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1. Identify the stage of the change: where are i 2. Identify the barriers to change: what's preventing
people in relation to our objectives? \_\ change, what levers can we pull?
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(hopefully, this wm be in.thé brief, and

~ any previous research; our framework

"+ (right) helps make the task at hand
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2 Motivation (Individual + Social)

ad  Ease (Opportunity + Ability) ~ E3s¥
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Cognitive dissonance

A ‘gap’ between a person’s thoughts and beliefs and their actual
behaviour, that causes emotional discomfort, and needs to be resolved.

This is often resolved by changing behaviour.

An effective campaign ‘holds a mirror’ to people, and makes this ‘gap’
apparent to them.



Admission ... 'You're right. I've never
thought about it like this before’







It IS not our
role to tell
the creative
agency
what to do —
we're not
creatives
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Ask for a copy of the creative
brief - how:else can you judge
the idea's potential?









Individual responses
before any group
discussion



Participant suggestions
are not welcome!
Don't let them ‘play
creative’



Make

recommendations

(but not creative
suggestions)






