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Selecting 
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Identifying 
barriers 
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benefits 

Developing 
strategies
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THE CBSM FRAMEWORK

Source: McKenzie-Mohr, 2011
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Saratoga SpringsSaratoga Springs TorontoToronto ClevelandCleveland

VancouverVancouver QuincyQuincy San DiegoSan Diego

1650 surveys at concerts across North America
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CONTENT OF ONE-MINUTE 
SURVEY

Barrier Benefit QuestionsBarrier Benefit Questions

• Do you actively practice 
the behavior?

• What are the barriers to 
practicing this behavior? 
(unprompted)

• What are the benefits of 
practicing this behavior? 
(unprompted)

Demographics/Other 

• Age
• Gender
• Education
• Zip Code
• Concert location



DEMOGRAPHICS
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GenderGender AgeAge EducationEducation

Local Food

Reusable Water 
Bottles
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Buying Local ly Grown Food – Self -
Reported Pract ice Behavior
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BARRIERS OF BUYING LOCALLY 
GROWN FOOD BY BEHAVIOR PRACTICE
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Barr iers Of  Buying Local ly Grown Food 
– Comparison of  Canada and USA
27
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BENEFITS OF BUYING LOCALLY GROWN 
FOOD BY PRACTICE BEHAVIOR
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Reusable Bottles – Self-Reported 
Practice Behavior
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REUSABLE WATER BOTTLES  
BARRIERS BY PRACTICE BEHAVIOR
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REUSABLE WATER BOTTLES 
BARRIERS - COUNTRY COMPARISON
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REUSABLE WATER BOTTLES 
BENEFITS - BY AGE
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LOCALLY GROWN FOOD SURVEY
TURNING FINDINGS INTO ACTION

Environmental impacts are 
not a prominent benefit of 
buying local food and

Messages should 
emphasize supporting local 
economy

There is a 
misunderstanding that 
local food = organic food

More education needed 
on the terms ‘organic’ 
and ‘local’

Cost, availability and 
convenience are the 
biggest barriers to buying 
local food

Strategies should address 
ways to help reduce these 
barriers
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REUSABLE WATER BOTTLES SURVEY
TURNING FINDINGS INTO ACTION

“Saving the planet” resonates 
more with younger fans and 
“Less waste” resonates more 
with older fans 

Messages should target both 
benefits 

Those who self-reported 
preferring single-use water 
bottles most frequently cited 
“inconvenience” as a barrier 

Strategies should address ways 
to reduce the inconvenience 
factor

Americans cited “cleanability”
as the largest barrier while 
Canadians cited 
“losing/breaking” bottles as 
the biggest barrier

Canadians need stop using their 
bottles as hockey goal posts



Search “Jack Johnson Waterloo” 
to f ind out more or contact me at:  

jklynes@uwaterloo.ca

AllAtOnce.org


