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Abstract: The new Special Report on Global Warming of 1.5 C by the International Panel on Climate Change 

presents the drastic need to reduce greenhouse gas emissions for the security and sustainable development of human 

kind. In Sweden, household consumption related carbon emissions needs to be radically reduced in order to meet the 

international climate goals set in this report. Changing individual behavior has proven over time to be a challenging 

task for many initiatives. Community-Based Social Marking is a behavior method that has been proven to be effective 

in creating sustainable behavior change at the community level. A case study is conducted at Avesta kommun in 

Sweden in order to discover what behavior is best to change to reduce the carbon footprint per person at this 

municipality, what strategy is best to achieve this goal and what effect this strategy will have. The results from the 

Community-Based Social Marketing case study show that a vegan diet as a behavior has the highest positive impact 

on the environment to promote in Avesta, but the behavior with the second highest impact, a vegetarian diet, is chosen 

due to its higher probability to implement and external health factors associated with a vegan diet. The strategy chosen 

is a Facebook page designed to provide weekly vegetarian recipes to families in Avesta with the goal of increasing 

their consumption of vegetarian food. The strategy is tested on a pilot group to determine its effectiveness. The 

conclusion of this study shows that the strategy is overall effective on the pilot group for increasing their knowledge 

and consumption of vegetarian meals. 
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Summary: The new Special Report on Global Warming of 1.5 C by the International Panel on Climate Change 

presents the drastic need to reduce greenhouse gas emissions for the security and sustainable development of human 

kind. Excessive household consumption is one of the many factors that contribute to climate change which needs to 

be addressed. In Sweden, carbon emissions per person are several times greater than the limits set in climate change 

reports. Behavioral change initiatives are required in order to shift individual’s behaviors to more sustainable options. 

History shows that inhibiting behavior change is a difficult task to accomplish. An adequate behavioral change method 

is needed to help contribute to the necessary societal changes required to reduce the worlds carbon footprint. 

Community-Based Social Marketing, a five-step behavioral change method aimed at finding specific solutions to 

promote sustainable behavior at the community level, is an effective behavioral change method which has been proven 

in many case studies. This behavioral change method therefore relevant to find solutions to reduce the carbon footprint 

per person at the community level. 

 

The aim of this study is to explain how Community-Based Social Marketing may serve as a mechanism to alter 

consumer behavior at the municipality level in Sweden. The questions of which behavior, using this behavioral change 

method, is most effective to focus on at the municipality level, what strategy is best suited to promote this behavior 

and what effect this strategy will have are tested during this study. Social Practice Theory is applied to help guide, 

from a theoretical perspective, the understanding of how practices and behaviors can be influenced or changed. The 

conceptual framework of this study is thus a combination of Social Practice Theory and Community-Based Social 

Marketing. A case study using Community-Based Social Marketing is conducted in Avesta kommun, Sweden, in order 

to find answers to the research questions at this particular municipality. 

 

The results from the Community-Based Social Marketing case study show that a vegan diet as a behavior has the 

highest positive impact on the environment to promote in Avesta, but the behavior with the second highest impact, a 

vegetarian diet, is chosen due to its higher probability to implement and external health factors stated by the Swedish 

Food Products Agency associated with a vegan diet. The best strategy found during the case study is a Facebook page 

aimed at providing weekly vegetarian recipes and other environmental and health information related to eating 

vegetarian to the population of Avesta, with a particular emphasis on targeting families with children with this strategy. 

This strategy is chosen due to Facebook’s universally accessible, fast and free communication abilities which can 

instantly spread information regardless of the space and time constraints people may have in any given context. This 

strategy is tested on a pilot group of families with children to determine its effectiveness. Observations, semi- 

structured interviews and a qualitative survey are used to evaluate the performance of this strategy. The results show 

that the strategy was overall successful, containing some flaws, which led to the increase in knowledge of vegetarian 

recipes amongst the families and an increased desire to eat more vegetarian food in the future. 
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Sammanfattning: Den nya rapporten om konsekvenser av global uppvärmning med 1,5 C av International Panel 

on Climate Change presenterar det drastiska behovet av att minska växthusgasutsläpp för mänsklighetens säkerhet 

och hållbara utveckling. Överdriven hushållskonsumtion är en av de många faktorer som bidrar till 

klimatförändringar som behöver lösas. I Sverige är koldioxidutsläpp per person flera gånger större än de 

gränsvärden som är satta i rapporter om klimatförändring. Initiativ för beteendeförändring är nödvändiga för att 

ändra individers beteenden till mer hållbara alternativ. Historiskt sett är det svårt att uppnå hämmande 

beteendeförändring. En adekvat metod för beteendemässig förändring behövs för att bidra till de nödvändiga 

samhällsförändringar som krävs för att minska världens koldioxidutsläpp. Community-Based Social Marketing, en 

femstegs beteendemässig förändringsmetod som syftar till att hitta specifika lösningar för att främja ett hållbart 

beteende på gemenskapsnivå, är en effektiv metod för beteendemässig förändring vilket har bevisats i många 

fallstudier. Denna metod för beteendemässig förändring är därför relevant för att hitta lösningar för att minska 

koldioxidavtrycket per person på lokal nivå. 

 

Syftet med den här studien är att förklara hur metoden Community-Based Social Marketing kan fungera som en 

mekanism för att förändra konsumentbeteendet på lokal nivå i Sverige. Genom att använda den här metoden testas 

frågorna om vilket beteende som på lokal nivå är mest effektivt att fokusera på, samt vilken strategi som passar bäst 

för att främja detta beteende och vilken effekt denna strategi kommer att ha. Social Practice Theory tillämpas för att 

ur ett teoretiskt perspektiv hjälpa till att förstå hur metoder och beteenden kan påverkas eller ändras. Den 

konceptuella ramen för denna studie är således en kombination av Social Practice Theory och Community-Based 

Social Marketing. Med hjälp av Community-Based Social Marketing genomförs en fallstudie i Avesta kommun, 

Sverige, för att vid den här kommunen hitta svar på forskningsfrågorna. 

 

Med hjälp av Community-Based Social Marketing visar resultaten av denna fallstudie att en vegansk kost som 

beteende har den mest positiva miljöpåverkan för Avesta. Trots detta väljs vegetarisk kost, vilket är det beteende 

med den näst mest positiva påverkan, på grund av dess högre sannolikhet för genomförande och externa 

hälsofaktorer i samband med vegansk kost listade av Livsmedelsverket. Den bästa strategin som hittades under 

fallstudien är en Facebook-sida som riktar sig till befolkningen i Avesta, med särskild tonvikt på familjer med barn, 

och syftar till att varje vecka tillhandahålla vegetariska recept och annan miljö- och hälsoinformation som är 

relaterad till att äta vegetariskt. Denna strategi är vald på grund av Facebooks universellt tillgängliga, snabba och 

fria kommunikationsförmåga som direkt kan sprida information oavsett utrymme och tidsbegränsningar som 

människor kan ha i ett visst sammanhang. Denna strategi testas på en pilotgrupp bestående av familjer med barn för 

att bestämma dess effektivitet. Observationer, semistrukturerade intervjuer och en kvalitativ undersökning används 

för att utvärdera prestationen av denna strategi. Resultaten visar att strategin var övergripande framgångsrik, 

innehållandes vissa brister, vilket ledde till ökad kunskap om vegetariska recept bland familjerna och en ökad 

önskan att äta mer vegetarisk mat i framtiden. 
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1. Introduction 

The future of planet Earth is in jeopardy with natural and human systems being threatened by the effects of 

climate change (IPCC 2014, p. 1). Human activity has been positively correlated with the unprecedented 

increases in greenhouse gas emissions into the atmosphere from preindustrial levels (ibid.). The increases 

in emissions will cause the atmosphere and oceans to increase in temperature, increase sea levels and reduce 

snow and ice levels, thus placing stress on the current physical, biological and anthropogenic systems (IPCC 

2014, p. 7). The Planetary Boundaries report by Steffen et al. established a group of planetary boundaries 

which represent key components of the Earth systems, overshadowing the systems mentioned in the IPCC 

report. The report illustrates the estimated boundaries or limits that these systems can take before there are 

severe and irreversible consequences (Steffen et al. 2015, p. 1). Out of the nine boundaries listed, the climate 

change and biosphere boundaries are considered to be the core boundaries given their high level of 

integration with the other boundaries and their projected capability of pushing the Earth system out of the 

Holocene state (Steffen et al. 2015, p. 8). The IPCC report presents evidence of human activity increasing 

greenhouse gas emissions rates which raises concern that the climate change boundary is considered to have 

hierarchal significance. It is therefore considered that in order to achieve sustainable development, such as 

the 2030 Sustainable Development Goals (SDGs), this planetary boundary framework needs to be included 

in the planning processes (ibid.). 

 
The concept of sustainability, or sustainable development, was developed out of concern the state of our 

planet and what that state would turn into in the distant future. Sustainable development is most commonly 

defined as, “development that meets the needs of the present without compromising the ability of future 

generations to meet their own needs” (United Nations 1987, p. 37). Sustainable development consists of 

three components: environmental sustainability, social sustainability and economic sustainability (United 

Nations General Assembly 2005, pp. 11-12). The 2030 SDGs, the predecessor to the Millennium 

Development Goals, were established in 2015 based off of these three areas of sustainability (United 

Nations General Assembly 2015, p. 1). Of the 17 SDGs, goal 12 ensure sustainable consumption and 

production patterns and goal 13 take urgent action to combat climate change and its impacts appear to 

have the strongest connections anthropogenic emissions. This evidence suggests that altering human 

consumption will play a critical role in reducing anthropogenic emissions and will mitigate the effects of 

climate change. This chapter takes a look at the problem background surround these issues, the specific 

problem that is the focus of this research, the aim and research questions pertaining to this problem, the 

delimitations (empirical, theoretical and methodological) and the outline of this research. 

 

1.1 Problem Background 

The new IPCC Special Report on Global Warming of 1.5 C indicates with high confidence that global 

warming is likely to reach 1.5 degrees between 2030 and 2052 if it continues to increase at the current rate 

(IPCC 2018, p. 6). Climate change models indicate stark differences in the projected detrimental effects of 

climate change between a 1.5-degree temperature rise from pre-industrial levels and a 2.0-degree rise (IPCC 

2018, p. 9). These differences include increases in the mean temperature in most land and ocean regions, 

hot extremes in most inhabited regions, heavy participation in several regions and probable drought and 

precipitation deficits in some regions (ibid.). In order to have no or limited overshoot of 1.5 degrees, global 

net anthropogenic CO2 emissions need to decline by 45 percent from 2010 levels by 2030 and reach net 

zero around 2050 (IPCC 2018, p. 14). 

 

The Swedish Government created the Generational Goal which aims to change the direction of society in 
order to states that, “The overall goal of Swedish environmental policy is to hand over to the next generation 

a society in which the major environmental problems in Sweden have been solved, without increasing 

1 
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environmental and health problems outside Sweden’s borders” (Naturvårdsverket, 2015 p. 14). According 

to Naturvårdsverket (The Swedish Environmental Protection Agency), in order to achieve this goal, both 

the consumption and production of goods must change (Naturvårdsverket 2015, p. 11). However, this is not 

an easy task to accomplish in the given age of mass consumption. The climate impact connected to Swedish 

consumption is not falling and the ecological footprint of Swedish people is increasing to a point which in 

incompatible with long-term sustainable development (ibid.). 

 
Sweden’s consumption-based emissions were approximately 100 million tons of CO2 equivalent in 2015, 
which is approximately twice as large as Sweden’s terrestrial emissions. Of the 100 million tons of CO2 
equivalent, 66 million tons come from household consumption-based emissions (Naturvårdsverket 2017, 
pp. 96-99). In 2015, two thirds of the Swedish household consumption (excluding financial investments) 
consisted of food products and transportation (Naturvårdsverket 2017, p. 96). The average Swedish 
inhabitant in 2015 emitted approximately 11 tons of CO2 on average in 2015, which is well above the limit 
of the 2 tons of CO2 emissions per person by 2050 goal set by the Paris Agreement (ibid.). 

 

1.2 Problem 

The average Swedish person emits almost six times the limit set by the Paris Agreement (Naturvårdsverket 
2017, p. 96). This is well above the CO2 emission target set by the IPCC and is greatly concerning if 
emissions need to be cut in half by 2030 and net zero by 2045. Limiting the risks from global warming of 

1.5 degrees Celsius in the context of sustainable development involves behavior changes among other 

system transitions. Education, information and community approaches with influences by local knowledge 

can accelerate the wide-scale behavior changes consistent with adapting to and limiting global warming to 

1.5 degrees Celsius (IPCC 2018, pp. 23-24). This is not the only suggested strategy in the report but is one 

that is deemed to be of great importance by the IPCC. 

 

The concept of changing behaviors to more sustainable options from the IPCC is not an easy task. This can 

be seen in the medical field where many behavior change initiatives have taken place with the goal of 

improving individual’s personal health, such as anti-smoking, healthy diet and exercise campaigns. For 

example, is the health promotion campaign by the US Surgeon General which promotes 30 minutes of 

exercise for adults every day is met with a lack of engagement by the target due to people’s individual 

barriers to exercise and their cultures that reinforce the behavior of not exercising (Brawley et al. 2003, p. 

172). The lack of success of some health-related behavior change initiatives can be attributed to a lack of 

focus on the mediators and moderators of any given behavior change (Mâsse et al. 2011, p. 1). This lack of 

focus is connected to the shortcoming of researching the barriers that these individuals face with being 

active, the complexity and varying dimensions of what it means to exercise, and the complex factors 

involved in changing adult’s behavior and lifestyles which may be well established (Brawley et al. 2003, 

p. 174). 

 

These same challenges with attempting to changes people’s behaviors with health-related campaigns apply 

to sustainable behavior change as well. In some ways, these challenges to climate related behavior change 

are even more difficult to overcome because the effects of climate change are not always visible (Moser 

2010, p. 33). This implies that activities such as smoking cigarettes, eating and exercising are more relatable 

to people that the factors involved in the climate sciences. Another challenge is that people do not always 

understand the cause and effect elements of their consumption and how it contributes to climate change 

because it is not immediately noticeable (ibid.). People can also think that their lifestyles do not fit the 

criteria of being unhealthy or unsustainable compared to other people, and the less that people see a 

connection between their lifestyles and the negative behaviors the less likely they will comply with behavior 

change measures (Brawley et al. 2003, p. 175). However, arguably the biggest challenge to convincing 

people to change their behaviors with respect to climate change is that it may be possible that no one alive 



3  

today will see the Earth’s climate return to a state of pre-industrial levels. This presents huge cognitive, 

psychological and political challenges when pursuing measures to reduce carbon emissions on public and 

political levels (Moser 2010, p. 34). 

 

In order to get people to engage in climate related behavior change, the issue of climate change needs to 

compete with the day to day challenges of keeping one’s family healthy and providing food and shelter 

(Moser 2010, p. 35). According to Moser 2010, some core concepts need to be taken into consideration in 

order improve environmental communication and sustainable behavior change. Number one, clear images, 

metaphors and models are needed for people to mentally grasp climate change science. Number two, these 

individuals need to receive simple, clear, consistent and strong signals that encourage sustainable behavior 

change. Number three, relevant communication and support mechanisms need to be applied in order to help 

breach gaps of knowledge and understand of climate sciences. Number four, academics and scholars need 

to learn themselves how to communicate the knowledge of climate sciences in a comprehensive way to the 

general public, instead of just publishing highly academic facts which the general public may not 

understand. Academics should also learn further forms of rhetoric and activism to give the public some 

energy and hope to make a change instead of just blandly stating the climate statistics (Moser 2010, pp. 36- 

37). The marketing of behavior change is also not a simplistic task and presents additional challenges. 

 

Social marketing stresses that effective behavior change program designs need to have a comprehension of 

people’s barriers to the scheme or behavior being promoted (McKenzie-Mohr 2000, p. 546). The problem 

is that many environmental organizations assume that they already know what the barriers are that are 

preventing people from changing their behavior and that general informational campaigns can solve the 

issue (McKenzie-Mohr & Schultz 2014, p. 35). Normative social marketing also underestimates the 

importance specifically targeting certain groups of a community to study and develop strategies to 

overcome these people’s specific barriers to the behavior(s) being promoted (McKenzie-Mohr 2000, p. 

546). This lack of success that some general behavioral change campaigns have had has pressured program 

managers to focus more meticulously on specific barriers and the tools necessary to help people overcome 

these barriers (McKenzie-Mohr & Schultz 2014, p. 35). CBSM, a specialized form of social marketing 

which focuses more on the social sciences rather than merely on marketing, is designed to overcome the 

challenges and failures that behavioral change programs have faced in the past and present and create unique 

strategies for any given scenario (McKenzie-Mohr & Schultz 2014, pp. 36-37). 

 

1.3 Aim And Research Questions 

The aim of this study is to explain how Community-Based Social Marketing may serve as a mechanism to 

alter consumer behavior at the municipality level in Sweden. 

 

The research questions of particular interest are: 

 

1) Which behaviors, using Community-Based Social Marketing with the goal of reducing the carbon 
emissions per person, will be the most effective to implement at the municipality level in Sweden? 

2) Which strategy is the most appropriate to implement these behavior changes? 

3) How will this strategy effect people at the municipality level in Sweden? 

 

1.4 Delimitations 

The empirical delimitations of this project apply to the statistics from Naturvårdsverket used for the 

calculations during CBSM Step 1. After the data from the Fördjupad analys av svensk klimatstatistik 2017 
report and the data from the corresponding Naturvårdsverket webpages Konsumtionbaserade utsläpp av 
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växthusgaser per område and Konsumtionsbaserade växthusgasutsläpp per person och år, 

Naturvårdsverket updated the values using the new PRINCE (for Policy Relevant Indicators for 

Consumption and Environment) statistical system. PRINCE was a three-year project which was designed 

to improve the set of indicators used to estimate environmental impacts coupled to Swedish consumption 

domestic and foreign (Naturvårdsverket 2018, p. 10). As such the results of this project, “…reveal 

somewhat different patterns for different environmental pressures” (Naturvårdsverket 2018, p. 11). It is 

visible on Naturvårdsverket’s website that the values for carbon emissions related to household 

consumption have been updated. The values are rather similar but appear to be slightly lower than the values 

used in this project. Therefore, it is assumed that the values used from the 2017 Naturvårdsverket report 

will give a similar outcome to the values updated by PRINCE. 

