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How do you apply scientific insights about behaviour in your communication? The Communication
Activation Strategy Instrument (CASI) has been developed for that purpose. CASI provides input for
your strategy in the form of a communication plan, advice or briefing, together with the building
blocks for your interventions. Communication that targets behaviour can make an important
contribution to effective policy. Applying the CASI process ensures that choices made are
evidence-based and helps generate support in the organisation. This guide provides you with the
tools you need to apply it.

Why CASI?

Behavioural change is a complex process. If you want to use communication to contribute to that
change, it requires a thorough analysis of the issue at hand, empathy with your target group and the
application of scientific insights. CASI can help you to do that.

Communication often still focuses on changing knowledge, attitude and behaviour. However, if
your aim is to change the behaviour of your target group, knowledge and attitude about an issue are
often much less important than we think. There is a gap between knowing something, wanting it
and actually doing it.

This is because people are actually quite irrational: we are more likely to be led by emotion, habit
and the people we know than by a purely rational assessment of costs and benefits. Often, people
react immediately, based on primary emotions, such as fear or happiness and only start to think
after that. Many of the decisions we make are subconscious: much of our behaviour is on automatic
pilot. People are also herd animals: we want to belong, not to rock the boat and are quick to look to
others when we are unsure about what to do. This means that behaviour can be significantly
influenced by what other people do and think.

If you know what really drives people, you can appeal to it directly through communication.

CASI offers a range of options for achieving this and provides assistance in their practical
application. See also the checklist Ten tips for behavioural change at the back of this guide. CASI can
be used both for small-scale, targeted communication interventions, such as a letter for students
receiving childcare allowance and for cross-media communication targeted at large public groups,
such as a campaign for motorists.

For the facilitator

This guide provides a step-by-step plan for the CASI process facilitator: the person guiding the
individuals involved through the different steps. In this guide, we assume that the facilitator will
have some basic knowledge of behavioural change. Many participants in a CASI process will be less
aware of it. We have therefore included an explanation of the terms used in order to ensure that this
guide can be more widely understood.
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For facilitators and those aspiring to be so, DPC has developed a training course for working with
CASI. For details, see the Academie voor Overheidscommunicatie (Government Information and
Communication Academy) offering on CommunicatieRijk. The CASI process is an important tool for
generating widespread support for a communication strategy based on behavioural insights. An
effective facilitator has an invaluable role to play in this process.

Available materials

All the materials you need for CASI can be found at www.communicatierijk.nl/casi. The following

are available.

» Worksheets that participants can complete during the CASI sessions and related helpsheets and
notes (see also Appendix 1 of this guide);

« Intervention cards outlining possible intervention strategies and behavioural change techniques
(see also Appendix 3; a set of printed cards is available from DPC on request);

 Aninfographic for participants in a CASI process. This clearly explains what is expected of them in
each step and why their contribution is needed;

» A PowerPoint template for the facilitator. You can use this during the session to outline the
objective, provide participants with instructions and information and record the key results of the
session. This ensures you have a record of all of the results at the end of the process.

Further information and help

CASI has been developed by the Public Information and Communications Service (Dienst Publiek en

Communicatie, DPC) at the Dutch Ministry of General Affairs. Are you interested in initiating a CASI

process and need advice?

« If so, please email: gedragsteam@minaz.nl.

« Further information on using communication to effect behavioural change can be found at
www.communicatierijk.nl/casi.
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CASI is a tool that provides a structured way of developing communication focused on behavioural
change based on scientific insights about behaviour. It consists of six steps that can be applied in
different ways. Depending on your situation, you can opt for a complete or compact advisory process
or tailor CASI to suit your specific needs. As the facilitator, you should always ensure that you involve
the relevant parties in the CASI process at the appropriate time. These will include policy and
communication advisers, stakeholders and the target group itself.

Also involvement of external parties vy g e
Determining %oy Target group Determining ~ "EXEERIES
Internal central government objective analysis strategy
15
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Approachinsix steps

The process consists of the following six steps:

1. Intake: this involves identifying the intended result of the CASI process and determining its
structure.

2. Policy analysis: in this step, you determine the behavioural issue you wish to communicate based
on the specific policy objective and an understanding of the policy context.

3. Determining the objective: together, you decide on the specific behavioural objective of the CASI
process and establish exactly what you want people to start doing.

4.Target group analysis: this step involves using statistics and behavioural insights to identify the
most important behavioural determinants for each target group.

5. Determining the strategy: in this step, you identify the intervention strategies most likely to
achieve the desired behavioural change and develop as many creative ideas as possible for
achieving that.

6.Implementation: in this step, you develop your communication interventions and test them on
your target group.

Three potential scenarios

You do not have to apply all six steps in the CASI process. During step 1— the intake — you will discuss
whether to include each step and, if so, how. Some issues may require a series of sessions with large
groups. Others may be achievable with a smaller group in a long, one-day session. The chart on

page 7 shows three different potential scenarios. You can use these as the starting point for
configuring your own CASI process.

Scenario 1is the complete CASI process. You can apply this process if:

« creating engagement/support among those involved is an important objective;
« alarge group of people are participating in the process;

« itisacomplexissue.
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Scenario 2 is a compact version of CASI. You can apply it if:

« alotisalready known about the target group;

« arapid result is required;

« there s little support for the complete process (scenario 1), perhaps because of the time
investment needed.

Scenario 3 is a CASI process tailored to individual needs. You can apply this process if:
 the communication adviser is experienced in using CASI;

« itinvolves an issue with a limited number of stakeholders;

« only limited time is available;

« you wish to apply CASI by means of online sessions;

« onlya part of the CASI process is required, such as the target group analysis only.

For the facilitator, scenario 3 requires more preparation. In it, you use the CASI sessions to present
your conclusions, ideas and proposals to other stakeholders, asking them to suggest additional ideas
or improvements based on their own knowledge and expertise. The tasks that you give participants
will also be based more on your analysis and less on ideas from the group. You should therefore
always offer sufficient opportunities for scrutiny and additional ideas. This scenario is also highly
suited for use online. It also enables you to work with a limited number of participants using digital
tools, such as Miro and Mural, and properly record participants’ creative input and feedback.
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Whom do you involve in the process?

Whom exactly should you involve in a CASI process? Internally, they will include communication and
policy advisers and there will also be external parties, such as stakeholders and agencies. They have the
required knowledge of the subject and the target group. You will involve them in determining the
objective, analysing the target group and determining the strategy. This will help create support for the
communication intervention you ultimately choose.

Itis also important to involve the target group itself. This ensures that any insights and solutions will

always be based on the target group. You can do this in various ways:

« by enabling CASI participants to engage in discussion with people from the target group;

« by means of target group research;

« by enabling people from the target group to participate actively in CASI sessions, especially when
analysing the target group and determining the strategy, for example by using methods that
enable co-creation.

The initiator of a CASI process will often be the communication adviser of a department or
implementation organisation. He or she may take the role of facilitator, or may opt to delegate
supervision of the process to a DPC facilitator or departmental behavioural expert. In that case, the
communication adviser will be the co-facilitator of the CASI process. It is recommended that the roles of
process supervisor and behavioural expert be kept separate. As the facilitator, you should also ask
someone else to keep notes on the results of the sessions.

Overview of parties potentially involved in the CASI process, their roles and responsibilities

Initiator The person initiating a CASI process. This is generally the communication or policy
adviser responsible for a specific theme or topic, but may also be someone from the
implementation or enforcement organisation.

Client The individual who issues the formal instructions to initiate the CASI process and is
responsible for ensuring that the results are applied. This is usually the policy or
communication adviser.

Facilitator The person responsible for the organisation of the CASI process (project manager) and
ensuring that the intended aim of the step is achieved in each session. In CASI, this will
often be someone from DPC, a communication adviser from the department or a
behavioural expert. Together with the behavioural expert, the facilitator compiles the CASI
advice for the client.

Behavioural expert The person who is an expert in behavioural change: someone from DPC, the department
concerned or an external agency. The behavioural expert supervises the theoretical
aspects of the CASI process. The behavioural expert will often act as co-facilitator
for CASI sessions in order to be able to ask in-depth questions of participants and
contribute his or her expertise, without being bogged down by the process.

Policy adviser The individual with expertise in a specific area of policy, able to provide insight into the
policy objectives and who liaises with stakeholders.

Communication adviser The person who is an expert in communication, provides policy advice on this subject
and/or campaign manager and liaises with agencies. This may also be someone working as a campaign manager in
DPC or the department.

Research consultant The person with expertise in policy or communication research and able to advise on
behavioural research.

Stakeholder Any party involved in some way in the policy area, implementing part of the policy or
with expertise concerning the target group. This may include knowledge institutions,
civil-society organisations and independent experts (e.g. academics, ombuds officers,
independent consultants).
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Agencies

People from the target
group

Often (although not necessarily) commercial organisations involved in conducting
research or developing or testing communication interventions during the CASI process.

The people demonstrating the behaviour on which the CASI process is focusing. They
may be involved indirectly through research or via representatives who are in close
contact with them (see stakeholders) or more directly as participants in CASI sessions.

CASI - Communication Activation Strategy Instrument 9
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Purpose of this step Configuring an appropriate CASI process:
+ Determine the intended results of the CASI process
+ Try to gain a global impression of the behavioural issue
+ Determine how to configure the process and determine a scenario
+ Check who will be needed for this and determine what everyone will be responsible
for

Roles and tasks Initiator: gets to grips with CASI and approaches the facilitator
Facilitator: works with the initiator to configure a suitable CASI process
Policy and communication adviser: responsible for gathering relevant information

Resources + CASI chart outlining three scenarios for use (see page 7)
« Points for discussion in this section

Objective

The intake serves as preparation for a CASI process. During the intake, you will discuss the objective
for launching the process and how it will be configured. Although this is mainly about the process,
the content is also of relevance. It is important to ascertain whether the issue is suitable for CASI. In
other words, does it involve an obvious behavioural component?

Structure of session

The intake will generally be a plenary meeting, ideally made up of a small committee (e.g. the client
on the policy side and the communication adviser), in which you go through the points for
discussion. Devote at least an hour to this. It is possible to do the intake (step 1) and the policy
analysis (step 2) in a single session, if the same people are involved. In that case, devote two hours to
itatleast.

Points to discuss

Content

» Whatis the policy problem in global terms? (This will be explored more deeply as part of the
policy analysis)

» What is the behavioural issue?

» Who displays the undesirable behaviour and what do we know about these people?

« Identify what statistics are known about this behaviour. Is there a relevant policy or
communication study available on the subject? Have studies been conducted by knowledge
institutes? Are there any specific (social) media analyses about the subject?

Process

» Whatis the rationale for initiating a CASI process? What is the expected added value of applying
behavioural insights? When will the client be satisfied?

CASI - Communication Activation Strategy Instrument n



» Whatis the intended result of the CASI process? What product will it need to deliver: building
blocks for a strategy, policy advice or recommendations, a communication plan, a briefing for an
agency, a specific intervention?

» What components of the instrument will be needed to achieve the intended result?

» What form will the sessions take: a complete or compact CASI process or will we opt for a tailored
approach? (See scenarios on page 7)

« Stakeholders: who are the main stakeholders? Who can be involved in the CASI process? And what
are their interests? Further information on this will follow in step 2 (policy analysis).

Practical agreements

» How many sessions will we plan and how much time will we devote to each session? Where will be
asuitable location?

» How will tasks be allocated during the sessions? Who will lead the conversation and who will be
the behavioural expert? Who will keep minutes and who will process the results?

» Who will contact the intended participants? What will we ask session participants to prepare in
advance? Who will liaise with stakeholders?

» Who will collect behavioural statistics and details of studies? Who will summarise the most
important results?

Afterwards

Summarise the results of the intake. Make a note of:

« Adescription of the policy subject and the behavioural issue
« The objective of the CASI process

« The chosen approach and form of the sessions

« List of session participants

« Role allocation and working agreements

« Available research and insight into any gaps

Tips and points of note for the intake

1. Spark enthusiasm for CASI by providing concrete examples of what the process can deliver.
This could be an example of a project in which communication and policy have collaborated
from the outset and which focuses on behaviour, a previous behavioural project on a similar
theme (run by you or someone else) or simply a project that you are proud of. You can find a
range of examples on the CommunicatieRijk website or via the Behavioural Insights Netwerk
Nederland (BIN NL).

2. Dealing with objections to the time investment required. Obviously, CASI takes time and
that may be an issue. Point out that people will themselves have control over the time
investment needed for CASI to a significant extent. The speed of the process will often
depend on how prepared they are. There are also different versions of CASI that are more or
less extensive (see the scenarios for details). Besides, the time investment has a clear
purpose: to ensure people are on board. The time spent will easily pay for itself later during
the implementation phase.

