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¢ INnfo = awareness

s Awareness == Behavior Change
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What can help?

can help lay a foundation

of greater awaremness and knowledge
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Soclal marketing

¢ Using preduct-marketing strategies
to promoete ideas like health and
COnsServation

¢ Infivencing a target audience to
veluntarily, acecept, FEJect, or modihy
anraction

¢ EOKE the Benehit el Individuals, greups,
Ol SECIEl/ astarwhele
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Common Examples

¢ Drunk driving DO YOU TALK ABOUT HIV?

¢ Drug usage

y IHINV/AIIDS

» Child Immunization

Frlends'DoTaIk

To Talk About Anything Regarding HIV,

Call 213-201-1515
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Be Bear Aware

¢ Ilncreasing
kKnowledge and
aWareness

» Changing pehavier

— Stoering and putting
o Ul trash fier picku|e
kS ¢ Betterr garbhage cans
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\WWhat helps you change a
behavior?

¢ If others do It too?
¢ If you have enough infermation?

¢ | someone asks you to?
y I you KReW: V/oulr elort Willtoe

afecti\e?

calie anout t2

lIyou
Wnilcn factors are rmore Irmportant and
levt ine penavior?
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So what matters?

& \What people know about
pehavior & conseguences

¢ [How they feel about
Pehavior & CORSeqUERNCES

¢ \What “Impoertant ethers: Opinion Leaders
thinksalveult the Behavier
anad hew much they: matter Interaction with

: Oth
¢ Perceptions eff Whether | -
can 0o I, and derrtwell
eneuagn




Good communication

¢ Build understanding
¢ Engage community: memibers

¢ Convey trust and relevant
expertise

¢ User approprate language
¢ Use relevanit examjples

¢ Listen and respoend te
MISCONCEPLIBRS




Important technigues, but hard to
accomplish

¢ Avoeld saying what audience already knews

¢ Relate to what audience cares about and
IS INnterested In

¢ Deliver message threugh medium that
audience: Uses

ot




Consider the audience




Understand your audience

» Multiple audiences
— Tallor info for them

— Avold preconcieved netiens
» Address conflicting attitudes

¢ Avallable resources




Deal with
Misconceptions

When a deeply held notien
prevents someone firom
understanding your message

WORKS BOTIHNWWAYSI




People may not understand

¢ They don’t share your
pPackground

¢ They have made sense out of
EXPErIENCES

¢ [[hat shapes how! they: accept
new infermation

¢ lIhelr understandingl 1s different
frem yeurs!

[ EEPERES GRNVARUIEY
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Key Questions

y

0,

o

» \Who Is your audience?
o \What do they care about?

» \What do they already knew: abeui
the Issue?

9 \What valuesr arelmpoertant?
9 \WhEere do they, 0o e Infermnaten?
9 \Whe de they, trust?




N

. Ask them
. Check the literature
. SeMme things are universail:

. SEME things are cultural:

What do they care about?

— Children, health, qguality family time

— Privacy, community, convenience, future, firugalrty:

. Community/ leaders may/ hewve CORNCErnS:

— Eiscal responsibility, election), media coVerage




Consider the message




Ideal Message

¢ Use simple language
¢ Be consistent

¢ hree tepics
— Potential losses

— Clhiances of IoSsSes over specific time
PENeE

—\Ways 16 cUlr IeSSes
9 Say/ Whe IS atb risk




Make the text interesting

¢ Active volice
¢ Action verbs

» Concrete examples

¢ Short sentences
$ Common Woerds
¥ Organizingl StatemeERts

¥ lnteresting tePICS




Language

¢ [ranslate materals to their language

¢ lechnical jargom may: be a barrier to
yoeur audience

¢ Ask them what they understand
¢ \What ideas do the Words convey:?

? ?

