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Dates & Location: 
Day 1 – Basic Principles of Social Marketing

Thursday June 16 
Klamath Training Room, Cal EPA Bldg., 1001 I Street, Sacramento
Day 2 – Developing a Social Marketing Campaign

Friday June 17

1515 Clay Street, Second floor, Room 10, Oakland

Time:  9:00 AM – 5:00 PM Thursday
9:00 AM – 4:00 PM Friday

Course Description:   


Examples will focus on programs and activities related to fishing advisories, fish consumption from impaired water bodies, stormwater pollution prevention and other environmental issues. 


Instructor:  Wesley Schultz, Ph.D., is Professor of Psychology at California State University. See attached agenda for additional information.
Registration Fees: Paid through the Water Board Training Academy. 

To Register:  Water Board employees must follow training registration requirements, obtain all required approvals and then register on-line at: http://www.trainingforce.com/5/lp/gowater.aspx?ot=8&otid=367
If you have special accommodation or language needs, please contact Barbara Andersen at least 5 working days prior to the class at (916) 341-5519 or BAndersen@waterboards.ca.gov.  TTY/DD/Speech to Speech users may dial 7-1-1 for the California Relay Service. 
Motivating Environmental Behavior
Wesley Schultz, Ph.D.

June 16 (Sacramento)

June 17 (Oakland)

Overview: Protecting the environment requires changing behavior. Unfortunately, most environmental protection programs are based on assumptions about human behavior—assumptions that often turn out to be incorrect. As a result, efforts to change behavior and address environmental issues often fail. This 2-day workshop will provide an overview to the principles of community-based social marketing, particularly as they are applied to environmental programs.  Examples will focus on programs and activities related to fish advisories, stormwater pollution prevention, and other environmental issues. The workshop will provide staff and practitioners with specific techniques for effective behavior change and marketing programs, focused around the broad model of Community Based Social Marketing (CBSM). The workshop will highlight effective strategies, as well as pitfalls to avoid. Participants will take away from the workshop specific techniques that can be incorporated into program development or marketing activities designed to promote behavior change. 

Tentative Outline of Activities


Day 1. CalEPA Building, Sacramento

Basic Principles of Social Marketing 




Registration and coffee



8:30

Opening remarks (common practice)


9-10

· Knowledge-deficit models

· Awareness campaigns




The psychology of behavior change


10-12

·  Basic principles

· Tools and techniques

· Two routes to change




Community Based Social Marketing


1-2

· Five steps. Behavior selection,

· Barriers and benefits

· Program development

· Pilot testing, implementation

· Evaluation




Examples of recent social marketing projects
2-3

· Fish advisories, and the PV Shelf

· FCEC

· Stormwater pollution prevention

· Littering




Discussion and take home lessons


3-5

DAY 2. State Building, Oakland. 1515 Clay St. #1400

Developing a Social Marketing Campaign (examples, and hands-on)



Examples of behavior change programs

9-11





(Focus on fish advisories, stormwater)




Tools of change




11-12

· Signage (when it works, when it doesn’t)

· Social media

· Mass media

Identifying behaviors to target


1-2




Barriers to the behavior



2-3

Discussion and closing remarks


3-4

About the speaker: Wesley Schultz, Ph.D., is Professor of Psychology at California State University. He has conducted research in the application of psychology to environmental issues for the past 15 years, with numerous grants and contracts from private, state, and federal sources. He is published extensively in the area of applied social psychology, with recent books on Social Marketing for Environmental Protection (Sage, 2012), the Psychology of Sustainable Development (Kluwer, 2002) and Attitudes and Opinions (Erlbaum, 2005). In addition to his teaching and scholarly work at the university, he maintains an active schedule of training and consulting with public and private organizations interested in promoting behavior change. In recent years, he has provided training and invited addresses to organizations around the world, with sessions for the Environmental Protection Agency, the World Wildlife Federation, the California Center for Sustainable Energy, the Behavior, Energy, and Climate Change group, and the National Association of Remedial Project Managers. 




Motivating Environmental Action


A one OR two-day class





Protecting the environment often requires changing individual behaviors. Unfortunately, most environmental protection programs are based on assumptions about human behavior—assumptions that often turn out to be incorrect. As a result, efforts to change these behaviors and address environmental issues often fail. 


How then, for example, can we encourage people to choose water-friendly landscaping practices or to limit their consumption of certain types of fish? How can we tell if our programs and activities are having the desired effects?





This class will provide an overview of the principles of community-based social marketing, particularly as they are applied to environmental programs and protecting water quality.  The material presented in these sessions represents the latest research findings on how to effect behavior change. 





The workshop will provide staff and practitioners with information about specific techniques for effective behavior change and marketing programs, focused around the broad model of Community Based Social Marketing (CBSM). The workshop will highlight effective strategies, as well as pitfalls to avoid. Participants will take away from the workshop specific techniques that can be incorporated into program development or marketing activities designed to promote behavior change. 











Travel to attend this class is NOT authorized. The unusual class schedule (one day in Sacramento and one day in Oakland) was developed to minimize travel for as many students as possible. Parking passes will be provided for Thursday’s class to Regional Board staff who carpool in state vehicles and park in the “City Hall garage” directly south of the CalEPA building.  Friday’s workshop is designed primarily for students in the Bay Area who are currently working on projects that include elements of social marketing.  Attendance on day one is required for students who attend day two.  If you have questions about this schedule or other travel issues, please call Margie Youngs at 916-341-5890.