3. Go/no go decision. If no behavioural issue is involved and the client’s only objective is merely

knowledge or awareness-raising, CASI will not be appropriate. It is also important for the client
to commit to the chosen approach focusing on behaviour.
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Purpose of this step Determining the behavioural issue for communication:

» Set the policy objective and explore the behavioural issue
« Determine the role that communication will play

« Conduct a stakeholder analysis

« Analyse the available research

Roles and tasks Initiator: prepares the session together with the facilitator

Facilitator: supervises the policy analysis and records the results in the CASI presentation
Client: oversees the objective and makes a substantive contribution

Policy and communication adviser: make a substantive contribution

Resources « Points for discussion in this section
« CASI presentation

Objective

During the policy analysis, you and the team will analyse the policy, the role communication plays in
itand the stakeholders involved. After this step, it will be clear what the behavioural issue on which
you will focus the communication will be. There can be no CASI process without a behavioural issue.
Other types of issues — such as awareness raising or facilitating a public dialogue — call for an
alternative approach.

Preparation

Include the intake results in the CASI presentation, such as: the objective of the CASI process, a list
of stakeholders, and an overview of available behavioural statistics and insights from research. This
will prove useful for the discussion during the session. Have summaries of the available research
already been prepared? If so, these can be sent to participants in advance.

Structure of session

This is generally a plenary discussion involving policy and communication advisers. They will
occasionally come from different policy sections or several departments. Devote around 9o minutes
to this. It is possible to combine the intake and policy analysis in a single session with those who are
most involved. As the facilitator, it is useful to prepare the contents of this session in advance based
on the available materials. Often a lot of information will be available. You can prepare a rough draft
for this policy analysis, which participants can check and add to. This saves time.

CASI - Communication Activation Strategy Instrument 13



Points to discuss

Based on the questions, you determine the behavioural issue that will form the subject of the rest of
the CASI process. Summarise this, as outlined in the box ‘Behavioural issue for communication’. In
this step, it is important to effectively identify which specific policy objective communication is
intended to contribute to and what constitutes the relevant behaviour in this context. For complex
or more abstract policy themes (sustainability, health and safety at work, education quality, etc.), it
can be difficult to move from policy to behavioural issue in a single step. In that case, you will need
to start by making a reasoned decision as to which behavioural issue to focus on. The box ‘Complex
policy themes’ shows you how to do this and how to assess how likely it will be that the intended
behavioural change will be achieved. This is important for managing the client’s expectations.

Content

Policy objectives and instruments

» Whatis the policy problem?

» Whatdoes the government aim to achieve with the policy? Are there several objectives? Which
objectives do we intend to focus on?

» Which policy instruments will be deployed in order to influence the target group’s behaviour? Go
through the set of instruments one by one:

- Lawsand rules: what laws and rules apply? Are people familiar with the rules? Are the rules
clear or is there some confusion? What do they think of these laws and rules? How do they see
the government’s role in this area?

- Enforcement: how is compliance with the rules monitored? What is people’s assessment of the
likelihood of being caught (this can be specified in more detail: likelihood of controls, chance
of being discovered and chance of being punished)? What is the level of the fine if the rules are
broken? What is known about the effectiveness of enforcement?

- Public provisions and/or subsidies and grants: what provisions and/or subsidies and grants are
available? Are people familiar with these? How often are they used and by whom? What is
known about the effectiveness of the provisions and/or subsidies and grants?

Behavioural issue

» Whatis the behavioural issue? See the examples below.

» What should people start doing differently? This cannot always be specified in this early phase of
CASI. Try to define it as effectively as possible.

» Who displays the problem behaviour and what do we know about these people? Is it possible to
identify specific target group segments?

« Define the desired behaviour in more detail: does this concern a one-off change in people’s
behaviour or a more permanent behavioural change? Do we want people to acquire new
behaviour or to learn how to refrain from their current behaviour?

« Discuss what is already known about the behaviour from statistics and other insights.

Role of communication

» Will communication be just one of several policy instruments, such as enforcement, or is the
behavioural change expected to happen purely as a result of communication? In other words,
does communication have a supportive or central role in achieving behavioural change?

» Whatis already being communicated about it? By whom? What means of communication are
being used for this purpose?

» What has been communicated about this subject in the past?

14 CASI - Communication Activation Strategy Instrument



Behavioural issue for communication

Formulate the specific policy objective that forms the basis for the CASI process and the target
behaviour associated with it:

Indicate the role to be played by communication in achieving this objective:

Communication has a central role
Communication has a supportive role, alongside other policy instruments, i.e.:

Examples

To provide some inspiration, below are four practical examples of behavioural issues on which

communication can focus:

« The Ministry of Defence aims to focus on the long-term employability of military staff. Healthy
eating is an important factor within this subject. The Ministry wants soldiers to make healthy
choices, applying the ‘Five-a-Day’ rule.

« NLAlertis an initiative that aims to limit the damage of a disaster or crisis by alerting Dutch
citizens and providing them with guidance on how to act immediately after an incident.

« Foreign Affairs aims to use its consular services to ensure that travellers can travel safely,
prepare effectively and for Dutch people to be given emergency assistance in their consular
affairs in other countries.

« The government aims to increase the willingness of victims to report sexual violence (if able to
do so) in order to enable appropriate assistance, support and information to be provided. Our
aim is to use communication to increase the likelihood of these victims submitting reports or
seeking help.

Process
Conduct a stakeholder analysis. Discuss the list of stakeholders from the presentation (building on
the research work done during the intake):

Are there certain parties still missing? Make sure you also consider sector organisations, NGOs,
academics, independent experts.

What role do the various stakeholders play in this area of policy? How are communications and
collaboration between stakeholders and the department?

How will stakeholders benefit from a change in behaviour in the target group?

What view do stakeholders take with regard to the behavioural issue and to what extent do they
already have potential solutions in mind? What do they expect of the Ministry in this?

From which stakeholders can we obtain more information? With which stakeholders will it be
possible to collaborate in implementing the communication strategy?

Have all relevant stakeholders with knowledge of the subject or target group behaviour been
involved in the CASI process? Why these ones in particular? Who might also usefully be
approached?

CASI - Communication Activation Strategy Instrument 15



Research
Assess whether sufficient statistics and insights are known about the behaviour:

« Iflittle is known about actual behaviour and there is insufficient research available, conduct a
preliminary study into the behaviour of target groups and include it in the plans for the CASI
process. The table below indicates when and why preliminary research may be important. Involve
aresearch consultant to help determine the design and implementation or supervision of the
preliminary study. Alternatively, consult the BIN NL publication ‘Hoe is gedrag te onderzoeken?’
(How can behaviour be researched?) for guidance on this.

Do we want to supplement the available information? Even if some information is already
available or you expect to obtain more information from stakeholders, it is still possible to
conduct a concise form of additional research before the next session. This could take the form of
conducting desk research, using Google Scholar to check the academic literature and/or observing
or talking to the target group. This can be done internally or outsourced, depending on the
amount of time and budget available and your familiarity with research.

When do | conduct a preliminary study?

Reason

No or insufficient statistics
available about the

behaviour

No/insufficient insight into
which target groups
display the problem

behaviour

No/insufficient insight into
the factors determining the
behaviour of target groups

Why is a preliminary study important?

You need facts and figures to
determine the extent of the
behavioural problem.

You need to know which group or
groups of people demonstrate
undesirable behaviour. This will enable
you to analyse problem behaviourin a
more targeted way.

You want to know what people’s
motivations are for demonstrating
(un)desirable behaviour. This will
enable you to develop targeted
interventions for behavioural change.

Practical agreements
» Who will invite the definitive group of participants?
» Who will arrange the preliminary study or the concise supplementary research?

Afterwards

In the CASI presentation, include the results of:

« The objective of the CASI process (from the intake)

Example

By means of a structural study of the number of
people arriving late for appointments, a local
municipality was able to conclude that the
problem was actually not a real issue.

Talking to primary school students in school
playgrounds revealed that it is mainly the
youngest students who call the emergency 112
number ‘just for fun’ and not the older students,
as suspected by the Ministry.

By conducting a survey among the Dutch public,
the Ministry of Economic Affairs and Climate
Policy (EZK) was able to determine which factors
result in the intention to use an energy-
consumption manager and what differences
there are between target groups.

Information about policy instruments used and examples of earlier relevant communication

List of relevant stakeholders and their roles
The behavioural issue for communication

Information from research regarding the behaviour of groups concerned

Send this presentation, possibly accompanied by the assignment (see step 3), to the participants of
the next session to enable them to prepare for it.

16 CASI - Communication Activation Strategy Instrument



Complex policy themes

In the case of complex policy themes, several behavioural issues may be at play simultaneously.
In sustainability, for example, this can range from preventing food wastage to more economical
use of energy and the purchase of sustainable products. These are all behaviours that can
contribute to the policy objective of ‘reducing CO2 emissions’. The following steps can prove
useful in gaining an overview and determining the behavioural issue on which to focus CASI:

» Consider which different, specific behaviours could all contribute to achieving the policy
objective.

« Then identify what kind of behaviour is involved. Does it concern behaviour that people must
display once only (+) or permanent/habitual behaviour (-)? Do we want people to acquire new
behaviour (+) or to learn how to refrain from their current behaviour (-)? If you cannot assess
this properly, enter o.

» Subsequently, for each behaviour, identify the policy instruments available for encouraging the
desired behaviour and how effective they are. Is there a lot (+) or limited (-) support available
or is this difficult to assess (0)? If you have noted a large number of behaviours, you can also
divide this assessment process amongst yourselves.

« Also consider whether it is difficult (-) or easy (+) to measure/demonstrate the behavioural
change or whether this cannot be properly assessed (0).

« Finally, discuss which behaviours are most likely to be changeable. The more pluses, the more
likely this will be. Use a traffic-light system to make your whole evaluation visible.

Notevarious Isthis one-off ~ Does itinvolve Will the Can the Evaluate: is

behaviours orpermanent/  learning new behavioural change behaviour be behavioural

that habitual behaviour or be supported by effectively change likely

contributeto  behaviour? adjusting current  policy instruments?  measured or  or not?

the policy behaviour? not?

objective.

1. +/0/- +/0/- +/0/- +/0/- 000

2. +/0/- +/0/- +/0/- +/0/- 000

3. +/0/- +/0/- +/0/- +/0/- 000
+/0/- +/0/- +/0/- +/0/- 000

You can also use this table to manage expectations. You can use it to show that the likelihood of
achieving one-off, new behaviour is high (such as checking whether NL Alert works on your
mobile telephone) and that changing habitual behaviour is challenging when communication is
your only policy instrument (such as changing the eating habits of soldiers in canteens without
being able to make any essential changes to the range of products).

CASI - Communication Activation Strategy Instrument 17
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Purpose of this step Determining the behavioural objective:

- Clarify everyone’s involvement in the behavioural issue
« Choose a target group (or several)

- Identify current and desired behaviour

» Formulate a specific behavioural objective

« Identify any information gaps

Roles and tasks Facilitator: facilitates the plenary session and decides who will take on the role of presenting
the policy analysis and research results

Client: prepares the session together with the facilitator and monitors its objective

Behavioural expert: facilitates a sub-session and oversees the perspective of the target group(s)
Communication adviser: facilitates a sub-session and provides a substantive contribution

Policy advisers and stakeholders: make a substantive contribution

Research consultant: makes a substantive contribution and oversees the perspective of the
target group(s)

Agencies: contribute ideas and ask questions

Resources « Points for discussion in this section
« CASI presentation
» Worksheet 1

Obijective

When determining the objective, you are translating the behavioural issue for communication (from
step 2, policy analysis) into a specific behavioural objective for the target group: what do we want
people to actually do? Alongside communication and policy advisers, stakeholders with an interest
in behavioural change will also often participate in this session. It is worthwhile formulating a
shared behavioural objective. Agreement on this will be an essential ingredient for the success of
the remaining CASI process. It ensures widespread support.

Preparation

Before determining the objective, itis a good idea to present participants with an assignment in
which they attempt to empathise with the target group and/or read background information about it
(see box ‘Assignment for participants”). If you plan to work in groups during the session, arrange a
facilitator for each group. Itis also advisable to hang a description of the behavioural issue for
communication in a prominent position in the room. If you are already working with a
communication or advertising agency, it is a good idea to start involving your agency from this
session onwards. If a (preliminary) study has been conducted, also invite the research agency and/or
the research consultant to this session.
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Assignment for participants

If you would like the participants in the CASI sessions to prepare in advance and become
acquainted with the target group, you can set them an assignment in advance. Possible
assignments:

« Observation: is the behaviour involved visible? If so, you can ask participants to spend a week
observing people from the target group and providing feedback during the session about what
stood out the most for them.

- Interviewing: ask participants to talk to several people from the target group about their
behaviour and report back on their findings during the session.

» Reading up on the subject: in advance, send participants a summary of key facts and figures
about the behaviour, examples from earlier or other communications about the subject, etc.

Structure of session

Devote at least two hours to this session. You can structure the session as follows:

« Introductions and feedback from the assignment

 Presentation on the policy analysis and the behavioural issue on which the communication will
focus

« Reflections from the group

« Presentation of behavioural statistics and key insights from research

» Formulate the behavioural objective: this can be with all the participants or in groups of around
four people

Points to discuss

Use worksheet 1 to formulate a behavioural objective. Have participants complete the whole
worksheet. Then discuss the results, enabling you to agree on a behavioural objective in a joint
discussion. If it is a large group, divide participants into two or more groups and give each group a
copy of worksheet 1. Arrange a facilitator for each group. With six or more people, you can divide up
the group. If you are dealing simultaneously with several target groups or behavioural objectives,
see the box “Working with several target groups and/or behavioural objectives’.

