Welcome!

Warm-up: Talk with someone next to you
about a time you tried to change your own or
someone else’s behavior.
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Training Objectives

* Know the steps of Behavior-Centered Design for developing a
behavior change solution

* EXxperience using a behavioral lens to think through a real-
world environmental challenge

* Describe six levers of behavior change




Agenda

* Welcome & introduction

* Developing a behavioral lens

* Introduction to Behavior-Centered Design
 Levers of behavior change

* Try it: Apply the levers

e Discussion and questions

* Closing



Rare insp
peopl

Rare has run nearly 500
behavior change campaigns in
more than 60 countries

Rare’s behavior change
campaigns, on average,
increase adoption by 18
percentage points

®WQ |CENTER FOR
@@ |BEHAVIOR & THE
rare | ENVIRONMENT

Transform the environmental field
by equipping environmentalists
everywhere with the science of
human behavior



Rare and COP15

* We support a Global Biodiversity Framework that
works for nature and people.

* We believe that behavior change will be core to
deliver the targets in the Framework.

* We advocate for solutions that are human rights-
based and participatory, driven by local communities.



Developing a Behavioral Lens
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Every environmental
challenge has one thin
In common.
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Howdo l...?

* Engage policy makers to act on deforestation?
« Support local leaders to reduce overfishing?
 Direct more resources to communities?

* Prevent unsustainable wildlife trade?

» Create collective action on common-pool resource

challenges?

are.org | @rare_or
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Types of Problem-Solving Lenses

Ecological lens Q Behavioral lens Q\
|dentify the connections within Identify where human
ecosystems that contribute behavior contributes to
to environmental problems environmental problems
and solutions and solutions

Equity lens Q

|dentify how (in)equitable treatments,
outcomes, and access contribute to
environmental problems and solutions



What Does it Mean to Focus on Behavior?

Behaviors
What you do
‘I recycle.”
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Beliefs
What you know or accept to be true

Attitudes
What you think is good or bad

Intentions
What you plan or intend to do

Context
The environment surrounding the behavior

rg | @rare

_org
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Katharine Wilkinson

All We Can Save, Drawdown

Awareness is a place
where you can really get
stuck. What is so
powerful about
behavioral insights and
strategies is that they
can help folks make that
leap from awareness to
active participation.”



Let’s Practice!

“These farmers plan to use less fertilizer next
year.”

Belief or Attitude | Intention | Behavior | Context
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Let’s Practice!

“These farmers plan to use less fertilizer next
year.”

Belief or Attitude | Intention | Behavior | Context

eu
L L)

rare



eu

rare

Let’s Practice!

“Reducing plastic waste is the right thing to do.”

Belief or Attitude | Intention | Behavior | Context
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Let’s Practice!

"Reducing plastic waste is the right thing to do.”

Belief or Attitude | Intention | Behavior | Context



Let’s Practice!

“There are no national policies to discourage
wildlife trade in this country.”

Belief or Attitude | Intention | Behavior | Context
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Let’s Practice!

“There are no national policies to discourage
wildlife trade in this country.”

Belief or Attitude | Intention | Behavior | Context
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Let’s Practice!

“The fishers in this village use legal gear when
fishing.”

Belief or Attitude | Intention | Behavior | Context
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Let’s Practice!

“The fishers in this village use legal gear when
fishing.”

Belief or Attitude | Intention | Behavior | Context



Introduction to Behavior-Centered
Design
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What is Behavior-Centered Design?

behavioral design-

science BCD thinking




The Behavior-Centered Design Journey

1. FRAME ;
@ 3. MAP
‘ 2. EMPATHIZE
5. PROTOTYPE

- B

7. LAUNCH 8. ASSESS

6. TEST :




The Behavior-Centered Design Journey

1. FRAME
|dentify core ;b
actors, target 3. MAP
behavior, and 2. EMPATHIZE
larger context ‘ Q
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The Behavior-Centered Design Journey

