
Inspiring Conservation: eModule 12



A people-centered approach to conservation

Who is RARE?



Pride Public 
support

Change



Palau

CNMI

Guam

Pohnpei

Chuuk

Rare in Micronesia



Scaling What Works

Bright Spot Replication
(via thematic cohort)

Scaling
(achieve systematic 
change)

Rare is currently demonstrating the costs and benefits of replicating proven conservation 

strategies (bright spots); the next challenge is replicating cohorts.
Table 1:



eModule 12: Education and AwarenesseModule 12



People are the cause?



…or the solution?



?

Is it a priority…

“…conservation is about people as much as 

it is about species or ecosystems…” 

The Journal of Conservation Biology,

August, 2003

Relative importance of over-

fishing and destructive fishing .  

Burke, Selig & Spalding, 2002



Don’t Cut Our Trees

Don’t Kill Our Birds

Don’t Destroy the Environment

Protect our forestProtect our forest

xxxxxxxxxxxxxxxxxx

xxxxxxxxxxxxxxxxxx

xxxxxxxx

Protect our birds

xxxxxxxxxxxxxxxxxx

xxxxxxxxxxxxxxxxxx

xxxxxxxx

Protect our water

xxxxxxxxxxxxxxxxxx

xxxxxxxxxxxxxxxxxx

xxxxxxxx

Plant trees

xxxxxxxxxxxxxxxxx
xxxxxxxxxxxxxxxxx
xxxxxxxxxx







Social Marketing



Marketing

Marketing:

“The process of planning and executing the 

conception, pricing, promotion, and distribution of conception, pricing, promotion, and distribution of 

ideas, goods, and services to create exchanges that 

satisfy individual and organizational objectives”.

The American Marketing Association



Recognize These?Recognize These?



Social Marketing

10/17/2011

“Use of marketing techniques to improve social well-being by 
changing behavior and attitudes about social concerns, 
creating a change in the entire system or community”.



Social Marketing

Which ones do you follow?

• Exercise 3 times per week

• Eat 5 servings of vegetables per day

• Wear a seatbelt• Wear a seatbelt

• Don’t smoke

• Wear a helmet when riding a motorcycle or bike

• Don’t litter

• Floss your teeth every day

• Recycle old batteries

• Don’t drink and drive

• Get 8 hours of sleep every night

• Read to your children every night



Comparison:

Commercial and Social Marketing

• Commercial 
Marketers

– Behavioral goals:
clearly defined, 
immediate, strong 
short-term measures

Accountability:

• Social Marketers

– Behavioral goals:
more complex and 
challenging, sustained 
action over long term

– Accountability:
public– Accountability:

private, e.g. 
shareholders

– Relationships:
commonly 
competitive

– Audience: Mostly 
accessible targets and 
audiences

– Accountability:
public

– Relationships: based 
on building trust

– Audience:
Challenging high risk 
targets and audiences 
(more complex 
barriers)



Contemplation

Pre-Contemplation

Preparation/Validation

10/17/2011

Maintenance

Action

Behavior change occurs along a 

continuum - people typically move 

through a series of stages  as they 

change their behavior

Stages of Behavior Change



• Pre-Contemplation – Education about 
the effects of firewood collection on the 
forest and alternatives available.

• Contemplation — Increase the benefits 
of more sustainable 
approaches/decrease the benefits of 
firewood collection.

• Action – Decrease the barriers to 
alternative energy sources/increase the 

10/17/2011

alternative energy sources/increase the 
barriers to firewood collection.

• Maintenance – Praise and reward for 
doing the right thing.

Applying the Stages



Activity

• Think of a behavior you either have changed 

or think you might need to change

• Where you are on the continuum

• Volunteers to explain• Volunteers to explain

• What information do you need to move?



No silver bullet – one more tool



• Loss of income • Access to a sustainable resource

Cost
Benefit

Target Behavior

10/17/2011

• Loss of income
• Inconvenience
• Not socially acceptable

• Access to a sustainable resource
• Assurance of long-term benefits
• Ease of use
• Political power
• Elevated social status

Social Marketing



Increased 
forest 
cover

Reduced 
fuel wood 
extraction

Reduced 
fuel wood 
use

Adoption 
of fuel 
efficient 
stoves

Discuss 
where 
and why 
to 
procure 
stoves

Positive 
attitude 
toward 
forest and 
new 
stoves

Knowledge 
of forest 
importance, 
stove 
availability  
& value

Creating a Theory of Change

Partners

Monitoring Plans

$ $ $ $ $ $ $



Campaign manager and local conservationist Gankhuyag 

“Gaana” Balbar is mobilizing his community to reduce threats to 

the endangered Hucho taimen through his Pride Campaign.

CASE STUDY: ONON RIVER



The Threat



The Behavior



Influence Change



Set our 

taimen free!

Taimen are 

unique to the 

Onon River. Onon River. 

Brothers, if 

you catch 

taimen, let us 

release them.



Remove Barriers



Behavior Changes



Sustaining Change



CREATING A T.O.C. 

Partners

Monitoring Plans

$ $ $ $ $ $ $



Group work, ToC

• Go back to your groups

• Work backward through ToC for an issue of 

relevance to you

• For the sake of brevity, we’ll need to just agree • For the sake of brevity, we’ll need to just agree 

to move forward when prioritization becomes 

an issue, but tools available in the eModule 12

• 5 minute present back





Thank You



Thank You



Campaign for 

Zero Extinction in 

the Andes 

(12 campaigns)

Campaign for 

Sustainable 

Fishing in the 

Coral Triangle

Current Pride Campaigns 

Coral Triangle

• Indonesia & 
East Timor (10)

• Philippines (12)

Campaign for 

Wetlands 

Preservation in 

China



With my new 

fuel-efficient 

stove, life is 

better



Be a responsible 

hunter. 

Follow the 5 

rules of hunting: 

Use traditional 

weapons, 

hunt the right hunt the right 

species, 

in the right areas, 

during the right 

seasons, 

and for eating 

purposes only





Social Marketing Goals

• Identify a need detrimental to environment

• Educate the community

• Motivate the community

• Provide knowledge &• Provide knowledge &
tools



When is Social Marketing 

Appropriate?

• Caused by human activities
• Knowledge of target audiences
• Awareness and behavior change possible• Awareness and behavior change possible
• Community support critical for sustainability
• Cost effective



Social Marketing Complements

• Regulations
• Subsidies
• Information exchange
Environmental education• Environmental education

• Policy & advocacy
• And more…