Content

Based on worksheet 1 participants set to work on the following questions:

» Whatis the current behaviour? Why do people display this behaviour?

» Who needs to change their behaviour?

» Whatis the desired behaviour? When are people open to behavioural change?

» What facts and figures are known about the behaviour and the target group? What assumptions do
you have?

» Whatinformation about the behaviour and the target group is missing?

The worksheet includes questions about why people display certain behaviour. As the facilitator, be
as probing as possible with these questions. This may give you an early idea of potential behavioural
determinants that will be dealt with in greater detail in the next step. For permanent behavioural
change, it helps if people are (or can be) intrinsically motivated to display the desired behaviour,
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for example because it reflects values that they feel are important or because it offers obvious
advantages. This is why, in this session, the client can often express a desire for people to be
intrinsically motivated. In the discussion, point out that this is not always possible or necessary for
behavioural change. This will become clear during the target group analysis (step 4) and in
determining the strategy (step 5).

Focus further questions on the behavioural objective

Based on the results from the worksheet, agree jointly on a behavioural objective that everyone can

support (see box ‘Behavioural objective’ and the examples below). Individual participants or

subgroups may often have different behavioural objectives. Sometimes, they may only vary slightly

and you should choose the behavioural objective that is most effectively formulated. At other times,

there may be substantive differences. In that case, you need to make choices. To do that, use the

questions below. They are not included in the worksheet, but intended as an aid for the facilitator.

You can also ask some of these questions when supervising the groups.

« Has the desired behaviour been formulated in sufficiently concrete terms? Your aim is to create a
snapshot of the target behaviour formulated, so to speak.

« Is the desired behaviour realistic and achievable?

» What behavioural objective is suitable to start with now and which objective is more suitable for
the longer term?

» Which behaviour is most risky or causes the most societal damage?

« Inwhich area of behaviour can most gain be achieved?

» Which group is most open to behavioural change?

» Which target group segment do we want to target initially and why?

« Regularly check: are there people who take a different view on this?

Behavioural objective

Formulate the behavioural objective for your communication by completing the following
sentence:

<Who> displaying <the desired behaviour ><where and when> in the future instead of <the current
behaviour>.

Examples
To inspire you, here are some examples of behavioural objectives:

« The soldiers at the Ministry of Defence often eat more healthily (according to ‘Five-A-Day’) if
they have lunch in the canteen at the barracks.

« When reading the content of the NL Alert text, people in the area affected by a crisis or
emergency follow the action strategy suggested.

« Dutch travellers setting off abroad familiarise themselves with the potential risks at their
destination during booking and before departure.

« Rather than remaining silent or only talking to close acquaintances, victims of sexual violence
at least seek help from a sexual violence centre or the police within seven days of the incident.
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Practical agreements

» Which behavioural objective(s) and target group(s) will we use for the target group analysis?
» Who will initiate the additional research? (if applicable)

» Whatwill we ask session participants to prepare in advance?

Afterwards

In the CASI presentation, include the results of:

« The behavioural objective/behavioural objectives for communication

« Additional information about target groups

« Conclusions and recommendations so far

« Otherideas and notable insights from the session (in the ‘parking space’ section)

Send this presentation to participants of the next session. This will give them an opportunity to
reflect on the agreed behavioural objectives.

Tips and points of note for determining the objective

1. During the introductions, ask all participants about their involvement in this policy issue.
Potential practical issues in the implementation of policy will often be raised spontaneously
as well as ideas about the causes of and solutions to the behavioural problem. Always leave
space for this, but keep a close eye on time. You can also point out that you will revisit certain
problems or ideas for solutions in more detail later in the CASI process. Make a note of them
in the ‘parking space’ section of the PowerPoint, so you do not forget.

2. Ensure that the groups are balanced. In order to effectively define the behavioural
objective, it is beneficial if each group includes people from different disciplines (policy,
communication, enforcement, stakeholders). This helps prevent too narrow a perspective
on behaviour. You can avoid group-think by working with smaller groups and discussing
the results in a plenary session.

3. Watch out for assumptions. When determining the objective, if you notice that much of
the reasoning is still based on assumptions about the target group, additional research is
recommended. You will then often notice (in consultation with the behavioural expert) that
there is no understanding of the specific factors determining the behaviour, or the underlying
evidence is missing. Equally, target groups may not always be described in a clear and
well-defined way. This is why the worksheet provides space to point out explicitly what is
known from statistics or research and what are assumptions. The worksheet can also be
used to note down gaps in information. You can use this as input for the research briefing.
Ifin any doubt: conduct research before you start the target group analysis!

22 CASI - Communication Activation Strategy Instrument



Working with several target groups and/or behavioural
objectives

« In CASI, you can work with several target groups. This can happen when there are distinct
target group segments (e.g. teenage girls and homosexual men) within a specific behavioural
issue (e.g. reporting sexual violence). In the session devoted to determining the objective and
possibly the sessions after that, you can then work with subgroups, each focusing on a
different target group.

= You can also continue the CASI process with several behavioural objectives. If several
relevant behaviours are achievable within the behavioural issue (such as preparing for a safe
journey and enlisting emergency assistance at the destination), you can divide into subgroups
during the session, each working on a specific behaviour. You can also apply the CASI process
sequentially for several behavioural objectives. In that case, you run through the target group
analysis and determining strategy process for each objective. In subsequent sessions, the
groups will then focus on a single objective.

- Combinations are also possible. For the Tax and Customs Administration/Tax Allowances,
work on the behavioural objective ‘reporting changes’ involved two target groups: students
and self-reliant people re-entering the workforce. For non-self-reliant people re-entering the
workforce, the behavioural objective was ‘Contact Tax and Customs Administration/Tax
Allowances in the event of any questions’.
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Purpose of this step Identifying the behavioural determinants

» Create personas

- Discuss the behavioural determinants

« Choose the three most promising behavioural determinants
« Reflect on the behavioural objective chosen

Roles and tasks Facilitator: facilitates the plenary session and oversees the objective

Behavioural expert: facilitates a sub-session, advises on behavioural determinants and
oversees the perspective of the target group(s)

Communication adviser: facilitates a sub-session and makes a substantive contribution
Policy advisers and stakeholders: make a substantive contribution

Research consultant: makes a substantive contribution and oversees the perspective of
the target group(s)

Agencies: make a substantive contribution

Resources « Points for discussion in this section

« CASI presentation

« Worksheet 2 and behavioural determinants helpsheet
« Overview of personas notes sheet

Objective

In the target group analysis, you look at the most important factors that determine the target
group’s behaviour: the behavioural determinants. This is done by charting the target group’s
behaviour in as much detail as possible based on factual behavioural information and insights from
research.

Preparation

In advance, draw up a plan and programme for the session. After determining the objective, now
decide on the target group(s) and behavioural objective(s) for which you will create a persona in this
session. Also see the tips for working with several target groups and/or behavioural objectives.

For this session, it is advisable to invite participants who are very familiar with the target group. In
addition to stakeholders (and the communication and policy advisers), also consider people from
the target group itself. Divide the participants up and arrange a facilitator for each group. If
additional research has been conducted, also invite the research agency and/or the research
consultant to this session. Distribute the results of any additional research in advance and/or
present the key findings at the start of the session in order to ensure that participants base their
input as far as possible on evidence-based behavioural insights.
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Structure of session

Devote at least 2.5 hours to this session. You can structure the session as follows:
» Review of previous session and presentation of additional research (if relevant)
 Create personas

« Present the personas

« Explain behavioural determinants

« Discuss behavioural determinants and select the top three

« Reflection on the behavioural objective

Use the questions in step 1 of worksheet 2 to enable the participants to create a persona. In step 2 of
worksheet 2, participants can indicate what they consider to be the most important behavioural
determinants. This is then discussed with the whole group, ultimately resulting in a top three of
behavioural determinants for each target group (see box and examples).

Points to discuss

Plenary review and possible presentation

» Whatis the behavioural objective that we formulated in the previous session?

« After the session to determine the objective, has the behavioural objective been adjusted or
improved?

» Whatadditional insights are there about the target group?

Creating personas (see step 1 of worksheet 2)

Explain what personas are and their purpose. A persona is an illustrative representative of your
target group or segment. We create personas to enable us to properly empathise with the target
group and identify what the factors are that determine the behaviour (see the box with tips and
points of note). With the group, agree a name for a persona, the age, place of residence, profession
and describe his or her behaviour based on the questions in worksheet 2. These questions are based
on the nine CASI behavioural determinants (see Appendix 2). Personas help you to see behaviour
from the target group’s perspective. Later in the CASI process, they are also useful for assessing the
chosen communication interventions.

Ifitis a large group, divide participants into two or more groups and give each group a copy of
worksheet 2. Arrange a facilitator for each group. The groups complete the questions in step 1
themselves. Make sure that they base this on available research about the target group’s behaviour,
attitude, knowledge and lifestyle. They should also take account of the knowledge and experience of
target group experts. Watch out for clichés or stereotyping. As the facilitator, make the questions in
the worksheet specific by incorporating the behavioural objective and persona in them. Instead of
‘to what extent does the new behaviour match his/her self-image and values?’ this will, for example
become ‘to what extent does refraining from using his smartphone while driving reflect Henk’s view
of himself and the values that matter to him?’ If necessary, prepare this in advance. Encourage the
participants also to discuss among themselves the key behavioural characteristics of their persona.

Present the personas

Have the groups present their personas to each other based on the key behavioural characteristics
and then discuss the following in the plenary group (not included on the worksheet):

« Has creating personas delivered any new insights?

» Were there still doubts or areas for discussion when creating the personas? What were these?
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Explain behavioural determinants
Give an explanation of the nine CASI behavioural determinants. These are factors that you can focus
on to achieve behavioural change:

1. Resistance to change

2. Self-image

3. Automatic reactions and implicit associations
4.Emotions

5. Social environment

6. Physical environment

7. Ability

8.Knowledge

9. Attitude

You can choose to do this in a brief presentation. In this, be explicit in linking the results of the
presentation and discussion of personas with the associated behavioural determinants. For
participants, there is a brief description on the behavioural determinants helpsheet (included in
Appendix 2 of this guide).

Discuss behavioural determinants and select a top three (see step 2 of worksheet 2)

Then get the participants to work on step 2 of worksheet 2. This can be done with everyone or in
groups, depending on whether there are enough facilitators with behavioural knowledge to
supervise the groups.

Start by going through all the behavioural determinants asking:

 Does this behavioural determinant influence the target group and how?

» Can we back this up sufficiently with evidence (from behavioural statistics, research, experiences
of experts close to the target group, discussions with or observations of the target group, etc.)?

Then discuss the following:

» Which behavioural determinants offer the best chance of achieving the desired behaviour in the
target group?

» Which behavioural determinants are most likely to make it difficult to change the current,
undesired behaviour?

Now, decide on a top three most important behavioural determinants for your target group (or each

target group if you have several) and describe the influence each behavioural determinant has on
current behaviour.

CASI - Communication Activation Strategy Instrument 27



Top three behavioural determinants for the target group:

1.

This encourages/inhibits the desired behaviour in the following way:

This is promising, because:

2.

This encourages/inhibits the desired behaviour in the following way:

This is promising, because:

3.

This encourages/inhibits the desired behaviour in the following way:

This is promising, because:

Examples
For inspiration, these are the top three for healthy nutrition at Defence:

1.

Physical environment: the product range, price and layout of the canteen all play an
important role in making healthy choices in the canteen.

Social environment: lunch is a communal experience. Troops and non-commissioned officers
can be influenced by what those around them eat. Non-commissioned officers can serve as
role models for troops.

Automatic reactions: there are numerous traditions and habits, such as ‘fry-up Friday’ and
even rules of thumb to justify admitting to unhealthy eating: ‘of course a snack is allowed
after a heavy workout'.

Foreign Affairs provides another example. These are the three behavioural determinants for the
target group of travellers between booking and departure in the Overal Dichtbij (Everywhere
Nearby) campaign:

Physical environment: travel organisations, travel blogs and travel guides are important
sources of information and regarded as reliable by travellers. The same also applies for the
social environment: stories from friends and families form an important source.

Emotions: effective preparation for the potential risks of a holiday can reduce anxiety and
help promote a sense of security and calm.

