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Section 4:
What do you need 
them to do?

:KDW�EHKDYLRXUV�ZLOO�KHOS�PHHW�\RXU�
REMHFWLYHV"

+RZ�ZLOO�\RX�FKRRVH�ZKLFK�EHKDYLRXUV�
to prioritize?

+RZ�ZLOO�\RX�GHVLJQ�WKH�EHKDYLRXU�WR�
maximize change?
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Section 4- 
Selecting behaviours - What do you need them to do?
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What behaviours will help 
meet your objectives?

Summary
2IWHQ��D�SUREOHP�KDV�PDQ\�GLHUHQW�EHKDYLRXUV�WKDW�SHRSOH�FRXOG�GR�WKDW�ZRXOG�PDNH�D�GLHUHQFH��%HJLQ�
by considering all the possible options, before narrowing them down.

Why is it important?
&OHDUO\�GHȴQLQJ�WKH�EHKDYLRXU�WR�EH�SURPRWHG�YLD�VRFLDO�PHGLD�KHOSV�HQVXUH�WKDW�ERWK�\RX�DQG�\RXU�SULRULW\�
audience know exactly what they are supposed to do. A behaviour is an action that is observable. For 
example, “staying safe” is not a behaviour. But “taking cover under a heavy table during an earthquake” is 
an action you can see. 

You also need to specify the time, place, quantity, duration or frequency that the action should be done – is 
LW�D�RQFH�LQ�D�ZKLOH�HYHQW��H�J���JHWWLQJ�D�ȵX�VKRW�HDFK�\HDU��RU�GRHV�VRPHRQH�QHHG�WR�NHHS�GRLQJ�LW�HYHU\�
day (e.g., washing their hands correctly after using the toilet)? 

What are You Asking People to Do? 

'HVLJQLQJ�IRU�%HKDYLRXU�&KDQJH��$�3UDFWLFDO�)LHOG�*XLGH�Ȃ�6WHS����'HȴQH�WKH�%HKDYLRXU

For more information:

Importance                                                         Time                                   Cost  

Key Considerations:

For each of your objectives for each priority 
audience, brainstorm a list of possible 
behaviours that they could engage in that 
ZRXOG�PDNH�D�GLHUHQFH�RQ�WKH�SUREOHP��

Take each behaviour on the list and 
FDUHIXOO\�GHȴQH�LW�WR�EH�RQH��DQG�RQO\�RQH��
action that is:

$�FRPPRQ�PLVWDNH�LQ�GHȴQLQJ�EHKDYLRXUV�LV�
saying you want people to “be aware of…,” 
“care about…,” or “believe…,” as the action. 
These may be objectives that can eventually 
lead to the behaviour, but they are not the 
behaviour itself. Figure out what you want 
people to DO as a result of knowing or 
caring about the issue.

The people in the priority audience need 
to have the ability and opportunity to carry 
out the behaviour to be a feasible choice 
for you to promote. If they don’t have the 
money or the skills to do what your program 
is proposing, you’re wasting your time.

In this step, make as big a list as you can of 
potential behaviours. You’ll narrow it down 
ODWHU��%\�FRQVLGHULQJ�DOO�WKH�GLHUHQW�RSWLRQV��
\RX� PD\� ȴQG� VRPH� YDOXDEOH� DOWHUQDWLYHV�
WKDW�PLJKW�QRW�KDYH�EHHQ�REYLRXV�DW�ȴUVW�

Observable
6SHFLȴF
Actionable
Feasible

1

2

3

1

2

Action steps:

https://brooketully.com/asking-to-do/
https://fsnnetwork.org/sites/default/files/designing_for_behavior_change_a_practical_field_guide.pdf
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Example:

How will you choose which 
behaviours to prioritize?

Summary
Once you have a list of possible behaviours to choose from, the next step is to identify which are most likely 
WR�EH�VXFFHVVIXO�LQ�EHLQJ�DGRSWHG�E\�\RXU�SULRULW\�DXGLHQFH�DQG�LQ�PDNLQJ�D�GLHUHQFH�

Why is it important?
All behaviours are not equal. Some are harder than others, which means that people will be less likely to 
adopt them. What makes a behaviour harder to change?

Time intensive

Frequent or ongoing action

High cost or resource requirements

5HTXLUHV�VSHFLȴF�VNLOOV

Importance                                                         Time                                   Cost  

KWWSV���WZLWWHU�FRP�LIUF�VWDWXV��������������������

Social and Behaviour Change: Insights and Practice – Chapter 3.1: Select the Desired 
Behaviours

https://twitter.com/ifrc/status/1218895889390956547
https://www.snrd-africa.net/wp-content/uploads/2019/05/2019-05-13_GIZ_SBC-Pratitioners-GUIDE_WEB.pdf
https://www.snrd-africa.net/wp-content/uploads/2019/05/2019-05-13_GIZ_SBC-Pratitioners-GUIDE_WEB.pdf
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The key criteria to use when choosing the target behaviours to prioritize are behaviours that:
+DYH�D�GLUHFW�DQG�VLJQLȴFDQW�LPSDFW�RQ�VROYLQJ�WKH�SUREOHP

Have a high likelihood of your priority audience adopting them

Have a low penetration rate among your priority audience (in other words, they have not already 
been adopted by a large percentage of people in your priority audience

1.

