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Social Marketing 

transportation data – Thursday AM 

process – Thursday PM 

city green social benefits – Friday AM 

research, analysis & evidence! 



City Trees & Nature 

= investment in human capital 

= economic value for business & 

community 

role of transportation facilities!  











Fostering Sustainable Behavior 
Doug McKenzie-Mohr 

www.cbsm.com 



Worksheet 
“campaigns that rely solely on providing information 

often have little or no effect on behavior” 



Analysis Process 

!! Do they know about what you want? 

!! Do they perceive significant difficulties or 

barriers? 

!! No barriers? But current behavior offers the 

greater benefit! 



Understanding Behavior Change 

!! People will do things providing high benefits, 

low barriers (perception is reality!) 

!! Perception is reality! judgments of barriers 

and benefits differ among people 

!! Behavior competes with behavior – choices 

are about behavior (not knowledge) 



Worksheet 



Work by Tables 

!! Select a “target” person or audience 

!! Identify or choose a desired behavior 

!! Anticipate barriers & benefits 



Worksheet 



Targeted Communications 

1.! Know your audience (attitudes, beliefs, values) 

2.! Use captivating, vivid information  
(metaphor, compare & contrast, graphics & images) 

3.! Use a credible source (champion, professional 

organization, newsletter) 

4.! Frame your message (positive or negative) 

5.! Careful use of threatening messages 



Targeted Communications 

6.! One-sided vs two-sided message (more for experts) 

7.! Make the message specific (articulate actions) 

8.! Make the message easy to remember (what & when) 

9.! Provide personal or community goals 

10.! Emphasize personal contact 

11.! Provide feedback (impact, what’s next?) 




