setting Objectives, part 1

What is your ultimate goal? What is your ultimate goal? 
Reducing pollution? Reducing pollution? 
Reducing risk? Reducing risk? 
Other?Other?

More specific = more usefulMore specific = more useful
Set objectives that areSet objectives that are
steps toward this goal steps toward this goal 



Overall ApproachOverall Approach

What is best way to What is best way to 
meet your objective? meet your objective? 

Public outreach?Public outreach?
Policy changes?Policy changes?
Working with Working with 
businesses or businesses or 
manufacturers?manufacturers?
Other? Other? 



Selecting AudienceSelecting Audience

Very important step: cannot affect entire Very important step: cannot affect entire 
universe  universe  
Have good reasons Have good reasons 
for audience choicefor audience choice

Most likely to influence others?Most likely to influence others?
Make decisions? Make decisions? 
Do target behavior most?Do target behavior most?
Most at risk? Most at risk? 



Setting Objectives, part 2Setting Objectives, part 2

Set objectives for changes in audienceSet objectives for changes in audience
Behavior changeBehavior change
Precursors to behavior changePrecursors to behavior change

AwarenessAwareness
Beliefs & perceptions Beliefs & perceptions 
KnowledgeKnowledge
SkillsSkills

Measurable objectives are betterMeasurable objectives are better
Numbers, percentages, time frameNumbers, percentages, time frame



Evaluation StrategyEvaluation Strategy

How will you know you’ve made a How will you know you’ve made a 
difference? The quest for “real data”difference? The quest for “real data”

Sales dataSales data
Trash sortsTrash sorts
HHW collection dataHHW collection data
Water quality monitoring Water quality monitoring 
FollowFollow--up visitsup visits——wastewaste
preventionprevention



Evaluation Strategy (cont)Evaluation Strategy (cont)

No “real data?” Ask the audienceNo “real data?” Ask the audience
Phone, mail, intercept surveysPhone, mail, intercept surveys
Design survey carefullyDesign survey carefully

Beware “correct” answersBeware “correct” answers
Scales more useful than yes/noScales more useful than yes/no
Sequence of questions is importantSequence of questions is important

Use help/resources Use help/resources 



Exercise 1: Exercise 1: 
Objectives, AudienceObjectives, Audience

1. Select problem/issue from list1. Select problem/issue from list
2. Work through basic project plan2. Work through basic project plan

Setting objectives, part 1: ultimate outcomeSetting objectives, part 1: ultimate outcome
Selecting audienceSelecting audience
Setting objectives, part 2: audience changes Setting objectives, part 2: audience changes 
Evaluation strategyEvaluation strategy



Audience ResearchAudience Research

You can’t know what You can’t know what 
people think until you ask!people think until you ask!
Crucial questions:Crucial questions:

What are barriers to What are barriers to 
changing behavior?changing behavior?
What might help overcome What might help overcome 
barriers?barriers?

Barriers may be internal Barriers may be internal 
or external or external 



Some Possible BarriersSome Possible Barriers

Internal BarriersInternal Barriers
KnowledgeKnowledge
Beliefs/perceptionsBeliefs/perceptions
MotivationMotivation
SkillSkill
Social influenceSocial influence
Others?Others?

External BarriersExternal Barriers
AvailabilityAvailability
Cost Cost 
ConvenienceConvenience
RegulationsRegulations
Others?Others?



Possible Audience Possible Audience 
Research QuestionsResearch Questions

What are their current behaviors?What are their current behaviors?
What do they know?What do they know?
What do they believe?What do they believe?
What do they care about?What do they care about?
Whom do they interact with? Whom do they interact with? 
Whom do they trust? Whom do they trust? 