 

Methodological delimitations also apply to the calculations made during this project. The values for the 

percentages of the areas that make up the per person emission total value of in 2015 are estimated by the 

author. The estimations are based off of the assumption that the percentage values referenced in Figure 4 

in Chapter 4.2. for total household consumption carbon emissions in 2015 are the same percentages that 
apply for the per person consumption carbon emissions in 2015. Total household carbon emission in 2015 

have the total value of 105.03 million tons of carbon dioxide including investments and 66.27 million tons 

of carbon dioxide excluding investments (Naturvårdsverket 2018, Konsumtionsbaserade utsläpp av 
växthusgaser per område). The value of 66.27, which excludes investments, is divided up in the follow 

way: food products 32 percent, transportation 31 percent, residency 21 percent, other 12 percent and textiles 

4 percent (Naturvårdsverket 2017, p. 99). These same percentages are applied to the per person value 6.73 

tons of carbon dioxide excluding investments in 2015 (Naturvårdsverket 2018, Konsumtionsbaserade 

växthusgasutsläpp per person och år). These values were calculated using logic under the assumptions 

stated above. These values are also stated as estimates in the text. 

 

Methodological delimitations also apply to additional components during the CBSM Step 1 calculations. 

The behaviors used during these calculations are based off of different sub-groups that make up the 

fractions, which added together equal the value of total household consumption emissions in Sweden during 

the year 2015. The emissions from these sub-groups such as meat consumption, personal vehicle use and 

home heating are assumed to be completely removed by the application of the alternative behaviors to 

replace them such as a vegetarian diet, cycling and alternative heating sources. Therefore, the calculated 

emission savings from these alternative behaviors are estimations given that they deal with absolute 

reductions in emissions in the values used, not accounting for additional factors that might cause a weaker 

value reduction than anticipated. Also, the estimations for commuting by bus and commuting by carpooling 

estimate a standard 50 percent reduction in carbon emissions related to transportation, given that both of 

these activities involve fuel consumption but instead shared between multiple people instead of one 

individual. These estimations were applied due to the uncertainties of how people on a given day share the 

carbon emission costs of riding the bus or carpooling, or the fuel type used in these vehicles. 

 

Additionally, the carbon emission value for personal car use in this research is estimated by the author. This 

is because the Naturvårdsverket Fördjupad analys av svensk klimatstatistik 2017 report does not 

specifically state what this value is in their report, but rather uses the term “fuel”. This can be seen in Figure 

6. It is assumed that fuel accounts mainly for personal vehicle emissions given that other forms of 

transportation are listed, such as airplanes, trains, boats and collective traffic but person vehicles are not 

listed. Additionally, this same report states in an earlier section that road traffic accounts for 94 percent of 

total domestic transportation emissions, with personal vehicle traffic account for 65 percent of that value 

and truck driving accounting 21 percent of that value (Naturvårdsverket 2017, pp. 55-56). These values are 

not specific to household consumption, but rather the total carbon emissions that came from within Sweden 

from transportation. Given this information it is assumed the category “fuel” is primarily made up of 

personal vehicle emissions and is therefore taken at absolute value during CBSM Step 1 calculations. 
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The statistics used in this study are for average Swedish consumption rates. The unit of analysis used in this 

study, Avesta kommun, may have different emission rates from the average Swedish emission rates given 

by Naturvårdsverket. It is assumed in this study that the emission rates related to consumption in Avesta 

are the same as the average rate of Swedish consumption. It is also acknowledged that the perceptions of 

the people in Avesta kommun, a major industrial town in Sweden, may differ from the perceptions of the 

average Swedish citizen in regards to how sustainability and sustainable behaviors are perceived. Therefore, 

the results of this study are not making generalizations for the entire country of Sweden, but instead 

answering the research questions with the unit of analysis as the focus. 

 

The theoretical delimitations revolve around the use of SPT. These delimitations revolve around the choice 

of SPT over other theories within the social sciences. For example, the theory of planned behavior can be 

used in this study as a theoretical framework due to its focus on explaining how perceived behavioral control 

combined with behavioral intention can be used to predict behavioral achievement (Ajzen 1991, p. 184). 

The theory of self-efficacy, similar to the theory of planned behavior, which predicts the amount of energy 

a given person will put into starting and maintaining any type of behavioral change can also be relevant for 

this study (Bandura 1977, p. 191). However, SPT is chosen for this study because of its strong connections 

to sustainable behavior change, which is highlighted in Chapter 2.2. 

 

1.5 Outline 

This thesis begins with the introduction in Chapter 1, which explains the problem of this study and the aim 

that engages this problem. The research questions are also included in this chapter which serve the purpose 

of navigating the boundaries of the thesis and the investigative processes of the research. Chapter 2 covers 

the theoretical framework, starting with and explanation of SPT and then drawing a connection between 

SPT and sustainability. This chapter then gives an explanation of CBSM and then connects CBSM to SPT, 

thus creating the conceptual framework of the study. Chapter 3 goes on to describe the method that is used 

in the thesis, explaining the rationale for a CBSM case study, the unit of analysis and the analytical 

techniques used to evaluate the findings. Chapter 4 moves on to look at the relevant empirical background 

for this research which includes a presentation of different CBSM case studies previously conducted and 

the data concerning Swedish household consumption-based emission per area. Chapter 5 covers the 

empirical results from the CBSM case study, presenting the data from the observations, semi-structured 

interviews and qualitative surveys conducted during this study. Chapter 6 takes these findings and applies 

them to the conceptual framework in order to obtain a deeper understanding of the results in the context of 

SPT. Chapter 7 then takes all of the information presented in the research and applies it to the research 

questions, opening up a discussion about the meaning of the data uncovered during the thesis. Chapter 8 

concludes the thesis by tying the key findings to the aim of this study. 
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2. Theoretical Framework 

This chapter will look at the theories and supporting concepts that are used for the development of this 

research. The chapter starts with Social Practice Theory and its relevance to the aim and research 
questions. The next chapter draws the connecting between Social Practice Theory and climate change, 

further connecting its importance for understanding issues related to climate change and sustainability. 

The origins and relevance of Community-Based Social Marketing in this research is discussed in the 
following chapter. Finally, a conceptual framework is constructed between Social Practice Theory and 

Community-Based Social Marketing, providing a lens to view the information in the following chapters. 

 

2.1 Social Practice Theory 

SPT will be the theoretical framework of this study. In SPT, a practice is defined as routinized type of 
behavior and pattern which is created by many individual and unique actions (Reckwitz 2002, pp. 249- 

250). This theory is relevant in this research due to the fact that SPT has the capability of analyzing and 

further understanding complex issues such as social inequalities, obesity and climate change (Shove et al. 

2012, pp. 1-2). People’s behaviors are by default connected to social practices, thus concluding that the 

development of practices is required in order to change behaviors (Warde 2005, p. 140). Adjustments in 

social practices can also lead to changes for patters of consumption, and changes in the organizations and 

frameworks where consumption takes place (Shove et al. 2012, p. 2). SPT consists of three main 

components: materials, competences and meanings. 

 

Materials can be defined as objects, physical entities, technologies or something that can be physically 

constructed from the listed terms in a practice (Shove et al. 2012, p. 14). Looking at the practice of cycling, 

the physical bicycle, the road the individual shall ride on and the helmet they are wearing are some of the 

materials involved in the practice. 

 

Competences can be defined as the knowledge, technique or skills involved in performing a practice (ibid.). 

Using the example of riding a bike, the competences involved in this practice include knowing how to 

accelerate the bike, how to use the brakes and how to maintain balance. 

 

Meanings can be defined as the aspirations, meanings or ideas involved in a practice (ibid.). With riding a 

bike, the meanings of this practice could include improving physical/mental health, commuting more 

sustainably, reducing transportation costs or simply to experience the joy of being outside. 

 

 

 
 

 
 

 

 
 

 
 

 

 

 

 
 

Figure 1. Components of Social Practice Theory (Shove et al. 2012, p. 14). 
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Practices are characterized by the independent relationships between these three main components and how 

they are connected to each other (Shove et al. 2012, p. 24). Figure 1 illustrates these connections. If these 

three components exist without linkage they are considered a proto-practice, and likewise if the components 

exist with linkages that are fading away they are considered ex-practices. Ongoing practices only exist when 

the linkages between materials, competences and meanings are solid (ibid.). New practices involve the 

linkages between each of these components but also involve the components mutually shaping each other 

(Shove et al. 2012, p. 32). 

 

Since solid connections between the three components of SPT are a requirement for practices to exist, it 

raises the question of what happens if these linkages end? Shove et al. uses the example of cars in the early 

20th century to explain this phenomenon. The materials involved in driving cars at the beginning of this 

practice required having extra items (driving gloves, goggles, jackets) due to the open frames of the vehicles 

during that time (Shove et al. 2012, p. 34). During the start of this practice, these materials must have 

played a vital function. However, as time and technological development progressed (frame/window 

development, air conditioning, etc.), those specific materials for driving became obsolete and thus became 

a part of other practices such as winter activities (ibid.). The competences and meanings of driving the old 

cars may not entirely fade away as the skills and purposes of actually driving those cars may be the same 

as driving a car today. However, the hand signals for traffic, the need for using a physical map and the 

luxurious status of owning a car have become virtually obsolete with today’s technological and economic 

advancements (Shove et al. 2012, pp. 34-35). When the links between materials, competences and 

meanings are broken from each other, each of the components can completely disappear, remain dormant 

or can morph into new practices (Shove et al. 2012, p. 35). 

 

SPT is considered to have two forms of practices according to Schatzki, dispersed practices and integrative 

practices. Dispersed practices occur in most areas of social life such as imagining, following rules and 

explaining. In order to carry out these actions, such as ‘explaining’, one must have an understanding how 

to: perform the given action of ‘explaining’, have the capability of identifying ‘explaining’ when it is being 

conducted by oneself or another person and have the ability to respond to an explanation (Warde 2013, pp. 

19-20; Schatzki 1996, pp. 91-92). In other words, dispersed practices are “…about ‘knowing how to’ do 

something, a capacity which presupposes a shared and collective practice involving performance in 

appropriate contexts and mastery of common understandings, which are the grounds for a particular act 

being recognizable as explaining” (Warde 2013, p. 20). 

 

Integrative practices are considered to be more convoluted. They are also more relevant when studying 

consumption (Warde 2005, p. 135). They are considered to be the more complicated practices found in 

certain areas of life (Schatzki 1996, p. 98). Business practices, farming practices and cooking practices are 

examples of this (Warde 2013, p. 20). Schatzki has three criteria for integrative practices. The first is that 

acts can be understood as legitimate, even when they are innovative (Schatzki 1996, pp. 101-102). The 

second is that, “…practices are social by virtue of exhibiting coexistence with indefinitely many other 

people” (Schatzki 1996, p. 105). The third is that the institution of an integrative practice exists not only in 

the mind of individuals but within the performances themselves (ibid.). Warde considers integrative 

practices to be socially constructed entities. He states that interested parties are the social organization 

which is a required condition for the existence of any practice. He also adds that entities such as government 

agencies play important roles in the engineering of integrative practices because these entities create rules 

which discourage unwanted behaviors and advertise desirable ones, based off of the entity’s definition of 

what is desirable and undesirable. These entities can formalize practices by issuing descriptive guidelines 

to the public on how to perform specific practices (Warde 2013, p. 23). Warde’s description of integrative 

practices and an organization’s relationship with these practices can be seen in general sustainability 

campaigns created by a government agency, NGO or company such as anti-pollution, recycling or food 

waste campaigns. 
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2.2 Social Practice Theory And Sustainability 

SPT has strong connections to climate change and other sustainability issues. As Shove and Spurling 

explain, “…social theories of practice provide an important intellectual resource for understanding and 

perhaps establishing social, institutional and infrastructural conditions in which much less resource 

intensive ways of life might take hold” (Shove & Spurling 2013, p. 1). This connects directly to the issues 

presented earlier by the new 1.5-degree IPCC report which strongly emphasizes the need for humanity to 

reduce carbon emissions. Theories of practice are capable of feeding into questions of sustainability from 

the angles of contributing to the understandings of justice, transition, innovation and political economy, and 

consumption (Shove & Spurling 2013, p. 11). Shove & Spurling also state that, “bringing individual carbon 

or ecological footprints back into the range of ‘one planet’ is likely to require a radical redefinition of what 

counts as normal social practice, and of the institutions and infrastructures on which these arrangements 

depend” (Shove & Spurling 2013, p. 1). This emphasizes the need to focus on behavioral change initiatives 

on order to meet the sustainability goals set by the IPCC, United Nations and other government agencies. 

 

The 21st century and the age of digitalization create new opportunities for how SPT can be understood, both 

in general terms and its application to sustainability. Information and communication technology (ICT) and 

its impacts on the environment (energy and resource consumption) have been studied greatly during the 

1990s, but now research on ICTs has been focusing on its potential to improve sustainability in everyday 

practices through temporal and spatial organization (Røpke & Christensen 2013, p. 49). This is because 

environmental impacts are established by the materials consumed through ordinary practices, and ICTs 

provide new contexts for how ordinary practices are performed in space and time potentially reducing the 

amount of resources required for a given practice (Røpke & Christensen 2013, pp. 52-57). Shove et al. 
claim that a practice is both a relatively enduring and relatively recognizable entity so long as it is apparent 

across space and time (Shove et al. 2007, p. 71). In the age of smart phones, high speed internet and social 

media outlets such as Facebook, ICTs support a partial de-coupling of practices from their original space- 

time position (Røpke & Christensen 2013, p. 57). This allows individuals to work from home instead of 

commuting and also allows them to purchase material goods, such as CDs, electronically, thus reducing the 

emissions of the original practices (Røpke & Christensen 2013, p. 60; Weber et al. 2010, p. 765). ICTs, 

such as social media outlets, also have the unique capability to quickly engage practitioners into improving 

their skills, for instance offering new recipes through electronic distribution to chefs and families (Røpke 

& Christensen 2013, p. 63). 

 

Another perspective on SPT can be seen Sayer’s perception of behavior change and sustainability. 

Changing behaviors to more sustainable options will presumably induce animosity on macro-level 

establishments. A radical redefinition of normal social practices will likely cause conflicting interests with 

status quo political and economic systems that exist in modern times (Sayer 2013, p. 167). That is why it 

can be considered ironic that large political entities promote more sustainable lifestyles towards both 

individuals and businesses when in reality that concept goes against a capitalistic economic system which 

feeds off of unsustainable growth (ibid.). Therefore, one cannot understand current and more sustainable 

practices without considering the conflicts that arise within current political and economic systems (Sayer 

2013, p. 173). As stated previously, the IPCC recommends that local knowledge on community level 

approaches be considered when attempting to meet the climate goals stated in their report. Perhaps it is 

feasible to assume that local organizations applying bottom-up approaches could have less conflicting 

economic interests as large organizations with top-down initiatives due to smaller economic ties. However, 

Sayer claims that the only way to make capitalism, and the practices it includes, sustainable is to decouple 

economic growth from greenhouse gas emissions (Sayer 2013, p. 177). 

 

SPT is important for meeting the challenges presented by climate change because any strategy to mitigate 

or reverse the factors involved in creating this phenomenon will involve changing social practices (Shove 
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et al. 2012, p. 140). Human activities, specifically those that deal with high consumption and poor resource 

management, have been the focus of the causes of anthropogenic climate change in IPCC reports discussed 

earlier. The Attitude, Behavior and Choice (ABC) paradigm is popular amongst government agencies, 

which indicates that the responsibility for taking action against climate change is placed on the behavioral 

choices of individuals (Shove 2010, p. 1274). ABC pursues two general goals: to persuade people to 

advocate for more sustainable lifestyles and to remove the barriers preventing people from engaging in 

these lifestyles (Shove et al. 2012, p. 142). The goals of ABC appear to generally align with steps involved 

in CBSM seen in Appendix A, but CBSM focuses heavily on local government and community action, and 

also on a bottom-up approach. Shove 2010 explains ABC as a strategy that is generally applied in a top- 

down fashion, referencing the UK’s climate change policy (Shove 2010, p. 1274). 

 

This approach alone is a concern to some social scientists because it clouds the extent that government 

institutions are held accountable for their unsustainable practices with regards to their personal economic 

interests (Shove 2010, p. 1274). This concern about ABC is also touch upon by Sayer 2013. Shove et al. 

2012 goes on to argue that if the aim of sustainable behavior change is to understand and possibly mold 
practices of which modern society is formed, then researching individual barriers to behavior change is of 

little value (Shove et al. 2012, p. 142). This is a direct contradiction to CBSM. They go on to argue that it 

is better to conduct research to quantify the growth of particular practices, the disappearance or extinction 

of other and how systematic moves in the direction of sustainable behavior change can be detected (ibid.). 

However, the purpose of this research is not to question how much responsibility should be placed on the 

individuals versus institutions with regards to climate change mitigation, but rather to investigate the 

behaviors and strategies best suited to meet the goal of reducing the carbon footprint on the individual level 

issued by the IPCC and other institutions. With this in mind, CBSM is a relevant and useful sustainable 

behavior development method for this project. 

 

2.3 Community-Based Social Marketing 

CBSM is a social marketing concept coined by Doug McKenzie-Mohr, Ph.D. He created CBSM due to the 

problems and failures that behavioral change campaigns run into (McKenzie-Mohr 2011, p. 8). This is 

because general information-based campaigns targeting sustainable behavior change seldom deliver the 

desired outcomes (ibid.). Dr. McKenzie-Mohr proposes an effective alternative option to general 

information and economic incentive campaigns called Community-Based Social Marketing. He states that 

CBSM’s success is due to its pragmatic five step process of: selecting behaviors, identifying barriers and 

benefits, developing strategies, piloting and finally broad-scale implementation and evaluation (ibid.). 

These steps are described in detail in Appendix A. Figure 2 illustrates the connection between these five 

steps. 
 

 

Figure 2: Community-Based Social Marketing (based on McKenzie-Mohr pp. 8-10). 