Knowledge: currently, knowledge of the importance of properly understanding the risks is
low. It can prove beneficial if this goes beyond an awareness of attacks and negative travel
advisories and also includes specific and relevant tips for the destination country.
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During this discussion, the behavioural expert provides direction and explanation: which
behavioural determinants does he/she think deserve more/less/a different emphasis? The
behavioural expert uses the table below to check whether certain behavioural determinants should
still be in the suggested top three and addresses this during the discussion with participants (not
included on the worksheet):

General guideline Important for overcoming habitual ~When intrinsic motivation is important

behaviour for your behavioural objective

Give priority to these behavioural  In overcoming habitual behaviour, such  In order to bring about intrinsic

determinants if they prove as unhealthy eating or repeatedly motivation, for example to observe traffic

relevant from the target group checking your mobile all day, the regulations or purchase sustainable

analysis: following factors often play an products, you need to take account of the
important role: following factors:

» Automatic reactions and

implicit associations -+ Automatic reactions and implicit  Resistance to change: reactance

- Emotions associations « Ability

 Social environment » Physical environment + Social environment
- Ability « Self-image

Generally, unconscious, emotional and ~ « Resistance to change: inertia - Attitude

social processes have a major impact - Self-image

on behaviour. In order to be intrinsically motivated, people
Automatisms and the specific environment need to feel that they have freedom of choice,
both contribute to maintaining habits. In order  they need to be confident that they are capable
to change, people need to feel capable of of displaying the desired behaviour and that
displaying the desired behaviour. Itis a other people will value it. Then, it is a case of
question of breaking away from the status quo ~ appealing to important values and advantages
without threatening the self-image (by for the target group.

condemning the person for his or her habits).

If you are working with several target groups and/or behavioural objectives, discuss the top threes
after the presentation: can we identify similarities and/or differences in behavioural determinants
between different target groups? (You can use the ‘Overview of personas’ notes sheet for this).

Reflection on the behavioural objective

When you have selected the behavioural determinants, complete the session by reflecting again on
the originally formulated behavioural objective: can it be defined in more detail based on the results
of the target group analysis?

Please note: if, after the target group analysis, you have (serious) doubts about the feasibility of the
behavioural objective, discuss whether it will be necessary to choose an alternative behavioural
objective or a different target group. It is important to make this explicit in order to manage
expectations. Imagine your aim is to reduce young people’s alcohol use when going out and the
target group analysis identifies three inhibiting factors: automatic reactions (reduced inhibitions),
social environment (peer pressure) and physical environment (pubs and clubs prominently offering
alcohol). In that case, an intervention at the time that the behaviour is happening would appear
unlikely to be successful. You can then consider having the young people agree among themselves
how much they drink on an evening (different behavioural objective) or appealing to parents to
discuss this subject with their children (different target group).
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Afterwards

In the CASI presentation, include the results of:

« The top three behavioural determinants for each target group

 Abrief description of the personas

» Improvements and adjustments to the behavioural objective

« Conclusions and recommendations so far

« Otherideas and notable insights from the session (in the ‘parking space’ section)

Before the next session, send the presentation to the participants and use it in the session to explain
the selected behavioural determinants.

Tips and points of note for working with personas

1. Apersonais not identical to your target group, but a realistic reflection of it. There may be
some variation in terms of background characteristics and behavioural determinants within
your target group. You should therefore base your persona on key characteristics shared by
many people within the target group and ensure you provide a consistent portrayal of your
persona. Bear in mind that your target group will also contain people who differ from your
persona in certain ways.

2. Stereotyping can be a risk when creating personas. Ensure that your persona is based as far
as possible on actual behavioural information and insights from research. The questions
about the behavioural determinants that form the basis for building your persona can be
helpful in this. If there are additional research and behavioural insights available, present
these before creating the personas. As the facilitator, regularly ask the question: how do we
know that the target group really does this, feels this or has this experience and that we are
not simply adding in the details ourselves? Occasionally, stereotyping is unavoidable, but
also make this clear in the discussion.

3. Testyour personas. To test if your personas are accurate, you can present them again during
or after the session to people from the target group or experts who have a lot of contact with
the target group. This is particularly important if the discussion gives you the impression that
the personas may be insufficiently backed up by evidence. If you have conducted research
among the target group in advance or personally observed or spoken to sufficient numbers
of people from the target group, this is of course much less likely to happen.
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Purpose of this step Collecting input for the strategy and communication interventions:

« Choose suitable intervention strategies

« Select promising behavioural change techniques and work out the details
« Devise creative interventions

Roles and tasks Facilitator: facilitates the plenary session and oversees the objective

Behavioural expert: facilitates a sub-session, advises on intervention strategies and
behavioural change techniques and oversees the perspective of the target group(s)
Communication adviser: facilitates a sub-session and makes a substantive contribution
Policy advisers and stakeholders: make a substantive contribution

Agencies: make a substantive contribution

Resources « Points for discussion in this section

« CASI presentation

« Infographic: Steps for determining strategy
« Intervention cards

Obijective

In determining the strategy, you discuss which intervention strategies for behavioural change could
prove effective for your target group. This is done based on the behavioural determinants in step 4.
For each intervention strategy, there are several behavioural change techniques (see Appendix 3)
that you will select, discuss and combine for interventions as part of step 5. The objective of this
phase is to generate plenty of ideas and rich creative input for communication interventions.

Preparation

Prepare your presentation on the eight intervention strategies and potential behavioural change
techniques. Use the PowerPoint template on CommunicatieRijk for this purpose. It also includes the
infographic showing the steps for determining the strategy (see below). You should also invite
people familiar with behavioural change techniques to this session. The group will generally be
large: divide it into two or more groups in advance. Also arrange additional facilitators and ensure
you have enough sets of intervention cards for participants.
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Structure of session

Devote at least 2.5 hours to determining the strategy. You can structure this session as follows:

» Review of the previous session with a brief summary of the personas and behavioural
determinants

 Presentation on the eight intervention strategies

« Discussion of intervention strategies in groups and selection of the three that are the best match
for the key behavioural determinants

« Individual selection of behavioural change techniques for each intervention strategy

 Presentation in groups of selected and detailed ideas for applying behavioural change techniques

« Clustering of ideas that appear to be similar

« Brainstorming in groups on which behavioural change techniques can be combined in (ideally)
several communication interventions

« Plenary presentation of the groups’ results and summary

Points to discuss

Review

You can keep this brief by showing the behavioural objective, the personas and the top three
behavioural determinants selected in the presentation. If there are new participants, you can go into
slightly more detail:

» Whatwas discussed about the behavioural objective during previous sessions?
» Who are the personas?

» Which three behavioural determinants have we selected and why?

» Have new information or insights come to light?

Point out that the results of the session can be used as input for a (recommendation or advice
concerning) communication strategy or concrete interventions.

Select intervention strategy

Present the eight intervention strategies for behavioural change (see Appendix 3 and
CommunicatieRijk for further explanation and specific examples):
1. Dealing with reactance and scepticism

2. Making behaviour manageable

3. Boosting self-efficacy

4.Appealing to identity

5. Social influencing

6. Making use of automatic behaviour

7. Linking associations and emotions to behaviour

8. Conveying knowledge in a targeted way

In groups, then discuss how the eight intervention strategies could prove effective for your target
group. If necessary, you can start by giving participants an opportunity to reread the description of
the eight strategies on the intervention cards. Together, choose the three intervention strategies
that are the best match for the behavioural determinants. The discussion about this is extremely
valuable. As the facilitator, you can use the table below to check which intervention strategies
generally match the behavioural determinants. Please note: this is a general guide and may differ for
a specific case. For this reason, do not present this table in advance. It is important for participants
themselves to think about the link between behavioural determinants and intervention strategies.
Moreover, if resistance to change is a behavioural determinant, this can lead to some confusion in
the session. In order to prevent this, you can mention in advance that, in the case of inertia, other
intervention strategies are sometimes applied than is the case for reactance and scepticism.
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CASI > Steps to determine strategy

D Dealing with reactance and scepticism D Social influencing
Choose your intervention D Making behaviour manageable D Making use of automatic behaviour
strategies

(maximum of three, based on the - s o . .
. ) Boosting self-efficac Linking associations and emotions to behaviour
behavioural determinants selected) D D g )
T m] coneing nowecge i gt vy

. . . Behavioural change
Behavioural determinant Intervention strategy

techniques
1 Ability Appealing to identity Appealing to role as someone
who wishes to behave
Select behavioural change responsibly
@ techniques and flesh out
the details (individually) 2
3
Explain and cluster behavioural
change techniques
Intervention1 Intervention 2 Intervention 3

An online video that appeals to people’s
role as a responsible person. We do

this using a role model as a messenger
displaying the desired behaviour. This
activates the value of ‘sense of duty’
without being patronising. Distribute
this prior to behaviour, via partners and
target-group specific channels

Devise creative
interventions

Intervention g Intervention 5 Intervention 6



Linking behavioural determinants and intervention strategies

Dealing Making Boosting Appealing  Social Makinguse  Linking Conveying
with behaviour  self-efficacy toidentity  influencing  of associati- knowledge
reactance manage- automatic ~ ons and ina
and able behaviour ~ emotionsto targeted
scepticism behaviour  way

Resistance to

change:

reactance and

scepticism

Resistance to
change: inertia

Self-image

Automatic
reactions and
implicit
associations

Emotions

Social
environment

Physical

environment

Ability
Knowledge

Attitude

Each intervention strategy involves several behavioural change techniques. You ask participants to
consider whether and how you can apply these behavioural change techniques to achieve the
behavioural objective formulated.

Select behavioural change techniques and flesh out the details

Encourage participants by asking the question: in concrete terms, what would happen if you applied
this technique to this behavioural issue? Participants work on this individually in order to enable
everyone to express their ideas and come up with as many different ideas as possible. They note
these down as buzzwords on post-it notes.
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Explain and cluster behavioural change techniques

Everyone is given the opportunity to explain their ideas to their group. The post-it notes are stuck
onto a flip chart and if there is an idea that is very similar or fits in well with another idea, the
facilitator can group them together. This ensures that clusters of more detailed behavioural change
techniques automatically develop. Allow space to add to and improve ideas. Where necessary, the
facilitator should ask further probing questions. You can also have participants place stickers
alongside the (clusters of) behavioural change techniques that most appeal to them. This enables
you to identify the most promising behavioural change techniques.

Devise creative interventions

Based on the clusters from the previous step, you can work with your group to devise
communication interventions. Interventions are often a cocktail of different (clusters of)
behavioural change techniques that work well together and, when combined, respond to a specific
behavioural determinant or combination thereof.

In this, itis important to get people into a creative mindset:
» How can you apply these behavioural change techniques on his behaviour in a creative way?
» Which behavioural change techniques can reinforce each other?

The aim of this session is to devise as many ideas as possible. By way of illustration, you can
demonstrate several communication interventions for a different behavioural issue. In defining the
interventions, try to be as concrete and cohesive as possible. Will it be a letter or poster using a few
related behavioural change techniques or a week-long community challenge in which you combine
highly varied behavioural change techniques?

Also ask participants to consider the following questions:
» Atwhat times can you approach people with an intervention?
« Inwhich situations can you deploy an intervention?

If people think about different possible times and situations, often new ideas can emerge.

In addition to this, you can also have the groups improve and assess each other’s ideas. In that case,
someone stands by the flip chart to explain the ideas to the other groups (each taking turns). The
participants from the other groups can add to this and use stickers to indicate which ideas appeal to
them most and why. This gives you an insight into the most promising ideas.

Another method is the COCD Box, an idea selection tool developed by the Centre for Development of
Creative Thinking (Centrum voor de Ontwikkeling van het Creatief Denken). In it, you work together to
categorise all the ideas in terms of how original and achievable they are. The results of this are the
three categories how, now and wow.

Example of a COCD Box for soldiers making healthy-eating choices

How: the idea is original, but not yet achievable
Example: facilitating a healthy group meal for
soldiers

Now: the idea is conventional and achievable Wow: Idea is original and achievable
Example: using a role model and adjusting the Example: using special trays to prime soldiers to
product range to promote healthy choices select fruit and vegetables more often
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Summary of strategy
Hold a plenary discussion of the results from all groups. Can a common theme be identified in all

the ideas? How will we use communication to achieve the behavioural objective formulated earlier?

Outline which intervention strategies you intend to use, which behavioural change techniques

appear to be promising and which creative ideas are appealing in terms of developing interventions.

Afterwards

Example

For inspiration, a summary of a Tax and Customs Administration strategy. The behavioural
objective is for travellers flying from Schiphol to Turkey with €10,000 or more to report
independently to the Customs office.

We intend to achieve this by:

Appealing to identity: by appealing to people as ‘someone who keeps to the rules’
(altercasting) and activating associated values, such as responsibility and conformism
Conveying knowledge in a targeted way: communicating the advantages (being fully prepared
for travel and avoiding a fine), avoiding misunderstandings (there is no tax to pay on the
amount you are travelling with and consistently using the term ‘report’ instead of ‘make a
declaration’ throughout) and using narratives to focus on the reason for the rule (monitoring
monetary flows is important in preventing money-laundering and terrorism)

Dealing with reactance and scepticism: showing understanding (reporting may take time and
effort), offering freedom of choice (you can fill out the form at home or at Schiphol and if you
are taking less than €10,000, you do not need to report it) and using narratives based on the
principle ‘It’s no problem travelling with a lot of money. It’s allowed.’