2.

3.

Fostering Sustainable Behaviour – Step 1: Selecting Behaviours

Achieving Behaviour Change: A Guide for Local Government and Partners – Behaviour 
Selection

Behaviour Change 101 Series: Five Steps to Select the Right Behaviour/s to Target

The Fogg Behaviour Grid

For more information:

Key Considerations:

Though some behaviours may be considered 
“hard to change” because past programs 
promoting them have not been successful, 
sometimes the potential impact is worth 
trying a new approach.

Sometimes engaging in certain behaviours 
FDQ� FUHDWH� D� ȊVSLOORYHUȋ� HHFW�� KDYLQJ� DQ�
impact on the adoption of other behaviours 
as well. For example, engaging in one 
environmentally friendly behaviour like 
biking to work may increase the likelihood 
that a person will adopt other behaviours 
like recycling.

Think also about how easily you will be able 
to measure each behaviour for evaluation 
purposes.

Consider your level of time and resources, 
in terms of whether to choose one or two to 
focus on, or a set that could be promoted to 
complement each other. 

Rate each of the behaviours on your list by 
potential for impact, probability of adoption, 
and opportunity to gain new adopters in 
your priority audience. 

Use these ratings to choose the behaviours 
most likely to lead to success in reaching 
your objectives.

Take a new look back at your objectives 
to see whether they need to be adjusted 
based on the behaviours you chose to be 
done by each priority audience.

1

2

3

4

1

2

3

Action steps:

Goes against social norms

'HOD\HG�SD\R

Can’t be done by one person alone

https://www.cbsm.com/book/step-1-selecting-behaviors
https://www.ucl.ac.uk/behaviour-change/sites/behaviour-change/files/phebi_achieving_behaviour_change_local_government.pdf
https://www.ucl.ac.uk/behaviour-change/sites/behaviour-change/files/phebi_achieving_behaviour_change_local_government.pdf
https://www.behaviourworksaustralia.org/behaviour-change-101-series-five-steps-to-select-the-right-behaviour-to-target/?utm_source=Habit+Weekly&utm_campaign=1f1cda8506-EMAIL_CAMPAIGN_2020_02_02_02_55_COPY_01&utm_medium=email&utm_term=0_ab93d31fb5-1f1cda8506-105258131
http://www.behaviorwizard.org/wp/behavior-grid/
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The seven preventive behaviours selected were: apply mosquito repellent, use condoms during pregnancy, 
remove standing water, cover water storage containers, clean and remove mosquito eggs from water 
containers, seek prenatal care, and seek family planning counseling.

Source: Evidence-Based Process for Prioritizing Positive Behaviours for Promotion: Zika Prevention in Latin 
America and the Caribbean and Applicability to Future Health Emergency Responses

How will you design the 
behaviour to maximize 
change?

Summary
Each target behaviour should be designed to make it as actionable as possible for your priority audience.

Why is it important?
%HKDYLRXUV�DUH�RIWHQ�FRQQHFWHG�WR�HDFK�RWKHUȃ�VRPH�UHTXLUH�RWKHU�WKLQJV�WR�KDSSHQ�ȴUVW��DQG�RWKHUV�DUH�
necessary to occur before other behaviours can follow. Sometimes behaviours that seem to be one unit 
DFWXDOO\�FDQ�EH�GLYLGHG�IXUWKHU�LQWR�GLHUHQW�SLHFHV�LQ�D�VHTXHQFH�

For example, creating a disaster preparedness kit requires someone to carry out a lot of other behaviours, 
such as:

Creating or printing a list of what to buy

Purchasing additional items when at the grocery store, possibly over the course of several weeks 
or months, to build a supply of water and non-perishable food

*RLQJ� WR� D� SKDUPDF\� DQG� SXUFKDVLQJ� ȴUVW� DLG� VXSSOLHV��PHGLFDWLRQV� DQG� RWKHU� SHUVRQDO� FDUH�
products

Going to a hardware store and/or specialty stores to buy tools and other survival items

Going to the bank to take out emergency cash or traveler’s checks

Finding a bag or box to store the supplies

ΖQ�WKH�86$Ζ'�UHVSRQVH�WR�WKH������=LND�RXWEUHDN�LQ�/DWLQ�$PHULFD�DQG�WKH�&DULEEHDQ��PRUH�WKDQ����GLHUHQW�
SUHYHQWLYH�EHKDYLRXUV�ZHUH�EHLQJ�SURPRWHG��ZKLFK�ZDV�FKDOOHQJLQJ�IRU�VRFLDO�DQG�EHKDYLRXU�FKDQJH�HRUWV��
A group of experts developed an evidence-based process to prioritize and focus in on the behaviours with 
the highest potential to reduce Zika infection and transmission. 