1. FRAME Understand the core

audience’s behavioral
E} motivations & challenges
/. 4. IDEATE

2. EMPATHIZE
5. PROTOTYPE O
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O

C 5 jingH/ 8. ASSESS
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The Behavior-Centered Design Journey

1. FRAME ;
E} 3. MAP
2. EMPATHIZE Make connections
‘ between your data and

behavioral science Q
/. 4. IDEATE

5. PROTOTYPE O
0 o) o /
0° (o)
A 7. LAUNCH 8. ASSESS
6. TEST : =




The Behavior-Centered Design Journey

1. FRAME ;
E} 3. MAP
‘ 2. EMPATHIZE
/. 4. IDEATE
Generate and prioritize

5. PROTOTYPE 0 solution ideas
0 O /
(o]
0° (o)
A 7. LAUNCH 8. ASSESS
6.TEST : -




The Behavior-Centered Design Journey

1. FRAME
@ 3. MAP
‘ 2. EMPATHIZE
Build a small scale version 4. IDEATE
of your solution

5. PROTOTYPE 0
o° fo)
A 7 LAUNCH 8 ASSESS

6. TEST : -




The Behavior-Centered Design Journey

1. FRAME ;
@ 3. MAP
‘ 2. EMPATHIZE
/ 4. IDEATE

5. PROTOTYPE O
00 o)
A 7. LAUNCH 8. ASSESS

Test your prototype g 1egT

and make revisions &C)L -




The Behavior-Centered Design Journey

1. FRAME ;
@ 3. MAP
‘ 2. EMPATHIZE
/ 4. IDEATE

5. PROTOTYPE O
0 O /
C - oo
A Plan and launch
7LAUNCH  full-scale 8. ASSESS

intervention

6.TEST : -




The Behavior-Centered Design Journey

1. FRAME

. 2 D

5. PROTOTYPE 0 Assess the impact
0 (o) / of your intervention
00 o A and measure
E behavior adoption

7. LAUNCH 8. ASSESS
6. TEST
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BCD x Diversity, Equity, and Inclusion (DEI)

Some examples of what this looks like:

* |Inviting people to participate in framing the problem and
solution design

* Considering enabling conditions and structural barriers for
change

* Asking ‘whose perspective is not captured in this solution?’
» Conducting research with a diverse set of people

« Supporting people’s choices and agency

» Use data to design solutions, not assumptions
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Case Study: Tinambac, Philippines
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If | change fishers’ perceptions of their roles in their
communities to align with local values, then | expect
a change in not fishing in the reserve for fishers.



How might we change D_evelop messaging around
. , . Increasing pride among
fishers’ perceptions of . .
. . . fishers as environmental
their roles In their .
communities? stewards and give them a
' meaningful title that
boosts their status
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J% PROTOTYPE

‘Profi’

Short for
‘professional
fisher’ and a
title of respect
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M&A BATANG MAG-AARAL,

No REFUEID EIEMENTARY Schpol,

BARANGAY AcaY-AYAN, TINAMBAC CAMARINES SUR,

SA PATNUBAY Ne AMING MGA GURD AT MAGUIANG

NeAYONG ARAY Na ITb, OCTORER 25, 2011

AY BUONG PUSONG NAGPAPASYA

NA KAMING MoA BATANG MAG-AARAL,

AY MAKIKIISA AT TUTDLONG $A AMING BARANCAY

SA PALBABANTAY AT PANCANGALACA NG
AMING "AGCA SANCT(4RY”

PARA SA PAGPAPAUNIAD Ne [ [KAS VAMANC
KARAGATAN,

SIS| KAPIN NAMIN, WA EAMI Ay MACINEG Hywar AN
o PNA LABATAAN PARA <4 PALTATACUTOD,

No “MAra. KALIKASANG PALPAPA UNLAD " e
AMING  Kamunayaaf :

FINNITS £ LAGDA K6 I

KASI HAN NANA KaM) we Diyos



A, LAUNCH

Fisheries Management Timeline of Tinambac, Camarines Sur

Araw-araw (T)LZ-'SFMA o
rdinance
_Ip_Zroa:;:g Bagong . ? Nangarap ang
: - mangingisda
na dadami MARINE SANCTUARY
angisda ... ® %A
\/’%
Baat <
®

