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The Building Blocks of Behavior Change

A B C D

AUDIENCE  BEHAVIOR CONTENT DELIVERY

Q 2 4

DISCOVER DEFINE DESIGN

explore landscape and determine audience develop and test content launch and evaluate for
align stakeholders and behavior goals and delivery strategies ongoing learning




Simon Sinek, 2009; www.startwithwhy.com

WHY

motivation

HOW

Process

WHAT

program
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From Categories to Characteristics

Nutrition
Facts AUDIENCE CONTENT EVALUATION
Demographics Message Metrics
5 : Psychographics Strategy Methods
ser_v IngS. per pro_gram Context DELIVERY Type (Process,
Serving size (1 city) Culture Medium outcome)
BEHAVIOR Messenger
Whsaved g1 Tee Tming
per serving: Frequency
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Your Program

Does it Work?

EE—

Desired Result
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HOW Does it Work?

Your Program — Desired Result

Ingredients Activities/Processes Metrics




A Process for Behavior Change

A B C D

AUDIENCE  BEHAVIOR CONTENT DELIVERY

Q 2 4

DISCOVER DEFINE DESIGN

explore landscape and determine audience develop and test content launch and evaluate for
align stakeholders and behavior goals and delivery strategies ongoing learning




DISCOVER

explore landscape and determine audience develop and test content launch and evaluate for
align stakeholders and behavior goals and delivery strategies ongoing learning



Explore Landscape

1 will adopt Best Prachices
1 will adopt Best Prachices
1 will adogt Best Prachices
1 will adopt Best Prachices
1 will adogt Best Practices
1 will adopht Best Prachices
1 will adopt Best Practices

1 wll adopt Best Prachices
1 will adopt Best Practices
1 will adopt Best Practices

1 will adopt Best Prachices

A Literature Review

A Market Assessment

A Behavior Audit
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Literature Review: Energy Feedback

€ 100+ studies conducted since 1976
€ Total n = 256,536 (mean 119/study)
€ Mean r-effect size =.1174 (p <.001)

€ Average energy savings: 9%

Significant variability in effects
(from negative to over 20% savings)

Karlin, Ford & Zinger. (2015) The Effects of Feedback on Energy Conservation: seechange
A Preliminary Theory and Meta-Analysis. Psychological Bulletin



Literature Review: Energy Feedback

Moderators identified in meta -analysis:

m WHO? | Dj WHAT TYPE?-

Study population Feedback medium

o HOW LONG? HIH WHAT LEVEL?
Study duration y Disaggregation
{. HOW OFTEN? WHAT MESSAGE?
Frequency of feedback Comparison

Karlin, Ford & Zinger. (2015) The Effects of Feedback on Energy Conservation:
A Preliminary Theory and Meta-Analysis. Psychological Bulletin
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Market Assessment: Medicaid Enrollment

Material Type

Website
Channel
Social Media

Presentation of membership plans

Materials Presentation of value-added services

Online Handbook

Advertising Commercials, promotional videos, flyers

Compared features

Usability, design

Presence or absence, following, uses

Design, accessibility on website, handbook

Design, monetary framing, number of
services offered

Presence or absence, design, monetary
framing

Presence or absence, design, message
framing, cultural congruence

seechange



Market Assessment: Medicaid Enroliment

Amerigroup
PCHP

Molina

Aetna

BCBS TX
Community First
Community Health Choice
Cook Children's
Dell Children's
Driscoll

El Paso Health
FirstCare STAR
Right Care
Superior

Texas Children's
UnitedHealthcare

B Member handbook [ Plan information Value added services

2 4 6

Total number of clicks to access information

10

seechange
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Engage

Use of imagery is
relevant to target
demographic and
look genuine

Behavior Audit: Medicaid Enrollment

—_—

For the care you need at
a price you can afford,
lean on Molina.

Marketpiace plans with preventive care from
quality doctors you can trust.

View 7000 Fass

Posed image
People prefer photos
that look genuine,
rather than posed

change
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Behavior Audit: Medicaid Enrollment

2 Confusion
Unclear what “your medical home”™ means
Unclear call to action-What are members supposed to do?

Image not relevant
Children leaving school not
related to medical check-ups

Engage

Strategic use of icons,
bolding, bullet points, and
lists

Too much text
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Align Stakeholders
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