
Supplemental Material 

Appendices 

A. Description and assessment of each case study  
 

Water Wise Garden Parties (WWGP) 

Vancouver, BC 

Within its Greenest City 2020 initiative, the City of Vancouver has set Clean Water targets to 

achieve the goal of having "the best drinking water of any major city in the world" (City of Vancouver, 

2012, p. 52), which includes a target to reduce per capita water consumption by 33% by 2020.  The City 

commissioned a consulting firm as well as a market research company and a local non-profit to deliver 

the Water Wise Garden Parties to “develop and implement enhanced water education, incentive, and 

conservation programs” (City of Vancouver, 2012, p. 54). The Water Wise Garden Parties program was 

first piloted in the summer of 2012, the same year as the Greenest City 2020 Action Plan was published.  

Under this program, trained professional garden consultants visited homes across Vancouver to 

deliver a tailored water conservation education workshop "using established community-based social 

marketing methods" (Econics & Metroline Research Group Inc., 2013, p. iii). Each workshop was an 

interactive format and was held in people's backyards, which provided homeowners with an opportunity 

for demonstration and information about water-efficient landscape management practices specific to 

their landscape. Key topics of discussion included efficient irrigation practices, garden design, mulching, 

and composting. Based on the idea of a "Tupperware party," the Water Wise Garden Parties encouraged 

homeowner hosts to invite friends, family, and neighbours to participate in the workshop (Econics & 

Metroline Research Group Inc., 2013). Other features included recruitment material, host incentives, 

and pledges. 

The program continued until the summer of 2014. Over its three seasons of operations, the 

Water Wise Garden Party program hosted over 125 workshops and engaged over 500 Vancouver 

residents in water education (Econics, 2014; Econics & Metroline Research Group Inc., 2013; Econnics, 

Metroline Research Group Inc., & Environmental Youth Alliance, 2012). The City has since moved into 

other programs, most currently a Water Ambassadors program and a Leak Brigade (P01, 2019). 

Benchmark Assessment for Water Wise Garden Parties 
CBSM Step 

(McKenzie-Mohr, 
2011) 

CBSM Benchmark 
(Lynes et al. 2014) 

Integrated Partially 
Integrated 

Not 
Integrated 

Step 1: Selecting 
Behaviours 

1.1 Clearly identifies target audience X   
1.2 Selects non-divisible/end-state behaviours  X  



1.3 Evaluates potential behaviours for impact, 
probability and penetration 

 X  

1.4 Limits number of targeted behaviours to no 
more than 6  X  

Step 2: Barrier & 
Benefit Research 

2.1 Conducts research on barriers and benefits for 
each potential segment in the target group 

X   

2.2 Identifies/distinguishes barriers and benefits 
that are internal vs. external   X 

Step 3: Developing 
Strategies 

3.1 Creates strategies that address barriers of the 
behaviour(s) being promoted and reduce the 
benefits of behaviour(s) being discouraged 

X   

3.2 Develops commitment tools using best 
practices X   

3.3 Develops prompts using best practices 
X   

3.4 Engages well-known and well-respected 
people to be part of the campaign X   

3.5 Encourages norms that are visible and 
reinforced through personal contact  X  

3.6 Develops communication tools using best 
practices 

X   

3.7 Establishes (dis)incentives using best 
practices 

X   

3.8 Initiates convenience strategy to address 
external barriers 

  X 

Step 4: Piloting 4.1 Develops a pilot that can be compared with 
baseline measurements 

 X  

4.2 Utilizes a control group   X 
4.3 Participants are randomly selected and then 
randomly assigned to strategy or control groups 

 X  

4.4 Evaluates strategy effectiveness through 
unobtrusive measurements of behavior change 
rather than through self-report 