This strategy was translated into two communication interventions:

Narrative with role model

We commissioned an online video following two people travelling to Turkey with more than
€10,000, one business traveller and one travelling for personal reasons. They show the steps
they take and explain why it is beneficial and important to report large amounts of cash.
Infographic with decision tree

An infographic with a decision tree was created to help travellers determine when they have
to report it if they travel with cash and how to do so.

The online video and infographic can be sent to people who have booked travel by airlines and
travel organisations or they can be distributed via channels that are of relevance to the target
group. The infographic can also be used at Schiphol, for example at the airline desks, for
information purposes and as a reminder of the desired behaviour.

In the CASI presentation, include the results of:

The intervention strategies selected and how they can be applied for each target group
The behavioural change techniques and ideas for interventions chosen

The summary of your strategy

Conclusions and recommendations so far

Other ideas and notable insights from the session (in the ‘parking space’ section)

Use the presentation to summarise the results of the CASI process so far and send it to participants
of the next session.
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Determining the basic principles for implementing and evaluating communication
interventions:

- Discuss specific actions, timing, resources and channels for interventions

« Select promising interventions

« Determine and monitor problem areas for implementation

« Prepare the evaluation

Facilitator: facilitates the working session and oversees the process

Behavioural expert and communication adviser: jointly prepare the session with the facilitator
and make a substantive contribution

Client: makes a substantive contribution and oversees the objective

Stakeholders and research consultant: make a substantive contribution

« Points for discussion in this section
« CASI presentation
« Checklist Ten tips for behavioural change

Obijective

This step aims to develop concrete communication interventions and test their effectiveness.

They may be targeted, small-scale interventions, such as a letter for students receiving childcare
allowance, or a large-scale communication for public groups, such as a cross-media campaign aimed
at motorists.

Preparation

As the facilitator, you prepare step 6 by fleshing out the details of the interventions from step 5
together with the behavioural expert. This will form the input for a briefing, for strategic advice or
concrete interventions. You could also involve the client’s communication adviser or behavioural
expert in this. In the case of a large-scale communication intervention, such as a campaign, the
details are generally outsourced to an agency. When working out the finer details, identify the
common theme in the ideas from different groups and the creative ideas that emerged.

Try to combine or improve certain ideas. In this process, also make suggestions for potential action
strategies, means of communication and channels that match the interventions and consider the
time and situation in which you can use the interventions. Also make use of the Checklist with ten
tips for behavioural change at the back of the guide.

Send participants the CASI presentation and the more detailed ideas from step 5 or include this
input directly in a briefing for the agency. If you expect issues with implementation, you can include
these as points for discussion. In this, you should include stakeholders involved in the
implementation. Invite a research consultant to advise on the evaluation of the communication
intervention.
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Structure of session

Devote at least 9o minutes to the plenary discussion on implementing the strategy. You can structure

this session as follows:

 Review of the previous session and presentation of detailed ideas for communication
interventions

« Discuss the detailed ideas and select interventions

« Identify and monitor relevant issues in implementation

» Prepare measurement and evaluation of the intervention

Points to discuss

Review

Briefly summarise the results of the strategy-determining process in step 5. Which strategy have we
formulated and which interventions are looking promising? Present the detailed ideas for
communication interventions.

Discuss the detailed ideas
When discussing the detailed ideas, it is advisable to examine four key points and how they interrelate:

« Can the proposed action be further improved?
An action needs to be specific, simple and achievable. Without a concrete and specific action, it is
difficult for your target group to change its behaviour. For example, ‘Eat two pieces of fruit every day’
is more effective than ‘Live healthily’. Equally, ‘Always lock your door’ is more effective than "Visit the
website for tips on preventing burglary.” Discuss how you can formulate a concrete action for the
target group that is as specific and clear as possible. You can also create your own action for
communication purposes by offering something that helps to display the desired behaviour. It could
be a tool, helpline, app, game or website. You then refer to this provision as a specific action in
communications.

» When are the effective times for approaching your target group with an intervention?
The timing of the intervention matters. For example, a reminder is most effective if it is issued
shortly before the behaviour is likely to happen. Think of the Tax and Customs Administration
campaign in March to remind people about doing tax returns by 1 April (to ensure you receive your
tax refund before 1 July). Sometimes, there are obvious times that you can make use of. If you change
jobs or move house, it is a good time to reconsider the mode of transport and days on which you
normally commute to work.

» Who will apply the various communication interventions?
Communication interventions are often most effective in the situation where the behaviour occurs.
The signs stating ‘use the hand sanitiser’ in front of the entrance to shops as a means of preventing
coronavirus are a good example of this. On the other hand, the local situation can sometimes
mitigate so strongly against the desired behaviour that it is more effective to communicate it in
advance. When discouraging drink-driving, agreeing who will be the ‘designated non-drinking
driver (Bob)’ tonight is easier to do in advance at home rather than in the pub before you order your
first round. In that case, the communication also needs to be in advance, e.g. on TV just before the
weekend when people have still not made their plans.

« Which channels and means of communication are suited to the target group?
For this, it is advisable to focus on the characteristics and preferences of the target group. In
communicating about different types of energy-consumption managers, for older people you are
more likely to use leaflets delivered to the home and energy coaches who visit, whereas young
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people can be effectively reached via social media and influencers. When conducting target group
research, it is also advisable always to ask about media usage. In a campaign, the media agency can
advise on this.

Select interventions
You can select interventions based on various criteria. Your discussion should at least include the
following:

» What s the expected effectiveness?
If there is insight or information available in advance from practice or academic literature
concerning which type of intervention is most effective, you can use this in making your selection.
For example, changing a default choice generally has a stronger direct effect on behaviour than
appealing to values that people consider important. Sometimes, meta-studies may even be available
thatyou can use to provide an indication of the expected effect size. For example, systematic studies
show that the use of an energy-consumption manager results in a reduction of approximately 5% in
electricity consumption. Please note: these are not guarantees.

» How feasible s the intervention?
An intervention may be an excellent idea from a behavioural science perspective, but also face
multiple objections or problems when implemented in practice. Changing the default position in
the payment of tax allowances (e.g. paying out 10% less as standard in order to prevent debts) isa
kind of intervention that requires political decisions first. Moreover, the correct implementation is
also a contributing factor to the success of an intervention. For example, changing the proportion of
healthy choices in company canteens calls for a rearrangement of the product shelves in accordance
with the new shelf plan, monitoring this, regular replenishment of products, potentially creating
new product codes in the cash register system, making someone available to check and deliver the
cash register data, etc. For this reason, all relevant stakeholders need to be involved in the discussion
atan early stage. The following should therefore be included in the discussion of feasibility: what can
and cannot be changed and what practical issues are there in terms of implementation?

» What s the logical phasing?
Some interventions take more time to prepare than others. Setting up provisions to help the target
group complete their application for WMO social support benefits properly takes longer than
developing a local council flyer outlining tips. Equally, the interventions need to be in a certain
sequence. In your communication, start by broaching the theme of no smoking in a non-threatening
way before expecting smokers to be open to an intervention programme via their GP. Discuss the
following: what is more appropriate for the short term or for the longer term? Which strategies and
interventions should you start with and why?

In this session, you can also compare the proposed interventions (in a similar way to the process of
determining the strategy in step 5) in terms of their effectiveness and feasibility, in order to clarify how
the different stakeholders involved view things.

Identify and monitor relevant issues in implementation

In the discussion of the detailed ideas, important issues with regard to implementation will already be
beginning to appear. When the decision has been made to develop one or more communication
interventions, it is important to address the following systematically:

» What needs to happen?

« Who will do what?

« Within what timeframe?
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This involves both managing potential issues and ensuring that anything important for successful
implementation is propetly covered. This is often detailed work and people involved in
implementation can provide a lot of useful input based on their experience and expertise. For
example, most stakeholders envisaged no implementation problems for an intervention using stickers
on trays (designed to prime soldiers to purchase fruit and vegetables), but the canteen manager
pointed out that the stickers would need to be dishwasher-proof. The early involvement of people with
a practical perspective can prevent delays in implementation while also preventing the failure of an
intervention because it has not been properly implemented.

When external parties, such as an advertising agency or consultancy, are involved in implementation,
make sure that the key strategic principles continue to be observed during implementation. In a
cross-media campaign, for example, it is important when reviewing the campaign concept to check
that the intervention strategies selected are sufficiently reflected in it. It is also important to take care
to ensure that the relevant guidelines for a particular behavioural change technique are also reflected
in campaign communications. For example, if you want to evoke fear, it is important to avoid going so
far that people feel disgust and you also need to offer a concrete strategy for action.

Prepare measurement and evaluation of the intervention

Also prepare the measurement and evaluation of the communication intervention. You will find
information about this in the BIN NL publication ‘Hoe is gedrag te onderzoeken?’ (‘How can you
research behaviour?”) Briefly, it is important to explore the following:

» How can you measure the behaviour?

« Isitpossible to determine the effect and how do you intend to do that?

Sometimes, records of behaviour may be available. These could include cash register data, application
forms or records of usage/consumption. Often, it will be necessary to collect behavioural information
for the research objective specifically. In that case, you should opt for a method that provides hard data
as faras possible. In the case of behavioural research, this means data concerning actual behaviours.
In this, observing behaviour is preferable to asking about it. In practice, structured observation of
behaviour (e.g. violence against the police or ambulance staff) may not always be realistic or desirable.
In that case, you will need to use an approximation or simulation of ‘actual’ behaviour or resort to
asking about it.

Where possible, pre-test the intervention on the target group. That will enable you to use the results of
the research in determining whether to proceed with the intervention or not or whether to make
adjustments. This is highly advisable, but not always possible in practice because of limited time
and/or budget. Even a minor test in advance (e.g., several interviews with the target group) is almost
always advisable rather than not testing at all.

For the purposes of evaluation, you can opt for an experiment or an effect measurement. In an
experiment, one group will have the communication intervention (intervention group) and another
group will not (the control group). In an effect measurement, you compare the results on the target
group before and after the intervention. An experiment is most suitable for demonstrating a causal
link: is the outcome a result of the intervention or could it be caused by something else? However, it is
not always possible to opt for an experiment in practice. Some interventions, such as a cross-media
campaign, are not suited to testing in an experiment because the whole group will potentially have
received the intervention as soon as the campaign goes live. In that case, opt for an effect
measurement.
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Afterwards

Include the results in the CASI presentation;
« Selected communication interventions

« Otherideas for communication

« Results from the evaluation (if available)
« Conclusions and recommendations

Use the (final) presentation to present the results of the whole CASI process to the people involved. The
results can also be used as building blocks for your recommendation, communication plan or briefing.
There are formats available on CommunicatieRijk for this purpose. In the De Campagnekeuken dossier
(also on CommunicatieRijk) you can also find useful tips for formulating campaign objectives. At this
point, you are therefore translating the CASI communication strategy into campaign objectives: after
this campaign, what should the target group do, know, feel, think, be capable of or discuss?

Evaluation of CASI process

Of course, you hope that the communication intervention will actually result in behavioural
change. Itis also a good idea to evaluate progress in the process with all of the people involved:
» How did people feel about using CASI?

« What are the positive points? What areas for improvement are there?

« What has the process delivered? What is the quality of the results?

« What will the next step be?

As part of the continued development of CASI and under the supervision of an external
facilitator, we ourselves have systematically collected together all of the lessons learnt from

the behavioural design process and allocated various behavioural team members to work on
outstanding action points. This ensures that any lessons learnt are widely shared and everyone is
committed to the results.

CASI - Communication Activation Strategy Instrument M



42

CASI - Communication Activation Strategy Instrument



The following ten tips can make your communication more effective. Keep them in mind when
working on texts, means of communication, advice and recommendations and apply them as much
as possible when you wish to encourage your target group to do something.

1. Keep it simple

Information that the brain can process more easily is more effectively absorbed, more likely to be
seen as true and rated more positively. This makes it easier for your target group to adapt its
behaviour. On the other hand, a complex message can be counter-productive in achieving the
desired behaviour if your target group has to think about it too much. For this reason, keep both the
form and content of your communication as simple as you can. Equally, you should avoid including
negatives in your message. Our brains can find them difficult to process. For example, ‘smoking is
not good’ is more difficult to process than ‘smoking is bad’. This means that there is a chance that
this well-intentioned message actually makes undesired behaviour more likely.

2. Make it relevant for people

If the form and content of information matches someone’s information needs and personal
situation, it will receive more attention and be more effectively processed than a more general
message. This means that “Your child will soon be age 4. How will this affect your childcare
allowance?’ is more effective than ‘Report any changes in your personal situation to the Tax and
Customs Administration/Allowances’. If you tailor your communication as far as possible to your
target group, you will make it relevant. Focus on what matters to them (‘You would like to combine
study with caring for your children”) and avoid more general messaging. If you appeal to values that
people consider important, they are more likely to be motivated to change their behaviour.

3. Create something that people want to see

Make your message attractive. Appealing stories, the use of positive emotions, attractive
messengers, a catchy name and an attractive design help ensure people are open to your message
and view it positively. This can encourage and motivate them to change their behaviour. However,
do not allow attractive packaging to undermine your message.