 

McKenzie-Mohr states general information-based campaigns normally consist of two common approaches: 

the attitude-behavior approach and the economic self-interest approach (McKenzie-Mohr 2011, p. 3). The 

attitude-behavior approach, “…assumes that changes in behavior are brought about by increasing public 

knowledge about an issue, such as climate change, and by fostering attitudes that are supportive of a desired 

activity, such as taking a bus rather than driving” (McKenzie-Mohr 2011, p. 3). However, many studies 

suggest that mere educational campaigns have little effect on sustainable behavior (McKenzie-Mohr 2011, 
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p. 3). McKenzie-Mohr points to several examples to support this claim. One study evaluating the efficiency 

of attitude-behavior energy conservation programs in Virginia, USA concluded that the attendees of these 

sessions showed little to no application of the suggested strategies to conserve energy in the household 

(Geller 1981, pp. 333-334). A similar study in the Netherlands shows that one-time informational 

campaigns directed towards community members to reduce energy consumption had no effect on reducing 

energy consumption (Midden et al. 1983, pp. 83-85). An additional study made by Environment Canada 

on Canada’s One-Tonne Challenge which used this attitude-behavior approach, indicated that only 51 

percent of Canadians were aware of the campaign and that is was overall unsuccessful in achieving 

individual behavioral change to meeting the carbon emissions reduction goal (Environment Canada 2005, 

pp. 13-17). 

 

The economic self-interest approach, “…assumes that individuals systematically evaluate choices, such as 

whether to install additional insulation to an attic or purchase a high efficiency showerhead, and then act in 

accordance with their economic self-interest” (McKenzie-Mohr 2011, p. 6). McKenzie-Mohr describes how 

this assumption suggests that an organization only needs to give the public information about the financial 
benefits of a sustainable behavior in order for the public to change their behavior (McKenzie-Mohr 2011, 

p. 6). However, McKenzie-Mohr points several examples how that this approach does not work so 

effectively. The first, in the 1980’s the California state government spent an average of 200 million USD 

on mass media advertising the financial benefits of installing energy conservation utilities to the public. 

Given the massive investments, the results showed narrow success (Costanzo et al. 1986, p. 521). Another 

example is the Residential Conservation Service Act (RCS) passed by the United States Congress which 

required extensive electric and gas utilities to provide audits to homeowners to increase energy efficiency, 

a listing of local contractors and suppliers and access to interest-free or low-cost loans (McKenzie-Mohr 

2011, p. 6). Only 5.6 percent of these households inquired to have their households inspected by an RCS 

inspector (Hirst 1984, p. 422). Of those 5.6 percent of households who made an inquire, only 50 percent 

took measures to enhance the energy efficiency of their homes (Hirst et al. 1981, p. 628). For the households 

who took measures to enhance the energy efficiency of their homes, the energy savings ranged from 3 to 5 

percent of their initial energy consumption levels (Hirst 1984, p. 428). McKenzie-Mohr suggests that this 

program was a failure given the massive 2 million USD investment made by the US government and the 

minuscule returns received with regards the participants and energy savings (McKenzie-Mohr 2011, pp. 6- 

7). 

 

McKenzie-Mohr notes that the problem with the attitude-behavior approach and the economic self-interest 

approach is they both use traditional marketing methods. The problem stems from marketing sustainable 

behavior, such as installing solar panels, as a “product” (McKenzie-Mohr 2011, p. 7). As Stern & Aronson 

describe this problem, “Because information is effective only if it attracts attention, telling people how to 

save energy can be seen as an advertising problem. But there are important differences between offering 

energy information and selling soap or toothpaste” (Stern & Aronson 1984, p. 84). Reiterating this point, 

mass media campaigns with the goal of promoting sustainable behavior fail because they underestimate the 

challenges associated with changing behaviors and instead focus too much on the message marketing 

(Costanzo et al. 1986, p. 526). These challenges include identifying and understanding the complex barriers 

associated with adopting new sustainable behaviors, such as biking to work or using more energy efficient 

technology. These diverse barriers mean that information campaigns by themselves will seldom bring about 

sustainable behavior change (McKenzie-Mohr 2011, p. 8). Therefore, McKenzie-Mohr claims that CBSM 

is a behavioral change method that addresses the issues that arise in the general information campaigns. 

 

2.4 A Conceptual Framework 

SPT has strong implications for meeting the challenges from climate change and promoting more 

sustainable forms of behavior, outlined in the previous chapter. Policy interventions from government 
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agencies can increase the chances that current social practices can change to more sustainable alternatives 

(Shove et al. 2012, p. 146). Changing individual behavior through the psychological techniques of CBSM 

is key to achieving sustainability goals, such as reducing carbon footprints, in order to secure a more a 

sustainable future, but only if it is done through high levels of public participation (McKenzie-Mohr 2000, 

p. 544). Policy makers and other actors have the ability to influence the amount of elements in circulation, 

the conditions that practices relate to each other, the careers and life paths of practices that people connect 

to and the way that the circuits of practices are reproduced (Shove et al. 2012, p. 146). With this evidence, 

CBSM is a method that appears to fit within the frame of SPT. In order to answer the research questions 

in this study, a conceptual framework is developed combining the entire entity of CBSM to the theoretical 

framework of SPT in order to understand how sustainable behavior change can occur at the municipality 

level in Sweden. Figure 3 illustrates this conceptual framework. 

 

Figure 3. Conceptual framework (based on Shove et al., 2012: 14, modified by the author). 

 
 

Materials in this conceptual framework are seen as the physical objects used in a given individual’s 

behavior (practice) in Sweden such as: vehicles, electronic devices, food products and clothing. More 

specifically, these materials are ones that have or contribute to lower carbon emissions than the materials 

used which have higher carbon emissions (ex. a bike vs. a car). Competences in this conceptual framework 

are seen as the knowledge, skills or techniques used in a given individual’s behavior in Sweden. Within this 

framework the knowledge, skills or techniques in engaging in more sustainable forms of behavior such as 
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using alternative forms of transportation, preparing vegetarian/vegan food, installing more energy efficient 

technologies in the household or knowledge of where to buy second hand clothing. Meanings in this 

conceptual framework are seen as the meanings, aspirations or ideas involved in an individual’s behavior 

in Sweden. These are meanings that give people the motivation to engage in more sustainable forms of 

behavior. 

 

The CBSM framework is situated at the core of the SPT triangle. This is because the holistic process 

involved in of CBSM creates behavior innovations which may impact the materials, competences and 

meanings of a given practice, potentially causing it to be influenced or changed. The innovations of a 

practice which cause changes between the three elements of SPT will likely break previous links between 

these elements and create new ones (Shove et al. 2012, p. 58). After the distributed agency potential has 

been established, in this case CBSM strategies, change can occur in one’s behavior do to exposure and 

engagement to new practices (Sahakian & Wilhite 2013, p. 30). However, some elements of the previous 

behavior (practice) can remain dormant, not being visible for the new practices but available to reemerge 

for future use (Shove et al. 2012, p. 58). This means that the SPT elements involved in cooking meals with 

meat could remain dormant and later reemerge in the SPT elements for cooking vegetarian or vegan meals, 

due to the potential similarities between the practices. In other scenarios the elements involved in a previous 

practice may be completely destroyed all together (ibid.). The CBSM strategies will likely have an impact 

on current practices deemed to be unsustainable by the IPCC, but how much the practices will change is 

to be seen in this study. This conceptual framework will help guide this research by illustrating the 

connection the that CBSM and SPT have with each other. 
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3. Method 

This chapter will look at the method that will be used in this study. It will start with the research design of 

this study and the use of an abductive approach. The use of a literature review during research is then 
explained with key sources of acquiring literature identified. The main focus of this chapter is then identified 

with the use of a case study in this thesis. The explanation of the case study is broken down into the case 

study’s unit of analysis, techniques for collecting data and quality assurance. This chapter concludes with 
ethical considerations, data analysis and case study delimitations. 

 

3.1 Research Design 

This project works with the rather uncharted area of CBSM in Sweden and the behavior change strategies 

this method can provide. This investigation will include a case study in addition to a literature review to 

answer the stated research questions. The research design of any project working with case studies should 

include research questions, propositions, case(s), logic to connect data to propositions and the archetype to 

interpret the findings (Yin 2018, p. 27). These components will be touched on in the following sub-chapters. 

Due to the potential unknown factors of this study, a flexible research design is preferred. An abductive 

approach is applied to this research due to its compatibility with refining concepts and an evolving 

framework (Dubois & Gadde 2002, p. 558). This approach combines well with case study research because 

of the unknown factors and unknown connections between these factors that can occur during case studies 

(Dubois & Gadde 2002, p. 555). Abductive approaches are also beneficial to researchers who aim to 

discover new things such as variables and concepts (Dubois & Gadde 2002, p. 559). 

 

3.2 Literature Review 

An active literature will be conducted during this study. A literature review has two main benefits in 

research. The first is to show one’s expertise of the subject matter and the second is to use as supporting 

evidence for the research questions and the case study (Yin 2018, p. 234). The literature review will also 

be relevant for parts of the CBSM case study steps, mainly step 2 identifying barriers and benefits. This is 

due largely to the fact that barriers and benefits to any given behavior, in this case sustainable behavior, are 

usually activity-specific and therefore require a meticulous review of relevant articles and reports in regard 

to these barriers and benefits (McKenzie-Mohr 2011, p. 23). A literature review is also required for step 1 

selecting behaviors when gathering statistics for the environmental impacts of specific behaviors. 

Naturvårdsverket’s Fördjupad analys av svensk klimatstatistik 2017 serves as the database for Swedish 

emissions per person required for CBSM Step 1. These steps are described in more detail in Appendix A. 

Uppsala University’s Library and Google Scholar will be the primary search tools used to acquire literature. 

 

3.3 Case Study 

An empirical case study is conducted in order to answer the listed research questions. Case studies attempt 

to highlight a decision or multiple decisions with a particular focus on why they were taken, in what way 

they were conducted and what the end result is (Schramm 1971, pp. 2-5). This classic definition 

concentrates on ‘decisions’ being the focal point of the study, but case studies can also focus on individuals, 

organizations, processes, programs, neighborhoods, institutions, and events (Yin 2018, p. 14). This 

flexibility on the focal point of a case study allows for a community in Sweden to be the center of the case 

study. 
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A single-case design is used for this case study. Single-case studies are appropriate in several situations and 

in this study, it is due to the fact that it qualifies as a common case. In a common case the objective is to 

study the conditions of an everyday circumstances because of the information it could provide about social 

processes and their connections to theory (Yin 2018, pp. 49-50). An example of this is the study of a single 

town, Villa Victoria in Boston, regarding low-income homes in the area and the information gained from 

observing the connections these homes have between social capital and poverty (Small 2004, pp. 175-176). 

This single-case study will be holistic (single unit of analysis) because of its intended observations of the 

global nature of a community with no existing subunits. It is also relevant for the study to be holistic because 

the theory SPT applied to the case study is also of holistic nature (Yin 2018, p. 52). 

 

3.3.1 Unit Of Analysis 

Avesta kommun (Avesta Municipality) will serve as the unit of analysis in this study. Avesta kommun has 

a population of 23,256 people and is located in Dalarna County, Sweden (Avesta kommun 2018). A CBSM 

case study is conducted with this unit of analysis. Avesta kommun is chosen as the unit of analysis because 

it has a sustainability goal which is closely associated with the goals set by the IPCC and the Paris 

Agreement that aim to reduce the carbon footprint per person. This goal is stated as, “Avesta’s ecological 

footprint per person should be smaller, the negative consequences of our consumption of goods, materials 

and energy should decrease” [translation] (Avesta kommun 2018, p. 2). Therefore, this municipality is a 

proper fit to conduct a case study at the local government level in Sweden. In this case, the ecological 

footprint is interpreted as carbon footprint with CO2 gas as unit of measurement. Avesta kommun is also 
chosen as the unit of analysis because the researcher has had an internship at this municipality, allowing 

for the access and utilization of municipality’s communication resources in order to develop a more in- 

depth study. The CBSM case study will be conducted with the reduction of the carbon footprint per person 

as the focus. 

 

3.3.2 Technique For Collecting Data 

Using multiple sources of evidence, otherwise known as triangulation, during the data collection process is 

critical for case study research. This is due to the fact that case studies allow the opportunity to gather 

different forms of information which gives more validity versus experiments, surveys or histories (Yin 

2018, pp. 126-127). Multiple sources of information are also a requirement for conducting a CBSM study 

and fulfilling the listed steps, which can be seen in Appendix A. Achieving the procurement of multiple 

sources of evidence helps enhance the constructive validity of the study (Yin 2018, p. 128). The multiple 

sources of information used in this study is based off of standard single case study sources and the suggested 

sources by Doug McKenzie-Mohr. 

 

Documentation is an essential and relevant data collection method for any case study (Yin 2018, p. 113). 

This project involves a considerable amount of social contact being made with the people living within 

Avesta kommun and is therefore important to document this contact. This may include researching emails, 

newspapers, meetings, internet posts and other media sites (Rubin & Rubin 2011, p. 26). Much of the 

contact in this study will be made via email or social media due to the time and space constraints of this 

study, which emphasizes the importance of documenting this communication. It is important to note that 

not all documents or documentation should be taken as literal but instead as interpretations made by people 

(ibid.). Nonetheless, documentation should be applied as a research tool for a case study because of the 

important background knowledge that can be gained about the phenomena, organization or community 

being studied, which may help in the development and implementation of the other data collection methods 

(Yin 2018, p. 115). All sourced of data collection are documented in Table 1.
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 Table 1. Data Collection During the Case Study. 
Data Collection Method Number of 

Respondents 
Validation Date of Completion 

CBSM Step 1 
Quantitative Survey 

149 Table 2 18-11-15 

CBSM Step 2 
Qualitative Survey 

30 Appendix D 18-12-05 

CBSM Step 4 Family A 
Observation/Semi-
Structured Interview 

1 Appendix F 19-03-04 

CBSM Step 4 Family B 
Observation/Semi-
Structured Interview 

1 Appendix F 19-03-11 

CBSM Step 4 Family C 
Observation/Semi-
Structured Interview 

1 Appendix F 19-03-18 

CBSM Step 4 Family D 
Observation/Semi-
Structured Interview 

1 Appendix F 19-03-25 

CBSM Step 4 
Qualitative Survey 

22 Appendix E 19-04-08 

 

Archival records are important for gathering the relevant quantitative data for this study. The statistical data 

collected by this measure can play a critical role in developing any case study (Yin 2018, p. 117). In this 

case study, an analysis of the statistical data on the carbon emissions per person in Sweden is vital. Analysis 

of documentation made by the Swedish Environmental Protection Agency on emission rates per area 

(transportation, electricity consumption, food and agriculture, etc.) is required for the completion of the 

first step of CBSM. Specific information on this requirement can be seen in Appendix A. 

 

Surveys are conducted to gather data in this study. Surveys are required for the achievement of the CBSM 

steps, mainly with CBSM Steps 1 and 2. The specific focus of these surveys is gathering key qualitative 

and quantitative data from a sample population in order to gain a strong understanding of the variables in 

the specific municipality. The use of surveys in CBSM is further outlined in Appendix A. Surveys alone 

will not provide sufficient data to answer all of the research questions in a case-study, as mentioned in the 

previous paragraph, but they serve an important purpose for CBSM. Surveys serve as one of many research 

methods in this case study which reinforces data triangulation. 

 

Interviews are administered during this case study due to their ability to gain vital information on human 

affairs and actions during case studies (Yin 2018, p. 121). Interviews have flexibility during the construction 

and administration processes and tend to be less rigid and more adaptable (Rubin & Rubin 2011, p. 35). A 

framework for shorter case-studies was used when developing the interview questions. In these cases, the 

interviews can still be open-ended and conversational like, but they will need to follow the case-study 

protocol more strictly (Yin 2018, p. 119). The interviews will follow a semi-structured format where there 

will be a select number of questions prepared in advance, but follow-up will be asked on the spot to gain 

additional insight (Rubin & Rubin 2011, p. 31). Each of the interview questions are based on each of the 

three points of SPT, materials, competences and meanings, in order to gain a further understanding on how 

behaviors being promoted through CBSM can be explained through social practices. It is important to note 

that interviews can be conducted in the form of a survey using a structured questionnaire, producing data 

that serves as evidence for the case-study (Yin 2018, p. 120). This method will be applied to some of the 

interviews due to the pace and time restrictions of this study, in addition to surveys which will be issued 

for steps 1 and 2 of CBSM. Personal interviews will also be conducted during the same time as the 

observations. 
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Observations are conducted at the same time as the interviews in this study. Direct observations can be 

made when the relevant social or environmental conditions are available to see. These observations can be 

formal such as observations of factory work and classrooms, or they can informal in the case of observations 

through fieldwork or even interviews (Yin 2018, pp. 121-122). Participant observations can be viewed aa 

a more informal form of observation. These observations involve participation by the observer in some 

shape or form in the activity being studied, whether its active or minimal (Rubin & Rubin 2011, p. 26). 

Participant observations also yield unique or uncommon opportunities for collecting case study data due to 

the opportunities of getting access to groups or events that may not have been accessible (Yin 2018, p. 124). 

There are challenges associated with this type of observations. This mainly due to the fact that the level of 

participation in the event or group being studied may impact what can actually be observed (Rubin & Rubin 

2011, p. 26). The level of involvement can also create potential biases in the observations if the researcher 

is not careful (Yin 2018, p. 124). That is why it is best if the researcher maintains a low-key roll in the 

participation which allows them to make observations and record them and reduces their influence on what 

is occurring in the study (Rubin & Rubin 2011, p. 26). 

 
3.3.3 Quality Assurance 

Case studies are intended to represent a logic set of statement and should therefore be tested to determine 

the quality of the research design (Yin 2018, p. 42). These tests include constructive validity, internal 

validity, external validity and reliability. Validity in general terms is concerned with identifying if the 

findings in the study are actually what they seem to be (Robson 2002, p. 93). Constructive validity deals 

with ensuring that there is an operational set of measures in place that prevent one’s subjective judgements 

from confirming the researchers preconceived notions. Using multiple sources of evidence and having 

informants review these findings helps enable this type of validity (Yin 2018, p. 43). Internal validity 

addresses how the researcher is trying to find causal relationships and also how the researcher may attempt 

to make inferences about that data which is not found. Using pattern matching, explanation building and 

using logic models helps obtain this type of validity (Yin 2018, p. 45). External validity works with 

preventing the researcher from making statistical generalizations through the use of theory in single-case 

studies (ibid.). Reliability is seen as the consistency or stability of a measure regarding if the same results 

would be obtained if the same study was repeated (Robson 2002, p. 93). Documentation of all work 

conducted during a study is the best way to ensure that the same type of study could be repeated in the 

future (Yin 2018, p. 46). Table 2 shows how each of these case study tests are addressed by the case study 

tactics used in this study. 
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Table 2. Case study strategies for creating validity and reliability within research (based on Yin 2018, pp. 
42-43; modified by the author) 

 
Constructive validity is achieved in this study through the use of data triangulation. Observations, semi- 

structured interviews and quantitative and qualitative surveys were used to obtain data in this study. The 

notes taken during the observations were shown to the respondents directly after the session was completed 

and all other forms of data are archived. Internal validity is completed in this study by conducting pattern 

matching and explanation building of the results which is done in the analysis chapter. Logic models which 

assist in this process are developed in the entire theoretical framework chapter, specifically with the SPT, 

CBSM and conceptual framework models. External validity is accomplished through the use of SPT to 

help guide the understanding of the data. Reliability is obtained by the use of case study protocol seen in 

the case study sub-chapter, the transparency of all collected data which is seen in Appendixes C though F 

and that the same frameworks are applied to all sources of data collection. 