8VLQJ�H[LVWLQJ�UHVHDUFK��WKH\�DQG�86$Ζ'ȇV�=LND�LPSOHPHQWLQJ�SDUWQHUV�DVVHVVHG�HDFK�LGHQWLȴHG�EHKDYLRXU�
based on:

3RWHQWLDO�HHFWLYHQHVV�DJDLQVW�=LND

Required frequency

Feasibility of the behaviour

Accessibility and cost of the necessary materials

1.

2.

3.

4.

Importance                                                         Time                                   Cost  

Example:
Case Study 

https://www.ghspjournal.org/content/7/3/404
https://www.ghspjournal.org/content/7/3/404


56

For more information:
Behavioural Design – Phase 1: Do a Behavioural Diagnosis

Fostering Sustainable Behaviour – Step 1: Selecting Behaviours

Is it a Behaviour or Is It an Action?

Key Considerations:

For each of your priority behaviours, create 
a behavioural map to better understand 
how they may connect to other related 
behaviours.

Identify the end-state behaviours in the 
behavioural map.

For the behaviours that you have chosen, 
creating a behavioural map can help you 
understand every step that someone has 
to do to successfully achieve the behaviour. 
What comes before it and what comes after 
it?

In your social media outreach, you can use 
the map to sequence messages over time 
in a logical way to help your audience make 
the changes step by step.

Always have your eyes on the prize of the 
end-state behaviour that ultimately will 
make the impact on the problem. The 
intermediate steps are important to get 
WKHUH�� EXW� QRW� VXɝFLHQW� E\� WKHPVHOYHV� WR�
achieve your objectives.

1

2

3

1

2

Action steps:

The action of grabbing a go-bag when you have to evacuate means that you had to have completed the 
DERYH�ȴUVW�WR�KDYH�VRPHWKLQJ�WR�WDNH���(DFK�RI�WKH�VWHSV�PD\�KDYH�YHU\�GLHUHQW�EDUULHUV��VR�JHWWLQJ�
VSHFLȴF�DERXW�HDFK�RQH�ZLOO�KHOS�\RX�GHVLJQ�VRFLDO�PHGLD�PHVVDJHV�WKDW�WDNH�WKDW�LQWR�DFFRXQW��%XW�EH�
VXUH�WR�IRFXV�WKH�EXON�RI�\RXU�HRUWV�RQ�WKH�EHKDYLRXU�DW�WKH�HQG�RI�WKH�FKDLQ�WKDWȇV�WKH�RQH�WKDW�DFWXDOO\�
produces the desired outcome (the end-state behaviour).

Finding a place in the home to store the bag or box

Periodically checking expiration dates and replacing items

https://irrationallabs.org/content/uploads/2020/01/IL-BehavioralDesign.pdf
https://www.cbsm.com/book/step-1-selecting-behaviors
https://brooketully.com/behavior-vs-action/
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Example:
Behaviour: Employees will move to shelter at the workplace in the event of a tornado.

Company safety manager will 
create a safety plan to be followed 

in the event of a tornado.

Building manager will designate a 
shelter in the strongest part of the 

building.

Company safety manager will 
conduct a drill with all employees 

to test the shelter space.

Employees will move to designated 
shelters when a warning signal is 

sounded.

Employees will remain in shelter 
until it is safe to leave.

Company safety manager will 
monitor the emergency alert 
system or news sources when 
there is a severe thunderstorm.
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Worksheet 4 - 
BEHAVIOUR SELECTION WORKSHEET

Brainstorm a list of all the 
possible behaviours that could 

make a difference on the 
problem addressed by your 

objectives (don’t be limited by 
the number of lines!):

Now, go through each of the 
behaviours on your list and 
rewrite them, if needed, to 

make them observable, specific, 
actionable and feasible for your 

priority audience:

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

1.

3.

2.

Rate each of the behaviours on your list by estimating their potential for 
impact, probability of adoption, and opportunity to gain new adopters 

in your priority audience. Add those scores together to compare 
behaviours.

Behaviour
Potential
Impact

Probability
of Adoption

Low = 1, Medium = 2, High = 3

Overall
Score

Add
columns

Opportunity 
to Gain new 

Adoptors

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSdKH5ArQeJfjEBl5bskR8tfYMCoX7WDgywnvPgm25vcQZvKxA/viewform?usp=sf_link
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Select up to three priority 
behaviours (or more if you 

prefer) with the highest scores 
and write them here:

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

4.

5.
Create a behavioural map for each of the priority behaviours.


