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Community Based Social Marketing 
Pilot Project Team Members

•John Haack, UW Extension Basin Educator 

•Dave Ferris, Burnett County Land and Water 
Conservation

•Mike Kornman, UW Extension CNRED

•Pamela Toshner, WDNR Lakes

•Cheryl Clemens, Harmony Environmental
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Educational Material



Conferences & 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, risk of “preaching to 
the choir”

 Research on the effectiveness of 
lake outreach and education is 
spare (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 

• Seek understanding of audience -
ask them directly- focus groups, 
surveys 

• Understand obstacles/motivations 
to behavior

• Devise ways using marketing 
principles to encourage adoption 
of pro-environmental strategies



Social Marketing Tools

 Segmenting

 Encouraging commitment

 Prompts

 Norms

 Incentives and barriers

 Creating effective “ vivid” messages



Ownership 
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Resident Land Owners
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Comparison of feet of shoreline 
owned and % disturbed
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Project progress to date…

 Shoreland assessment completed -
212 parcels

 Completed focus groups and phone 
interviews

 Surveys returned 72%

 Data analysis completed

 Campaign tools – in progress



Preliminary findings

 Focus group and phone….personal 
and family needs are #1

 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



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, video



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 to date

 Newsletter insert for target lakes

 Top Ten Native Plants / Coupon / Sale

 Newsletter update- Mailed to 3,500

 Youth Journal

 No strings attached shoreland visits

 Shoreland social on restored site-

 Laminated Lake Map/ messages



Property Owners Heard



Top Ten Native Shoreline Plants



Incentive Coupons - Top Ten Plants



Top Ten Point of Sale  - Poster



Lake Lines Newsletter- BCLRA

•Logo/Branding 

•No Strings Attached     

Site Visits



Youth Journal



Modified Shoreline Packet



Shoreline Demo & Social Event



Next steps

 Continue with marketing campaign/ 
tools – ramp up to county level

 Implementing more in 
Spring/Summer 2010

 Evaluate behavior and attitude 
change – 2011/2012



Lessons learned …

 Property owners with natural shorelands 
wanted to talk with us - owners with 
highly disturbed properties didn’t. 

 People agree with benefits of natural 
shorelines – but have competing priorities

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



Wizards & Sorcery?