 

3.4 Ethical Considerations 

It is imperative that ethical aspects are considered at all stages of research, especially during the early stages 

(Robson 2002, p. 65). Ethical aspects in this case are defined as what is good and bad or right and wrong 

in reference to the general principals of what a person should and should not do (Robson 2002, p. 66). 

Professional researchers seek to achieve high ethical standards in their research by being honest about the 

findings, not falsifying information, showing credibility and ensuring accuracy (Yin 2018, p. 87). This 

Case study tests Case study tactics Applied in this project 

Construct validity • Use multiple sources of evidence 

• Have key informants review draft case 
study report 

• Triangulation through the 
data sources: observations, 
interviews and surveys in Ch. 
5 

• Accounts of the observations 
were shown to test subjects 
directly after the studies were 
completed, interviews were 
recorded and transcribed, 
survey results archived 

Internal validity • Conduct pattern matching  

• Conduct explanation building 

• Use logic models 

• Completed through data 
analysis in Ch. 6 

• Completed through data 
analysis with the application 
of the conceptual framework 
to the data in Ch. 6 

• The theoretical and 
conceptual frameworks were 
applied to all sources of data  

External validity • Use theory in single-case studies • Theory is defined in Ch. 2 
and applied to the data in Ch. 
6 

Reliability • Use case study protocol 

• Develop a case study database 

• Maintain a chain of evidence 

• Completed in Ch. 3.3 

• Database of all data are seen 
in Appendixes C through F 

• The same frameworks are 
applied to all sources of data 
collection 
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ethical transparency is shown in all stages of this research. This research will include the participation of 

individuals in the case study. In order to ensure ethical consideration regarding protecting the participating 

members, this study will follow the guidelines set by the National Research Council. These include: 

obtaining informed consent from everyone participating in the study with a detailed description of the nature 

of the study, protecting these participants from harm and deception in the study, protecting the privacy and 

confidentiality of the participants, taking special precautions for extra vulnerable participants including 

children and selecting the participants equitably (National Research Council 2003, pp. 23-28). 

 

This research complies with these standards in the following ways. The request to participate in the case 

study is sent out to employees of Avesta kommun who are connected to the municipality’s intranet 

communication system as a general email, giving equal opportunity to respond to the request and consent 

to their participation in the case study. An additional request is sent out to the group of participants who are 

volunteering to participate in the observation and interview component section of the case study. The 

requests provide a detailed description of the purpose and processes involved in the case study. Interviews, 

observations and surveys which gather information about the participants requires their approval of the 

SLU GDPR form, which is shown in Appendix B. All members of the study are anonymous. This is done 

by Microsoft Forms, automatically concealing the identity of the respondents to the surveys involved in 

this project. Regarding the observations and interviews, the participants who volunteered for this part are 

coded so that their identity is not revealed. The participants in this project are families which include 

children, which requires the consent of the parents that their children be involved in the study. This consent 

is granted by the parents volunteering their families to participate in the case study. 

 

3.5 Data Analysis 

Once data is collected, it needs to be analyzed and interpreted at some capacity (Robson 2002, p. 386). 

Analysis at any stage of research is important because data alone cannot speak for itself and therefore 

requires interpretation (Robson 2002, p. 387). The data analysis in this project will be both quantitative and 

qualitative. The quantitative data analysis is necessary for the first step of CBSM which involves CO2 

emission, participation probability and penetration data for differing behaviors. This qualitative analysis 

should look at the best combinations (product) of these three factors by seeing which behaviors have high 

impact, high probability and low penetration thus equating to a high “weight” (McKenzie-Mohr 2011, p. 

18). The analysis of this data will follow the instructions given by McKenzie-Mohr in Fostering Sustainable 
Behavior: An Introduction to Community-Based Social Marketing. A more detailed description of this 

process can be seen in Appendix A. This analytical strategy coined by McKenzie-Mohr fits the definition 

of an exploratory quantitative data analysis. This is because exploratory analyses explore the given data, 

trying to find out what the data can show the researcher rather than looking to see if that data confirms or 

contradicts a set hypothesis (Robson 2002, p. 399). 

 
The qualitative data analysis in this project will be necessary for CBSM Steps 2 and 4. Qualitative data 

analysis is rich, full and real compared to simple quantitative values because it involves words and 

communication between people and their organizations, offering deeper meanings than simple statistics 

(Robson 2002, p. 455). CBSM Step 2 requires the analysis of the qualitative intercept survey data which 

identifies the barriers and benefits of the selected behavior resulting from step 1 (McKenzie-Mohr 2011, p. 

37). This approach is by McKenzie-Mohr is similar to a Quasi-statistical approach which uses frequency 

of words and inter-correlations to determine the importance of the words stated in the data (Robson 2002, 

p. 458). The analysis of this data is also required to proceed to CBSM Step 3 Developing Strategies. CBSM 

Step 4 requires the assessment of the successes or failures of the strategies deployed to enact sustainable 

behavior change (McKenzie-Mohr 2011, p. 137). This will be done by the analysis of the interviews, 

surveys and observations involved in the selected pilot group to assess the progress and result of the pilot 

strategy. 



19  

In the analysis of a case study, three steps are generally taken with handling qualitative data. The first is 

data reduction which involves producing summaries, abstracts, coding or writing memos on the key 

findings in the data relevant to the study. The second is data display which is the organization and display 

of the key findings within the data in a way that the reader can understand using tables, graphs or images. 

The third and final step is conclusion drawing and verification which includes drawing conclusions from 

the data after it has gone through the first two steps and using this data as a verification process in itself. 

The verification process involves questioning the conclusions drawn by asking if the conclusions or 

explanations are plausible, if there is evidence to support these claims and if these conclusions can be 

replicated in another data set (Robson 2002, p. 476). These steps will be used in this research. 

 

3.6 Case Study Delimitations 

This study was restricted to promoting behavior change one day a week instead of seven days a week or 

full time. It does not specifically state in Fostering Sustainable Behavior: Community-Based Social 

Marketing that the steps need to promote behavior change every day of the created CBSM programs, and 

therefore allows for some flexibility in the creation process. This study will only promote behavior change 

one day a week in order to allow for flexibility with the pilot group and their everyday lives. CBSM Step 

1 will involve collecting a list of behaviors which have high carbon emissions per person based off of a 

database issued by Naturvårdsverket. It is likely that this list will include behaviors such as food 

consumption, transportation, energy consumption, material consumption and other important behaviors 

which may be difficult or challenging to change completely during the timeframe of this study given the 

potential geographical, health or personal limitations of the pilot group. Therefore, this study will be 

adjusted to one day a week for a two-month period during CBSM Steps 1 through 4. 

 

The specific day of choice during this project is Monday. This day was chosen because, “…the concept of 

“Monday” as the beginning of the week likely affects most people due to formative experiences, cultural 

norms, work/school schedules of family and friends, and the structure of government and business office 

hours” (Fry & Neff 2010, p. 30). A study examining books aimed at career development which contained 

the word “Monday” in the title discovered that the authors chose that particular day of the week because 

they want to change the negative image of Mondays as the start of a new week into something positive and 

refreshing. Additionally, similar initiatives such as the Monday Campaigns chose Mondays as the focus of 

their health promotion programs because they want to frame Mondays as a fresh start so that participants 

commit or recommit to the program (Fry & Neff 2010, p. 30). Another study showed that 36.8 percent of 

people view Monday as fresh start, 20.7 percent view Monday as a day to get organized and 47.3 percent 

view Monday as the most likely day to begin a diet compared to the rest of the days of the week (Fry & 

Neff 2010, p. 36). Health related searches on the internet also occur most frequently on Mondays and 

Tuesdays out of the entire week (Ayers et al. 2014, p. 74). This finding of the significance of Monday and 

health related searches is reinforced by another study which shows that the peak amount of phone calls to 

Quitline, a global antismoking advertising organization, occur during Mondays (Erbas et al. 2006, p. 181). 

 

Given that the study will focus promoting a specific behavior one day a week, it is important to note that 

not all behaviors which may identified as the potential focus points are “daily behaviors”. Daily behaviors 

in study are seen as activities that one will likely do on a daily basis such as eating, driving a car and using 

electricity. Other behaviors such as buying textiles and flying are not considered daily behaviors in this 

study. The calculations conducted in CBSM Step 1 use 14.25 percent as the estimated carbon dioxide 

emission reduction value with the assumption that a specific behavior such as driving a car will not occur 

every Monday of a year (52 days / 365 days). For the behaviors which are not considered to be daily 

behaviors, questions were asked during the surveys if the survey subjects thought they could make a 15 

percent reduction in engaging in that behavior over the course of a year, rounding up the initial value of 
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14.25 percent to a more comprehensive number of 15 percent. This was necessary for the survey subjects 

to understand the reductions in the context of their own lives, but the value is an estimation. 

 

The focus of this CBSM intervention is placed on families with children in Avesta kommun. This decision 

is made because families can be seen as the future of the municipality, thus making it more valuable to test 

a strategy of them rather than people in the municipality who are older and may have more established on 

their ways of life (driving, eating meat, etc.). The decision therefore causes the strategy to focus on only a 

certain group in the municipality’s population. All questions in the surveys for this research have an 

emphasis on the family dynamic and therefore effect the results in CBSM Steps 1 through 4 so that the 

strategies developed cater more towards families with than those who do not have children. However, it is 

possible that the strategy will engage people outside of the focus group. 
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4. Empirical Background 

This chapter will cover the essential empirical background for this thesis. It will start with a section on 

different CBSM case studies which show the effectiveness of this behavioral change method in different 
contexts. The chapter then moves on to present the quantitative data regarding consumption related 

household carbon emissions. 

 

4.1 Community-Based Social Marketing Case Studies 

CBSM can be applied to sustainability issues including agriculture, energy, transportation, waste reduction 

and pollution and water efficiency (McKenzie-Mohr 2011, p. 8). The effectiveness of using CBSM can be 

seen through the results of various case studies. Five empirical examples will be presented as evidence for 

the effectiveness in changing common behaviors to more sustainable behaviors. 

 

The first example of a CBSM case study is a CBSM campaign at Pacific University Oregon. This study 

aimed to develop a CBSM campaign to increase recycling, reduce paper consumption and promote 

environmentally preferable purchasing (Cole & Fieselman 2013, p. 178). The barriers associated with these 

three sustainable behaviors ranged from concerns over confidentiality (reusing paper) to a lack of an 

institutionalized recycling system (recycling paper) to concerns over increased costs (environmentally 

preferred products) (Cole & Fieselman 2013, pp. 184-186). The strategy developed, designated the name 

Greening Pacific!, focused on many of tools described in Fostering Sustainable Behavior: An Introduction 

to Community-Based Social Marketing and summarized in Appendix A, but mainly on commitments and 

prompts to target the identified barriers. McKenzie-Mohr explains how using commitments is highly 

effective because when people agree to a request to engage in sustainable behavior, especially written 

agreements, it alters the way people perceive themselves and the way they view the behavior. When people 

make an agreement, they want to act consistently with the agreement because they think they will be viewed 

as honest and having integrity, whereas acting inconsistent would give an image of being untrustworthy 

and unreliable (McKenzie-Mohr 2011, p. 47). Greening Pacific! used the commitment tool by handing out 

a sustainability office pledge written agreement to engage in the sustainable behaviors listed above to 

students and faculty of Pacific University Oregon (Cole & Fieselman 2013, p. 182). Additionally, various 

prompt tools were used such as signs, posters, stickers and electronic informational forums (Cole & 

Fieselman 2013, p. 186). Prompts, both visual and auditory, are effective in promoting sustainable behavior 

because they remind people to do an activity that they may have otherwise forgotten to do. The objective 

of a prompt is not to change attitudes and motivations, but instead to act as a reminder to engage in a 

behavior that people are predisposed to doing (McKenzie-Mohr 2011, p. 84). The results of this campaign 

show that 74 percent of the faculty and staff changed their behavior to all three of the previously stated 

sustainable behaviors (Cole & Fieselman 2013, p. 187). 

 

The second example of a CBSM case study is an energy reduction campaign in San Marcos, California. 

Here the research developed a CBSM strategy geared towards using social norms to bring about sustainable 

behavior. Social norms are an effective tool to bring about sustainable behavior change because they 

pressure people to act in a way that they “should behave”. Social norms also persuade people to adopt the 

promoted behaviors if they are being portrayed as “positive” or the “right things to do” (McKenzie-Mohr 

2011, p. 68). Energy consumption levels were observed in San Marcos, California and determinations were 

made about which houses had above average consumption levels. Randomly assigned houses in this study 

received hand written information about how much energy that particular household consumed in the 

previous week, descriptive normative information about how much energy surrounding neighbors consume 

in the previous week and printed suggestions on how to conserve energy. Additionally, several of these 

houses also received a simple frowny face as a symbol of disappointment or sadness (Schultz et al. 2007, 

pp. 430-431). The results show that the households who received the information along with the frown face 
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reduced energy consumption by 6 percent and the households without the frowny face reduced energy 

consumption by 4.7 percent. Consequently, households who had below average energy consumption 

received information about how they are doing a good job having low energy consumption. Several of these 

households received a happy face with the information. The results show that households that received the 

information with the happy face increased energy consumption by 1 percent and the families who received 

the information without the happy face increased energy consumption by 10 percent (Schultz et al. 2007, 

pp. 431-432). This CBSM case study indicates that using a strategy supported by social norms can promote 

sustainable behavior. 

 

A third example is of a CBSM case study is an early lung cancer diagnosis intervention study in the United 

Kingdom. This is also an example of how CBSM can be applied to socially sustainable behavior in addition 

to environmentally sustainable behavior. Areas in the UK with historically low lung cancer survival rates 

due to late cancer diagnoses were observed and targeted for this study (Athey et al. 2011, pp. 412-413). 

The CBSM strategies developed aimed to overcome the barriers people in the UK have to getting early 

medical examinations in order to get early cancer diagnoses. These barriers include lack of awareness and 

knowledge of cancer symptoms (ibid.). The strategies developed to address these barriers were prompts 

and communication. Complimenting the use of prompts explained in the first example prompts, 

communication is a power tool to promote sustainable behavior because it involves the art of persuasion 

(McKenzie-Mohr 2011, p. 94). It is also a highly effective tool when it is used in personal contact, or face 

to face conversations, because direct conversations with other people about a particular topic such as 

climate change will have a stronger impact on a person changing their behavior to a more sustainable 

alternative than if a person only hears information about climate change on the news (McKenzie-Mohr 

2011, p. 104). The strategy developed in this campaign was a “push-pull” approach. The “push” 

incorporated pushing smokers through public awareness about seeking medical advice and chest x-rays for 

those having coughs lasting longer than three weeks through the form of face-to-face events and 

conversations. The “pull” involved pulling patients into healthcare services by preparing healthcare 

professionals for a larger influx of patients seeking lung cancer screenings (Athey et al. 2011, p. 413). The 

results of this campaign showed a 27 percent increase in early lung cancer diagnoses in the intervention 

area (Athey et al. 2011, p. 416). 

 

The fourth example of a CBSM case study is a public transportation campaign aimed at reducing carbon 

emissions generated from personal vehicles in Stuttgart, Germany. In this case, the strategy developed 

involved incentives for using public transportation over personal vehicles (Bamberg 2006, pp. 823-824). 

Financial incentives can generate the motivation for people to begin an activity that they have not done 

before or carry out this activity that they have previously engaged in more efficiently (McKenzie-Mohr 

2011, p. 111). This case targeted several hundred German citizens who were relocated to a new residence 

in Stuttgart. These new residents were offered a one free day public transportation pass with personally 

customized transportation services (unique routes for each person) as a financial incentive. The goal of this 

incentive was to increase this groups usage of public transportation while simultaneously reducing personal 

vehicle transportation (Bamberg 2006, pp. 821-822). The results of this study show that this subject group 

increased public transportation usage from their “before being relocated” rate of 18 percent to 36 percent 

“after being relocated”. Also, the rate of using personal vehicle transportation “before being relocated” 

decreased from 53 percent to 39 percent “after being relocated” (Bamberg 2006, p. 827). 

 

The fifth example of a CBSM case study is a bike sharing program with the goal of promoting travel by 

bicycle instead of travel by car in Paris, France. The Vélib bike system in Paris is designed to be convenient 

for commuters in the city to use bikes as an alternative to commute by car or other transportation to and 

from work (Shaheen et al. 2010, p. 162). Bike-sharing programs mainly target commuters because they are 

able provide transportation from door-to-door rather than just from bus stop to bus stop, making it more 

convenient (McKenzie-Mohr 2011, p. 122). There are 20,600 bicycles available in total throughout 1,451 

stations which meets the demands of two million inhabitants in Paris which operate 24 hours a day 7 days 
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a week (Shaheen et al. 2010, p. 162). The bike systems are fee based but offer the first 30 minutes free 

which is convenient for most commuters who have a similar commuting time (ibid.). A survey evaluating 

the program showed that residents in the area travel 20 percent less frequently with personal vehicle with 

an average of 78,000 bicycle rides from Vélib stations per day (Shaheen et al. 2010, p. 164). 

 

4.2 Carbon Emissions Per Person In Sweden 

The following emission rates are solely based off of the carbon emission databases provided by 

Naturvårdsverket. This is because a common statistical database for carbon emissions is preferred for the 

data collection for “impact” in CBSM Step 1 (McKenzie-Mohr 2011, p. 16). This common statistical 

database comes from the Fördjupad analys av svenk klimatstatistik 2017 which uses values from 2015 and 

the corresponding Naturvårdsverket webpages Konsumtionbaserade utsläpp av växthusgaser per område 
and Konsumtionsbaserade växthusgasutsläpp per person och år. The values in these reports are for average 

emissions for people living in Sweden for the year of 2015. These values are not specific to people living 

within Avesta kommun. It is therefore assumed that people living in Avesta have the same emission values 

to the values indicated for average Swedish people. All data that is used in this chapter can also be found 

in Appendix C in raw form. 

