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What I want to cover
• The theory: identifying
–
–
–
–

The audience
The issues
The cause of the problem
Designing an effective campaign to achieve positive
behavioural change

• Some case studies I’ve selected to illustrate the
p
points
• Some examples from you of where you think
programs have worked – especially re investor
education & vulnerable consumes
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Disclaimer
• Most of the case studies deal with general money
issues like budgeting, saving, debt etc, not investing.
• With extremely vulnerable populations you normally
need to get things like budgeting, saving and paying
off debt sorted before investing is a priority or
possible.
• Always need to ask to what extent we create helpful
defaults or alternative ways of getting good end
results, especially for disengaged consumers who
can’t afford to risk losing the small amounts they
have to invest. (New My Super product in Australia)

Know your audience
• The narrower the target group the better your
chances of designing an effective program.
• You need to understand what money/investing
matters are causing them problems: and
–
–
–
–
–

Why it’s a problem – lack of knowledge? Attitudes? etc
What motivates the group
How ready they are to tackle the issue
How they prefer to be communicated with
How we can measure our impact so we can ensure
continuous improvement
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Knowing why we do & don’t do things
• Lack of knowledge only one part of the answer (& often not
relevant at all).
• Information & choice overload
• Complexity & uncertainty
• Time effects & pressures
• Loss aversion
• Hyperbolic discounting (postponing costs while advancing
benefits)
• Reliance on heuristics (rules of thumb)
• Over (and under confidence)
• Self-control problems
• Framing effects
• Cultural reasons

Social Marketing Principles for effective
behavioural change programs
1. Take advantage of prior & existing campaigns
2. Target
g people
p p most ready
y for action
3. Promote single, doable behaviours one at a time
4. Identify & remove barriers to behavioural change
5. Bring real benefits into the present
6. Highlight costs of competing behaviours
7. Promote tangible object / service that aids behaviour
8. Consider non-$ incentives (recognition / gratitude)
9. Have a little fun with messages
10. Use media channels at point of decision making
11. Get commitments and pledges
12. Use prompts for sustainability
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Importance of understanding motivations:
Case study: Saver Plus
Understanding Motivation

Research & evaluation
underpinned the success

T help
h l llow iincome A
t li
• To
Australians
develop sustainable savings
habits.
• Research showed they are
motivated by helping their kids
get a good education
• Matched savings program that
would allow them to buy a
computer.
• Support of case workers
another key to its success.
• Phenomenally successful.

Another example of using motivaion

8

4

Examples from the audience
• Does anyone want to tell us about other programs
they know that have been effective at least in part
because of their understanding of the what motivated
their target audience.

Choosing the right delivery channel
• The push/pull theory of information.
• If the target audience will go looking for your
information themselves then where are they likely to
look? Will they be looking online, on their phone,
listening to certain radio stations or reading particular
publication?
• If you need to put the information in front of them to
get them to look at it how best can you do this:
through community workers/organisation; through
sending representatives into the work place; through
getting your program into schools etc; through
popular TV shows?
10
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Education: Milbadjunga
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Choose the right delivery channel
Indigenous youth

City youth
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Choosing the right delivery channel & format
Older people
Less likely to be online.
More likely to listen to the
radio, read paper based
publications.
Targeting organisations that
this group belongs to.
Seminars – our Investing
between the flags
seminars

