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HOW TO CHANGE MINDS!
Communications Strategies
for Behaviour Change

John Porter
Interactions Ltd.
Blackberry Lane
Delgany, Co. Wicklow
john@interactions.ie
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Used to be a

Now let us call it
‘Social Marketing ’

Cool eh!
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Introduction

1. Product
2. Communications to Inform

3. Communications to Motivate
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First — Research the Audience, then

Get the Product Aligned with Users

Needs

N Performance Indicators
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Stage 2
ldentify the Audience!

Commuters
Day Trippers
Shoppers
Off-peak travellers
Inter-regional travellers
Business
Leisure
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Stage 2
Further Audience Research

At what ‘Stage of Change ' are they?
What is their ‘language ’'and how are
their thoughts structured?

What will motivate them?
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7. Habitual behaviour

Long-term adoption of sustainable modes?

The 7 stages of T
Change mOdel 6. Experimental behaviour

Trying out new travel choices?

-

5. Making a choice

Really intend to modify behaviour?

-

Thought tO be a 4. Evaluation of options
Linear model, based on I '
rational thinking at a 3. Perception of options
h|gh |eve| Of awareneSS?? Perception of sustainable modes?

-

2.Accepting responsibility

Accept personal / corporate responsibility 2

|

1. Awareness of problem

Aware of the issue of traffic congestion?
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Traditional Marketing m—ae—————————
* Promoting sustainable travel
* as a product to be sold?

« as simple as altering
consumer preferences?

‘There is a big difference between asking someone to move
their arm a little to the right in a supermarket and asking

them to give up smoking’
(Ogilvy Advertising)

BUT How ready Is she to make
the change?
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Changing Minds: Communications and Planning to
Enhance Sustainable Transport

«  “Soft measures” in communications complement “hard” i nvestments by giving
people the necessary INFORMATION and ARGUMENTS for  using sustainable
modes of transportation.

‘If you wish to persuade me, you must think
my thoughts, feel my feelings and speak my
words.’

Marcus Tullius Cicero
106BC —43AD
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Changing Minds: Communications and Planning to
Enhance Sustainable Transport

Imagine a psychological system in which thoughts ar e
ordered through personal _ preferences.

Therefore changing someone’s mind means changing
personal preferences about life — OR

Reinforcing their psychological system so that it
becomes even more validated if they

Continue to use
or
Change to using sustainable modes
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ngh |mportance
(resist change)

A Construct System

Built through personal preferences

Low i

(easier to chang

mportarice

Core (more abstract) constructs

Psychological
/ Connections

Cluster

Materialistic or concrete constructs
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Brand Map

Exciting / risky
Cycling

Main line train

Freedom / control Walking Fun

Car
Punctual

L ocal train
Tired
| ocal Bus

Oldv_grumpy
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Personal Psychological Change Cycle

INPUT
New ideas

OUTPUT

New behaviours
Constant re-tests

Elaborate the meaning

Circumspectio
_ Anticipate the
Lasting changalways consequences

Control

Pre-emptior

Building new
psychological
structures

needs gersonal advanta
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I n te g ra.t I O n 7. HabituaITbehaviour

= C Long-term adoption of sustainable modes?
with the 7 ‘- T
stages model

6. Experimental behaviour
Perhaps campaigns should

be about incremental

change?

o |/

-

5. Making a choice

Really intend to modify behaviour?

R
W NN

-

4. Evaluation of options

Is there actually a viable alternative?

Which stage to influence?

LN
q
1

-

3. Perception of options

Perception of sustainable modes?

Set objectives to
address the source of the
problem NOT the symptom 2.Accepting responsibilty

Accept personal / corporate responsibility 2

]

1. Awareness of problem

Aware of the issue of traffic congestion?
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Examples:

Utrecht
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Research reveals 3 population segments

— The Converted — but often
our campaigns are rightly
targeted at them

— The Entrenched — those
who cannot/will not
change

— The Convertibles — those
who are willing to change
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Utrecht car sharing

 Research with suburban
motorists

« Segmentation of market
according to car use

» |dentification of The
Convertibles
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The Target Audience

m Car Lovers

® Practical Motorists -
need the car

m Car Attached -
conservative

Car Attached - open
to car sharing

Post Motorists -
willing to change
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Utrecht car sharing

Promotional Campaign aimed at The Convertibles
In a pilot suburb
With appropriate messages

With SMART objectives
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Tallinn — CIVITAS MIMOSA Project

Most measures focus on With objectives such as:
Public Transport:

RN ‘| i fPT
Innovative ticketing system mprove Image o

Central communications eImprove quality of PT
system
Traffic management system *Raise satisfaction with PT

Eco driving for b :drlvers °Increase safety for PT users

Bus lanes 8 e|mprove speed/punctuality of

PT
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How to communicate with these ‘Convertibles’?

65%]

| |||Ir|-||. chtand by Barmbeded willh oo
muh marieting and J':|-.":"'.:'.|l'l_:| and cansider i1

Competition for MIND SPACE!!
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Why Knlttlng graffltl’?