 X  

4.5  Focuses only on the strategies that can be 
implemented at a broad-scale  X  

Step 5: Evaluation 
& Broad-scale 

Implementation 

5.1 Measures activity prior to implementation 
and at several points afterwards 

X   

5.2 Utilizes evaluation data to retool strategy 
and/or provide feedback to community 

 X  

Summary  9 9 3 

 

 

Make Water Work (MWW) 

Okanagan Basin, BC  

The Okanagan Basin Water Board (herein OBWB) is a local government agency that provides 

leadership on water issues that span the basin. Starting the first phase in 2005, the OBWB began a 

Water Supply & Demand project within the Okanagan basin (Okanagan Basin Water Board, n.d.). The 

Water Supply & Demand project found that while the Okanagan basin has the lowest water supply per 

person in the country, the average Okanagan resident uses 675 litres of water per day - more than 



double the Canadian average of daily use. The majority of residential water consumption occurs through 

outdoor landscaping, with Okanagan residents’ average daily consumption of water raising to 1000 litres 

per day during the hot, dry summer (“Residents » Okanagan Water Supply & Demand Project,” n.d.). For 

the OBWB, this signalled a clear opportunity for behavioural intervention, and in 2011, the Make Water 

Work campaign was developed to address outdoor water consumption across the Okanagan basin.  

The Make Water Work (MWW) campaign is delivered by Okanagan WaterWise, the public 

outreach and education program of the OBWB (P06, 2019). The MWW program is largely a marketing 

and education campaign that promotes water-efficient outdoor watering and landscaping behaviours 

through various yearly communication campaign techniques and tools. Key messages include concrete 

behaviours for saving water, such as "Put water on the night shift – Water between dusk and dawn" and 

"Put water where it's needed – Water plants, not pavement," along with the overarching message to 

"Make Water Work!". The messaging also includes a simple and recognizable logo that resembles a 'men 

at work' sign and consists of a water droplet mascot (Okanagan Basin Water Board, 2012). 

Communication channels include posters, signage, advertisements on bus shelters, radio advertising, 

and more. Additionally, the MWW campaign does extensive public outreach through attending 

community events, hosting community competitions and design contests, and involving high-profile 

public figures in communication efforts.  By remaining consistent in messaging and visuals throughout 

its entirety, the MWW program has developed a coherent and recognizable seasonal campaign that 

spans across multiple communities within the basin. 

Benchmark Assessment for Make Water Work campaign  
CBSM Step 

(McKenzie-Mohr, 
2011) 

CBSM Benchmark 
(Lynes et al. 2014) 

Integrated Partially 
Integrated 

Not 
Integrated 

Step 1: Selecting 
Behaviours 

1.1 Clearly identifies target audience X   
1.2 Selects non-divisible/end-state behaviours X   
1.3 Evaluates potential behaviours for impact, probability and 
penetration X   

1.4 Limits number of targeted behaviours to no more than 6 
X   

Step 2: Barrier & 
Benefit Research 

2.1 Conducts research on barriers and benefits for each 
potential segment in the target group X   

2.2 Identifies/distinguishes barriers and benefits that are 
internal vs. external   X 

Step 3: 
Developing 
Strategies 

3.1 Creates strategies that address barriers of the behaviour(s) 
being promoted and reduce the benefits of behaviour(s) being 
discouraged 

 X  

3.2 Develops commitment tools using best practices 
X   

3.3 Develops prompts using best practices X   



3.4 Engages well-known and well-respected people to be part of 
the campaign X   

3.5 Encourages norms that are visible and reinforced through 
personal contact X   

3.6 Develops communication tools using best practices 
X   

3.7 Establishes (dis)incentives using best practices 
X   

3.8 Initiates convenience strategy to address external barriers 
X   

Step 4: Piloting 4.1 Develops a pilot that can be compared with baseline 
measurements  X  

4.2 Utilizes a control group   X 
4.3 Participants are randomly selected and then randomly 
assigned to strategy or control groups   X 

4.4 Evaluates strategy effectiveness through unobtrusive 
measurements of behavior change rather than through self-
report 