PLANT




The language ofi conservation

Public opinion research suggests that
SOmMe phrases resonate better than
others and are better at
communicating a conservation
Message

Not “endangered species” But “wildlife protection”
Not “open space” But “natural areas”
Not “easement” But “agreement”




Locally Relevant

¢ Ecosystem % p
¢ Culture N Wag
+ History
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Use all the good reasons

¢ One reason to change a behavior
IS not better than others

¢ Different people care about
different reasens

Plants natve plants:

¢ GeeM e HUMMINGLIEES, §erE G
Water gualit geed o)
EcoSsy/Sstem), geed e faminy;
pPrEth/ e IeeK at ),




Using values

For people to do the hard work of
pbullding a mental moedel out: of your
Infermation, they need toe know the
Infermation wWillf be relevant,
meaningiiul;, tuseifiuls

%onnect VOU MESSaEE (o) things
they/care aleu




Stories and examples

& Stories and examples
— Provide concrete Imagery
— Explain how! te de a task
— Explain hew! te overceme proklems
— PDemonstrate that reall people can do
it

Extremely helpiul elements of
effective communication




Threat and fear can backfire

-, 3
GRANDPARENTS'

OUTING TURNS
TRAGIC

Make sure the message includes how to prevent
the problem with reasonable easy steps. Don't
paralyze people with guilt or fear.




Don’t preach

¢ People don't like being told

what to do

— “You should: ...” DOING ALLYOU CAN 2
& People respond to threats by

retreating or defending themselves

— i youl don't doi ... vad things will
NappEn:

¢ Gulilt 1Is not a motivator for most

ey need ter figure eul: the
% ORI 2RSWEN




Consider Delivery Approach




Delivery Approach

& Appropriate to Audience

o Use an Infermation Stream
¢ Diverse Methoeds

¢ Use Partnerships

¢ Sources) Peeple Can Tirust:




Partnerships

¢ Varied Sources

¢ Different Trust/Credibility Levels
— Consistent message Important




Earning trust

¢ Agency materials should

— make a point off acknowledging and
addressing guestions and complaints

— demonstrate Rew. prier activiiy,
SUpPPEeNS a partaership

— offer to continue the conversation

9 Consider Using a parther thatiis
trusted




Ask for commitment

¢ People whoe make a
commitment to take an
action are more likely to do
SO.

¢ They need te understand
Why/andiagree that 1t 1s
Worth delng.

Provide information and then ask for their
participation!




Delivery mediums




Delivery mediums

¢ \Mass media?

— Most effective for raising awareness
levels

— Brochures?

¢ eflifiective Il combined with ether methoeds —
prevides people with semething| te refer to
When|interested




Delivery mediums

¢ Interpersonal

communication

— Most: effective for
promoting behavier
change

— Particularly, Wiith
ExXPErt Infe SeUrCEes




Engaging adults

S

¢ Adult audiences may
respond well to
guestions that get
them te think and
share their ideas.

¢ e rght series of
guestions canl lead
the audience e
realiZIng REW IJEES;
Witheutyeurtelling
them!




Engaging youth

0.0

J

Off

¢ Youth audiences

. can be engaged by
an exercise or
Worksheet.
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Opinion leaders

¢ Finding and promoting can be key to
SUccess

— Expands number off communicators

— Shoewn te have positive effect on
adeption of new: practices

¥ How identiiy?
— Key/ Infermants
—\Whe tUr Lo e aeVICE
— Ask [ifi they: are?
— Olsernve




Prompts

¢ If people understand the
ISsue and want te make a
change, but just ferget

¢ Provide a short
the point Where

nhrase at
they

need the reminder

— Stickers
— Signs
— Viagnets




Festivals

Riverlink uses a dewntown fountain
I Asheville NC to give rafit rides for
children while parents pick up
Infiormations anveut rver health anc

gUAIITY.




