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Educational Material, 
Conferences and Workshops



Awareness = Behavior Change?

◼ Environmental awareness campaigns 
can increase awareness and 
understanding

◼ Environmental education literature 
measures knowledge gained rather 
than behavior change

◼ Often success measured by outputs 
– attendees at workshops, brochures 
distributed, Web sites launched



Limitations of
Environmental Education

◼ Knowledge or awareness often 
don’t translate to behavior change 

◼ Education may work better with 
higher SES, often “preaching to the 
choir”



Why- this?

◼ Research shows development is 
harming lakes in past decades

◼ NW Wisconsin has lots of lakes. 
Burnett Co.  540 lakes, 955 miles of 
lake front, $5.2 billion

◼ Research on effectiveness of lake 
outreach and education is sparse 
(knowledge applied or behavior 
changed)

.



Self Interest? 

◼ Natural resource education 
frequently encourages behaviors -
promising some type of vague 
payback in the distant future.

◼ Natural resource education 
frequently pursues public interest 
without fully considering self 
interest. 



Social Marketing Defined

◼ Social marketing =

◼ “a program planning process that 
promotes voluntary behavior of 
target audiences by offering benefits 
they want, reducing barriers they 
are concerned about and using 
persuasion to motivate their 
participation in program activity.”



Steps for CBSM

1. Major components
1. Pick a behavior to address

2. Identify perceived barriers and benefits of 
both current and preferred behavior

3. Use behavior change 'tools' to design more 
effective programs

4. Conduct pilot study to adjust the use of 
tools

5. Broadly implement and evaluate program



Social Marketing Tools

◼ Encouraging commitment

◼ Prompts

◼ Norms

◼ Incentives and barriers

◼ Creating effective “vivid” messages



Encouraging Commitment

◼ Public commitment increases likelihood of 
compliance with future requests

◼ Act of commitment alters how people see 
themselves  

◼ See themselves as type of person who acts a 
certain way and feel need to act consistently with 
self perception

◼ Written commitments more effective than 
verbal

◼ Making commitment public or within group 
increases effectiveness



Prompts

◼ Explicit instructions needed

◼ e.g.,  ‘Turn off the lights’ not ‘Save 
electricity’

◼ Prompt should be placed as close in 
time or space as possible to target 
behavior 

◼ Point of purchase

◼ No phosphorous fertilizer

◼ Native plants for rain gardens or natural 
shoreline 



Incentives and Barriers

◼ Incentives

◼ Financial (cost sharing, tax breaks, 
reduced fees), social approval, public 
acknowledgement, feeling good about 
self

◼ Barriers

◼ Financial, knowledge, convenience



Norms

◼ Human tendency to look toward 
others to help guide behavior

◼ Effectiveness depends on people 
internalizing norms – i.e., norm is 
how people ‘should’ behave

◼ Examples: Lake association leaders, 
distributing normative info, county 
board



Creating Effective Messages

◼ Captivating information 

◼ Vivid, concrete and personalized

◼ Know your audience

◼ Feedback at individual and community 
levels

◼ Credible source

◼ Modeling



Creating Effective Messages
(continued)

◼ Use threatening messages with 
caution

◼ Enhance social diffusion by increasing 
likelihood people will discuss new 
activity with others

◼ Specific instructions



Ownership 
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Comparison of feet of shoreline 
owned and % disturbed
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Lot size (Linear Feet)

125 (59%)



Preliminary findings

◼ Focus groups and phone… 
personal needs and family needs 
are #1 

◼Not much difference in attitudes 
or knowledge… based on 
condition of respondents 
lakeshore



Preliminary findings

◼ Most agree agree how they maintain 
their shoreline affects lake in a 
variety of ways, benefits of natural 
shorelines…..but behavior?

◼ Self reported conditions don’t mirror 
observed conditions

◼ Greater difference in attitudes and 
self reported behavior based on self 
identified shoreland condition.



Benefits

◼ Really like most wildlife… 
some more than others.

◼ Property owners agreed

good habitat = wildlife.



Benefits- Favorite animals

•Protecting or restoring habitats 



Got Geese? 

◼ Green poop –problem

◼ Goose proof buffer –
benefit

◼ Included feature article 
in county lake 
newsletter.



Natural Shoreline Campaign
Talking Goose

http://www.youtube.com/watch?v=uhKIGxXgrLg


Larry,
The All-American Bullfrog

http://www.youtube.com/watch?v=Ret_2agvDzg


Barriers to natural vegetation

◼ Ticked off by ticks

◼ Watching kids swim

◼ People like their beaches

http://images.google.com/imgres?imgurl=http://somethingscrawlinginmyhair.com/wp-content/uploads/2007/09/tickdorsalview2007-5-2.jpg&imgrefurl=http://somethingscrawlinginmyhair.com/2007/05/12/tick-time/&usg=____U-kxVtsTB_eocfDs2Ahu4TJLM=&h=1044&w=992&sz=134&hl=en&start=2&tbnid=Zb9JICsTVTJTvM:&tbnh=150&tbnw=143&prev=/images?q=wood+tick&gbv=2&hl=en&sa=G


◼ Not everyone likes the wild look

Design option for a more manicured look

Barriers to natural vegetation



Program Products

◼ Newsletter insert for target lakes

◼ Top Ten Native Plants / Coupon/ Sale

◼ Newsletter update- Mailed to 3,500

◼ Youth Journal

◼ Wisconsin Lakes Trivia Game

◼ No strings attached shoreland visits

◼ Shoreland social on restored site

◼ Laminated Lake Map/ messages

◼ Videos of animals explaining issue



Property Owners Heard



Top Ten Native Shoreline Plants



Top Ten Point of Sale  - Poster



Incentive Coupons –
Field Experiments



Lake Lines Newsletter- BCLRA

•Logo/Branding 

•No- Strings Attached     

Site Visits



Youth Journal



Shoreline Demo / Ice Cream Social



Wisconsin Lakes Trivia Game



Outreach Materials Evaluation 

◼ Most material judged favorably 

◼ Variety of materials likely contributed 
to shift in preferences toward more 
natural shoreline aesthetics and 
increased perception of social norms



Increased preference 
for natural landscaping



Decreased perceived barriers



Increased social norms

◼ Social norms about desirability of 
natural shorelines increased 



Behavior changes?

◼ Follow-up parcel assessment Nov. 
2013- 18% 

◼ Achieving shoreland changes 

◼ Incremental – “Stages of Change” 

(pre-contemplation, contemplation, preparation, 

action, maintenance & relapse)

◼ Occurs over time…

◼ Remains challenging… 



Lessons learned …

◼ Property owners with natural shorelands 
wanted to talk with us - owners with 
highly disturbed properties didn’t.  
Required a different approach.

◼ Most behaviors are not simple and neither 
is the process of behavior change.



• Comparing Two Direct Mail Strategies to Sell Native Plants in a Campaign to Promote 

Natural Lake Shorelines

Bret Randall Shaw, Barry Radler, and John Haack

• Exploring the utility of the stages of change model to promote natural shorelines Bret R. 

Bret R. Shaw, Barry T. Radler, and John Haack

• The challenge of self-enhancement bias for educational programs designed to encourage 

natural shorelines

Michael S. Amato, Bret R. Shaw & John Haack



Questions?