  X 

4.5 Focuses only on the strategies that can be implemented at a 
broad-scale X   

Step 5: 
Evaluation & 
Broad-scale 

Implementation 

5.1 Measures activity prior to implementation and at several 
points afterwards X   

5.2 Utilizes evaluation data to retool strategy and/or provide 
feedback to community  X  

Summary  14 3 4 

 

 

Rain Smart Neighbourhoods (RSN) Pilot Project 

Kitchener, ON 

Reep Green Solutions (Reep) is an environmental charity based in KW that delivers programs to 

encourage the adoption of green infrastructure and best management practices to residents (Smith, 

2017). Specific to stormwater management, Reep offers the RAIN program, which is an urban 

stormwater education program developed by Green Communities Canada to safeguard communities’ 

groundwater and surface water resources (“RAIN Program,” n.d.). Reep offers the RAIN program 

through a collaboration between Green Communities Canada and the Region’s municipalities. Reep’s 

RAIN program obtained a grant from the Ontario Trillium Foundation, which empowered them to 

deliver the RAIN Smart Neighbourhood pilot project beginning in the spring of 2016 and concluding in 

the fall of 2018 (P02, 2019).  

         The Rain Smart Neighbourhoods (RSN) pilot allowed Reep to build on what they considered the 

“gold standard” of various strategies that they had tried to implement or explore but didn’t necessarily 

have the resources to support en masse (P02, 2019). Within the RSN pilot, two Kitchener communities 

received technical support, financial support, and community engagement initiatives to facilitate the 



adoption and installation of residential green stormwater infrastructure (GSI). Reep engaged in several 

community outreach activities, including participatory design workshops, homeowner consultations, 

work parties for residents to tackle a GSI project, neighbourhood tours to showcase completed GSI 

projects, and identifying neighbourhood champions. Specific lot-level GSIs promoted through the RSN 

pilot included rain gardens, infiltration galleries, permeable paving, rain barrels and cisterns. The RSN 

pilot project was supported by Partners for Action, Green Communities Canada, the City of Kitchener, 

and the Ontario Trillium Foundation (Reep Green Solutions & Partners For Action, 2018).  

Benchmark Assessment for the Rain Smart Neighbourhood project 
CBSM Step 

(McKenzie-Mohr, 
2011) 

CBSM Benchmark 
(Lynes et al. 2014) 

Integrated Partially 
Integrated 

Not 
Integrated 

Step 1: Selecting 
Behaviours 

1.1 Clearly identifies target audience X   
1.2 Selects non-divisible/end-state behaviours  X  
1.3 Evaluates potential behaviours for impact, 
probability and penetration 

X   

1.4 Limits number of targeted behaviours to no 
more than 6  X  

Step 2: Barrier & 
Benefit Research 

2.1 Conducts research on barriers and benefits for 
each potential segment in the target group X   

2.2 Identifies/distinguishes barriers and benefits 
that are internal vs. external 

  X 

Step 3: 
Developing 
Strategies 

3.1 Creates strategies that address barriers of the 
behaviour(s) being promoted and reduce the 
benefits of behaviour(s) being discouraged 

X   

3.2 Develops commitment tools using best 
practices 

 X  

3.3 Develops prompts using best practices X   

3.4 Engages well-known and well-respected people 
to be part of the campaign 

X   

3.5 Encourages norms that are visible and 
reinforced through personal contact 

X   

3.6 Develops communication tools using best 
practices 

X   

3.7 Establishes (dis)incentives using best practices X   
3.8 Initiates convenience strategy to address 
external barriers 

X   

Step 4: Piloting 4.1 Develops a pilot that can be compared with 
baseline measurements 

X   

4.2 Utilizes a control group   X 
4.3 Participants are randomly selected and then 
randomly assigned to strategy or control groups 

  X 

4.4 Evaluates strategy effectiveness through 
unobtrusive measurements of behavior change 
rather than through self-report 