4. Demonstrate good behaviour

Itis important to set a good example. Your communication needs to confirm what good behaviour is
and what it delivers. Do not show undesirable behaviour: this risks confirming to people that the
undesirable behaviour is apparently normal.

5. Show familiar people and situations

People see themselves in others. If you use recognisable people and situations in your
communication, your target group is more likely to accept the message and copy the behaviour.
People also process information better when it is conveyed by a person. Example: a young person in
need of a kidney donation can demonstrate the importance of organ donation to other young
people.
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6. Provide your target group with concrete instructions

Give the recipient of your message very concrete instructions and tips that will actually enable them
to apply the desired behaviour. Keep this action simple and achievable. For example: ‘Windows
closed, lights out, doors locked’. This applies generally and is particularly important if you want to
use communication to effectively appeal to negative emotions, such as fear.

7. Avoid resistance to change

Be careful not to be too forceful in your communications. This can evoke resistance and negative
emotions, such as irritation. For example, avoid the use of the word ‘must’. If you acknowledge
resistance to change, people will feel they have been understood and be (more) open to the
messenger and the change in behaviour. In your communication, make it clear to people that they
are free to make their own choices and encourage them to take action.

8. Make use of your target group’s social environment

People are social beings. They copy the behaviour of friends, family and those around them and are
willing to accept more from them than from a remote organisation or person. If you want to change
behaviour and have the opportunity to use your target group’s social environment to communicate,
always do this. Think of the friendship groups and members of sports teams encouraged to agree on
a designated non-drinking driver (Bob).

9. Communicate where the behaviour happens

As far as possible, communicate in the places where your target group displays the behaviour. For
example, at checkouts, the divider serves as a relevant place for drawing the attention of young
people wanting to buy alcohol to the desired behaviour ‘show proof of ID’. Adjusting the
environment can also make the desired behaviour easier. An example would be to place healthy
products at eye-level in the canteen. As a result, the healthy option is easier to grab than the
unhealthy one.

10. Persist for a long time and repeat

You cannot change behaviour at a stroke. People need to be exposed to a message 10 to 20 times
before it will influence behaviour. It can even take years for behaviour to change permanently.
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Appendix 1
Worksheets, helpsheets and notes
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Resistance to change

If you try to change people’s behaviour, you can evoke resistance. Resistance to change is a powerful
reason for not displaying behaviour. There are three different types of resistance to change.
Reactance is a resistance response that emerges when people feel their freedom of choice is being
undermined or feel excessively controlled in their communication. This threatens their sense of
autonomy, an important precondition for intrinsic motivation. Scepticism develops when the target
group is unconvinced of the benefits of the behavioural change or does not trust the messenger.
This often results in counterarguments. The third form of resistance to change is inertia. This
happens when people are totally disinterested in or apprehensive about behavioural change, as a
result of which they remain passive or stick to the current behaviour. It is important to address
resistance in the right order: first reactance, then scepticism, and finally inertia. For your subject,
now consider the following: to what extent is resistance to behavioural change a factor?

Useful questions:

» Do people feel resistance because of reduced freedom of choice, feeling too directed towards a
particular choice and/or because of a sense that the messenger is been coercive? (reactance)

« Is the target group sceptical of the benefits of the requested change behaviour or the intentions of
the person/organisation calling for the change of behaviour? (scepticism)

» Do people feel apprehensive about the efforts they will need to make to achieve the requested
change? (inertia)

Self-image

The image that we have of ourselves is important in determining our behaviour. This is closely
related to our values: the things we consider important in life or strive to achieve, such as traditions
or independence. If the desired behaviour reflects our self-image, we are more likely to be
intrinsically motivated to do it. Self-image can also relate to a particular social role, e.g. someone
who sees himself as a caring father. Since self-image and values are often strongly embedded in
people, they can predict behaviour in several contexts. Someone who cares for the climate and our
planet will be more likely to separate waste and be economical with energy. It is possible to activate
an existing self-image, but less easy to change one. Our self-image is often determined by behaviour
we have displayed in the past. Example: if people’s previous helpful behaviour is mentioned, this
increases the chance of them making sociable choices again. If the target behaviour does not reflect
our self-image or may threaten our positive self-image, we are actually less likely to start showing it.
For your subject, now consider: to what extent is people’s self-image a factor in this behaviour?

Useful questions:

« Which social role, identity or values is the target group striving to achieve with its current behaviour?

» Does the desired behaviour reflect the target group’s self-image and values? If not, what does not
fitwith it and why?
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Automatic reactions and implicit associations

Much of our behaviour is automatic and done without needing to think or make a conscious choice
about it. Examples include walking, talking, eating and sleeping. More than that: as soon as we start
thinking about this behaviour, it becomes more difficult to do. Think about changing the way you
move your foot when you walk. Communication also evokes implicit (and sometimes unintended)
associations. For example, images of people in distress can evoke disgust rather than sympathy,
leading to an automatic avoidance response. It is often easier to make use of existing desirable
automatisms than to overcome undesirable automatic behaviour. For your subject, now consider: to
what extent are automatic reactions and implicit associations factors in this behaviour?

Useful questions:

» Do people display automatic responses in the current behaviour and, if so, which?

« Are there any automatic reactions or associations that (can) automatically invoke the desired
behaviour?

Emotions

Specific emotions, such as fear, anger or happiness, result in certain behaviour. These may be either
anticipated emotions or emotions that are actually felt. For example, fear of painful treatmentas a
result of which you repeatedly put off visiting the dentist or a great feeling after sport that makes you
fanatical about continuing to run. Emotions can be based on people’s values, such as if people feel
that their sense of autonomy is being appealed to or on the contrary, threatened. At times, emotions
can be so intense that people are no longer open to the message. For example, if they feel
disadvantaged and therefore angry. This means it makes sense to try to identify the source of the
emotion first. It is difficult to influence emotions that are felt directly. For anticipated emotions, it is
easier. By recognising or invoking emotions you can weaken or actually strengthen your influence
on behaviour. For your subject, now consider the following: to what extent are emotions a factor in
the target group’s behaviour?

Useful questions:

« What emotions motivate or inhibit the current behaviour?

« What emotions motivate or inhibit the desired behaviour?

» Atwhat times do emotions play a role in the (current) behaviour?

Social environment

Our behaviour is influenced by what other people think and do. This is especially true when it
concerns people from our immediate social environment, such as family, friends or colleagues, but
also people we see as authorities because of their social status or position of power. The feeling that
other people value us is an important precondition for being intrinsically motivated. Because
deviation from social norms can lead to rejection, we generally tend to conform to these norms.
What people from our social environment consider to be desirable or good behaviour is referred to
as the injunctive norm. This norm does not always correspond with the legal rules and/or the
behaviour that the government deems desirable. For example, the injunctive norm in a group can be
that drinking a lot of alcohol is cool, despite the fact that the government outlaws the serving of
alcohol to drunken guests in pubs. People talk to each other about what is and is not desirable and
influence each other by doing so.

We use the term descriptive norm to refer to what other people actually do. This norm has a direct
influence on behaviour. If everyone looks to the right, we also do it ourselves automatically. This
primarily works when it is unclear what the desired behaviour actually is in the specific situation.
The descriptive norm is usually more effective than the injunctive norm and the imposed rules.
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This behavioural determinant is all about the perception of the behaviour or other people’s
opinions. After all, people can also be influenced by a false impression of someone else’s opinion or
behaviour. For your subject, now consider: to what extent is people’s social environment a factor in
this behaviour? And does it have an inhibiting or motivating effect?

Useful questions:

» Whatdo people from the immediate social environment think about the target group’s desired
behaviour? Does this correspond with the behaviour the government wants to see?

» What type of behaviour do people from the social environment actually display?

« Isthe target group’s impression of what other people think and do (perceived injunctive and
descriptive norm) accurate?

» Towhat extent do people talk to each other about the behaviour?

» Who do the target group consider to be authorities? What do they think and do?

Physical environment

Ability

The physical environment influences our behaviour, both online and offline. Examples include
traffic barriers on the road or pre-completed tax forms. The design of the environment determines
how people make choices. This is also known as choice architecture. It is never neutral, but always
pushes people in a certain direction. This is often the desired result, such as when a pre-completed
form makes it easier to apply for a licence or permit online. It is sometimes undesirable, such as
when quick snacks at stations seduce people into unhealthy eating. The environment can also
trigger a certain behavioural norm. For example, lots of rubbish on the street leads to even more
mess and other antisocial behaviour. An intervention in the physical environment can attract
attention, encouraging different behaviour. For your subject, now consider: to what extent is
people’s physical environment a factor in the target group’s behaviour?

Useful questions:

» What behaviour does the physical environment currently induce? What specific aspects of the
environment cause this to happen?

» Does the environment make the desired behaviour more difficult or easier?

» Does the environment invoke a certain behavioural norm?

» Towhat extent are there already interventions in the physical environment aimed at changing
behaviour?

If people are capable of displaying the behaviour, they are more likely to do so. In the same way,
‘inability’ can also constitute an important impediment. People’s ability depends on their skills (e.g.
your capacity to analyse or empathise) and resources (e.g. having sufficient money). Situational factors
also play a role. For example, tiredness or stress or a lack of time can result in people being less able
to think effectively. Finally, the feeling of whether you are capable of it (your self-efficacy) matters. The
feeling of being competent or able to become so is an important precondition for intrinsic
motivation. This feeling is easier to influence than someone’s actual skills. The latter takes time and
requires education and training. Resources are also difficult to change, for example if people have
insufficient money to purchase more expensive, organic products. For your subject, now consider
the following: to what extent is ‘ability’ a factor in the target group’s behaviour?

Useful questions:

» Towhat extent are people capable of changing their current behaviour? Does the target group
have the necessary skills and resources to display the desired behaviour?
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« In this situation, do people have enough time and energy to apply their capabilities?
» Towhat extent do people feel capable of displaying the desired behaviour?

Knowledge

Attitude

When people are aware of the advantages and disadvantages of certain behaviour, they can take
account of this knowledge in their behavioural choices. This also includes knowledge about risks,
such as the likelihood of a negative impact on your health. This means that knowledge serves as
input for attitudes towards behaviour.

However, not all knowledge is important for making a decision. Focus on identifying the advantages
and disadvantages that are of relevance for your target group. You can convey new knowledge, but
also try to correct misunderstandings. Please note: even if corrected, knowledge may not
automatically result in the desired behaviour.

For your subject, now consider: to what extent are (a lack of) knowledge or misunderstandings
factors in this behaviour?

Useful questions:

» What knowledge is relevant for people in making a choice of their behaviour?

» What does the target group already know about the advantages and disadvantages of the
behaviour?

« Is that knowledge accurate or are there misunderstandings?

If people have a positive attitude towards behaviour, they are more likely to engage in it. Especially
in the case of behaviour that is new for the target group, a positive attitude can contribute to this.
This is not only about the actual advantages and disadvantages that people are able to cite, butalso
the value that they attribute to these different advantages and disadvantages. Someone may find
injections painful, but one will be more scared of the pain than the other. In the same way, someone
may consider a measure to be misogynistic, but not everyone considers equality to be an equally
important value. The effect of risk perception can also be relevant, for example if people over- or
underestimate certain risks in their choices of behaviour (e.g. danger of radiation).

Our attitude is strongly related to motivation. Advantages and disadvantages imposed externally,
such as monetary rewards and fines, result in extrinsic motivation. Intrinsic motivation comes from
inside ourselves, for example when we consider the desired behaviour to be the right thing to do.
This kind of motivation is usually more permanent, since it does not depend on external factors that
may cease to exist. Also, as is the case with all knowledge: a positive attitude and motivation will not
automatically result in the desired behaviour. Other behavioural determinants, such as ‘ability’ and
‘physical environment’ can inhibit the behaviour. For your subject, now consider: to what extent is
people’s attitude a factor in this behaviour?

Useful questions:

» Whatare the advantages and disadvantages of the current behaviour for the target group?

» Whatare the advantages and disadvantages of the desired behaviour for the target group?

» How much value does the target group attribute to the different advantages and disadvantages?
» Do the advantages cited result in intrinsic or extrinsic motivation?
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Direct orindirect influence of these behavioural determinants

Some behavioural determinants have a direct influence on behaviour; other behavioural
determinants have an indirect effect, by means of behavioural intention. A positive behavioural
intention may be necessary to achieve the change in behaviour, for example if people need to
make a specific choice about the behaviour before doing it or being able to do it. However, a
positive behavioural intention alone is often insufficient: there is usually a gap between intention
and behaviour, for example because of environmental influences. The table shows which
behavioural determinants have a direct and indirect influence on behaviour. Please note: this is
how it often works, but it may be different for a specific behavioural objective. You can explore
this by conducting research among your target group.

Has a direct effect on behaviour Has an indirect effect on behaviour
(via behavioural intention)

Resistance to change: reactance and inertia Resistance to change: scepticism
Self-image

Automatic reactions and implicit associations

Emotions

Social environment: descriptive norm Social environment: injunctive norm

Physical environment

Ability: skills and resources Ability: self-efficacy
Knowledge

Attitude

CASI - Communication Activation Strategy Instrument 55



56

CASI - Communication Activation Strategy Instrument



Appendix 3
Intervention cards

CASI - Communication Activation Strategy Instrument

57



Dealing with reactance and scepticism

When you try to change people’s behaviour, various types of resistance can occur. Reactance is caused by
the feeling of having little or no freedom of choice. Scepticism occurs if someone doubts the benefits of

the behavioural change or distrusts the messenger.

