
Marketing Provides Framework for Leading People to Action 
 
In order to achieve water quality protection goals, we must determine the behaviors our 
target audiences need to change. Social marketers influence behavior change by 
understanding their target audience’s perceptions, knowledge, attitudes, and 
predispositions. Social marketers also understand the following factors that influence 
behavior change: 
• People change behavior by progressing through a series of definable stages: pre-

contemplation, contemplation, action and maintenance. 
• People make decisions based on the consequences they believe will follow the 

change. 
• People see both positive and negative consequences of behavior change, and make 

decisions based on trade-offs between the costs and benefits. 
• People make decisions based on what significant others want them to do, and 

confidence in their own ability to change behavior. 
• People vary greatly in how they are influenced by the above mentioned factors. Social 

marketers group audiences by these factors to influence behavior change. 
 
During the pre-contemplation stage of behavior change, social marketers must create 
awareness and interest, and change values. During this stage social marketers use 
education and communication to create awareness of the new behavior, and highlight 
how behavior change will benefit and improve the audience’s quality of life. Social 
marketers focus on understanding the audience’s values and perceptions and convey 
messages by methods the target audience will pay attention to, with the goal of moving 
them into the next stage of behavior change-contemplation. 
 
Social marketers must know how their audience contemplates action, and then takes 
action, to move them through the contemplation and action stages. Many social marketers 
base their approaches on research that shows individuals act on the basis of beliefs. 
Social marketers find four sets of  beliefs most important: the positive consequences of 
changing behavior, the negative consequences of changing behavior, what others expect, 
and their belief in their own ability to carry out the behavior. Social marketers must know 
what their audiences believe, and design their approach around those beliefs. 
 
For true behavior change to occur, the people must move beyond trying the new behavior 
once, to maintaining the behavior change indefinitely. During this stage, people need 
affirmation that they made the right choice. Here, social marketers let the audience know 
they made the right decision. It also helps if the audience finds the behavior change 
rewarding. Here, social marketers find ways to make the behavior change a positive 
experience with extrinsic rewards. 
 
By using this information in our plans to protect and improve water quality, we can move 
toward our goals in a more strategic manner. For more information on social marketing, 
see the source of the article, “Marketing Social Change” by Alan Andreasen. 


