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Get more landowners
on board!
Using behavioral insights &

communication strategies

to motivate action



A LITTLE ABOUT ME

I train conservationists how to design 

communication plans that motivate action.

• best practices from commercial advertising

• insights from behavioral science

• first-hand experiences in conservation

training workshops | online courses | consulting services

@brooke2cents

.com/rcp/



TODAY’S 

JOURNEY

• Why people don’t do things

• Why traditional methods haven’t 

been working

• How & why movements happen

• Reframing your message to get 

more landowners on board



What is one thing you 

need landowners to do?
that they’re not doing at all or not 

doing enough of



WHY PEOPLE DON’T DO THINGS



1
It’s easier and 

safer to not do 

anything

It’s not even 

possible to do 

the thing
2

They tried to 

do it, but it got 

too difficult
3

They don’t 

“get” why they 

should do it
4



STATUS QUO BIAS

When people prefer 

things to stay the 

same by doing 

nothing or by sticking 

with a decision made 

previously.

1 It’s easier and safer to not do anything



1 It’s easier and safer to not do anything

LOSS AVERSION

The pain of losing is 

psychologically about 

twice as powerful as 

the pleasure of 

gaining. We focus on 

avoiding a loss.



The audience cannot access the required 

equipment, tools or resources needed to 

complete the behavior:

• Cost of resource

• Resource not readily available

• Resource not close to them

• Infrastructure not in place

It’s not even possible to do the thing2



CHOICE OVERLOAD

When too many 

choices are available 

to consumers they 

may stick with their 

default choice or 

make no choice.

They tried to do it, but it got too difficult 3



HASSLE FACTORS

Seemingly minor 

inconveniences that 

prevent one from 

completing a task or 

taking action.

They tried to do it, but it got too difficult 3



They don’t “get” why they should do it 4

Don’t believe they 

can make a 

difference.

Don’t see how it 

impacts their daily 

life.

CTA is not specific 

enough.

Feels like no else is 

doing it, so why 

should they.

Skeptical and cynical 

about the messenger.



1
It’s easier and 

safer to not do 

anything

It’s not even 

possible to do 

the thing
2

They tried to 

do it, but it got 

too difficult
3

They don’t 

“get” why they 

should do it
4



busting
myths

on 
motivating

action



If they just 

KNEW, 

then they’d…



INFORMATION (KNOWLEDGE)
DEFICIT MODEL

Assumes that the gaps between scientists and the public 

are a result of a lack of information or knowledge. 

A remedy for this gap is often a one-way communication 

model where information flows from experts to the 

public to change attitudes, beliefs, or behaviors.





STATUS QUO BIAS

When people prefer 

things to stay the same by 

doing nothing or by 

sticking with a decision 

made previously.



If they just

cared more, 
then they’d…







If they just knew

how bad it is,

then they’d…





If they just had the

resources,

then they’d…





WHY PEOPLE WILL DO THINGS











Innovators 2.5%

time

A small number of people willing to take the high risk of adopting a norm first

Early Adopters 13.5%
A slightly larger group that is a bit more selective and require some 

social proof before adopting the norm, but are still risk takers.

Early Majority 34%

This group will wait longer to see if the norm 

“sticks”, let it work out any bugs, and wait to hear 

what opinion leaders think before adopting. 

Late Majority 34%

This group holds out and waits until nearly

everyone else has already adopted, and 

now it’s become a pain for them not to 

conform.

Laggards 16%

Curmudgeons who may 

never adopt; or people 

without access.

50% 

of group

adopts norm

Diffusion of Innovation Theory
How, why, and at what rate new ideas and technology spread.

A visual adaptation of Everett Rogers’ original.

84% 

of group

adopts norm







Credit: Morning Chalk Up



1
Other people 

are doing it

It’s easy and fun 

to do AND it 

has an impact
2

I’m part of 

something 

bigger
3

It benefits me 

personally 4



1 Other people are doing it







2 It’s fun and easy to do AND it has an impact







I’m part of something bigger 3







It benefits me personally 4







1
Other people 

are doing it

It’s easy and fun 

to do AND it 

has an impact
2

I’m part of 

something 

bigger
3

It benefits me 

personally 4



Reframing
THE

message



Make the ask CLEAR + ACTIONABLE (focused on the DO)

Other people are 

doing it

Show & tell what 

others are doing, or 

what they’re trying 

to do.

We (togetherness)

Join us (invitation)

It’s fun, easy to 

do & it has an 

impact

Lead-in with the fun 

and/or easy aspect; 

follow-up with the 

impact.

Make them feel 

good about it.

I’m part of 

something bigger

Reinforce how their 

actions contribute 

to a much larger 

impact.

Leverage pride and 

a sense of purpose.

It benefits me 

personally

Focus on what they 

get out of it to 

answer “what’s in it 

for me?”

Make it meaningful 

to THEM.



In Closing…



There are a lot of reasons why 

people may not take action or 

change their behaviors

All of which are valid (whether we like it or not)



Yet, there are also

amazing motivators we can add to 

our communication that will 

overcome those challenges



Events

Digital/Content

Give-aways

Interpersonal

Outdoor

Press

Printed materials

Signage

Social media

And we can use them no matter where or 

when we’re reaching our audiences





brooke@brooketully.com

brooketully.com/rcp/