 X  

4.5 Focuses only on the strategies that can be 
implemented at a broad-scale 

 X  

Step 5: 
Evaluation & 
Broad-scale 

Implementation 

5.1 Measures activity prior to implementation and 
at several points afterwards   X 

5.2 Utilizes evaluation data to retool strategy 
and/or provide feedback to community 

 X  

Summary  11 6 4 

 



 

Blue Built Homes (BBH) 

Guelph, ON 

In 2009, the City of Guelph released its Water Conservation & Efficiency Strategy Update, which 

outlined reduction targets of per capita water consumption for 2010, 2017 and 2025. The Update also 

included recommended programs and policies targeted at reducing single-family detached residential 

water use. Within these recommendations, several different rebate programs for water fixtures and 

technologies were suggested, as well as programs related to public and youth education, programs 

targeting new versus existing homes, and programs that initiate retrofits and buy-backs ("Water 

Conservation and Efficiency Strategy Update," 2009). In June of 2011, the City of Guelph officially 

launched its Blue Built Home (BBH) program with a pilot community (28 condominiums located at the 

Enclave at Waterford) and the 2011 Rotary Dream home and a model home. Under the BBH program, 

water-efficiency standards and rebates for newly built homes were established following the 2009 

Water Conservation and Efficiency Strategy recommendations. 

To deliver the program, the City worked with three local builders who committed to building the 

first BBH community and homes. The BBH program assessed the products and technologies that 

garnered the greatest impact on water savings and made recommendations for the required product 

certifications, such as EnergyStar and WaterSense. The BBH program then offered rebates based on how 

many of those fixtures were integrated into the new home's construction. Depending on how many 

water-efficient fixtures the new home included, the house could reduce water consumption by as much 

as 54%, making the homeowner eligible for a rebate of up to $2460 from the City of Guelph (City of 

Guelph, 2011). 

Initially, the BBH program established three levels of water efficiency (bronze, silver, and gold), 

with BBH bronze being the minimum certification which achieved a 24% reduction in water use 

compared to the Ontario Building Code standard for new homes at the time (City of Guelph, 2011). 

Since its inception, the program has undergone a few updates to account for updates to the Ontario 

Building Code, the City of Guelph's 2015 update to the Water Efficiency & Conservation Strategy, and 

feedback received from key stakeholders. The latest iteration of the BBH program, launched in 2018, has 

done away with the three levels of certification to simplify the program and has expanded the program's 

target audience (P03, 2019). 

Benchmark Assessment for Blue Built Home program 
CBSM Step CBSM Benchmark 

(Lynes et al. 2014) 
Integrated Partially 

Integrated 
Not 

Integrated 



(McKenzie-Mohr, 
2011) 

Step 1: Selecting 
Behaviours 

1.1 Clearly identifies target audience X   
1.2 Selects non-divisible/end-state behaviours  X  
1.3 Evaluates potential behaviours for impact, 
probability and penetration 

 X  

1.4 Limits number of targeted behaviours to 
no more than 6   X 

Step 2: Barrier & 
Benefit Research 

2.1 Conducts research on barriers and benefits 
for each potential segment in the target group X   

2.2 Identifies/distinguishes barriers and 
benefits that are internal vs. external 

X   

Step 3: Developing 
Strategies 

3.1 Creates strategies that address barriers of 
the behaviour(s) being promoted and reduce 
the benefits of behaviour(s) being discouraged  X  

3.2 Develops commitment tools using best 
practices 

 X  

3.3 Develops prompts using best practices   X 

3.4 Engages well-known and well-respected 
people to be part of the campaign 

  X 

3.5 Encourages norms that are visible and 
reinforced through personal contact 

X   

3.6 Develops communication tools using best 
practices 

X   

3.7 Establishes (dis)incentives using best 
practices 

X   

3.8 Initiates convenience strategy to address 
external barriers 

X   

Step 4: Piloting 4.1 Develops a pilot that can be compared 
with baseline measurements 