.Halos walang
isda, mas
mahal ang

i

FiehR

dlnamlta Nagkaroon ng NATIONAL PROGRAM FOR

. .. MUNICIPAL FISHERFOLK REGISTRATION
kaysa huli na Visit sa budget ang
isda Quezon Enforcement

Province
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Elements of Fish Forever

* Policy & Governance « Data for Decision

+  Community Making
Engagement & * Networks of Marine
Behavior Adoption Reserves

 Blended Finance  Managed Access

* Financial and Market « Effective Management

Inclusion Bodies



The Levers of Behavior Change



The Levers of Behavior Change

SOCIAL
\NFLUENCESg

RULES &
REGULATIONS

rare.org | @rare_org 45



We have a spectrum of effortful and
automatic ways of thinking and deciding.

X 7

Weighing Reacting
options, automatically,
calculating costs quickly

and benefits



We have a spectrum of effortful and
automatic ways of thinking and deciding.

Z « ---------- — %
Weighing Reacting
options, automatically,
calculating costs quickly

and benefits



The most common tactics for driving
behavior change are designed for one
kind of thinking.

RULES &
REGULATIONS
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Material Incentives

Increasing or decreasing
real or perceived costs, time,
or effort for doing a behavior

are.org | @rare_or
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Money Convenience or Effort
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Rules & Regulations

Enacting rules that promote or
restrict a behavior

rare.org | @rare_org 52



eu
L L)

(OIS Sunstein, & Thaler, 1997)

rare.org | @rare_org 53
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Information

Providing information
about what the target
behavior is, why it
matters, and how to do it

are.org | @rare_or
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Information

D—
OO . )

Declarative Procedural
Knowledge Knowledge

N

Effectiveness Self-efficacy

e Knowledae Knowledge
Y 2 °

ra re (Kaiser & Fuhrer, 2003) rare.org | @r

are_org 55






These levers tend not to work on their own.

B om0

* Financial incentives can  * Rules often need « Correcting an
backfire. enforcement. iInformation-deficit
« Payments can crowd-out rarely leads to lasting
other motivators. * Rules do not work behavior change.
If norms are

* |[ncentives can drain

limited resources misaligned.  Caring/knowing is not
_ ' a pre-requisite to
Fines can be seen as change.

@®WQ justthe ‘cost for

« ‘w be h aVi O r_ rare.org | @rare_org 57
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Let’s design more for the full spectrum
of thinking.

SOCIAL
\NFLUENCES

1. Emotions drive decision
making.

2. We are an inherently
social species.

3. The context of our
.. . RULES &
decision-making matters. REGU ATIONS
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Emotional Appeals

Using emotional messages to
drive behavior

rare.org | @rare_org 59
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Social Influences
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Leveraging the behavior,
beliefs, and expectations of
others
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Descriptive influence Reputational influence




REGULARIZAR
DA L€l € cop

Rillje =
L Acko:

y

A

B 7 GuARaULBA

GARAJBIS
ENDEReCo

mpANHA POR O
RESEX PRAINHA DO

RBULHO
. YERDE
/

R

@l"k
XS iﬁ";}
PESCAR

CONSERVAR
PROSPERAR

N Cananx latus

CERTO,

€ PESCAR penTg




Theory of Cooperative Behavior

| Phase 1 | | Phase 2 || Phase 3 {
Generating Coordinating Strengthening
Collective Demand a Shift in Behavior the New Norm

SUSTAINABLE
COOPERATIVE
BEHAVIOR

A cooperative behavior is one where individuals have to take
e on personal costs for the benefit of the group (example: fishing

- 1) in a common area)
rare
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Choice Architecture

Changing the context in
which choices are made









What's the Difference?

Choice Architecture Material Incentives



Behavioral Science in Context

Social

. science
Behavioral

science

Psychological
state

‘ Environmental context

rare

are.org | @rare_or
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Check your understand

?