*Arty

°Creative

*Risky

°|ts now cool

*Growth in wool shops/cafes

*A strong knitting tradition in Tallinn
*Online communities sharing ideas and showcasing their work
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The impact — increase In
customer satisfaction

90%

80%

70%

60%

EBefore
OAfter

50%

40%

30%

20% -

Ventilation Seat Comfort LegRoomand Cleanliness of Overall Level of
Space the seats satisfaction customer
service
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Create a Brand

« The Brand MUST align with the preferred
attributes of the audience. For example:

— Outgoing and open

— Friendly / sociable

— In control (of life / mobility)
— Interested in Art / Science
— Fun Loving

» Values consistent amongst potential
mode-changers across many cultures

(rhteractions‘



TravelWise Merseyside
a Success Story

»

i

fiflie |
e S

i

Get om fasfe

For public transport routes and times
call Traveline on 0870 608 2 608

www.LetsTravelWise.org

ERSEYSIDE®

The TravelWise Brand was
developed and wused in all
communications to carry the
sustainability message.

This example Is taken from a
mouse mat. It shows the positive
social aspects of using the train
and offers the solution for getting
home more quickly.

(As a matter of interest all of the ‘models’ used in
the TravelWise campaigns were members of the
mobility management team- saving money!)
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The Successful INTEGRA Travel
Information Brand
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Web Portal (www.integra-travel.eu)

integra-travel.eu - inter-regional travel - Liverpool > La Rochelle - Windows Internet Explorer

@ - |E hittp: /e, inkegra-travel eufsearch_inter.php

8%]5¢) [cae

File  Edit View

Goog[e |[_G_IY

Favorites  Tools  Help:

w6 @ B+ Uy Bockmarks~ BoStiocked % check N Autolink v Al [w Sendtor o

() Settings +

W | @iegairae

=

B~ B & -l Grodk e

Inter-regional travel

Information

‘ INTEGRA Feedback Survey
INTEGRA

www integro-travel eu

UNDER DEVELOPMENT

To change cities use the map or type the 2 first
letters and then select the desired one in the scroll
down menus

You can add your chosen journays and attractions
to your travel plan by clicking “add to my travel
plan™. When you have finished planning your visit,
you can print out the information stored in the travel
plan.

# |nterregional travel

Search for international route -
Aurrival:
|La Rochelle |

| Departure:
'|L1\rerpool |

# Search results

._Rputes Liverpool > La Rochelle

* Route n° Waiting time included
™A Mortherr Rail 1hOS  Liverpool Lime Streef
Liv - Man

FLANE Flvbe
Manchester - La Rochelle

|

Dane.

ZhEE  Manchester Airpor

Regional travel l INTEGRA City Guides | Fr UKErse po 1%
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INTEGRA Branded brochures

1 Mandatory info

* 4 on back nage Says what it is Bold use of

colour with
logo placement

Unusual
colourful
design
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Summary - Communications must

Be based on precise objectives

Integrate campaign approaches with hard measures (get
the product right!)

ldentify and research the values of the target audience

Talk the language of the target audience and offer
personal advantage for making behaviour change

Communicate at the right level, or separate multiple levels
Stop doing awareness campaigns
Environmental campaigns count for little and waste money

IDENTIFY RESPOND TARGET INVOLVE



Thank you for listening



Contact:

John Porter
Interactions Ltd
Blackberry Lane
Delgany

County Wicklow
Ireland
‘ljohn@interactions.ie’
+353 87 236 1560
www.interactions.ie






Case Study Vandalism - Dublin Bus

Falling passenger numbers
High cost of Damage from Vandalism

Service frequently shortened or suspended



The Problem

School children aged from 8 years upwards
damage buses

People feel unsafe using buses with damage and
are unwilling to travel and use the bus (off-peak
travellers)

Cost of damage many thousand euro
Shortage of buses on the road
Revenue loss
Reduced travel opportunities

Affected area has high level of unemployment,
crime, municipal housing, low levels of literacy,
aspiration and opportunity



Problem

Dzieci (powy e 8 lat) niszcz autobusy

Ludzie nie czuj si bezpiecznie jad c
zdemolowanym autobusem i w konsekwencji
unikaj autobusow (poza godzinami szczytu)

Koszty zniszcze s bardzo wysokie
Brak autobusow do obs ugi linii
Strata przychodow
Obni enie mo liwo ci podré owania

Okolica dotkni ta problemem ma wysokie
wska niki bezrobocia, przest pstw, mieszka
socjalnych, analfabetyzmu oraz niskie wska
aspiracjiimo liwo ci

niki



Qualitative research with children

For the chase, OK if no hurt

Getting own back when This is art, cool
authority not fair OKto do anywhere



Badania jako ciowe na grupie dzieci

Rzucanie kamieniami jest
OK, je li nikt nie jest ranny
Sposob na wyréwnywanie
rachunkow, kiedy dordi
nie s sprawiedliwi

To jest sztuka.
Mo na to robi wsz dzie



Quantitative research with children

Market positioning of the bus company
CHANGING MINDS!

Not concerned for my safety

Not Caring
1\’\\'
50 =Y
Helpful/Useful O Not fair & not cool
Treat me fairly Not Helpful/Useful

Cool

Caring

Concerned for my safety



Badania ilo ciowe z dzie mi
Pozycja rynkowa firmy autobusowe]

Nie obchodzi ich moje bezpiecztwo

Nietroskliwi

Niesprawiedliwi, niefajni

Traktuj mnie uczciwie
Fajni

Troskliwi

Niepomocni

Policja

Troszcz si 0 moje bezpieczstwo



Actions with children and adults



Some Images



Przyk adowe obrazki



Cost (Euros

Outcome 1 - Cost of damage DOWN!

Usage Increased too!
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