Audience Research Audience Research 
MethodsMethods

InterviewsInterviews
Key informants: People who know issue, Key informants: People who know issue, 
industry, audienceindustry, audience
Typical audience membersTypical audience members

Focus groupsFocus groups
Facilitation, recruitment are importantFacilitation, recruitment are important
Two groups are better than oneTwo groups are better than one

SurveysSurveys



Exercise 2: Exercise 2: 
Audience ResearchAudience Research

1.1. Brainstorm possible barriers to Brainstorm possible barriers to 
changing behaviorchanging behavior

2.2. Brainstorm research questionsBrainstorm research questions
3.3. Brainstorm research methodsBrainstorm research methods



Developing StrategiesDeveloping Strategies

Don’t reinvent the wheelDon’t reinvent the wheel
Address barriers to changing behaviorAddress barriers to changing behavior
Consider key behavior change & social Consider key behavior change & social 
marketing principlesmarketing principles
Include testing & evaluation stepsInclude testing & evaluation steps



Key Behavior Change Key Behavior Change 
Principles Principles 

Getting people Getting people 
involved is the first involved is the first 
step to making a step to making a 
commitmentcommitment
Making a Making a 
commitment commitment 
makes people makes people 
more likely to actmore likely to act



Key Behavior Change Key Behavior Change 
Principles (cont)Principles (cont)

Feedback and followFeedback and follow--up are up are 
importantimportant
Reminders (“prompts”) are helpfulReminders (“prompts”) are helpful



Key Behavior Change Key Behavior Change 
Principles (cont)Principles (cont)

People will listen first to their friends People will listen first to their friends 
or relatives, or others they see as or relatives, or others they see as 
crediblecredible

My brother 
says . . .



Key Behavior Change Key Behavior Change 
Principles (cont)Principles (cont)

Change agents Change agents 
and role models and role models 
are importantare important
Community Community 
norms affect norms affect 
behaviorbehavior

CiscoeCiscoe Morris, Morris, 
radio gardenerradio gardener



Key Behavior Change Key Behavior Change 
Principles (cont)Principles (cont)

People’s attitudes People’s attitudes 
and beliefs may/may and beliefs may/may 
not affect behavior not affect behavior 



Key Behavior Change Key Behavior Change 
Principles (cont)Principles (cont)

Incentives may be helpful if used Incentives may be helpful if used 
carefullycarefully

Variable garbage feesVariable garbage fees
Bottle Bottle 
depositsdeposits
Energy Energy 
retrofitsretrofits



Presenting Information Presenting Information 
Effectively Effectively 

Make it:Make it:
VividVivid
PersonalPersonal
EmotionalEmotional

Tell a storyTell a story



Presenting Information Presenting Information 
EffectivelyEffectively

Make it Make it 
specific and specific and 
concreteconcrete
Make it easy Make it easy 
to rememberto remember



Presenting Information Presenting Information 
EffectivelyEffectively

Know your audienceKnow your audience
Frame your message Frame your message 
in terms of loss in terms of loss 
rather than gainrather than gain



Exercise 3: Exercise 3: 
Developing StrategiesDeveloping Strategies

1.1. Brainstorm possible ways to address Brainstorm possible ways to address 
barriers identified in previous exercise barriers identified in previous exercise 

2.2. Brainstorm possible strategies to reach Brainstorm possible strategies to reach 
audiences identified audiences identified 



WrapWrap--upup

1.1. Name one thing you’ve learned today Name one thing you’ve learned today 
that you will use in your workthat you will use in your work

2.2. Write it down for followWrite it down for follow--upup
3.3. Fill out workshop evaluation formsFill out workshop evaluation forms



Contact InformationContact Information

Annette FrahmAnnette Frahm
Sage EnvironmentalSage Environmental
7712 117712 11thth Ave NWAve NW
Seattle, WA 98117Seattle, WA 98117
206206--789789--7001 (phone); 2067001 (phone); 206--789789--7021 (fax)7021 (fax)
afrahm@sageenviro.comafrahm@sageenviro.com
www.sageeenviro.comwww.sageeenviro.com



Presentations availablePresentations available

After conferenceAfter conference
www.ecy.wa.gov/programwww.ecy.wa.gov/program (or programs) (or programs) 
//swfa/mrwswfa/mrw//
Look for the fish logoLook for the fish logo
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