X   

4.2 Utilizes a control group   X 
4.3 Participants are randomly selected and 
then randomly assigned to strategy or control 
groups 

  X 

4.4 Evaluates strategy effectiveness through 
unobtrusive measurements of behavior 
change rather than through self-report X   

4.5  Focuses only on the strategies that can be 
implemented at a broad-scale X   

Step 5: Evaluation 
& Broad-scale 

Implementation 

5.1 Measures activity prior to implementation 
and at several points afterwards 

X   

5.2 Utilizes evaluation data to retool strategy 
and/or provide feedback to community 

 X  

Summary  11 5 5 

 

 

Fusion Landscaping™ (FL) 

Peel Region, ON 

The Region of Peel’s Water Efficiency Strategy identified reducing peak water demand and 

increasing municipal water efficiency programming as primary objectives for the Region in managing 

their residential consumption (Region of Peel, 2012). In managing consumption, however, the Region of 



Peel identified many limitations in traditional broad-based water efficiency campaigns like rebate 

programs and education programs. These limitations include the use of participant volunteers, the 

opportunity for 'free-ridership' on rebate programs, ongoing costly investment, and difficulty reaching 

the highest water users. To combat these limitations, the Region took a market-based approach to 

water efficiency to "progressively move the marketplace toward more water-efficient products and 

practices such that water efficiency becomes imbedded or standard practice in the marketplace" 

(Freeman Associates & Gauley Associates, 2017, p. 3). Market-based programming aims to increase 

demand for a product or service by strategically intervening in the commercial marketplace, stimulating 

consumer uptake of the desired behaviour. As market forces 'take over' – in other words, the demand 

for the product or service that enables the behaviour increases to the point that it becomes standard 

practice – the program becomes self-fulfilling. Water efficiency becomes imbedded within the 

marketplace and the supply chain, and the Region experiences decreasing costs over time (Freeman 

Associates & Gauley Associates, 2017). 

Market research studies done in surrounding communities found that homeowners saw the 

overall aesthetic of a home's landscape as essential, but many held negative perceptions about the 

appearance of water-efficient landscapes. Water Smart Peel re-positioned their landscaping program as 

Fusion Landscaping™ to reflect the homeowner's values and focus on aesthetics. "Fusion" comes from 

combining the desire for a landscape aesthetic that meets the resident's emotional needs while also 

promoting best practices and landscapes that require little to no supplemental irrigation. The Fusion 

Landscaping™ program used peer influence marketing, demonstration homes and buildings, and joint 

ventures with local landscape product and service providers to drive the uptake of water-efficient 

landscapes. 

Benchmark Assessment for Fusion Landscaping™ 
CBSM Step 

(McKenzie-Mohr, 
2011) 

CBSM Benchmark 
(Lynes et al. 2014) 

Integrated Partially 
Integrated 

Not 
Integrated 

Step 1: Selecting 
Behaviours 

1.1 Clearly identifies target audience X   
1.2 Selects non-divisible/end-state behaviours  X  
1.3 Evaluates potential behaviours for impact, 
probability and penetration 

X   

1.4 Limits number of targeted behaviours to no 
more than 6  X  

Step 2: Barrier & 
Benefit Research 

2.1 Conducts research on barriers and benefits 
for each potential segment in the target group X   

2.2 Identifies/distinguishes barriers and 
benefits that are internal vs. external 

 X  

Step 3: 
Developing 
Strategies 

3.1 Creates strategies that address barriers of 
the behaviour(s) being promoted and reduce 
the benefits of behaviour(s) being discouraged 

X   

3.2 Develops commitment tools using best 
practices 

  X 



3.3 Develops prompts using best practices   X 
3.4 Engages well-known and well-respected 
people to be part of the campaign X   

