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OUR ROADMAP

• The context of behavior change marketing

• Getting to know Thornton & the audience

• Providing a framework for building 
campaigns

• A practical (and affordable) application

• What it means for you 

• Time for questions



BEHAVIORS = HABITS



FEATURES OF BEHAVIOR CHANGE MARKETING

• Strategies start with understanding the target audience 

• Apply the principles of behavior change theories

• Cost effectiveness is evaluated not only by dollars but impact

• Must consider competition, exchange of value, barriers, and motivators

• Strategies involve the “best fit” mix of Product, Price, Place and Promotion (Policy?) 

• Behavior change is the bottom line



UNDERSTANDING THE ENVIRONMENT Thornton Colorado 



A SNAPSHOT OF THORNTON COLORADO

• Suburb of Denver; 35 Square Miles

• 2015 estimated service area 
population: 148,591

• 2015 water accounts: 38,841

• 60% White; 32% Latino (US Census, 2010)



HOW DO WE KNOW WHO TO TARGET? Formative Research



CATEGORIZING A ‘HIGH WATER USER’ 

• Database Criteria – parcel level 
irrigated area analysis of high tier 
water users

• 2375 Sample Size

• Survey to gain insight about: 
 Knowledge about existing water use
 Perceptions of impact on water supply
 Motivators and barriers for consistently saving 

water

• Methodology: 
 Mail/Online
 $10 Home Depot Gift Card Incentive (first 350)



THE RESULTS: OUR CAUTIOUS CONSERVATIVE

• 570 responses = 24% response rate

• An established, suburban home owner 

• College to post graduate education 

• Household income more than $75K a 
year 

• Middle to upper age bracket (35-64) 

• Speak English



SO, WHAT IS THE KEY TO HELPING 
CHANGE BEHAVIOR?

Theory into Practice



BUILDING A HOUSE WITHOUT A BLUEPRINT



MARKETING BLUEPRINT (AKA: CREATIVE BRIEF)

1. What’s our goal (and how will we measure it)?
2. Who is the target audience and how are they segmented? (demo, psycho, social, etc.)

3. What do they think and do now?
4. What do we want them to think and do?
5. Why should they think and do that-what’s the benefit for them?
6. What competition/barriers must be overcome?
7. What’s the best way to reach them?
8. With what motivators and messages?
9. What caveats must we keep in mind?





MOTIVATORS + BARRIERS = MESSAGING 



THE MARKETING MIX

• Traditional Media

• Non Traditional Media

• Digital Media 

• Community Outreach



















THORNTON WATER AMBASSADORS



EVALUATION IS ESSENTIAL

• 79% report seeing water saving 
messages in Thornton

• 49% recall the tagline in year 2 of the 
campaign

• 72% recall bill insert messages

• 40% of high water users think they 
already save water

• 87% say that rebates would encourage 
them to save more water



A SHIFT IN BEHAVIOR CHANGE 

• Self Reported:
 50% use Cycle & Soak – up from 37% in 2014
 87% reduced of often water lawn – up from 83%

• Residential GPCD: 
 106 in 2001 to 79 in 2015

• Irrigation controller rebates: 
 5 in 2014 to 123 (YTD July 2016)

• Irrigation consultations saved an average 
of 12,000 gallons/participant/year

• Garden tour participants: 
 40 in 2015 to 170 in 2016



THE DOWNWARD TREND



A PRACTICAL LOOK …

Textbook

• Adequate Funding

• Narrow and Specific Audience 

• Solo Decision Maker

• Solid Research/Evaluation

• One Targeted Message

• Results Match the Planned Theory

Reality

• Limited Budgets

• Diverse Audience Reach

• Political Considerations

• Risk of Diluted Message

• Timelines

• Divided Attention 



BUT WHAT DOES IT MEAN FOR YOU?

• Know your audience

• Cut through the clutter (aka: ditch the 
government speak)

• Messaging matters

• Simplify your ask

• Turn to trusted resources (& hire 
experts)

• Go where the people are

• Evaluate 



QUESTIONS?
Tonya Peters, MPH
Orange Circle Consulting
orangecircleconsulting.com
303.547.4899

Laura Wing
Thornton Water
Laura.Wing@cityofthornton.net 
720.977.6514
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