Media event

TNC invited local
TV and
NEWSPaPE
JJIJff] IISTS| tor a
CHIRETIRES

2\/E tiEml SUITLS,
ANd Providec
RIGrMaLtIon:




Roadside signs

Drivers are

e

reminded of land
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Roadside signs

. ATENCION:
@ EL RIESED DE INCENDIDS
FORESTALES ES:
ATTENTION:

THE RISK OF FORESTAL
FIRE 15
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TThe Roadside
“Eire Danger
Rating” Signs
are well
recognized —
aind PECPIE 9/
attentien te
them
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Modeling Is effective

¢ Models help people

— Know! that ethers are doing the
pPehavier

— See how the behavior could be done
— Realize the results

% Use demonstration
areas, testimonials, case
studies, and examples to

model new ideas




7 Laws of Effective Communication

Li ing-Mth&'l@

Fuel Management Terms for Homeowners

Ed Smith, Natural Resource Specialist
University of Nevada Cooperative Exlension

Defensible Space

r i x Lo L0 T LN T
Thix iz an areg bahwdon 3 horse and a0 on coming wildfire whers the vogatation has baan
managed fo reduce the widfre threal and adow fredipghters fo safely defend the house

Survivable Space

Sunevable space (s similar in concept! lo defensibve snace, excepl i emphasizes the house

guryiang 8 widfive wafsout sigrificant frafighfer or hameoiiesr aa3Ence




7 Laws of Effective Communication

within 30" area




7 Laws of Effective Communication

Firawise
Around
Your
Home
Tips



http://www.firewise.org/tipslist.html
http://www.firewise.org/tipslist.html
http://www.firewise.org/tipslist.html

7 Laws of Effective Communication

Before,
During and After

Wildfire

2 Agreve to @l coal fre ard builkdng codes and weed abatement orainanceL.
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7 Laws of Effective Communication




7 Laws of Effective Communication

Mailing

Demonstration sites




7 Laws of Effective Communication



http://images.google.com/imgres?imgurl=http://www.unmc.edu/alumni/images/searching.gif&imgrefurl=http://www.unmc.edu/alumni/lost/lostmain.htm&h=586&w=491&sz=16&tbnid=9Stq_T3I-5YJ:&tbnh=131&tbnw=110&start=2&prev=/images%3Fq%3Dsearching%26hl%3Den%26lr%3D

The Golden Rule of
Effective Communication

USE WINDOWS OF OPPORTUNITY



http://www.gunflint911.org/big_images/fire2.jpg
http://images.google.com/imgres?imgurl=http://www.unofficialweddingalbum.com/go/speights-taylor/related_events/engagement/images/002%2520Moving%2520Truck.jpg&imgrefurl=http://www.unofficialweddingalbum.com/go/speights-taylor/related_events/engagement/page01.htm&h=960&w=1280&sz=187&tbnid=hyrgDSX94RYJ:&tbnh=112&tbnw=149&start=12&prev=/images%3Fq%3Dmoving%2B%26hl%3Den%26lr%3D%26sa%3DN

Put it all together

Start by thinking about your situation,
the audience, and the purpese of the
program




Technigues to gather data

¢ Conversations
¢ Exercises
¢ Interviews




Easy strategies to Improve
communication

¢ Choose an appropriate,
well respected authority on
topic as “sender”




Common barriers to
effectiveness

¢ Transmission
— Sender not credible or trustworthy

& Reception
— Vlessage lacks clarity, (danguage or speed)
— REceIver has) experience, prior knowledge
— Recelver beliefs and attitudes confiict:

¢ InpUt te mental structures
— Vlessage IS Iielevani
— REecever s net lIstening




If people aren’t listening

¢ Explore their existing
understandings

¢ Ask about constraints
and barriers

¢ Explore thelr attitudes
and epINIeAS

¢ Win their trust

¢ Use their interests to
Wil thelr attention

b




Good communicators

¢ [rustworthy
» Engaging
¢ Care abhoeut what

the audience
cares about

¢ Accessible

Elementary students watch their computer

screen to learn about this turtle
‘ - ! l




The process

¢ Select behavior and audience
¢ Understand barriers and attituc
¢ Develop messages and reduce

es
parriers

¢ Build effective partnerships anc

ldentiiy, ways fior each te have a rele in

the pregram
¢ Pllot test: messages
¢ Implement and MeRItor
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