3.5 Encourages norms that are visible and 
reinforced through personal contact 

X   

3.6 Develops communication tools using best 
practices 

X   

3.7 Establishes (dis)incentives using best 
practices 

X   

3.8 Initiates convenience strategy to address 
external barriers 

X   

Step 4: Piloting 4.1 Develops a pilot that can be compared with 
baseline measurements X   

4.2 Utilizes a control group X   
4.3 Participants are randomly selected and 
then randomly assigned to strategy or control 
groups 

  X 

4.4 Evaluates strategy effectiveness through 
unobtrusive measurements of behavior change 
rather than through self-report 

X   

4.5 Focuses only on the strategies that can be 
implemented at a broad-scale 

X   

Step 5: Evaluation 
& Broad-scale 

Implementation 

5.1 Measures activity prior to implementation 
and at several points afterwards 

 X  

5.2 Utilizes evaluation data to retool strategy 
and/or provide feedback to community 

 X  

Summary  13 5 3 
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C. CBSM Benchmark Assessment Tool 

CBSM Benchmark Assessment Tool 
CBSM Step 

(McKenzie-Mohr, 
1999, 2011, 2011, 

etc.) 

Benchmark Criteria 
(Lynes, Whitney, & Murray, 

2014) 

Benchmark Assessment Criteria 
(Fries, Cook, & Lynes, 2020) 

Integrated Partially Integrated Not Integrated 

Step 1: Selecting 
Behaviours 

1.1 Clearly Identifies target 
audience 
 
 

Target audience clearly 
identified based on some or 
all of the following criteria: 

• Greatest need 

• Greatest readiness for 

action 

• Easiest to reach 

• Best organizational 
match 

Target audience is clearly 
identified, however the 
basis for the prioritization of 
that particular audience is 
not clear.  

Target audience is not 
clearly identified, or is 
identified but is too 
broad (i.e. “the whole 
community”).  

1.2 Selects behaviours that 
are both non-divisible and 
end state.  

If one (1) stated
1

 target 

behaviour: 
Behaviour is BOTH non-
divisible and End-state  
 
 

If more that one (2+) stated 
target behaviours: 
The majority (i.e. over 

50%)
2

 of stated behaviours 

are BOTH non-divisible and 
end-state.  
 

If one (1) stated target 
behaviour: 
EITHER Non-divisible or end-
state 
 
 
If more than one (2+) stated 
target behaviours: 
The majority (i.e. over 50%) 
of stated behaviours are 
EITHER non-divisible or end-
state.  
 

If one (1) stated target 
behaviour: 
NEITHER Non-divisible 
nor end-state 
 

 
If more than one (2+) 
stated target 
behaviours: 
The majority (i.e. over 
50%) of stated 
behaviours are NEITHER 
non-divisible nor end-
state. 

1.3 Evaluates list of selected 
behaviours for potential 
impact, penetration, and 
probability 
 

ALL or the majority of stated 
behaviours were assessed 
for all three criteria: 

• Impact  

• Probability 

• Penetration 

ALL or the majority of stated 
behaviours were assessed 
for either: 

• Impact; and/or 

• Probability; and/or 

• Penetration 

ALL or the majority of 
stated behaviours were 
NOT assessed for: 

• Impact  

• Probability 

• Penetration 
 

1.4 Limits number of 
behaviours to target in any 
given CBSM campaign (no 
more than five to six).  

Yes, behaviours were 
limited to no more than 6.  

 
 

No, behaviours were 
not limited to no more 
than 6.  

Step 2: Identifying 
barriers and 
benefits. 