For a successful attempt at change, it is important to eradicate these forms of resistance to change.
Various ways of doing this are outlined below. What could be effective for your target group?

Emphasising freedom of choice, giving choices

By offering choices or emphasising freedom of choice, you are
responding to our deep-seated need for autonomy.

Within the target behaviour ‘responding to reminder letters’, a
local municipality can give people a choice between making
contact or paying immediately. Or, a salesperson can emphasise
freedom of choice: ‘Do you want to buy some pancakes, the
proceeds of which will go to charity? Of course, it’s up to you if
you agree to this request or not.’

Redefining the relationship

By focusing on a mutual long-term relationship in which you are
aiming to achieve a joint objective, resistance to change can be
reduced. To do this, speak in terms of ‘we’ and approach someone
as an adviser, not as a salesperson or civil servant. For example,
you can focus on how, together, you can ensure that someone’s
debts are reduced, rather than addressing someone as a bad

payer.

Acknowledge resistance to change, show
understanding/empathy

If our resistance to change is acknowledged, we feel understood
and are (more) open to the messenger. For example, the City of
Amsterdam acknowledged the feelings of mopeds riders who were
no longer permitted to enter the environmental zone, by means of
the slogan ‘Not nice, but definitely better’. For this intervention, it is
important to carefully check what emotions the target group
actually experiences.

Effective arguments in the event of resistance to change

Itis a sign of reliability if you mention the arguments both for and
against your proposal. It also gives people the possibility to draw
their own conclusions, meeting their need for personal choice.
Finally, by citing all the counter-arguments before the recipient does
S0, you prevent resistance. For example, on the National Institute
for Public Health and the Environment (RIVM) website, there is a list
of the advantages and disadvantages of taking part in the public
survey on cervical cancer. Make sure you mention more advantages
than disadvantages. It is important to note that these types of
two-sided messages only prove more convincing if you also rebut
the counter-arguments.

Dealing with reactance and scepticism

Framing the subject

Framing the subject concerns the question of which aspects or
consequences of the behaviour (or behavioural issue) are being
emphasised. Itis often more effective to encourage people to
look at something with a fresh eye than to try to change their
existing convictions. For example, with a target group that is
resistant to climate measures, you can present reduced energy
consumption as a cost saving rather than an environmental
benefit. Be aware that framing based on these kind of
individualist values can be counter-productive in the longer term.
A new and convincing frame calls for knowledge of your target
group and the subject and also requires creativity. When framing,
also try to make use of ‘magnet words’ that automatically evoke
the desired behaviour (such as making your mobile telephone
‘criminal-proof’). Please note: any frame must be properly tested,
because the effects can sometimes be counter-intuitive. Example:
mentioning that a pair of second-hand trousers has been washed
can actually emphasise the fact that it has been worn by someone
else.

Giving guarantees

If someone has doubts, it can help to offer a guarantee. This is
because a temporary choice feels safer than a more permanent
one. For example, ‘Not satisfiled? Money refunded!’ can do the
trick in persuading people, even though the chance of them
making use of the refund is low. You can use this intervention for
services and products. Examples include a guarantee on solar
panels or a free trial at the gym.

Self-persuasion

Arguments cause less resistance if you think of them yourself.
Asking smokers the question: ‘What are the advantages of
stopping smoking?’ or asking them to convince others, is more
effective than direct influence (‘Smoking kills!’). This intervention
works better if people write down or enter the arguments they
come up with. However, this is conditional on them having
sufficient knowledge. Make sure you properly test in advance how
your target group will respond to this intervention.

Narratives in the event of reactance and scepticism

Being captivated by a story can reduce a person’s critical attitude
and tendency to develop counterarguments. The food choices of
the star of your favourite series can have an influence on what you
choose to eat that evening. Often, a successful narrative features
a main character who evokes a positive response and with which
the target group can identify, a conflict that is resolved or
motivates the reader to solve it, a clearly-defined start, middle
and end and a clear message. In devising an effective narrative,
you can enlist the help of a professional storyteller. Please note: if
the persuasive intent is laid on too thick, this intervention can
prove counter-productive. It also needs to remain transparent
that the government is the messenger.



Making behaviour manageable

People are more likely to show the desired behaviour if it is easy to do.

This is why it helps if you make the behaviour manageable. You can do this by encouraging specific
actions or giving people a nudge in the right direction. Various ways of doing this are outlined

below. What could be effective for your target group?

Setting goals
Concrete goals can help in changing behaviour. It is therefore a
good idea to encourage people to formulate effective behavioural
objectives. The more specific they are, the more effective. So, ‘I
want to do 30 minutes’ cycling three times a week’ works better
than ‘I want to get more exercise’. If goals are too ambitious, they
can be demotivating, because they are less likely to be achieved,
but a goal also needs to be ambitious enough to provide
inspiration. A happy medium can be found by opting for
something in the middle: ‘l want to do 30 minutes’ cycling two to
four times a week’.

Self-regulation
People are also capable of managing themselves with nudges in
their own environment. Examples include placing snacks far away
or setting alarm clocks to encourage exercise. There are increasing
numbers of digital aids for this purpose. They include Stickk.com,
a website on which you record your good intention, put money on
it and ask other people to monitor it. The government can provide
support for this kind of self-regulation, for example by giving
gambling addicts the option of volunteering to be put on the
casinos’ blacklist.

Making behaviour manageable

Default choice

People often have a tendency to do what is presented as the
standard choice (default). This is partly because they feel they can
rely on this being a good choice. It means they do not have to
make the effort to think about it. You can take advantage of this
by making the desired behaviour the default. For example, by no
longer providing a plastic bag as standard or by pre-completing
the desired choice on a website.

Coping planning

When coping planning, people themselves assess how difficult it
will be to display the desired behaviour (e.g., ‘If friends offer me a
cigarette’) and plan how they will cope with it (‘Decline and take a
walk around the block’). They preferably also visualise the desired
behaviour in the risk scenario. You can help them to do this.
Participants in a stop-smoking competition were given digital
questions that resulted in a well-formulated coping plan. Coping
planning should be used when the target group wants to change,
butis not yet successfully doing so.

Implementation intention
An implementation intention is a plan in which people describe in
concrete terms when, where and how they intend to achieve their
goal. A formula is used for this: When (situation X), (action Y). For
example: ‘When | leave my workplace, | will immediately take a
20-minute run in the park’. People will only be motivated to
devise this kind of implementation intention if they themselves
want to change their behaviour. The description of the situation
also needs to be specific and the behaviour must be concrete. You
can help people with this by providing an online implementation
intention creation tool, for example. Office employees, for
example, were asked to indicate when, where and how they
would recycle their waste. They were then asked to write up this
plan and imagine these actions in the planned situation.

Give feedback
Give people feedback on behaviour in the situation in which the
behaviour occurs. This encourages them to do it properly and
stick to it. We are sensitive about our performance relative to
others, which is why incorporating this can prove motivating.
In a student grant application, you can provide feedback
mentioning that their amount is higher than the average. This
helps prevent students borrowing too much. If people are actually
doing better than others, combine your feedback (‘you are
consuming less energy’) with a positive message (a smiley). This
helps prevent the reaction ‘I might as well also do slightly less’.

Step-by-step plan

A step-by-step plan makes it clear what exactly you need to do to
achieve successful behaviour. Each behaviour can be divided up into
sub-behaviours. Think of the six steps for activating your messages
box on My Government (MijnOverheid): 1) Go to mijn.overheid.nl; 2)
Click ‘Activate’; 3) Enter your DigiD, etc. Always check whether
people find the steps manageable.

Presentation of choices

People are often influenced by the way in which choices are
presented, such as the sequence in which options are shown or
whether they are eye-catching or attractive. For example, research
shows that people often guess the answers in the middle of a
multiple-choice question and, on a menu, often choose the first or
last option. People are also more likely to throw waste into a bright
green waste container than into a less eye-catching grey one.
Conduct research in advance yourself or search the literature to find
out how different presentations have an influence for your subject.

Reminders about desired behaviour

Sometimes, it is sufficient simply to remind people about the
desired behaviour. This is because two frequently heard reasons for
not showing behaviour are ‘I forgot’ or ‘l was busy with other
things’. This is why, every year, the Tax and Customs Administration
reminds people to file their tax returns. Reminders are mainly
effective in the place where people have to show the behaviour. For
example, a text message telling you your house is not locked just as
you are leaving the house.



Boosting self-efficacy

Confidence in your own ability increases the chance of actually doing something.

This is because this assessment of your own sRills has a significant influence on your motivation,
resilience and ultimate performance. Equally, thinking that you are not capable is actually a key
obstacle for desired behaviour. There are various ways of boosting self-efficacy. What could be

effective for your target group?

Encouragement
You can use an inspirational or encouraging message to mobilise
the target group or even cheer them on to display the behaviour.
There are plenty of examples of this in sport. Think of the parent
alongside the football pitch or Nike’s famous slogan: ‘Just do it.”
The credibility of the messenger can have an effect on this.

Complimenting
Giving someone a compliment boosts their self-efficacy and
encourages them to persevere. For example, when someone first
attends a dietary treatment meeting. You can also compliment
someone on their behaviour from the past in order to encourage
future behaviour. For example: ‘You're such a helpful person,
remember helping that lady to cross the road.’

Giving reminders of successes

The best way of increasing self-efficacy is the experience of
success. Focusing on similar behaviours that proved successful
can boost confidence in one’s own ability. You can help an elderly
person to use a new smartphone by highlighting similarities with
the old-fashioned telephone, which that person easily overcame.

Social modelling

People learn by observing. You can encourage the desired
behaviour by showing how it should be done. Especially if
someone identifies with the other person, because they are
similar to him or her, it helps make people feel: ‘l can do that too!’
If you want to give people with limited digital skills the confidence
that they can also use a specific digital tool, it helps to have
someone who also has limited digital skills to convey the
message: ‘Even | found it really easy’.



Appealing to identity

We have a strong inner need for a positive self-image. As a result, self-image can be a positive
motivator for behaviour. If someone’s identity is threatened, this can cause resistance. Various
interventions can make positive use of this in order to change behaviour. What could be effective

foryour target group?

Altercasting

This intervention is used to place someone in a social role in order
to encourage the desired behaviour associated with it. It can be
used directly, as the Tax and Customs Administration does. It
appeals to people in their role as parents who feel it is important
to organise things properly for their child. That way, they are
encouraged to report any changes of relevance to the child
allowance in good time. You can also use it indirectly, by
deploying a messenger and automatically placing the recipientin
a specific role. For example, a child brings out people’s protective
instincts. This can be effective in conveying a message aimed at
discouraging the use of knives, for instance.

Making it personal

Tailoring the request to suit the individual increases the likelihood
of success. It makes you feel as if you are being addressed in
person and that the message is more relevant to you. A letter
addressed personally creates more of a response than ‘Dear Sir or
Madam,’.

Appealing to identity

Activating values

Activating values can often elicit behaviour that reflects people’s
higher ideals and their real personalities. Value-driven behaviour
can also often be more permanent. Staff in a government
organisation are less likely to use the printer if they are first asked
about their environmental values. In another example, children
were asked about their career ambitions and whether brushing
their teeth was important for that. This made it possible to link
their values to brushing teeth.

Appealing to a sense of pride

Pride is a positive emotion that makes people think about
themselves. By complimenting people on their behaviour, for
example singling out environmentally-friendly behaviour, you are
encouraging them to stick to it. You can also appeal to future
feelings of pride associated with the desired behaviour, thereby
encouraging your target group to actually engage in it. This can be
done by showing images of a person who does voluntary work
and receives praise for it from those around him or her.

Highlighting the difference between attitude and
behaviour (cognitive dissonance)

People have a strong need to align their views and their
behaviour. If this is not the case, they strive to reduce this
dissonance. By pointing out to people the difference between
their views and their behaviour, you can help ensure that people
with the right motivation display the right behaviour. You can do
this by first asking people to say what they consider important
(e.g. using the ‘Commitment’ intervention to encourage people to
express their views about excessive water consumption) and then
having them think about their behaviour (e.g. using a
questionnaire about their water consumption). Take care not to
draw people’s attention to their behaviour in the presence of
others. Itis also important to adopt a friendly and non-accusatory
tone. For example, some environmental activists use a patronising
and negative tone to point out that people say they care for the
environment (attitude) and yet still travel by air. This evokes
resistance and is often counter-productive.

Imagining your future self

We can often find it difficult to put long-term objectives before
short-term comfort. By imagining a future self, we are more likely
to make choices that we will also approve of later. When
appealing to people to save more or behave in a more environ-
mentally-friendly way, ask them to imagine their future self. For
example, with the question: ‘What will you be remembered for in
the future?’