How well do you know the levers



Having farmers mentor other farmers on
new farming practices can lead to greater
adoption of sustainable agriculture.

1. Material Incentives
2. Social Influences

3. Emotional appeals



Having farmers mentor other farmers on
new farming practices can lead to greater
adoption of sustainable agriculture.

1. Material Incentives
2. Social Influences

3. Emotional appeals



Climate activists have found that hopeful
messages can create more youth
engagement with their movements.

1. Emotional appeals

2. Information

3. Social influences



Climate activists have found that hopeful
messages can create more youth
engagement with their movements.

1. Emotional appeals

2. Information

3. Social influences



Moving fisher registration sites to a more
convenient location increased
registrations.

1. Choice Architecture
2. Rules and Regulations

3. Material Incentives



Moving fisher registration sites to a more
convenient location increased
registrations.

1. Choice Architecture
2. Rules and Regulations

3. Material Incentives



Changing the placement and salience of
plant-based items on menus increased
people purchasing them.

1. Choice Architecture
2. Information

3. Rules and Regulations



Changing the placement and salience of
plant-based items on menus increased
people purchasing them.

1. Choice Architecture
2. Information

3. Rules and Regulations



Movement
Break




Try it: Apply the levers
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Challenge

Small-scale fisheries provide
a significant proportion of
global catch

We need data to make
informed management
decisions

Small-scale fishers are
dispersed

Traditiona_l data_collection IS
resource-intensive

Solution!

rare.org | @rare_or
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OurFish and Fish Forever

» Policy & Governance D o

« Community
Engagement &
Behavior Adoption

 Blended Finance

- » Financial and Market

Inclusion

OOOOOOO

OOOOOOO

OOOOOOO

Data for Decision
Making

Networks of Marine
Reserves

Managed Access

Effective Management
Bodies

are.org | @rare_or
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How might we support fish buyers to
use the OurFish app accurately and
consistently to register their
transactions?
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Behavioral Insights

Motivations

Rare staff is interested in me
Using OurFish is easy

| can use OurFish correctly

| want to save time

Accurate financial information is
important

Knowing the state of the fishery is
important

| need to report my catch to the
authorities

Barriers

* | can’t use a Smartphone

« Other family members use the
phone

| don’t have good internet

| can’t use OurFish on a busy day

| don’t want to ruin my phone

| don’t want to get taxed

| need to give fishers physical
receipts

are.org | @rare_org 86
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Activity: Apply the levers

Imagine you want to increase the amount of fishers who use
the OurFish app consistently to register their transactions.
Your task is to complete the following steps and develop a
behavior change idea based on the data provided.
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Activity: Apply the levers

Step 1 (Empathize): Review the list of motivations and barriers
for fishers to use the OurFish app. Select one or two insights.

Step 2 (Map): Based on your selected insights, what do you
think you need to change (e.qg., fishers’ beliefs, attitudes,
iIncentives, knowledge) for fishers to use the app consistently?

Step 3 (Ideate): What is one idea that could address the
changes needed from Step 27 How might you address the
motivations and/or barriers”? Name the lever(s) you used.



Report Out: Share Your Solution!



Solutions

OurFis

h app
users



Behavior Adoption Journey Map

n Behavior consistent use of OurFish app

Andience: local fish buyers, first buyer in the value chain
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Community Event

1 ‘.' e 11 Other family members
. E use the phone

¥ GOAL: Create a social norm and support for using Knowing the state of the
Y Ojrwithin users' households. fishery is important

T

"‘PAB;I‘ICIPAN'i'S: At least 1 fish buyer household

A i
1

" #DURATION: 2.5 hours

G 1 = & (@

OPENING AOOLINTEELRE. INIRODUCHON: e i GE ks Q&A ACTION PLAN CLOSING

OF THE FAMILY TO OURFISH

@©W | CENTER FOR
@@ |BEHAVIOR & THE
- ENVIRONMENT
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OurFish Ambassador Manual

A manual for experienced OurFish users to guide others.