2.1 Conducts research on 
barriers and benefits for 
each of the potential 
segments in the target group 

BOTH Barrier and Benefit 
research  
 
AND 
 
Research investigated 
potential segments of the 
target group 

EITHER Barrier and Benefit 
research  
 
OR 
 
Research investigated 
potential segments of the 
target group 

NEITHER barrier and 
benefit research or 
investigation of 
potentially segments of 
target group occurred 
 
 

2.2 Identifies and 
distinguishes between 
barriers and benefits that 
are internal vs. external to 
the target segments 

BOTH Barriers and benefits 
classified as internal versus 
external 
 
 

Barriers and/or benefits 
classified as EITHER internal 
or external 
 

NEITHER Barriers and 
benefits classified as 
internal versus external  
 
OR 
 
Did not complete 
barrier and benefit 

 
1 “Stated” behaviours refers to the behaviours that were talked about by the program employees or within the secondary documents they 

provided. It is possible to suggest that more behaviours were included in a program than what were not explicitly stated, however in order to 
maintain reliability in this tool, these behaviours will not be considered.  
2 Determining the majority of behaviours as anything over 50% was done because in some cases, there may have only been two or three stated 

behaviours, thus the threshold had to be kept relatively low. In any case, this still offers a path to a more robust assessment than current tools.  



research or target 
audience segmentation. 

Step 3: 
Developing a 
strategy 

3.1 Creates strategies that 
are appropriate for the 
barriers of the behaviour(s) 
being promoted and reduce 
the benefits of behaviour(s) 
being discouraged 

Overall, the strategies 
employed addressed 
desired and competing 
behaviours by doing most of 
the following: 
 
Desired behaviour: 

• Benefits increased 

• Barriers decreased 
 
Competing behaviour: 

• Benefits decreased 

• Barriers increased 

Overall, the strategies: 
 
Only addressed desired 
behaviours 
 
OR 
 
Only addressed competing 
behaviours 

The strategies were not 
appropriate for 
addressing the barriers 
of the behaviour(s) 
being promoted or the 
benefits of the 
behaviour(s) being 
discourages 

3.2 Develops commitment 
tools that: emphasize 
written over verbal; seek 
commitments in groups; 
actively involve the 
individual; avoid coercion; 
help people to view 
themselves as 
environmentally-concerned; 
and are public and durable 

Commitment tools are 
employed, and display 4 or 
more (i.e. > 50%) of the 
following: 

• Emphasize written 

over verbal 

• Seek commitment in 
groups 

• Actively involve the 
individual 

• Avoid coercion 

• Help people to view 

themselves as 
environmentally-
concerned 

• Public and Durable 

Commitment tools are 
employed, and display 3 or 
less (i.e. < 50%) of the 
following: 

• Emphasize written 

over verbal 

• Seek commitment in 
groups 

• Actively involve the 
individual 

• Avoid coercion 

• Help people to view 

themselves as 
environmentally-
concerned 

• Public and Durable 

Commitment tools are 
not employed. 

3.3 Develops prompts that 
are: noticeable; self-
explanatory; presented in 
close proximity to where the 
action is taken; and 
encourage positive 
behaviours rather than 
discouraging negative 
behaviours 
 

Prompts are employed, and 
display 3 or more (i.e. > 
50%) of the following: 

• Noticeable 

• Self-explanatory 

• Close in proximity to 

where the action is 
taken 

• Encourage positive 
behaviours (rather 
than discourage 
negative behaviours) 

Prompts are employed, and 
display 2 or less (i.e. <50%) 
of the following: 

• Noticeable 

• Self-explanatory 

• Close in proximity to 

where the action is 
taken 

• Encourage positive 
behaviours (rather 
than discourage 
negative behaviours) 

Prompts were not 
employed.  

3.4 Engages well-known and 
well-respected people to be 
part of the campaign 
 

Yes, well-known or well-
respected people were a 
part of the campaign.  

 No, well-known or well-
respected people were 
not part of the 
campaign. 

3.5 Encourages the use of 
norms that are visible and 
reinforced through personal 
contact 
 

Utilizes normative strategies 
that are both: 

• Highly visible; and 

• Reinforced through 
personal contact 

Utilizes normative strategies 
that are either: 

• Highly visible; or 

• Reinforced through 
personal contact 

Does not utilize 
normative strategies.  

