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Welcome to the Shoreline and Shallows Conference, “A New Wave of Getting Started

Thinking”, co-hosted by the Midwest Glacial Lakes Partnership and the * Audio is through your computer speakers or headset:

Michigan Natural Shoreline Partnership. You may not hear sound until webinar begins.

* To sign up for the Midwest Glacial Lakes Partnership newsletter, learn * Use the Audio Settings option to do a sound check.
about our Lakes Conservation Grant, science, and outreach, and see a ®* During the webinar if you do not hear audio, make sure
list of past and future webinars, go to the website your sound is turned on, then contact the Help Desk.

MidwestGlacialLakes.org

* To learn more about the Michigan Natural Shoreline Partnership and its
resources for contractors, property owners, and more, go to the
website: MiShorelinePartnership.org

Promoting lakeshore How to Ask Questions
= e . 1. Click on the Q&A icon ( ) to submit a question to
protection: An introduction the presenters.

2. Type your question in the box and click the Send button.

to social marketing

Help Desk
Call the Distance Learning Help Desk (800) 500-1554 for
technical support.

Bret Shaw and John Haack




Promoting Lakeshore Protection:
An Introduction to Social Marketing
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Department of Life Sciences Communication
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Long and Des Moines Lakes




216% increase Iin
development in 30 yr
period 1966996



1940 Housing Density by Partial Block Group
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1990 Housing Density by Partial Block Group
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2010 Housing Density by Partial Block Group
Rural Renaissance Forecast
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Educational Material,
Conferences and Workshops




Awareness = Behavior Change?

A Environmental awareness campaigns
can increase awareness and
understanding

A Environmental education literature
measures knowledge gained rather
than behavior change

A Often success measured by outputs
| attendees at workshops, brochures
distributed, Web sites launched




Limitations of
Environmental Education

A Knowledge or awareness often
don t translate to behavior change

A Education may work better with
higher SES, often preaching to the
choir



Why - this?

A Research shows development is
harming lakes In past decades

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

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




Self Interest?

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

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




Social Marketing Defined

A Social marketing =

N

A 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. ldentify perceived barriers and benefits of
poth 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

A Encouraging commitment
A Prompts

A Norms

A Incentives and barriers

A Creating effective vivid messages



Encouraging Commitment

A Public commitment increases likelihood of
compliance with future requests

A Act of commitment alters how people see
themselves

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

A Written commitments more effective than
verbal

A Making commitment public or within group
Increases effectiveness




Prompts

A Explicit instructions needed

A e.d., Turn off the lights not Save
electricity

A Prompt should be placed as close In
time or space as possible to target
behavior

A Point of purchase

A No phosphorous fertilizer

A Native plants for rain gardens or natural
shoreline




Incentives and Barriers

A Incentives

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

A Barriers
A Financial, knowledge, convenience




Norms

A Human tendency to look toward
others to help guide behavior

A Effectiveness depends on people
iInternalizing norms 1 I.e., norm IS
how people should behave

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




Creating Effective Messages

A Captivating Information
A Vivid, concrete and personalized

A Know your audience

A Feedback at individual and community
levels

A Credible source
A Modeling



(continued)

Creating Effective Messages

A Use threatening messages with
caution

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

A Specific Instructions




Ownership

O Resident B Non-Resident




Resident Land Owners

19%

64% 17%

NonrResident

55%

O Highly B Lightly O Moderate




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