 

Sweden’s carbon emissions from consumption (both domestic and foreign products) were 105.03 million 

tons in 2015 (Naturvårdsverket 2017, p. 96). Domestic product emissions from consumption accounted for 

approximately one third of the total value, while foreign product emissions from consumption account for 

approximately two thirds (ibid.). Total household consumption-based emissions in Sweden were 

approximately 66 million tons of carbon dioxide equivalent in 2015 (Naturvårdsverket 2017, p. 99). 

Therefore, total household consumption accounts for two thirds of total consumption by people in Sweden 

in 2015. The remaining third of total carbon emissions from consumption comes from personal investments 

and other consumption, including the necessary consumption of products corresponding to hospitals, 

schools and other public authorities in order for these agencies to function properly (Naturvårdsverket 2017, 

p. 97). The average value for average carbon emissions in 2015 per person is 10.66 tons of carbon dioxide, 

which includes emissions related to investments (Naturvårdsverket 2018, Konsumtionsbaserade 

växthusgasutsläpp per person och år). 

 

It is important to acknowledge that the largest share of consumption related emissions comes from personal 

investments and indiscretionary services (hospitals and schools), accounting for 38.76 million tons of 

carbon dioxide (Naturvårdsverket 2018, Konsumtionsbaserade utsläpp av växthusgaser per område). Per 

person, investments and indiscretionary services are estimated to account for approximately 3.9 tons of 

carbon dioxide, also representing the largest area of emissions compared to the other categories. It therefore 

appears that a reduction in this area could potentially have the greatest impact on reducing consumption 

related carbon emissions. However, it is difficult to couple a specific behavior to investments besides 

targeting the general act of investing, making it hard to develop a specific strategy to change this behavior. 

Due to the challenges presented by this category, investment related emissions will not be focused on during 

this study. Instead the value of 66.27 million tons of carbon dioxide (excluding investments) from total 

household consumption (Naturvårdsverket 2018, Konsumtionsbaserade utsläpp av växthusgaser per 
område), and the estimated value of 6.73 tons of carbon dioxide (excluding investments) from per person 

consumption will be used in this study. Figure 4 in this section is therefore representing a total value of 

66.27 million tons of carbon dioxide, further divided into fractions. 

 

Looking at Figure 4, the total household consumption rates are divided up into five different sectors: food 

products, transportation, living, textiles and other. Food products have the largest percentage of 32 percent 
by a slim margin over transportation which has 31 percent. Food products, transportation and residence 

account for 84 percent of the total emissions. Household consumption emissions rates have increased by a 
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small margin since the rates in 2008. Additionally, Swedish household carbon emissions directly related to 

food products have decreased domestically but have increased abroad in other countries due to increased 

imports of food (Naturvårdsverket 2017, pp. 99-100). 
 

Figure 4. Swedish Household Consumption-based Carbon Emissions in 2015 (based on 

Naturvårdsverket, 2017: 99, modified by the author). 

 

Based off of this information, food products account for 21.47 million tons of carbon emissions that make 

up the total amount of carbon emissions from Swedish consumption. When these same percentages are 

applied to the per person carbon emission value, food products are estimated to account for approximately 

2.2 tons of carbon dioxide. Food products are divided into eight different groups: grains, meat and fish, 

dairy products, restaurants, vegetables, sugar products, alcohol and other. Meat and fish is the highest 

percentage category, accounting for 27 percent off all consumption-based emissions within the food 

products group (Naturvårdsverket 2017, p. 100). The percentages that make up food products can be seen 

in Figure 5. 
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Figure 5. Swedish Household Consumption-based Carbon Emissions from Food Products in 2015 (based 
on Naturvårdsverket, 2017: 100, modified by the author). 

 

Transportation accounts for 20.6 million tons of carbon emissions that make up the total amount of carbon 

emissions from Swedish consumption. On the per person level, transportation is estimated to account for 

approximately 2.1 tons of carbon dioxide. Transportation is made up of fuel, international and domestic 

aviation, purchasing and renting cars, collective traffic, leisure trips, maintenance and spare parts, sea and 

rail transportation, caravans and motorcycles and other factors. Fuel consumption is the largest area with a 

value of 28 percent (Naturvårdsverket 2017, p. 101). The category “Fuel” is not specified. It is therefore 

assumed that this category accounts primarily for road transportation, specifically with personal cars and 

trucks. This is because 94 percent of domestic transportation (not specifically from household consumption) 

emissions come from road traffic, with personal cars accounting for 65 percent of this value and trucks 

accounting for 21 percent (Naturvårdsverket 2017, pp. 55-56). This is seen in Figure 6. 
 

Figure 6. Swedish Household Consumption-based Carbon Emissions from Transportation in 2015 (based 
on Naturvårdsverket, 2017: 101, modified by the author). 
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Accommodations accounts for 14.04 million tons of carbon dioxide of emissions related to Swedish 

consumption in 2015. Per person accommodations are estimated to account for approximately 1.4 tons of 

carbon dioxide. Accommodations is comprised of electricity and heating, housing (rent and maintenance), 

household items and tools, furniture and furnishings and other. Electricity and heating is the largest share 

of accommodation related emissions with a value of 39 percent (Naturvårdsverket 2017, p. 102). This can 

be seen in Figure 7. 
 

Figure 7. Swedish Household Consumption-based Carbon Emissions from Accommodations in 2015 

(based on Naturvårdsverket, 2017: 102, modified by the author). 
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5. Empirical Results 

This chapter covers all of the empirical results which are uncovered during this study. It begins with the 

CBSM Step 1 results which provides the data for which sustainable behaviors are best for Avesta kommun 
to focus on for a behavioral change project. The chapter then goes onto cover the CBSM Step 2 results 

which show the perceived barriers and benefits people see with the selected behavior. Then the CBSM Step 

3 results are shown which reveals the strategy that is to be used to bring about the given behavior change 
initiative. Finally, the CBSM Step 4 results are presented which show how the strategy worked on a pilot 

group, using observations, interviews and surveys to assess the outcome. 

 

5.1 Community-Based Social Marketing Step 1: Selecting 
Behaviors 

A survey following the steps of CBSM Step 1, seen in Appendix A, was sent out to employed members of 
Avesta kommun. The survey covered several behaviors which covered each fraction of the total Swedish 

household emissions related carbon emissions, with the exception of the category “other”. Appendix C 

provides the statistics used to calculate the carbon emission savings which are necessary for this first step. 

These are the same statistics covered in Chapter 4.2. 149 employees of Avesta kommun responded to the 

survey which covered 10 different behaviors. Figure 8 gives a summary of the results of this survey and the 

entirety of the results can be seen in Table 3. The values in Figure 8 are rounded to two decimals for visual 

purposes but the values in Table 3 are kept in their raw form to ensure accuracy. However, they are talked 

about in the text in two decimal form as approximations. 
 

          Figure 8. Impact Scores from Community-Based Social Marketing Step 1. 

 

The behavior of eating vegan (once a week) scored the highest with a value of 110.71 for its weight. This 

behavior includes both the carbon savings of both meat and dairy products. Looking at Table 3, the high 

score of this behavior is attributed to the high carbon savings and high penetration value, regardless of the 

low probability level. This means that the even though the respondents said that it is highly unlikely that 
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they would engage in this behavior, eating vegan ranked high because of the fact that only 17 percent of 

respondents currently engage in this behavior, giving it a penetration value of 0.83, combined with the high 

impact value from its emission savings. 

 

The behavior of eating vegetarian (once a week) had the second highest score of 102.05 for its weight. This 

behavior only includes the carbon savings of meat products. Table 3 shows that the great score of this 

behavior is due to high emission savings and a high probability score of 2.71 despite the low penetration 

value. The vegan diet behavior still outscores the vegetarian diet by a slim margin which is interesting given 

the differences between the probability and penetration values of the two behaviors. Both of these behaviors 

greatly outweigh the other food products behavior of eating 15 percent less at restaurants in a year, which 

has an extremely low value of 27.71. 

 

Looking at transportation related behaviors, commuting via cycling scored a high value of 92.86, ranking 

it in third place. Cycling has almost identical impact values of a vegetarian diet, but it results in a lower 

weight because it has a much lower probability value. The penetration value of cycling is higher than that 

of eating vegetarian, meaning that more people in Avesta currently eat vegetarian than commute via cycling 

according to the survey results. Commuting via walking scored 20 points lower with a weight of 76.25. 

Both cycling and walking have the same impact values given that both eliminate the use of a personal 

vehicle entirely. 

 

Commuting by bus had a surprisingly low weight with a score of 35.13, slightly underscoring commuting 

by carpooling. Even though the impact values are estimated to be half of those from commuting by cycling 

and by bike, the probability values are acutely low with a score of 1.03, the lowest score out of all 

transportation related behaviors. The inter-city bus system is free in Avesta and yet the results show that 

commuting by bus is the least popular option within the area of transportation. 

 

Using 15 percent less electricity/heating has a high weight value of 78.62, ranking fourth in the list. This 

behaviors impact value is similar to those of a vegetarian diet, commuting by bicycle and commuting by 

walking. Still its combination of impact, probability and penetration do not exceed the above behaviors. 

This score may have also been affected by the fact that this CBSM Step 1 survey was issued during the 

winter, potentially making it less desirable to reduce electricity and heating consumption due to the cold 

and dark winters in Sweden. Buying 15 percent less textiles has a low weight of 27.94 which can be 

understood by its low impact value. Similarly, Buying 15 percent less furniture in a year has the lowest 

weight score of 10.25 due largely to its impact value, the lowest out of all the behaviors. 
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Behavior Impact (kg CO2 
Saved Per 
Person Per Year 

Probability (0 to 

4) 
Penetration (1- 
value) 

Weight (Impact X 
Probability X 
Penetration) 

Vegetarian diet 83.8204768 2.70547945 0.45 102.04856 

Vegan diet 127.282946 1.04794521 0.83 110.7100092 

Eat 15% less at 
restaurants in a 
year 

42.492325 1.91780822 0.34 27.70732428 

Commuting via 
cycling 

83.4025963 1.73972603 0.64 92.86250718 

Commute via 
walking 

83.4025963 1.28767123 0.71 76.250538 

Commute via bus 41.7012981 1.02739726 0.82 35.13191555 

Commute via 
carpooling 

41.7012981 1.02054795 0.86 36.60002974 

Buy 15% less 
textiles in a year 

37.6038275 2.18493151 0.34 27.93500773 

Use 15% less 
electricity/heating 
in a year 

83.3617481 1.84931507 0.51 78.62268979 

Buy 15% less 
furniture in a year 

19.2373265 2.21917808 0.24 10.24585279 

Table 3. Results from Community-Based Social Marketing Step 1. 

 

The results of CBSM Step 1 show that eating a vegan diet is the best sustainable behavior to focus on in 

Avesta kommun. These results are consistent with current scientific reports which investigate carbon 

emission reductions from different food product consumption alternatives in Sweden. A report by the Royal 

Institute of Technology in Sweden (KTH) states that activities related to food production are responsible 

for approximately 20 to 30 percent of anthropogenic greenhouse gases globally (Martin & Brandão 2017, 

p. 1). The carbon emissions from a business as usual Swedish diet are about 21 million tons of carbon 

dioxide equivalent (Martin & Brandão 2017, p. 13). If all of Swedish society transitioned to a vegetarian 

diet, carbon emissions related to food consumption would be reduced by roughly 40 percent and the same 

emissions would be reduced by roughly 70 percent if all of Swedish society transitioned to a vegan diet 

(Martin & Brandão 2017, p. 5). These values are also confirmed by Hallström et al. who have the same 

conclusions about a shift towards a more sustainable diet in Sweden (Hallström et al. 2014, p. 86). A 

reduced meat consumption diet, implying a 50 percent reduction in meat consumption in Sweden, would 

reduce carbon emissions by approximately 20 percent (Martin & Brandão 2017, p. 5). 

 

Although the results of CBSM Step 1 indicate a vegan diet is the best behavior to focus on in Avesta 

kommun, the behavior of choice will be the second highest ranking behavior of eating vegetarian. This 

decision is made because Livsmedelsverket (The Swedish Food Products Agency) states that a vegan diet 

does require additionally attention to detail with replacing all vitamins including vitamin B12 and vitamin 

D that exist in a meal which is based off of animal products, especially for children (Livsmedelsverket 

2019). These same factors do not always apply to vegetarian foods which include animal-based products 

such as milk, cheese and eggs (ibid.). Therefore, it may be easier for subjects involved in the case study to 

exposed to a vegetarian diet first which then may open a gateway for them to then move onto a vegan diet. 

The CBSM Step 1 calculation does not take external factors such as this into account which may have 

serious impacts on individual’s perceptions of engaging in this behavior. Also, the choice of behavior during 

this first step should choose the behaviors which have the best combinations of impact, probability and 

penetration, which ideally means choosing behaviors which have high probability and low penetration 

scores (McKenzie-Mohr 2011, p. 18). The extremely low probability values of the vegan diet are 

concerning for success of the strategy to be developed aiming to change the behavior of eating meat. This 
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low scoring value plays a large role in the decision to focus on a vegetarian diet over a vegan diet. However, 

the results from CBSM Step 1 and supporting empirical information are clear with the conclusion that a 

vegan diet has a stronger influence in reducing the environmental impacts related to food production than 

a vegetarian diet. In this study, and during all surveys, a vegetarian diet is defined as meals without meat 

products (Livsmedelsverket 2019). 

 

5.2 Community-Based Social Marketing Step 2: Identifying 
Barriers and Benefits 

A survey following the steps of CBSM Step 2, seen in Appendix A, was sent out to employed members of 

Avesta kommun. This survey was sent out a few weeks after the first survey was sent out, so it is not certain 

if the same respondents responded to this survey who also responded to the first survey due to the 

anonymization of the answers by Microsoft Forms. This survey asked two questions to targeting the barriers 
and benefits people could associate with eating a vegetarian diet. The whole results of this survey can be 

seen in Appendix D. 

 

The results for the first question (What makes it difficult or challenging for you to eat a vegetarian diet?) 

have a major trend in the challenges associated with having the children of the respondents trying new 

meals in general, regardless if they are vegetarian or not. Previous protests against trying vegetarian meals 

from the children, and the family as a whole, is also stated as a challenge that has prevented families from 

eating more vegetarian meals in the past. Adding onto to this, another common trend in the responses is 

that some of the respondent’s children enjoy meat and dislike meat substitutes, such as soy protein and 

legumes. There are twelve responses in total in the survey results that indicate this trend. 

 

The other major trend in the responses indicated a lack of knowledge of vegetarian recipes, creating a barrier 

to eating more vegetarian meals. Some respondents identified challenges from being accustomed to 

planning meat-based meals on a daily basis and therefore having a concern over trying vegetarian dishes 

due a lack of recipes and the extra time it might take for them to cook something new during the work week. 

Another response stated that a lack of knowledge of vegetarian protein prevented them from trying 

vegetarian dishes. There are nine responses in total which express this trend. The remaining answers cover 

the challenges associated with a lack of taste in vegetarian dishes and simply not wanting to try them. There 

are also several responses that state that there actually are no challenges they can find in eating a vegetarian 

diet. 

 

The results for the second question (What do you see as beneficial or rewarding with a vegetarian diet?) 

show that a major benefit from eating a vegetarian diet perceived by the respondents is the benefit of eating 

more environmentally friendly. This indicates that there is preexisting knowledge by the respondents about 

the environmental impacts that come from consuming meat. The extent of this knowledge is not clear in 

these responses, but rather shows that there is some level of background knowledge by the respondents. 
There are thirteen total responses with this trend. However, health benefits from a vegetarian diet were the 

most common answer by the respondents, with twenty-one people submitting an answers associated with 

health. This shows that health concerns are more commonly associated with a vegetarian diet than 

environmental concerns. The remaining answers covered issues such as animal rights, enjoyment of the 

taste of vegetarian food, saving money and having a varied diet. 
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5.3 Community-Based Social Marketing Step 3: Developing 
Strategies 

The results from CBSM Steps 1 and 2 provide the information needed to develop one or more strategies to 

attempt to meet the goals set by Avesta kommun and the IPCC. With the behavior of eating vegetarian and 

the barriers associated with that behavior indicated as getting children to try new dishes and lack of recipes, 

a specific strategy is developed to overcome these barriers. Looking at Figure 11 in Appendix A, the barriers 

identified in CBSM Step 2 fit into the categories of lack of motivation, lack of knowledge and structural 

barriers. These general barriers are targeted chronologically by the strategies of incentives, communication, 

convenience and prompts. 

 

Incentives are essential for a CBSM strategy when motivation to engage in the selected behavior is minimal 

(McKenzie-Mohr 2011, p. 115). The incentives for this strategy are based around the benefits identified by 

the respondents in the survey during CBSM Step 2 which are focused around the environment and health. 

Communication is important for developing a strategy because of its ability to use persuasion to change 

people’s behavior towards more sustainable options (McKenzie-Mohr 2011, p. 94). Modeling the desired 

sustainable behavior, in this case eating vegetarian, is critical for persuading people to change to this given 

behavior (McKenzie-Mohr 2011, p. 104). This modeling will also be focused on the identified barriers. The 

information communicated needs to be easy to understand and remember in order for it to effectively enact 

sustainable behavior change (McKenzie-Mohr 2011, p. 102). This will be done to ensure information 

comprehension and knowledge development. Convenience is imperative for all of the all CBSM tools, 

including incentives and communication, because if any strategy is inconvenient people will not engage in 

it (McKenzie-Mohr 2011, p. 121). In this case, the incentives and modes of communication need to be 

convenient with time, money and access in order to have people change their behavior. Many sustainable 

behavior change strategies are prone to forgetting, a common human trait (McKenzie-Mohr 2011, p. 83). 

Prompts, visual or auditory aids, are an effective tool in reminding people to engage in any sustainable 

behavior (McKenzie-Mohr 2011, p. 84). Prompts will be combined with the communication tool since the 

reminders will be communicated to the target audience in this pilot study. This is because prompts are 

useful in confronting the challenges in promoting repetitive sustainable behavior such as eating vegetarian 

once a week (McKenzie-Mohr 2011, p. 87). 

 

The strategy that is developed out of these tools is a Facebook page geared around posting new vegetarian 

recipes weekly and information about the health and environmental benefits of having vegetarian diet. A 

Facebook page was chosen due its ability to perform the strategies listed above. A Facebook page was also 

chosen due to its ability to be universally accessible by users so long as they have a Facebook account. 