3.6 Develops communication 
tools that are: captivating; 
tailored to the target 
audience; uses credible 
sources; appropriately 
frames the message; and 
makes message easy to 
remember 

Communication tools are 
employed, and display 3 or 
more (i.e. > 50%) of the 
following: 

• Captivating 

• Tailored to target 
audience 

• Use of credible 
sources 

• Appropriately framed 

message 

• Message is easy to 
remember 

Communication tools are 
employed, and display 2 or 
less (i.e. < 50%) of the 
following: 

• Captivating 

• Tailored to target 
audience 

• Use of credible 
sources 

• Appropriately framed 

message 

• Message is easy to 
remember 

Communication tools 
were not employed. 



3.7 Establishes 
incentives/disincentives 
that: reward positive 
behaviour; are closely paired 
with behaviour; and are 
visible 

Incentives/disincentives 
were employed, and display 
2 or more (i.e. > 50%) of the 
following: 

• Rewards positive 
behaviour 

• Closely paired with 
the behaviour 

• Are visible 

Incentives/disincentives 
were employed, and display 
1 (i.e. > 50%) of the 
following: 

• Rewards positive 
behaviour 

• Closely paired with 
the behaviour 

• Are visible 

Incentives/disincentives 
were not employed 

3.8 Initiates convenience 
strategies that attempt to 
address external barriers 
 

Convenience strategies are 
employed that address 
external barriers. 

Some convenience 
strategies are employed but 
external barriers are not 
addressed. 

Convenience strategies 
are not employed.  

Step 4: 
Conducting a pilot 

4.1 Develops a pilot that can 
be compared with baseline 
measurements 
 

BOTH a pilot was conducted 
and was compared to 
baseline measurements. 

A pilot was conducted but 
not compared to baseline 
measurements  
 
OR 
 
Baseline measurements are 
available, but no pilot was 
conducted. 

A pilot was not 
conducted, and baseline 
measurements are not 
available.  

4.2 Utilizes a control group 
 
 

Yes, a control group was 
utilized. 

 No, a control group was 
not utilized.  

4.3 Whenever possible, 
participants are randomly 
selected and then randomly 
assigned to strategy or 
control groups 

BOTH random selection 
AND random assignment 
utilized in pilot. 

Random selection OR 
random assignment utilized 
in pilot. 

Neither random 
selection nor random 
assignment utilized in 
pilot. 

4.4 Whenever possible, 
evaluates strategy 
effectiveness through 
unobtrusive measurements 
of behaviour change rather 
than through self-report 

In evaluating effectiveness 
of pilot, unobtrusive 
measurements of the 
desired behaviour were 
collected. 

In evaluating effectiveness 
of pilot, only self-report 
measurements of the 
desired behaviour were 
collected.  

Measurements of the 
behaviour were not 
collected. 

4.5 Focuses only on the 
strategies that can be 
implemented at a broad 
scale 
 

Strategy lends itself easily to 
a broad-scale 
implementation. 

Strategy lends itself to 
broad-scale implementation 
with some challenges. 

Strategy does not lend 
itself to a broad-scale 
implementation. 

Step 5: Evaluating 
broad scale 
implementation 

5.1 Measures activity prior 
to implementation and at 
several points afterwards 
 

Activity is measured before 
program implementation 
AND measured at several 
points afterward. 

Activity is measured before 
program implementation 
OR measured at several 
points afterward. 

Activity is not 
measured.  

5.2 Utilizes evaluation data 
to retool strategy and/or 
provide feedback to 
community 
 

Evaluation data is used to 
do both: 

• Retool strategy; and 

• Provide feedback to 
the community 

Evaluation data is used to 
do either: 

• Retool strategy; or 

• Provide feedback to 
the community 

Evaluation data does 
not influence strategy 
or provide feedback. 
 
OR 
 
Evaluation data is not 
collected.  

 

 


