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Presentation parts
1. Defining terms
2. Behavior change as a process
3. Making messages persuasive



How do you define 
persuasion?



What is persuasion?
• There is a conscious attempt from one party to 

influence another party’s attitudes or behavior
Ø Persuasion is not coercion or propaganda

(Perloff, 2017)



Attitudes are evaluations + beliefs

Protecting water 
quality is good

Wetlands protect 
water quality

Wetlands are 
important



Attitudes are evaluations + beliefs

Building soil is 
good

Cover crops build 
up my soil

Cover crops are 
important



Attitudes are a key part of 
behavior change theories!

Changing people’s attitudes can be a 
pre-cursor to behavior change, but not 

the whole shebang



Theory of Planned Behavior (Ajzen, 1985)

Attitude

Norm

Perceived
behavioral 
control

Intention Behavior

Actual
behavioral 
control
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The process of “community based social 
marketing” pulls together these ideas

1. Select the target 
behavior 
• Steps or end state

2. Identify barriers 
and benefits
• Differ across audience 

segment

3. Design the 
strategy with 

behavior change 
tactics 

4. Pilot the strategy 
in the community
• Adapt as needed

5. Implement / 
evaluate

(McKenzie-Mohr & Wesley Schultz, 2014)



Step 1: Select the target behavior

• Big: Adopting a conservation practice
• Medium: Attending a meeting or workshop
• Small: Getting more information



Step 2: Identify barriers & benefits



Step 3: Design strategies with behavior 
change tactics

• Think about which of these make sense for your 
situation…



Step 3: Design strategies with behavior 
change tactics

Attitudes:
• Use themes that speak to your audiences’ 

attitudes 
• Offer incentives, especially if the audience might 

not be motivated intrinsically



Norms
• Make a behavior 

more visible so 
people can see 
that it is normal

Step 3: Design strategies with behavior 
change tactics



Norms
• Correct a norm by 

sharing a statistic

Step 3: Design strategies with behavior 
change tactics



Perceived behavioral control
• Remove intermediary steps
• Give people feedback so 

they see their success
• Give people prompts where 

behavior change occurs

Step 3: Design strategies with behavior 
change tactics



Avoid dissonance
• Encourage people to set goals
• Encourage people to make commitments

Step 3: Design strategies with behavior 
change tactics



The process of “community based social 
marketing” pulls together these ideas

(McKenzie-Mohr & Wesley Schultz, 2014)

1. Select the target 
behavior 
• Steps or end state

2. Identify barriers 
and benefits
• Differ across audience 

segment

3. Design the 
strategy with 

behavior change 
tactics 

4. Pilot the strategy 
in the community
• Adapt as needed

5. Implement / 
evaluate



Try it! Can you apply these strategies?
1. Select a target behavior
2. Think about barriers & benefits 
3. Incorporate a tactic into a social 

media post: 
Ø Pick themes that speak to 

your audiences’ attitudes 
Ø Offer incentives
Ø Make the behavior more 

visible
Ø Correct a norm

Ø Remove intermediary 
steps

Ø Give people feedback
Ø Give people prompts
Ø Encourage people to set 

goals
Ø Encourage people to 

make commitments



Presentation parts
1. Defining terms
2. Behavior change as a process
3. Making messages persuasive



If I have good info, isn’t that enough?
• Maybe, if your your audience is motivated and 

able to process your message
• But, if your audience is not likely to expend effort 

to process your message and/or your audience is 
busy or distracted, these strategies will matter 
relatively more



Use gain and loss framing strategically
Saying the same thing a different way can make 
your message more effective:
• LOSS: You could lose soil if you don’t use cover 

crops
• GAIN: You will gain soil if you do use cover crops



Forestry Insights example

GAIN LOSS



Forestry Insights example

GAIN LOSS





Team up with impactful sources

• Authority 
Ø We want to avoid punishment 

• Credibility 
Ø Expertise, trustworthiness, goodwill

• Attractiveness
Ø We want to identify with a source we like

(Perloff, 2017)



Other lessons from persuasion
• Repeat the message
• Draw conclusions for your audience
• Use emotional appeals & humor cautiously

(Perloff, 2017)



Use awesome free tools
• Google Trend: Learn what’s popular so you can 

piggy-back
• Anchor.fm: If you want to try to make a podcast
• Canva: Make your newsletter, social media posts, 

reports, and fliers look professional



Try it! Add a graphic to your text
• Make a free account in Canva.com
• In templates, pick “social media”
• Add an image using “elements”



Bonus: Getting noticed on social media

Instagram & Facebook use an algorithm to decide how 
many of your followers see your post in their feed
• Hootesuite estimates that only 1/19 “fans” (users 

who liked a page) sees non-promoted content from 
that page



Options: Pay for more users to see you
Boost: Pay for Facebook to show your regular post (not 
created in Ads Manager) to more people. You pick who 
want to reach, how much max to spend, and for how 
long.

Ads: These are made in Ads Manager. You have more 
choices about ad placement and targeting tools.



Options: Increase engagement (Hootsuite)
• Contests 
• Ask questions
• Polls
• Ask me anything
• Test knowledge
• Spotlights
• Graphics
• Photo/video
• Stay topical
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