Given that the behavior selected is an activity that occurs daily at everyone’s residence in a relatively rural 

area of Avesta kommun, it is important to develop a strategy that everyone can access at any time regardless 

of where they live or what their daily schedule looks like. This Facebook page is associated with Avesta 

kommun and states their goal of reducing the carbon footprint per person. This goal, along with the 

information posted about the environment and health, serves as the incentives of the strategy. The use of 

social media and posting weekly vegetarian recipes and other information on the Facebook page serves as 

the communication and prompts aspect of the strategy. The free and easy access to the Facebook page, and 

the easy task on clicking on the “menu” tab on the page, serves as the convenience of this strategy. This 

Facebook page will be posting five different vegetarian recipes every Monday during a five-week period 

during CBSM Step 4. These recipes are taken from Avesta kommun’s dietary department. The recipes 

include vegetarian lasagna, falafel, pasta with lentil sauce, Greek potato casserole and jambalaya. The page 

will also be posting fifteen informational posts that are health and environment related. The primary sources 

of this information include: Livsmedelsverket, Sveriges Lantbruksuniversitet (SLU) and Naturvårdsverket. 

The secondary sources of information posted come from various Swedish news agencies. 
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5.4 Community-Based Social Marketing Step 4: Piloting 

The results of CBSM Step 3 have developed a strategy which must be tested on a pilot group in order to 

assess the strengths and weaknesses of this strategy, which is described in Appendix A. A pilot group of 

twenty-two families in Avesta kommun have been selected to be a part of this pilot study. The assessment 

of the pilot strategy is evaluated through three criteria: group observations, personal interviews and 

qualitative surveys. Four families volunteered to participate for the observations and semi-structured 

interviews and twenty-two families responded to the qualitative survey. 

 

5.4.1 Pilot Group Observations 

Observations were conducted to observe the practice of cooking and eating by the four families involved 

in this portion of the study. These observations were conducted weeks ten through thirteen on Mondays. 
Each family involved in the observations had a different vegetarian meal to prepare. The full account of 

these results can be found in Appendix F. 

 

Family A consists of two parents and four children with varying ages four through fifteen. They prepared a 

vegetarian lasagna for this observation. This lasagna has the contents of a normal lasagna but replaces meat 

with red lentils. Family A cooked the meal together, showing that they approach the act of cooking the 

vegetarian meal as a family activity. They read the recipe off of the Facebook page on a mobile device 

which appeared to be easy for them to read and follow the recipe directions. Both the younger and older 

daughter appeared to have fun working together to prepare this meal. The preparation of the meal appeared 

to have been completed little to no difficulties by this families. When it came time to eat the meal, the 

children seemed concerned about the food before tasting it. This is because they were aware that there was 

something new with the meal, although it appears almost identical to a normal lasagna. The parents showed 

that they enjoyed the meal. Once the children started eating the meal, two out of the three appeared the 

enjoy it. The youngest child tried to convince the middle child, who did not like the meal, to try eating more 

of it since lasagna has pasta plates in it, which is similar to normal pasta meals. The family had a 

conversation about how lentils taste better in dishes like a lasagna versus soups. The middle and oldest child 

left the plates unfinished. Additionally, the mother informed the researcher during a conversation that, from 

a psychological perspective, children do not always like foods that are blended together such as a vegetarian 

lasagna, and instead like meals that have the food separated into different groups such as meatballs and 

potatoes. 

 

Family B consists of two parents and three children with varying ages five through twelve. They prepared 

falafel for this observation. This falafel recipe consists of the normal ingredients used to make falafel. The 

mother had bought all of the ingredients ahead of time and had pre-soaked the chickpeas the night before, 

instead of buying them already soaked. She read the recipe off of the Facebook page on her mobile device 

just like Family A. The children also joined in part way through the cooking process by preparing a salad, 

which was not listed in the recipe, and other side ingredients that go along with the dish. This dish appeared 

slightly more difficult to prepare than the vegetarian lasagna since the falafel balls were not holding together 

very well in the frying pan. The children ask the mother what the falafel balls actually are, showing a 

previous lack of knowledge of what falafel actually consists of. The children were worried about eating the 

falafel because it was the first time they had made this meal at home. They also asked the mother what 

beans were used in making falafel, showing that they did not know it was made out of chickpeas. The father 

came home right when the food was done cooking. Once the family began eating, all family members made 

comments on how delicious the meal was, and no negative comments were heard by the researcher. This 

meal noticeably received more positive feedback about the meal by Family B than Family A. 
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Family C consists of two parents and two children with varying ages twelve through sixteen. They prepared 

pasta with a lentil sauce for this observation. This recipe is similar to pasta with a meat sauce, but instead 

of beef red lentils are used. The mother began the cooking process immediately after the researcher arrived. 

The cooking process appeared to go very quick and easy, likely because the recipe is very similar to the 

recipes for making pasta with meat sauce. When the family began eating, the entire family appeared to 

enjoy the meal. They added a salad to the meal, which was not listed in the recipe, similar to Family B. No 

complaints were heard about the meal. The family also stated that they enjoyed the previous two recipes 

(vegetarian lasagna and falafel), but added extra ingredients not listed in the original recipe when necessary. 

They viewed the recipes from the Facebook page with their mobile devices and did not have any problems 

with that process. 

 

Family D consists of one parent and one child around age fourteen. They prepared a baked Greek potato 

casserole with roasted chickpeas, feta cheese, sundried tomatoes and olives. This recipes may have been 

more uncommon than the proceeding recipes. The mother and daughter began cooking together and the 

process seems to be going easy for them, but the mother stated that this recipe was slightly more difficult 
than the previous recipes. They read a print out of the recipe. They are preparing a side salad for the meal 

which was not listed in the original recipe, similar to Family B and Family C. They also made their own 

pita bread and sauce from scratch, stating that it is healthier to do so rather than buy premade products. This 

family was the most openly health conscious out of all of the families observed. There is no visual resistance 

to the meal or eating vegetarian. When the family began eating, the daughter disliked the meal due to the 

feta cheese and sundried tomato ingredients. However, this dislike towards these ingredients was not shown 

during the cooking process by the daughter. The mother appeared to enjoy the meal very much. The mother 

also raised the question about why the project was called Grönare Vardag (Greener Workday) when each 

of the recipes issued during the project did not have vegetables as the base of the meals, making it strange 

that the project title included green but did not include a lot of green on the plate. This led to a conversation 

between the mother and daughter, where the daughter stated that she thought the project was called Grönare 

Vardag because greener implied being more “environmentally friendly” or “climate conscious” instead of 

the word greener referring to vegetables themselves. 

 

5.4.2 Pilot Group Semi-Structured Interviews 

Personal interviews were conducted in between the observations in order to get an understanding of how 

the practice of eating vegetarian may present challenges or the families through the scope of the three points 

of SPT (materials, competences and meanings). These semi-structured interviews and were conducted 

weeks ten through thirteen on Mondays. The full account of the questions and transcripts can be found in 

Appendix F. 

 

Family A was asked about the challenges they have experienced in finding and using the ingredients 

(materials) in the recipe for that given week. The mother replied and stated that she didn’t think that there 

were any challenges finding the ingredients for the vegetarian lasagna recipe. She also said that their family 
has used all of those ingredients before in other dishes, but it was the first time they had used it in a lasagna. 

She states that once her children are aware that a lot of green vegetables are ingredients in a meal, they 

begin to protest. The children were aware that this meal was vegetarian, which may explain why one child 

was against the meal before trying it. 

 

Family A was asked about the challenges they have experienced regarding the cooking knowledge and 

skills (competences) required to make the vegetarian lasagna. The mother replied and said that making this 

meal was not difficult at all, implying that she previously possesses all of the knowledge and skills necessary 
to make a meal such as a vegetarian lasagna. She also said that cooking meals such as this is great for 

children to learn the fundamentals of cooking. This happens, she says, when the children each are given a 
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task in preparing the meal, and when they finish that task they can observe their siblings or parents prepare 

the other parts of the meal. 

 

Family A was asked about the challenges they have experienced with enjoying (meanings) this vegetarian 

meal versus meals that they would normally consume. The mother stated that it is challenging to have her 

children try new foods. When the food is not macaroni and sausage, meatballs or pizza it raised suspicion 

by the kids. She also states that when the children see that the food is mixed together into something like a 

lasagna they tend to get preconceived notions that it will not taste good and therefore making it more 

challenging for them to try the meal. 

 

Family B was asked about the challenges they have experienced in finding and using the ingredients 

(materials) in the recipe for the falafel. The mother replied saying it was easy to find all of the ingredients, 

but it takes a little more time that usual to find ingredients that one is not as familiar with. She also added 

that if she can’t find an ingredient, all it takes is to ask the staff where it is. This is a simple task to do and 

therefore makes it not challenging to find the ingredients to a new recipes she claims. 

 

Family B was asked about the challenges they have experienced regarding the cooking knowledge and 

skills (competences) required to make the recipe that week. The mother said that everything is difficult at 

first when cooking something new. Part of the challenge is that she is not used to the flavors and ingredients 

while cooking, which makes it hard to know if it is being cooked correctly. She followed up this statement 

by saying that it is fun to try new recipes even though it can be challenging. 

 

Family B was asked about the challenges they have experienced with enjoying (meanings) this vegetarian 

meal versus meals that they would normally consume. The mother said that it is difficult to get her children 

to try new things which can affect the enjoyment of the meal. This is the same challenge identified by 

Family A. She also said that the extra energy it takes to cook a new recipe can also have an effect on the 

overall enjoyment. She follows up this statement by saying that it is disappointing when she puts in a lot of 

energy to make something new for the family, but the kids end up not enjoying it. On the contrary, she said 

that it is extra rewarding when the children enjoy something she has cooked that is new, such as that week’s 

recipe of falafel. 

 

Family C was asked about the challenges they have experienced in finding and using the ingredients 

(materials) in the recipe for pasta with lentil sauce. The mother of the family replied that it was only a bit 

challenging to find ingredients such as lentils that they do not always buy, but otherwise it was quite easy 

finding the ingredients. She said that many of the protein ingredients such as beans and lentils are located 

in the same place in the store, which made it easier as the weeks progressed to find these ingredients. 

 

Family C was asked about the challenges they have experienced regarding the cooking knowledge and 

skills (competences) required to make the recipe that week. The mother replied that she thought all of the 

recipes, including the pasta with lentil sauce recipe, were all very easy and not challenging at all. Her 

response showed that she has had no difficulty whatsoever, which Family A and Family B did not express 

in the same way. 

 

Family C was asked about the challenges they have experienced with enjoying (meanings) this vegetarian 

meal versus meals that they would normally consume. The mother replied that initially it was not that 

popular amongst the family to participate in this project since it dealt with eating vegetarian. Her children, 

one a teenager and one a little younger, have not eaten vegetarian very much at all before. However, she 

said after that her boys liked these vegetarian dishes more than the ones they get at school such as vegetarian 

steaks. She said that her boys like how the beans or lentils have been mixed in to dishes such as lasagna 

and pasta with lentil sauce. After a bit the whole family began having fun participating in the project and it 

was fun for them to try new meals. 
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Family D was asked about the challenges they have experienced in finding and using the ingredients 

(materials) in the recipe for the Greek potato casserole. The mother replied that it was not difficult to find 

the ingredients for the recipe, but that it took a little extra time to shop since she bought ingredients to make 

pita bread and a white sauce from scratch. She also said that her family is used to using ingredients such as 

lentils and beans in meals that they cook so it has not been challenging for them to use those ingredients 

are any of the other ingredients. 

 

Family D was asked about the challenges they have experienced regarding the cooking knowledge and 

skills (competences) required to make the recipe that week. The mother said that it has been easy for them 

to make all of the meals, nothing was challenging. She did comment that she was surprised that the recipes 

issued for this project did not include a lot vegetables or that they were not based from vegetables and 

instead they included a lot of grains, dairy and starches instead. This is a comment that has not been made 

by the other families involved in this portion of the project. 

 

Family D was asked about the challenges they have experienced with enjoying (meanings) this vegetarian 

meal versus meals that they would normally consume. The mother said that one of the challenges is that 

her daughter is picky with food and does not like to try new things often, causing them to mainly prepare 

meals that they both know that they like. She also said that they both like cooking together which is half of 

the fun for dinner time. The mother then reiterated her point that she was surprised at how few vegetables 

were featured in the recipes since the project title had the word green in it. 

 

5.4.3 Pilot Group Qualitative Surveys 

A qualitative survey was sent out to all 22 members of the pilot group. This survey contains questions which 

cover challenges associated with each point of SPT (materials, competences and meanings), questions 

directed towards the evaluation of the CBSM strategy tested and the tools used to develop it and questions 

with a future oriented focus, aimed at assessing the successes and failure of the strategy. 

 

The first question in the survey is “What challenges have you experienced in finding and using the 

ingredients involved in all of these recipes?” which targets the materials component of SPT. The responses 

have a common trend that there were little to no challenges at all finding the ingredients (materials), with 

18 responses indicating this trend. The respondents who had some challenges stated that it was difficult 

finding new items they have not used before, such as oomph, in the stores but that they were able to find it 

after asking the staff. 

 

The second question in the survey is “What challenges have you experienced regarding the cooking 
knowledge and skills required to prepare all of the meals?” which targets the competences component of 

SPT. A common trend is seen in the responses to this questions that the meals were simple, easy or not 

challenging to make with regards to the knowledge or skills (competences) required to make the meals, 

with 20 responses indicating this trend. The remaining two responses identified the challenges with trying 

something new and not have the same level of knowledge they have for preparing meals that their family 

regularly makes. 

 

The third question in the survey is “What challenges have you experienced in getting a positive experience 
of this meal compared to what you usually eat for dinner with all recipes in the project? (For example, 

everything from cooking to taste to having a pleasant time with the family)” which targets the meanings 

component of SPT. The responses to this question are more scattered than the previous two questions with 

regards to the experiences (meanings) that the families have when enjoying a meal. 14 families responded 

saying that is was challenging to get parts of or all of their family to try the vegetarian dishes. Within these 
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answers different challengers are identified. Some families responded that it was challenging their children 

are usually skeptical about new foods in general, regardless if it is vegetarian or meat-based. Several 

responded that their families can be split over which food types they like, making it difficult to try new 

foods. Others stated that it is difficult when the family knows that the food is labeled as vegetarian, creating 

resistance. However, many of these responses indicated that these challenges became smaller as time went 

on during the pilot project. The remaining responses highlighted that cooking the vegetarian meals was a 

positive and engaging activity for their children, even if they ended up not enjoying the taste of certain 

meals. 

 

The fourth question in the survey is “How was your experience of finding and reading the information for 

this project (e.g. weekly recipes, reminders, health and environmental information) that were published or 
uploaded on the Facebook page for Greener Everyday Avesta?” which targets the communication and 

prompts tools of the CBSM strategy. 17 of the responses indicated that it was easy to find the information 

posted weekly on the Facebook page (communication and prompts). However, many of these responses 

stated that it was difficult the first one or two weeks to navigate through the Facebook page, but after that 

it was easy to use. A few respondents said that they do not have Facebook and had to use their partners 

Facebook account to access the information. Others said that printing out the uploaded recipes did not 

always print out in the same dimensions as the PDF online which was challenging. One person wrote that 

they would have preferred to have received the information via email. 

 

The fifth question in the survey is “Did you learn anything about vegetarian diet via Facebook Page 

Grönare Vardag Avesta? If so, what did you learn?” which solely targets the communication tool used in 

the CBSM strategy. Here 12 respondents said that they did not learn anything new from the information 

posted on the Facebook page (communication) from the 15 total posts. Almost all of the remaining 

responses indicated that they learned new recipes from the page but did not state that they learned any 

environmental or health information. One respondent stated that they learned something the additional 

information posted. 

 

The sixth question in the survey is “How has the Facebook page Greener Everyday Avesta and the selected 

recipes in the project affected your daily convenience by shopping, preparing and enjoying meals for you 
and your family, with particular emphasis on your children's convenience in trying out new vegetarian 

recipes?” which targets the convenience tool used in the CBSM strategy. 14 respondents stated that the 

project was either more convenient with receiving new recipes via social media or that it made it convenient 

to have their children try vegetarian food, or both of these factors combined. The remaining respondents 

said that this project did not make eating vegetarian food more convenient for them, several of whom stated 

that they already had preexisting meal planning habits that worked for them or that they usually do not 

follow a recipe and instead cook from scratch. 

 

The seventh question in the survey is “How has the information presented on Facebook page Grönare 

Vardag Avesta about a vegetarian diet served as a driving force / inspiration for eating more vegetarian 
food?” which targets the incentive tool used in the CBSM strategy. 13 respondents stated that they and their 

families felt inspired (incentives) by the Facebook page. The remaining respondents said that they were not 

inspired on the grounds that they are have their own reasons for eating vegetarian, the information posted 

did not seem like an incentive to them or that they preferred to receive the information via email or direct 

messaging. 

 

The eight question in the survey is “What has changed, if anything, in your family after the project is 

completed?” which is future oriented. This question received scattered responses. 13 responses said that 

this project made them want to try more vegetarian recipes, with one family saying that now started their 

own project, after being involved in this project, where they will rent a vegetarian recipe book from the 
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library and try a new recipe once a week. Several said that nothing has directly changed in their family but 

that they will continue to eat vegetarian. A few responses stated that nothing has changed at all. 
 

The ninth and tenth questions in the survey in the survey are also both future oriented. The ninth question 

is “Will you try to eat even more vegetarian now that the project is complete?”. 20 respondents indicated 

that they would eat more vegetarian after being involved in this pilot study. The remaining two respondents 

said that they would eat the same amount of vegetarian as before but with more inspiration, and the other 

said that it if difficult to know now because barbecue season is about to begin. The tenth question is “Will 

you try to spread the desire to eat more sustainably to more people in your vicinity?”. 21 respondents stated 

that they will do this, some of which saying that they already have done so during the project, while one 

respondent said that they will not spread information about this project. 
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6. Analysis 

The analysis chapter takes the results and applies them to the conceptual framework. The chapter 

specifically looks at how the developed CBSM strategy influences the materials, competences and 
meanings points of SPT with the given practice and how it compares to the proceeding practice of eating 

meat. 