Social influencing

People will be more likely to show the desired behaviour if they think or observe that it is a social
norm. We are also extremely sensitive to the influence of people in ourimmediate environment:
Even misunderstandings about what others are thinking or doing can influence our behaviour.

There are various ways of influencing people socially.
What could be effective for your target group?

Communicating a descriptive norm
Show that the desired behaviour is often displayed by people
close to the target group and/or people the target group see as
important. For example: ‘80% of your colleagues engage in sport
twice a week’. This is more effective if people are unsure about
how to behave. Only communicate desirable norms. ‘80% of your
colleagues spend all day watching TV’ suggests that it is normal
not to engage in sport. You can also use a descriptive norm to
correct misunderstandings about other people’s behaviour. For
example, young people sometimes assume that their
contemporaries drink a lot more alcohol than is the case. This
norm can be corrected by describing how often they actually
display the behaviour.

Communicating a dynamic horm
If a majority of people are not yet displaying the desired
behaviour, communicating the descriptive norm will not be
effective. If the desired behaviour is becoming increasingly
prevalent, you can communicate about this trend: ‘Increasing
numbers of your colleagues are engaging in sport twice a week’.
This makes people feel part of a positive movement.

Social influencing

Communicating an injunctive norm

An injunctive norm makes it clear what the desired behaviour is
within the target group and links social approval to this behaviour.
For example: ‘Shoppers at this store find reusing shopping bags a
good way of helping the environment’. You can also include a
reason as to why it is a positive norm, for example in the case of
not smoking: ‘Purely for your health’. The injunctive norm is more
effective if people have the time and energy to think about
something. This kind of norm does not always correspond with
the legal rules and/or the behaviour that the government deems
desirable. People who drive for work, for example, may have no
problem driving 10 km faster than the speed restrictions allow. In
that case, you cannot make use of the power of the social
environment and can only communicate the legal norm.
Communicating an injunctive norm (‘The majority of students are
in favour of saving energy’) is also ineffective if the descriptive
norm tells a different story (only a minority is actually doing
something to save energy). Finally, it is important to formulate the
norm as a suggestion rather than something mandatory,
otherwise you risk evoking resistance.

Making use of opinion leaders
Opinion leaders are people held in high regard by the target
group. If you can use this kind of person as your messenger, it will
have a significant impact. It is advisable to ask the target group
itself who the opinion leaders are. This may vary from an Iman in
a faith community to an influencer popular with young people.

Role model as messenger
We are more quickly persuaded and more willing to do something
if we are addressed by someone from a group to which we
belong, for example based on a shared role or passion (supporters
of a football club). If someone from this group displays the
desired behaviour, using this person as the messenger can have
an impact. Always check carefully that the messenger actually
belongs to the same group as the target group, especially with
regard to the desired behavioural change. If you want to convince
employees to wear helmets, a team supervisor at work will be
more preferable than the boss based in his office.

Encouraging mutual discussion of the desired
behaviour

In conversation, people can convince each other to engage in
different behaviour. You can encourage this kind of discussion by
presenting people with the advantages of the desired behaviour
and ways of easily raising the subject, such as interesting stories
or tips that people can pass on.

Please note: controlling conversations between people is not easy
and the discussion can easily take a negative turn.

For example, during a campaign, keep a close eye on social media
in order to monitor whether, and if so, which elements of the
campaign are causing negative discussions, and adjust the
campaign appropriately where possible.



Making use of automatic behaviour

In many situations, people respond automatically or based on a reflex action. Without
realising it, you reach out for your phone when you hear the beep of a message. You can
make use of this Rind of automatic behaviour in your interventions. You can elicit the desired
behaviour by appealing to human inclinations and unwritten rules. What could be effective

foryour target group?

Priming
Certain words and images can evoke emotions and associations
that directly encourage the desired behaviour. A poster of a traffic
sign held up by a child evokes vulnerability, causing people to
automatically reduce their speed. Make a careful selection of
images and words that activate the appropriate behaviour. An
image of a library in the quiet carriage of a train, for example.
Priming has a short-term effect: at the time the behaviour is
happening and when it reflects existing goals.

Commitment
People want to be consistent: if we promise to do something, we
are more likely to do it. You can make use of this tendency. If you
first have people commit to the behaviour, for example by getting
them to sign a written pledge, they will be more likely to actually
start doing it. Commitment is more effective if other people
witness it, for example if the commitment is posted online or
someone has to make the pledge to someone else. Applying
the same principle, consenting to a minor request first is more
likely to lead to consent to a more major request.

Making use of automatic behaviour

For example, you can start by asking the target group to puta
sticker for a good cause on their window and later ask them to
serve as a volunteer at a charity event.

Reciprocity
If you do something for another person, they will be more likely to
do something for you in return. If you make a gesture towards
people, they will be more likely to consent to a request from you.
The target group needs to see this gesture as a ‘gift’ rather than as
areward. You are making use of reciprocity if you give people a
BOB keyring, followed by a campaign asking people to avoid
drink-driving. If you hand out BOB keyrings to sober drivers
during enforcement checks, this does not count as reciprocity, but
a reward for good behaviour.

Scarcity
The more difficult something is to get hold of, the more people
wantit. In your intervention, you should therefore emphasise the
limited availability of something to make people want it. Just as
hotel rooms become more in demand when the website states
that only three are available, you can encourage the use of a
subsidy scheme by emphasising that only a limited amount is
available and that applications must be submitted in a short space
of time.

Authority
When an authority says or approves of something, we are more
likely to accept it. This means that a messenger that the target
group regards as an authority in your subject will prove more
convincing. Think of sneakers recommended by a well-known
athlete.



You can make the desired behaviour more attractive for people by linking it to

Linking associations and emotions to behaviour

positive associations and emotions. This is often done in advertising, but it can also
be effectively applied in small-scale communicative interventions. You can also link
negative emotions or associations to undesired behaviour, but take care to do this
properly! There are various ways of managing behaviour with the help of associations

and emotions. What could be effective for your target group?

Disrupting

If you are sharing surprising or unexpected information, you stand
out and your message receives more attention. For example, a
medical organisation placed the tape measure for children
horizontally rather than vertically in the GP’s waiting room. This
confused parents, drawing their attention to the related question
‘In which direction is your child growing?’ and therefore to the
issue of child obesity.

Appealing to attractiveness, similarity and reliability

People who are attractive, similar to us or who appear reliable
make us feel good, making it more likely to show the requested
behaviour. This is why the Tax and Customs Administration always
shows as many different, normal Dutch people as possible sorting
out their tax returns properly.

Anthropomorphism and mascots

People just love animals and mascots. They attribute all kinds of
human emotions to these non-human creatures. You can make
use of this in your communication. Think of talking M&M’s and
smiling Heineken e’s. Equally, mascots like Goochem, the
armadillo (highlighting the use of rear seat belts) evoke all kinds
of emotions.

Use associations with celebrities

Often, people associate certain things with messengers who are
famous people or authorities. For example, newsreader Rob Trip
is seen as reliable and singer Frans Bauer is honest and true to his
roots. You can make use of these kinds of strong associations if
they really do reflect the message you wish to convey. Enzo Knol,
for example, is not good for every purpose purely because he is
popular.

Linking associations and emotions to behaviour

Appealing to fear + specific action strategy

By confronting people with the negative consequences of
undesirable behaviour, you can scare them. This can be effective,
providing that you observe the principles of fear communication.
The most important is: make sure you offer a specific action
strategy, giving people the confidence that they can effectively
avoid the source of fear. For example: ‘Prevent accidents: always
stop at red lights.’

Appealing to regret, guilt or shame + specific action
strategy

By appealing to feelings of regret, guilt and shame after
undesirable behaviour, you can get people thinking about their
own behaviour. Here too, it is important to provide specific
guidance in order to encourage the desired behaviour: For
example: ‘If you check the traffic-disruption app Van A naar Beter
in advance, you can avoid the traffic jams!’. Be careful to criticise
the behaviour and not the person, because that can often lead to
resistance and be counter-productive.

Gain and loss framing

There are various ways of conveying the same specific message. If
you frame it as a gain, you emphasise the advantages of desired
behaviour or avoiding the disadvantages of undesirable
behaviour. In other words, ‘Brushing is good for your teeth’ or
‘Brushing your teeth prevents cavities’. If you frame it as a loss,
you are emphasising the disadvantages of undesirable behaviour
or losing out on the advantages of the desired behaviour. In other
words, ‘If you don’t brush your teeth, you will get cavities’ or ‘If
you don’t brush your teeth, you will not have healthy teeth’. Make
sure you test properly in advance what type of framing is most
effective. Gain frames work well when people do not have doubts
about the desired behaviour, do not want to think too much
about the message and are focused on the benefits.

Loss frames are effective if people can see the pros and cons of
the desired behaviour, are prepared to think about the message
and want to avoid risks. Try to avoid (double) negatives, like those
in the loss-framed tooth-brushing example, as far as possible. If
your communication evokes fear, make sure you apply the
principles for the intervention ‘Appealing to fear + specific action
strategy’.



Conveying knowledge in a targeted way

When people are weighing up behavioural options, knowledge can prove useful. You should
therefore communicate the advantages and disadvantages of specific behaviour. The Rnowledge
you convey needs to be relevant and reflect their situation. What way of conveying Rnowledge

could be effective for your target group?

Communicating advantages
It helps if people are aware of the advantages of the desired
behaviour. By communicating advantages and (where necessary)
refuting the disadvantages, you can nudge people’s opinion in the
right direction. For example, a campaign explains what NL Alert is
and how you benefit from it, i.e. being immediately informed
about the emergency situation and what to do. Please note:
people often absorb information selectively. Information that
reflects what somebody already feels is more easily/effectively
processed than information that conflicts with his or her beliefs.

Communication about misunderstandings
Eradicating inaccurate information or opinions based on
misunderstandings can be difficult. Focus on what you want to
convey and draw as little attention as possible to the misunder-
standing. Never just explain what is wrong, but always give an
alternative explanation. A simple misunderstanding is easier to
believe than the complex alternative, so make sure that your
message is understandable. Please note: assumptions can often
be associated with resistance. If that is the case, you will also need
to eradicate or prevent them.

Put the risks in concrete terms

Risks can be abstract and difficult to communicate, especially if
people have no personal experience of them. You can improve
this by presenting risk situations in a lifelike way.

Concrete examples make risks easier to access from memory,
causing people to see them as greater risks. For example, show
how serious the consequences are for victims who are close to the
target group. Also use analogies, illustrations, graphics and
frequencies instead of percentages and probabilities. This makes
it easier to imagine and understand risks. Combine any statistics
with a verbal label in order to interpret/frame the risk for the
target group. For example: ‘Every year, around 20,000 people die
from smoking’ (statistics), ‘that means the chance of dying from
smoking is pretty high’ (verbal label). Finally, you can have people
experience the risk themselves as long as this does not have
serious consequences. For example, employees were more
cautious about phishing emails after their employer sent them
fake phishing emails. In your risk communication, make sure you
apply the principles for the earlier intervention ‘Appealing to fear
+ specific action strategy’

Conveying knowledge in a targeted way

Tailoring information
If the information is more effectively tailored to the individual, it
is processed better and facilitates behavioural change. There has
been a lot of research on this technique in healthcare, for example
in after-care for cancer patients. A questionnaire was used to
identify the most relevant health problems resulting in a tailored
follow-up programme. This technique is effective because you are
increasing personal relevance. You are also omitting the
unnecessary parts, ensuring greater focus on the information
offered. The challenge is to identify the reader’s target group
based on limited knowledge. This often requires preliminary
research in order to be able to ask the right questions.

Anchoring
The information that is provided first has an unconscious
influence on our subsequent decisions. This is why you are more
likely to buy a shirt reduced from €50 to €20 than you would if the
same shirt had always been priced at €20. The information
provided serves as an anchor with which people compare new
information. Young people can be encouraged to brush their teeth
by using the time they spend on social media (more than two
hours per day) as an anchor and then relating it to the two
minutes it takes for proper oral hygiene.

Narratives for conveying knowledge

If information is conveyed as a narrative, it often keeps our
attention for longer and we recall the content better. We are
better at processing images than text, which is why working with
images and visual language can reinforce the transfer of
information. Take, as an example, TV producer Arjen Lubach who
visually explains the consequences of low levels of vaccination by
comparing the phenomenon to a group of people with too few
umbrellas to keep everybody dry. In order to create an effective
narrative, you can enlist the help of a professional storyteller.
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Communication often still focuses on changing knowledge,
attitude and behaviour. However, if your aim is to change the
behaviour of your target group, knowledge and attitude about an
issue are often much less important than we think. There is a gap
between knowing something, wanting it and actually doing it. This
is because people are actually quite irrational: we are more likely
to be led by emotion, habit and the people we know than by a
purely rational assessment of costs and benefits. If you know what
really drives people, you can appeal to it directly through
communication.

CASI gives you a range of options for achieving this and provides
assistance in their practical application. This guide provides a
step-by-step plan for the facilitator of a CASI process, from the
intake procedure through to strategy implementation. It enables
you to develop effective communication interventions based on
behavioural insights.
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