OurFish Ambassador Package

Liser Manual

* FAQs and troubleshooting
* How-tos for key functions

« Explanations of catch and
financial data reports

* |deas to motivate and
celebrate

* Key messages on benefits
for diverse audiences

 Visit scheduler

)
5
C

wid
-
Q
wid
-
o
O

are.org | @rare_or

94



OurFish Ambassador Manual

Balance Summary

What do the numbers
mean?

OurFish Troubleshooting Tips OF Ambassador Padage Enter the payment

How to pay with supplies
o Select “coin” icon.

| logged out of OurFish by accident. How do | log back in?

. . TOTAL CASH IN

ou need your username and password to log back into OurFish. We T

recommend you write them down in a place that's easy to find at the rezeiims for fish
and supplies.

time and place where you will use the app. If you don’t have them written
down and cannot remember what they are, ask Rare staff to send it to

YOu.

The sync button keeps spinning without showing the green e Enter the amount in the

chedc. OurFish says it failed to sync. What should | do? “buyer pays fisher” line

The most common cause for this problem is having no or a weak intermet i

connection. Check if you are connected to the intemet and try moving to 9 Select *fish”

a different place that might have a stronger siznal. ﬂmf .
Tatal cesh Ot

How do | delete a cache?

Press the OurFish app icon for 2-3 seconds. A small window will pop up. ) _

n that window, press the information imn@. Then select “Storage’ o select “supplies”
and press the “Clear Cache” option.

I can’t use a Smartphone I can use OurFish correctly Accurate financial
information is important



The Team and Partners Involved
o o :



Movement
Break




Q&A



Reflections & Closing



Key Points

* Environmental challenges are behavioral challenges
and can benefit from behavioral solutions.

« Behavior-Centered Design provides a framework for
designing behavioral solutions.

 Behavioral motivations and barriers can be addressed
through six levers of change.

* Behavior change solutions can lead to positive
Impacts for people and nature.



Revitalizing our coastal seas and
communities

Together with partners, Rare systematically improves how we manage and protect our ocean’s most

valuable waters.

https://rare.org/program/fish-forever/

rare.org | @rare_org 101
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rare

Ecological Data

This ecological monitoring tool provides access to habitat and fish population data collected through standardized underwater visual

surveys. Use this tool to evaluate trends and changes in critical habitats and species.

See the link below for the protocol used to collect these data.

DOWNLOAD GUIDANCE DOCUMENT

Survey Results

¢Q https://portal.rare.org/en/
0 0 rare.org | @rare_org 102
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Behavior Change for the Environment
Starts Here

o X oF

behavior.rare.org
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Additional Training Opportunities

» Self-paced e-learning
course on Behavior-
Centered Design

» 3-day live virtual

training on Behavior- m 'i‘} | amlc
Centered Design lrf_g“ g o2 um Ji 3

 Custom trainings and ' k r‘j A ¢ f! 3 \,
modules p;u.l:- "¢ Laal o JL',
“L’.ulﬂ




Webinar: Why delivering the Global
Biodiversity Framework needs Behavior
Change

Tuesday 17 January
09.30am ET | 14.30pm UTC | 21.30pm ICT

Scan the QR code to register or
visit here to learn more:
behavior.rare.orqg/gbf-webinar




Subscribe to the Behavior Beat!

@0 cenrep FOR
@@ BEHAVIOR & Tue
rare ENI’IRDNN‘ENT

‘Behavior Beat

nmental behaviors. The BE.Center's Katie

lin delve into this under-explored area of
research for Ecology angd Society.

READ THE ARTICLE

— @@

rare.org | @rare_org
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Share Your Feedback!

Answer our survey on
today’s session so we
can make our future
workshops even better.




Stay in touch!

Katie Williamson and Sam Gray

kwilliamson@ rare.org | sgray@ rare.org

@ |cENTER FOR

.10 BEHAVIOR & THE
rare ENVIRONMENT
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