 

6.1 Community-Based Social Marketing Influencing Materials 

The results from CBSM Step 1 placed a vegetarian diet as the behavior (practice) of choice. The practice 

of eating meat has been partially replaced by the practice of eating vegetarian within the pilot group during 

this study. As Shove et al. explains, all practices are made up of materials, competences and meanings 

(Shove et al. 2012, p. 14). Focusing on the materials component of SPT, the physical objects or entities in 

a practice (ibid.), the practice of eating vegetarian is made primarily up of the ingredients included in 

vegetarian recipes and the objects involved in obtaining and reading these recipes. Other materials such as 

objects involved in the cooking process are also present. The results from CBSM Step 2 show that common 

challenges associated in eating vegetarian and linked to the ingredients involved in the practice. These 

stated challenges are not solely bound to the materials point and do in fact interconnect to all points of SPT 

because practices are characterized by the independent relationships between these points and how they 

connect to each other (Shove et al. 2012, p. 24). This is shown in the upcoming chapters. However, the 

ingredients such as meat substitutes and “vegetarian ingredients” are highlighted in the responses as 

challenging for these families, both with knowing (competences) what proper vegetarian ingredients are 

and getting their children to enjoy (meanings) the ingredients. The CBSM strategy developed during this 

project interacted with the materials components of SPT as demonstrated in the conceptual framework seen 

in Figure 3. 

 

The results from CBSM Step 2 also identified the materials that the respondents viewed as beneficial from 

eating vegetarian. These materials ironically are the same vegetarian ingredients which were identified 

during the first question in this survey, which asked about the challenges of this behavior. These vegetarian 

ingredients were associated with improving the environmental in general terms. However, an even stronger 

connection was made by the respondents with the benefits associated with vegetarian ingredients and health. 

This shows that the respondents of this survey the materials of a vegetarian diet as having the largest 

positive effect on health rather than having the largest effect on the environment. In any case, the 

consumption of these materials will give the both the environmental outcome sought out by this project 

and the health outcome primarily sought out by people in Avesta. Therefore, the CBSM strategy was able 

to channel both of these benefits associated with eating vegetarian since the behavior involves broadly 

consuming the same materials. 

 

The results from CBSM Step 3 created a strategy which listed the ingredients for five different recipes for 

the pilot group members to see on the Facebook page during CBSM Step 4. The observational results from 

this stage showed that some of the children in these families were initially concerned and unsure about the 

materials that were being used to make the given meals. These concerns were concentrated towards the 

proteins being used in the meals such as lentils and chickpeas. The semi-structured interviews with the 

families in between these observations back up these results, with some of the parents explaining that often 

times their children get concerned or upset when they see that there are new ingredients to a meal. The 

parents also stated that they want their children to eat more vegetables for health reasons primarily, but that 

it is difficult to always succeed in doing so when their children are at a young age. 

 

During these same observations, it was clear that all families had no difficulty finding any of the ingredients 

in the recipes since all of the families already had many of the ingredients at home, such as pasta, tomato 
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sauce and potatoes. Additionally, the observations showed how the parents had little to no difficulty using 

the ingredients involved in these recipes such as the meat substitutes. This is also confirmed during the 

semi-structured interviews that the parents said that it was generally easy to use the ingredients in the given 

recipes. The observations also showed how the parents mainly used their mobile devices to read the 

ingredients from the recipes off of the Facebook page. One family printed the recipe off of the Facebook 

page which was easy to do according to them. This too was stated during the interviews that it was easy to 

access the information from the Facebook page. 

 

After the conclusion of the CBSM Step 4, the final qualitative survey during this pilot study shows that 

there were virtually no challenges experienced in finding the materials used in the given vegetarian recipes. 

18 of the respondents had an answer indicating this trend. This cannot be entirely explained by the CBSM 

strategy do to some preexisting knowledge of certain ingredients which is stated in the semi-structured 

interviews. This could be connected to the fact that many of the normal meals that these families made 

which contain meat could include virtually all of the same ingredients. Parts of the practice connected to 

the materials of preparing meals which include meat must be remaining dormant in the practice of preparing 

vegetarian meals. This process is explained by Shove et al. where elements of a previous process can 

reemerge in a future practice (Shove et al. 2012, p. 58). 

 

It is clear in the results that the Facebook page played a convenient role, due to its universal accessibility, 

by communicating the recipes and the ingredients to the recipients given its universal accessibility with a 

mobile device and a Facebook account from the observations. The trends in these observations are 

confirmed by the semi-structured interviews and the qualitative survey. The respondents also stated that the 

weekly prompts on the Facebook page worked well for them as reminders to look at the recipes and the 

ingredients they contain from the qualitative survey. The incentives about the materials, which were posted 

on the page had little to no effect on the families according to this same survey though. Nonetheless, the 

CBSM strategy and the tools used in it had an overall positive influence on the materials point of SPT with 

the practice of eating vegetarian. 

 

6.2 Community-Based Social Marketing Influencing Competences 

The results from CBSM Step 2 also highlight knowledge of vegetarian recipes as a challenge for the 

respondents to eat vegetarian food. This is a challenge of competences, the knowledge, technique or skills 

in a practice (Shove et al. 2012, p. 14), in regard to vegetarian recipes. This is closely related to the 

challenges with the materials of a given vegetarian recipes, but the challenges associated with competences 

are specifically tied to knowledge. These challenges were highlighted within two areas of knowledge. The 

common response connected to challenges is lack of knowledge specific to having vegetarian recipes. The 

other area that is highlighted is a lack of knowledge of vegetarian protein sources. The CBSM strategy 

developed during this project also interacted with the competences points of SPT in the conceptual 

framework in Figure 3. 

 

The results from CBSM Step 2 show the benefits the respondents find with eating vegetarian in relation to 

competences. The most prevalent response related this specific area is having a varied diet in everyday life. 

In other words, not eating the same types of food everyday but instead consuming different sources of food 

throughout the week. Another benefit highlighted is having the respondent’s children learn about a 

vegetarian diet and different recipes in general. This is related to the more common response connected to 

competences of having a varied diet, but specifically tied to their children’s knowledge. These benefits are 

highlighted less frequently than the health and environmental benefits. 

 

The results from CBSM Step 3 created a strategy in the form of a Facebook page which aimed to increase 

the knowledge of the members of the pilot study by uploading vegetarian recipes weekly over the five- 
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week pilot study period during CBSM Step 4. SPT supports the use of this social media site which is 

associated with the local government to increase the competences of a practice because local institutions 

can formalize practices by giving out descriptive guidelines to the public on how to perform specific 

practices (Warde 2013, p. 13). The observational results show that the families had some preexisting 

knowledge of how to make many of the vegetarian recipes. This is likely due to the fact many of them are 

quite similar to recipes that contain meat such as the vegetarian lasagna and pasta with lentils sauce. 

However, recipes such as falafel, vegetarian jambalaya and Greek potato casserole appear to be more 

uncommon to recipes which contain meat. Nonetheless, the observations show that for these recipes the 

pilot study families had little difficulty preparing these meals. Results from the semi-structured interviews 

show that some of the families already had some preexisting knowledge of the recipes, making it less 

challenging to make. The observations did show though that all of the families did follow the recipes from 

the Facebook page via a mobile device with one family reading it off of a print out. Therefore, it appears 

that the recipes helped breach the knowledge gap in some capacity and having them easily accessible 

helped. 

 

The results at the end of CBSM Step 4 from the qualitative survey show that there were practically no 

challenges in competences while preparing the vegetarian meals. 20 of the respondents noted on how easy 

most of the recipes were are how little time it took to prepare them. The results from the semi-structured 

interviews do provide evidence that those families did have some preexisting knowledge of some of the 

vegetarian recipes. This familiarity to the competences of eating vegetarian, similar to the materials of 

eating vegetarian, can be explained by the same reasoning by Shove et al. that the practice of eating 

vegetarian contains dormant competences from the practice of eating vegetarian (Shove et al. 2012, p. 58). 

 

The observations do confirm that the Facebook page was convenient for the families to use by being able 

to simply read the recipes from, whether it is on a mobile device or printed out from the Facebook page 

itself. Related to convenience, the weekly posts were communicated effectively to teach the members new 

recipes weekly after the first two weeks of the pilot test, when the pilot study members became used to the 

location of the posts on the Facebook page. The weekly prompts about the new recipes also took a few 

weeks for the pilot study members to get used to with regards to the timing of when the post was going to 

be made but worked well after this adjustment period according to the qualitative survey. The incentives in 

the form of informational posts about the health and environmental benefits of eating vegetarian, like in the 

previous chapter on materials, had limited effect of the family’s knowledge of vegetarian food. The CBSM 

strategy had an overall positive influence on the competences point of SPT with the practice of eating 

vegetarian. 

 

6.3 Community-Based Social Marketing Influencing Meanings 

The results from CBSM Step 2 identify the lack of enjoyment of eating vegetarian by the respondent’s 

children as a challenge for the entire family to eat vegetarian meals together. This is a challenge of 

meanings, the aspirations, meanings or ideas (Shove et al. 2012, p. 14), with this practice of eating 

vegetarian. This challenge differentiates from the similar challenges presented in the materials and 

competences points of SPT for this particular practice. 12 of the responses indicate this trend of it being 

challenging to eat vegetarian in the household due to their children generally disliking the food. This was 

the largest trend found in the results from CBSM Step 2 for barriers to eating vegetarian. The specific 

challenges within this general challenge are that children already like the taste of meat, they dislike the taste 

of meat substitutes and that the protest at the sight of something new being cooked. The CBSM strategy 

developed during this project interacted with the meanings point of SPT in the conceptual framework in 

Figure 3 as well. 
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The results from CBSM Step 2 show the benefits the respondents have associated with meanings. These 

benefits are the same benefits which are associated with the materials SPT point of eating vegetarian. 

These benefits are the improvement of one’s health and the improvement of the environment. As mentioned 

in Chapter 6.1, statements about the health benefits appear more frequently than the environmental benefits. 

This shows that the meanings behind eating vegetarian are strongest with the health-related benefits because 

of what eating vegetarian gives these families in return. Although most responses with these indicators 

listed are general, one response directly connected the health benefits to their children. 

 

The results from CBSM Step 3 created a strategy that aimed to reduce the children’s distaste for vegetarian 

foods by attempting to make a family activity of eating new vegetarian recipes together on Mondays for 

the five-week period during CBSM Step 4. The observational results showed that three out of the four 

families (Families A, B and D) had their children participate in the cooking processes. In all of these cases, 

the children appeared to enjoy contributing to cooking the meals and found it interesting. Often times some 

of the children would look at the recipe themselves but were dependent on their parents to clarify all of the 

information in the recipes. The only case where this did not happen was a family where the children are of 

an older age. 

 

The observations of the families eating the vegetarian meals showed mixed results regarding the children’s 

enjoyment of the meals. In Family A, two out of the three children appeared to enjoy the meal (vegetarian 

lasagna) while one child protested. This same child also did not participate in the cooking processes. In 

Family B, all children appeared the enjoy the meal (falafel) with one child stating how delicious it tasted. 

In Family C, both children appeared to enjoy the meal (pasta with lentil sauce) with one child explaining 

how this meal using lentils as the protein source tastes way better than the vegetarian food that they receive 

in school. In Family D, the child did not enjoy the meal (Greek potato casserole). The child explained that 

she did not like two of the key ingredients (feta cheese and sundried tomatoes) but that she enjoyed the 

cooking process involved in making this meal. The mother also said that this child enjoyed two of the 

previous recipes during the observation. 

 

The semi-structured interviews add interesting factors to these observations. Family A stated that it’s 

difficult to get their children to try new foods when they see that it is not something they usually eat such 

as meatballs and macaroni, or foods that are mixed together in general. However, once the family started 

eating two out the children showed that they enjoyed the meal. This adds an interesting dimension to the 

information stated during the interviews showing that once the children were pressured to try the food some 

of them ended up enjoying it. Family B gave similar information during the interview that it is challenging 

to get their children to try new food when they see that it is different. In this case, the children ended up 

enjoying the falafel meal despite any preconceived notions they may have had about it. Family C stated 

that their children, who are older than the children in the other families, did not like the concept of eating 

vegetarian initially due previous experiences eating vegetarian meals in school. After being involved in this 

project the mother said that her children are less skeptical about eating vegetarian and the children 

themselves said that they like meals such as vegetarian lasagna that have the protein source mixed into the 

meal rather than “vegetarian steaks”. Family D stated that it is hard for the daughter to enjoy new meals 

because she is a picky eater. However, the mother stated that her daughter has really enjoyed the cooking 

aspect of this project even if she did not enjoy all of the meals. 

 

The results from CBSM Step 4 from the qualitative survey show that many families experienced these same 

challenges identified with the meanings of engaging in the practice of eating vegetarian. 14 families stated 

that it was challenging to get their rest of their family members to engage in eating vegetarian during the 

project. This is consisted the data reported during the observations and semi-structured interviews. 

Additionally, other respondents said that it was hard to start the project with their family for these same 

reasons but that it became gradually better over time. This too is consistent with the data identified by the 

observations and interviews. Some families also stated that the project was not difficult at all and fun for 
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them. These results show that the greatest differences between the practices of eating meat versus eating 

vegetarian occurring in the meanings point of SPT. Therefore, the meanings component is the weakest part 

of the practice of eating vegetarian due to the strong connections some of the families have to the meanings 

of consuming meals with meat. As Shove et al explains, ongoing practices can only exist if the links between 

all three components of SPT are strong (Shove et al. 2012, p. 24). However, practices also involve the 

process of each of the points of SPT reinforcing one another (Shove et al. 2012, p. 32). This means that the 

strengths identified within the materials and competences points of the practice of eating vegetarian can 

mutually shape the meanings point of SPT to help improve the total strength of this practice within the pilot 

group. The deployed CBSM strategy in this study has also proven to have had a strong influence on the 

materials and competences points of SPT, which helps in this mutually shaping process of the meanings 

point to improve the strength of this practice. 

 

The role that the CBSM strategy of the Facebook page played in influencing the meanings can be seen in 

a few ways. The Facebook page was convenient in the sense that the whole family, children included, could 

view the recipe on one person’s mobile device during the cooking processes and pass the phone around to 

each other to view which part of the recipe any given person will contribute to. Adding to this, the Facebook 

page effectively communicated the recipes in a way that all members of the family, even the young children 

with the assistance of their parents or siblings, could understand the recipe contents. The weekly prompts 

seem to be effective with the meanings of some of the family by generating excitement to cook the new 

weeks recipe, but this excitement was not shared at the level for consuming the meal for the children. The 

incentives posted on the Facebook page, like with the materials and competences, had little to no effect on 

the families with regards to how they enjoy eating vegetarian. 
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7. Discussion 

The discussion chapter applies the research questions to the empirical and theoretical data presented in 

the thesis. It presents an interesting discussion around which sustainable behavior best suits Avesta 
kommun, the strategy developed to promote this behavior and the overall success of the strategy in light of 

all the information presented thus far in this study. 

 

7.1 Which Behaviors, Using Community-Based Social Marketing 
With The Goal of Reducing the Carbon Emissions Per Person, 
Will Be The Most Effective To Implement At The Municipality 
Level In Sweden? 

The empirical background and empirical results from the CBSM case study have identified the best 
behaviors for Avesta kommun to focus on with the goal of reducing the carbon footprint per person. A 

vegan diet was pinpointed as the best behavior for Avesta kommun to focus on in order to reduce meat 

consumption after the results of CBSM Step 1. Although the CBSM Step 1 calculation process, seen in 

Appendix A, takes three different factors into account in order to receive the results, the outcome of a vegan 

diet having the highest weight can be partially explained by the existing data referenced in the empirics. In 

the Naturvårdsverket Fördjupad analys av svensk klimatstatistik 2017 report the different sectors of 

household consumption related carbon emissions for the year 2015 are listed. From these statistics, it 

appeared that food products or transportation would likely be the general area that would score the highest 

at the end of the calculation process. Food products, by a slim margin, account for the highest percentage 

of this total value, accounting for 32 percent, while transportation accounts for 31 percent (Naturvårdsverket 

2017, p. 99). Within the category of food products, meat and fish account for 27 percent of total emission 

within that category and dairy products account for 14 percent, giving a total value of 41 percent 

(Naturvårdsverket 2017, p. 100). Within the category of transportation, fuel from vehicles accounts for 28 

percent of total emissions within that category (Naturvårdsverket 2017, p. 101). 

 

Based off of those statistics alone, a vegan diet has a higher carbon emission savings value than emissions 

from vehicles from household consumption. These results from Naturvårdsverket are also backed up by 

outside studies looking at food production. The report by KTH Evaluating the Environmental 

Consequences of Swedish Food Consumption and Dietary Choices shows that an estimated 20-30 percent 

of anthropogenic greenhouse gases come from food production (Martin & Brandão 2017, p. 1). In this same 

report the authors also calculate that a shift towards a vegan diet would cause an estimated 70 percent 

reduction in the emissions from average Swedish meat consumption, whereas a vegetarian diet would only 

cause an estimated 40 percent reduction (Martin & Brandão 2017, p. 5) with this same scenario and the 

emission savings that come from it being estimated in Hallström et al’s. report (Hallström et al. 2014, p. 

86). 

 

As mentioned before, these carbon dioxide emission savings alone do not determine which behavior is best 

to focus on for any given municipality. The results from CBSM Step 1 show that for the behavior of a 

vegan diet, the average probability value came in at 1.05. This is quite low compared to the behaviors of 

eating vegetarian and commuting via cycling with the respective values of 2.71 and 1.92. This means that 

eating vegan is perceived as noticeably unpopular compared to the other two behaviors. When looking at 

the penetration values, the behavior of eating vegan scores the highest with a value of 0.83. Eating 

vegetarian and commuting via cycling have the respective values of 0.45 and 0.34. This means that many 

people in Avesta already eat vegetarian and cycle to work but not very many have a vegan diet. The 

combination of all of these values resulted in a vegan diet being the most effective behavior to focus on. 
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Despite the top score of a vegan diet being the best behavior to promote in Avesta kommun in order to 

reduce meat consumption and therefore reduce the carbon footprint per person in the municipality, a 

vegetarian diet, the second highest scoring behavior, was chosen as the focus of this study. This decision 

was made due to several reasons. The first is that the CBSM Step 1 calculations do not take into external 

factors that could potentially affect people’s willingness to engage in a given behavior. In this case, this 

calculation did not take into account that a vegan diet does require additionally attention to detail with 

replacing all vitamins including vitamin B12 and vitamin D that exist in a meal which is based off of animal 

products, especially for children (Livsmedelsverket 2019). This same attention to detail is not required at 

the same level for a vegetarian diet due to these vitamins existing in dairy products (ibid.). Additionally, 

the low probability values of a vegan diet were concerning that it would be challenging to get the pilot 

group to engage in that behavior versus the vegetarian diet which had the highest probability value. These 

additional factors act as justification for the choice of a vegetarian diet over a vegan diet even though a 

vegan had a higher weight score of 110.71 versus 102.05 for a vegetarian diet. 

