
Air Quality & Community-
Based Social Marketing



Overview -Campbell River Woodstove 
Exchange Program
 Working on air quality issues since 1992
 Hot & Bothered about smoke video & pamphlet 2002
 Clean Air Bylaw banned open burning in 2006
 Recommendation to pursue the PWEP in 2008 - moving beyond 

information



Campbell River Woodstove Exchange 
Program

Program components:
 75 Wood stove exchanges
 Air Quality Monitoring 
 Burn It Smart education
 Evaluation



Applying Community-based Social 
Marketing (cbsm)

Traditional approach:
 Attitudes = behaviour
 Economic self interest
 Information intensive
Cbsm approach:
 Select behaviour
 Barrier & benefits
 Develop strategy
 Pilot strategy
 Implement broadly, 

evaluate



Select Behaviour – Woodstove Swaps
Behaviours need to be 

specific:
 One-Time 
 End-State (Installed)
 Non-Divisible
 Retail partnerships are 

key!
 PWEP has already 

worked through the 
cbsm steps



The Retailers 
Simplifying the process:
 Inspecting
 Installing
 Decommissioning
 Recycling 
 Liaising with the City 
 Emailing photos 
 Advertising 



Woodstove Swap Progress
15 in progress – target 75
 First rebate cheques 

issued
 New partnerships in 

progress



Installed, End State Accomplished



Select Behaviour – Burn It Smart  Education
Problem – non specific 

behaviour
 Repetitive behaviour
 Not end state
 Divisible
 Information intensive



Burn It Smart Workshop
Poor attendance, despite:
 Free admission
 Refreshments
 Activities
 Door prizes
 Extensive advertising
 Recognized and 

respected presenters
 Retailer promotion
Where now??



Lessons From Failure 
Don’t panic!
 Remember Einstein
 Reflect 
 Build on aspects that 

interest the public
 Laugh 



Burn It Smart – Back to the Drawing Board 
Recall cbsm approach:
 Select behaviour
 Barrier & benefits
 Develop strategy
 Pilot strategy
 Implement broadly, 
evaluate



Select Burning Behaviours



People Love Wood 
Wood pile pride
 Stories about collection
 Qualities of wood
 Lifestyle, exercise 
 Social experience
 Historical Haig-Brown 

connection



Huge Interest in the Air Quality Surveys
“Nephie” is gaining 

popularity
 Media coverage
 Public interst
 Mayor & Council
 Vacuum sales
 Where do I live (in 

relation to the route)



The Survey Route – Vivid (not extreme) 
Message
22 January 2010 7 February 2010



Delivering the Message
The EAC & the experts
 Public outreach 
 Media interest
 Community wood walks 

– unobtrusive 
observations

 Burn it Dumb
 Summary workshop 

highlighting air survey 
quality results  



Go to the People
Other venues
 Bald Eagle Festival
 Spring Home Show
 Logger Sports
 River’s Day – Haig-

Brown Festival
 City Stewardship Awards



New Strategies 
Looking towards winter 2010/2011
 Water shortages
 Regulated sprinkling restrictions
 Outreach team – strategy & barrier / benefit analysis
 Feedback loops 
 Salt wood, wood supply, outdated technology, 

damping down ????
 Prompts, lawn signs, commitment surveys, well 

respected, social diffusion, norms, cut your losses



Conclusion – Ralph Harris
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