Younger people
• More likely to look to
social media for their
information.
• Build messages around
issues that are relevant to
them (mobile phone bills)
• Use characters and
people who look & sound
like them.
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Why invest ‘between the flags’?
• If you swim between
the flags,
flags you’ll
reduce the risk of
drowning
• If you invest between
g , yyou’ll
the flags,
reduce the risk of
losing all your money
14
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How do I manage investing risk?
Diversification is:
“spreading investments
across a variety of different
assets to reduce risk”
• Spread your investments
• Invest in different asset classes
• Invest in different market sectors
• Spread your timing
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Investor Education & low literacy populations
The same basic principles apply:
• Identify your target audience
• Understand what issues they need help with
• Understand why they need help: knowledge,
attitudes, cultural issues etc
• Identify how they like to learn and what delivery
channels work best (if necessary learn from other
campaigns that targeted your group)
• Understand what motivates them and will help
engage them.
• Measure results so you can have continuous
improvement.
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Work we are doing with low literacy
groups.
• Primarily working with/through community
organizations. Programs delivered face to face with
elements of doing.
Program for Refugees arriving in Australia
• Delivered through settlement workers
• Photo stories
• Follow up fact sheets
• Lots of support
• Focus on one thing at a time. Small simple messages
17

Photo story: Contracts
• Zara is at home looking after
her kids.
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Photo story: Contracts
• One day a sales
representative from an
electricity company knocks
on Zara’s door and asks to
look at her electricity bill.
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Photo story: Contracts
• The sales representative
tells Zara that if she
changes to his electricity
company she will pay less
for electricity.
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Photo story: Contracts
• Zara likes the idea of paying
less so she signs the
contract.
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Photo story: Contracts
• A month later Zara receives her
fi t electricity
first
l t i it bill from
f
th new
the
company and is very surprised
to see that the amount is more
than what she normally pays.

22

11

Photo story: Contracts
• Zara rings the electricity
company and complains
about the expensive
charges and tells them
that she wants to go back
to her old electricity
company.
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Photo story: Contracts
• The staff from the
electricity company tells
her that because she
signed the contract for 2
years if she cancels the
contract, she will have to
pay an extra charge for
breaking the contract.
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Photo story: Contracts
• Zara decides to visit her
friend Malika who is a
lawyer.
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Photo story: Contracts
• Zara shows Malika the
contract documents and
explains her situation and
tells her that when she
signed the contract, she
didn’t understand
everything she was
agreeing to.
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Photo story: Contracts
• Malika explains to Zara
that a contract is a legal
agreement and by
signing the contract, Zara
is agreeing to the
conditions in the contract.
In this case, Malika
explains that the contract
is for 2 years.
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Photo story: Contracts
• Malika also tells Zara that
you cannot cancel your
contract just because you
changed your mind.
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Photo story: Contracts
• Zara thanks Malika for
her help and says her
good bye.
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Photo story: Contracts
• Zara decides to stay with
the same electricity
company for 2 years and
decides never to sign any
other contract without
understanding it
completely.
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Photo story: Contracts
• Remember you can get
help to understand the
contract before you sign
it.
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Photo story: Contracts
• For help to understand a
contract or if you have
problems with a contract,
call the National
Association of
Community Legal
Centres on 02 9264 9595
or a local financial
counsellor on1800 007
007.
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Your examples of reaching low literacy
groups
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Evaluation essentials (See OECD Guide)
1. Clear, specific objectives.
2. Seek specialist advice (OCE / consultants).
3. Design the evaluation at the same time as the
thing you are evaluating.
4. Try to have both subjective measures (selfreport) and objective measures (e.g. tests).
5. User-testing is invaluable – the smallest things
can matter (colour, image, perception of ease).
NB: In an ideal world, behavioural measurement
requires a treatment group and a control group.
A longitudinal evaluation also ideal.
34
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Maximize effectiveness
•
•
•
•
•

Tailor & target all messages & materials
Have clear,
clear simple calls to action
Consumer-test messages & materials
Work with & coordinate efforts of all stakeholders
Make messages available in a range of formats &
channels
• Meet the information needs of people at specific or
unplanned life events, or when they have particular
financial or investment decisions to be made

Maximize effectiveness part 2
• Provide practical tools & resources that allow people
to test their understanding of finance and investment
concepts.
• Provide means for consumers to committee to their
goals and receive prompts, tips, encouragement and
reinforcement
• Evaluate campaigns & programs & use the results of
the evaluation for continuous improvement
improvement.
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