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Changing Human Behaviour to Secure
Conservation Outcomes
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What is behaviour change?

The Behaviour

Change Wheel
A Guide to Designing

SOCIAL
MARKETING

BEHAVIOR CHANGE FOR GOOD

Mask Up 'TOUGH'QUES TIONS
Toopenup, Washington!  SAVE LIVES.

s\\yﬂkﬁ Re,

%
Yergppo®

Philip Julie
KOTLER COLEHOUR



pegs

-

mplementation

<




Subjective
Norm

Perceived
Behavioral
Control

Theories of behaviour

Theory of planned behaviour

Behavior

Capability

L

Motivation

Opportunity

«— Behavior




Designing for change
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Measuring change

k What are the long-term goals of the intervention?

b . What intermediate outcomes need to happen, for those goals to be reached?
-~

What information is likely to be sensitive?

How can | ensure that community voices are adequately reflected throughout the process?

Are there multiple sources of this information2
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Audiences for Macaques as Pets

Audience Segmentation P HELEEE e
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Livelihoods for Conservation

Key Takeaway

'*"--; Think about the barriers for your

=

- S el .“'."“‘:"""":“‘;ﬁ
- B

o audience. What could help them to

behave in the preferred way?
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How to learn more

27" and 30" of October, 9am — noon GMT

2"d and 4™ of December, 9am — noon EST
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Changing Human Behavior to
— Conserve Biodiversity
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Residential and | Transportation Human Energy Invasive Climate change | Natural system § Agriculture | Biological
commercial and service intrusionsand | production | species, genes and severe modifications and resource
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