 

7.2 Which Strategy Is The Most Appropriate To Implement These 
Behavior Changes? 

The results from CBSM Step 2 identified the barriers and benefits that individuals in Avesta kommun have 

with eating vegetarian food. These results give the answers required to choose the CBSM tools needed to 

develop a strategy. The rubric for this process with a list of tools related to general barriers is outlined in 

Appendix A. The most common barrier that was listed by the respondents is for the families to be able to 

get their children to enjoy eating vegetarian food, and new foods in general. The second most common 

barrier is lack of knowledge, both with vegetarian recipes and also which proteins to use to substitute meat. 

The most common benefit identified by the respondents is the health gains one receives by eating 

vegetarian. The second most common benefits identified is the improvement to the state of the environment. 

SPT shows that linkages between materials, competences and meanings must be solid in order for practices 

to exist (Shove et al. 2012, p. 24). Therefore, this CBSM strategy was created with consideration to the 

conceptual framework of this study, where CBSM influences each point of SPT. 

 

The barriers identified fit into the following broad categories seen in the CBSM tools rubric. The first tool 

is incentives due to the of lack of motivation from family’s children protesting from eating new meals, 

including vegetarian ones. The use of incentives working as an effective tool can be seen in the public 

transportation campaign CBSM case study in Stuttgart, Germany. Here one day free transportation cards 

were handed out to new residents of the community from the local government as a financial incentive to 

try the local public transportation system and hopefully buy a commuter card after this experience and 

reduce personal vehicle use (Bamberg 2006, pp. 821-824). The results of this campaign showed an 18 to 

36 percent increase in public transportation use while simultaneously decreasing personal vehicle use from 

53 to 39 percent (Bamberg 2006, p. 827). The CBSM strategy therefore included incentives to persuade 

the people of Avesta to eat more vegetarian. These incentives were based off of the results from CBSM 

Step 2 where the respondents identified the benefits they see in eating vegetarian. In this case, health and 

environmental benefits. 

 

The second tool selected is communication due to the barrier of lack of knowledge of vegetarian recipes 

and vegetarian proteins identified in the CBSM Step 2 survey results. The use of communication as an 

efficient tool is seen in the early lung cancer diagnosis public and anti-smoking awareness campaign in the 

United Kingdom. Here a “push-pull” approached was used where the campaign communicated to smokers 

the symptoms early stage lung cancer and the importance of seeking early medical attention, “pushing” 

them into the hospital, and then “pulling” more patients into the hospitals in order to train medical staff to 

be able to handle this influx of potential early stage lung cancer patients (Athey et al. 2011, p. 412-413). 
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The result of this campaign showed a 27 percent increase in early lung cancer diagnoses (Athey et al. 2011, 

p. 416). This strategy also combined the communication tool with the prompts tool. This is done because 

prompts and communication complement each other well to encourage sustainable behavior change 

(McKenzie-Mohr 2011, p. 94). The CBSM strategy based its platform off of communication 

 

The third tool selected is prompts due to the positive additions it adds to the communication tool although 

reminders for eating vegetarian were not specifically identified as a barriers. This tool was therefore 

combined with the communication tool. The successful use of prompts as a CBSM tool in observed in the 

Greening Pacific! campaign at Pacific University Oregon. In this case, Greening Pacific! aimed to increase 

on-campus recycling by overcoming the barriers stated by students and faculty in relation to concerns over 

confidentiality, absence of an institutionalized recycling system and increased costs from recycling (Cole 

& Fieselman 2013, pp. 184-186). The strategy they developed used communication and prompts in the 

form of signs, posters, stickers and electronic information forums to distribute information about how the 

Greening Pacific! sustainability campaign helps eliminate all of these perceived barriers (Cole & Fieselman 

2013, p. 186). The result of this campaign showed that 74 percent of faculty and staff changed their behavior 

towards recycling (Cole & Fieselman 2013, p. 187). The CBSM strategy used in this project used an 

electronic information as the basis from both communication and prompts. 

 

The final tool selected in the development of this strategy was convenience. Convenience is imperative for 

all of the all CBSM tools, including incentives and communication, because if any strategy is inconvenient 

people will not engage in it (McKenzie-Mohr 2011, p. 121). The main barrier identified in CBSM Step 2 

is the families’ children protesting against eat new foods, including vegetarian. Therefore, convenience was 

applied to the strategy in order to not add additional stress to the families in the form of time and planning 

for eating vegetarian meals. The successful use of convenience can be seen in a CBSM case study in Paris, 

France with the Vélib bike system. With this project, tens of thousands of rental bikes were distributed 

throughout the whole city with the goal of making it convenient for commuters to rent the bikes instead of 

using personal vehicles or public transportation to complete a 30-minute commute to and from work 

(Shaheen et al. 2010, p. 162). The result of this program showed a 20 percent decrease in personal vehicle 

usage in areas of the city (Shaheen et al. 2010, p. 164). The CBSM strategy used for this project 

incorporates convenience in a different form than the structural convenience of this referenced case in 

France. In this case, convenience was tied to the communication and prompts tools in form of the 

convenience associated with the free and easy access of electronically distributed information connected to 

one’s computer or mobile device. 

 

The strategy developed from the combination of these tools was a Facebook page titled Grönare Vardag 

designed to upload weekly vegetarian recipes and additional fifteen health and environmental incentive 

related posts to eating vegetarian. This strategy connects to the new developments of SPT in the 21st century 

with regards to ICTs analyzed by Røpke & Christensen. They claim that ICTs can improve the sustainability 

within practices through ICT’s efficient abilities with temporal and spatial organization (Røpke & 

Christensen 2013, p. 49). ICTs in the form of social media sites, such as Facebook, have the unique 

capability to quickly engage practitioners into improving their skills, for example offering new recipes to 

chefs and families (Røpke & Christensen 2013, p. 63). Shove et al. state that practices are both relatively 

enduring and relatively recognizable entity so long as it is apparent across space and time (Shove et al. 

2007, p. 71). This confirms that practices according to SPT can be introduced or changed by any format so 

long as they are understandable with the current state of the world. The CBSM strategy of a Facebook page 

uploading weekly vegetarian recipes and health and environmental information about a vegetarian diet 

connects with these new revelations of SPT and how practices can be influenced and changed from the 

electronic distribution of information. 



46  

7.3 How Will This Strategy Effect People At The Municipality 
Level In Sweden? 

The Grönare Vardag Facebook page resulted in mostly effecting the pilot group members in a positive way. 

This was recognized through three sourced of information: observations, semi-structured interviews and a 

qualitative survey. The observations for Family A, Family B, Family C and Family D showed that the 

strategy of using a Facebook page for information distribution functioned quite well as a result of the 

communication, prompts and convenience tools. Three out of the four families used a mobile device to 

access the Facebook page and read the recipe. Often times the children of these families would look at the 

mobile device themselves and read parts of the recipe, with the assistance of their parents, that they were 

going to make. This suggested that this strategy is also beneficial for children’s early exposure to a 

vegetarian diet because of the connection they have to their parent’s Facebook accounts. The observations 

also showed that this project created a fun activity for the families to engage in by cooking the vegetarian 

meals together on Monday’s, with the children learning hands on how to make vegetarian meals. 

 

The observations of the families consuming the meals had mixed results. The results showed that Families 

B and C enjoyed the meals they prepared for their respective weeks (falafel and pasta with lentil sauce), 

most of Family A enjoyed the meal with one child disliking the food and in Family D the child disliked the 

food, but the mother enjoyed it. Overall the majority of the members of this observational study, both 

parents and children, enjoyed the vegetarian meals. The children who did not like the meals were described 

by their parents during the observations as either being at the young age where children tend to reject new 

foods and prefer food that they already know that they enjoy and being picky eaters in general. It is unclear 

in which way the developed CBSM strategy of a Facebook page could have helped fix this issue. 

 

The semi-structured interviews showed the Facebook page assisted in finding and using the ingredients 

through the communication, prompts and convenience tools used. The interviews did make it clear that 

many of the families already possess preexisting knowledge about many of the ingredients and the cooking 

processes involved. Therefore, the success of these two areas cannot be attributed entirely to the CBSM 

strategy, but it does appear that the strategy played at least a minor role. The interviews also uncovered the 

effect the strategy had on their enjoyment of eating meals. Some families said that the project was a good 

initiative to try and get their children to eat more vegetables and eat more vegetarian foods in general. One 

family that their children’s enjoyment of the meals steadily increased over the course of the project and 

changed their view of what vegetarian proteins can be in different vegetarian meals. Other families said 

that this project helped with the enjoyment of eating vegetarian with some of the meals posted but did not 

help with others. 

 

The qualitative survey results showed that finding and using the ingredients was an easy process for 

practically all families involved in the pilot study, with the exception of finding the ingredient oomph which 

several families had difficulty finding in their respective stores. The effect the project had on improving the 

families’ enjoyment of eating vegetarian meals gradually improved over the course of the pilot study 

according to many of the families, even though they started with the same challenges of having their 

children protest about eating vegetarian. The impression that the health and environmental incentives posted 

on the Facebook page appears to be mostly a failure, with many people already being knowledgeable of the 

content being posted or not being interested in clicking on it. The results also show that many families felt 

inspired at the end of the pilot study, while several felt that nothing has changed in their family. On the 

subject how, the families will move forward in their lives at the conclusion of this pilot study, virtually all 

families stated that they are going to eat more vegetarian and spread the word about this project to other 

people within Avesta kommun. 
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An interesting observation at the conclusion of this study is that the primary motivation for families to 

continue to eat more vegetarian at the end of the pilot study is to get their children to eat more vegetables 

and eat healthier in general. The primary motivation is not centered around improving the conditions of the 

environment, which rather serves as a secondary motivation. What is interesting about this is that regardless 

of what the motivation is for eating vegetarian is for the families in Avesta is, the desired environmental 

outcome sought out by Avesta kommun, the 2030 SDGs and the IPCC will be the same. This presents 

important information for Avesta kommun and other organizations that might be pursuing the goal of 

getting people to eat more vegetarian food. These organizations should focus primarily on marketing 

children’s health benefits from eating vegetarian rather than primarily focusing on the environmental 

benefits, since eating vegetarian will lead to both environmental and health related improvements 

regardless. These does mean exclude all environmental information linked to eating vegetarian, but instead 

shift the focus of the marketing. The marketing should also consider the failures that occurred during this 

project with the incentives that were used and build stronger incentives that will be more captivating for 

their respective audiences. 
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8. Conclusions 

The aim of this study is to explain how Community-Based Social Marketing may serve as a mechanism to 

alter consumer behavior at the municipality level in Sweden. This chapter will summarize the key findings 
in the research and connect it to the aim of this study. This chapter will also offer the practical implications 

of this study and the future research that can be conducted in relation to this study. 

 

Changing individual’s behavior in any context is not simple by any means. CBSM offers a flexible behavior 

change strategy development and implementation method that has been proven to be affected in taking on 

this challenging task of behavior change. SPT identifies the three components that all practices possess and 

how practices can be influenced if changes are made in any of these areas. CBSM was used in this study 

to influence the practice of eating vegetarian at the local municipality level in Sweden. The case study 

conducted at Avesta kommun shows how this method can be applied at the municipality level in Sweden. 

A vegetarian diet was selected as the best sustainable behavior to reduce the carbon footprint per person in 

Avesta kommun. The space and time gaps between residents of Avesta resulted in a universally accessible 

electronic information forum in the form of a Facebook page to be used as a strategy to promote this 

behavior to the city’s residents. Revelations about how SPT can be applied in the 21st century allow for 

practices to be influenced in this fashion. The barriers identified by the people of Avesta led to the use of 

the communication, prompts, convenience and incentives tools in the development of the CBSM strategy 

for this case. 

 

The gross effect of the CBSM strategy deployed in Avesta appears to have been mostly positive, although 

weak points have been identified by the members of the pilot study. The communication, prompts and 

convenience tools used to develop the Grönare Vardag Avesta Facebook page have shown to be largely 

effective in having the members of the pilot study learn about the simplicities of cooking vegetarian meals, 

learning new recipes for future use and creating a scenario for eating vegetarian at least once a week. The 

incentives tool in the form of health and environmental benefits from eating vegetarian used in this strategy 

was proven to be largely ineffective. The strategy also did not cause all children to enjoy all of the vegetarian 

meals posted on the Facebook page. However, the negative feedback received in the results did not 

outweigh the positive feedback. This strategy has contributed to reducing the barriers towards the practice 

of eating vegetarian meals. It has also created inspiration for practically all families in this pilot study to 

both continue eat vegetarian meals at least once a week or even more than once a week and spread the word 

about the project to others. 

 

8.1 Practical Implications 

CBSM strategy development is not bound to the sustainability goal used during this research and can be 

applied in many different contexts. The sustainable behaviors being analyzed preferably be taken from the 

same data base to ensure accuracy, but there are no official restrictions as to which data base must be used. 

It important when using CBSM to use different groups of people in the given community for each of the 

surveys issued during the different stages of information gathering. This ensures that the behaviors being 

selected, and the strategy being developed is as accurate as possible. It is also important to apply different 

grading criteria when assessing the pilot group study and to use different forms of information gathering 

techniques such as observations, interviews and surveys. The pilot group stage is incredibly important 

because its assessment highlights the flaws in the strategy developed, the potential adjustments that can be 

made and indicates if the strategy should be implemented on a broad level. The pilot stage should therefore 

be conducted carefully and not be rushed. 
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8.2 Methodological Reflection And Future Research 

SPT gives a helpful theoretical framework for understanding what practices are comprised of and the 

strengths and weaknesses of a given practice. It has strong connections to sustainability and provides 

valuable insight on how practices can be changes in order to meet the necessary goals related to climate 

change, such as the goals stated in the new IPCC report. It also allows to opportunity to collect multiple 

sources of data, such as observations, interviews and surveys, in order to fully understand the three 

components that make up a practice. Additionally, CBSM offers a very effective behavioral change method 

that develops community specific strategies to varying sustainability-oriented goals. The efficiency and 

creativeness of CBSM combined with the insight of SPT provides an excellent framework to understand 

current behaviors and how to replace them with sustainable alternatives in community-level contexts. 

 

CBSM offers effective strategy development to promote sustainable behaviors at the community level. 

Future researcher should test this strategy development method on other municipalities in Sweden. The 
results from these studies could help the local governments find effective strategies to implement in order 

to accomplish their own sustainability goals. CBSM can be applied to many sustainability goals and is not 

confined to the goal it is applied to in this study. The results of these studies could also identify and trends 

between municipalities with regards which behaviors and strategies to promote these behaviors are most 

effective, so long as the sustainability goal is consistent between municipalities. Future research of CBSM 

strategy development at the municipality level could also serve to the benefit of the 2030 SDGs and the 

carbon emission goals set by the new IPCC 1.5 degrees Celsius special report by developing community 

level initiatives to meet these goals. 
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Appendix A 

Community-Based Social Marketing 

The method being used in this study is CBSM. Developed by Doug McKenzie-Mohr, Ph.D., CBSM is an 

enticing alternative to information-intensive behavioral change campaigns due to its pragmatic and 

effective approach (McKenzie-Mohr 2011, p. 8). CBSM includes five steps: (1) selecting behaviors, (2) 

identifying barriers and benefits, (3) developing strategies, (4) piloting and (5) broad-scale implementation 

and evaluation (McKenzie-Mohr 2011, p. 8). 

 

Community-Based Social Marketing Step 1: Selecting Behaviors 

The first stage of CBSM is selecting behaviors. A list of behaviors needs to be gathered which should be 

non-divisible and end state behaviors, meaning that each selected behavior should be specific and not 

general (McKenzie-Mohr 2011, pp. 11-15). To do this, a database is required to determine the specific 

carbon emissions from the behaviors of Swedish inhabitants. The Fördjupad analys av svensk 
klimatstatistik 2017 report by Naturvårdsverket will serve as the statistical database for this case study. 

Once the list of behaviors is gathered, the weight must be calculated by multiplying the impact by the 
probability by the penetration (weight=impact*probability*penetration). Impact equals the kilograms of 

CO2 saved per household per year, values obtained through the literature review. Probability equals the 

average score (0 to 4, where 0 equals highly unlikely and 4 equals highly likely) from individuals in the 

case study if they will engage in the specific behaviors listed, values obtained through the quantitative 

survey. Penetration equals the inverse value of the percentage of individuals who already engage in the 

listed behaviors (1-percentage currently engaged), values obtained through the quantitative survey 

(McKenzie-Mohr 2011, pp. 16-19). Figure 9 illustrates the mathematical process of determining the impact. 

For convenience purposes, questions determining probability and penetration will be combined into one 

survey. 

 

Figure 9: McKenzie-Mohr (2011), Fostering Sustainable Behavior: Community-Based Social Marketing 
p. 19. 
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Community-Based Social Marketing Step 2: Identifying Barriers 
and Benefits 

The second stage of CBSM is Identifying Barriers and Benefits. This step involves four stages. The first is 

to conduct a literature review of relevant articles and reports in relation to the barriers and benefits selected 

behavior(s) from step 1 of CBSM (McKenzie-Mohr 2011, pp. 23-24). The second stage is to conduct 

observations of the behavior(s) being promoted and the behavior(s) being dissuaded (McKenzie-Mohr 

2011, pp. 24-25). The third stage is to acquire a focus group of six to eight people who are paid to discuss 

which issues that have been identified in the literature review as relevant or significant (McKenzie-Mohr 

2011, pp. 26-28). The fourth stage is to conduct a survey with another focus group. This survey can be 

conducted by person-to-person interviews, telephone interviews or by mail. The survey sub-steps include: 

clarify your objective, list items to be measured, write the survey, pilot the survey, select the sample, 

conduct survey and analyze data (McKenzie-Mohr 2011, pp. 31-36). 

 

McKenzie-Mohr does recognize that these seven sub-steps require a lot of time and money. He also 

provides a compressed and simplified version of CBSM Step 2 if you have little time, money or both. This 

version includes the sub-steps: conduct literature review, carry out observations of those engaged in the 

behavior(s) you seek to promote and observations of those engaged in the behavior you seek to dissuade 

and conduct an intercept survey to people in the community (McKenzie-Mohr 2011, p. 37). This intercept 

survey consists of two questions: “What makes it difficult or challenging for you to do X?” and, “What do 

you see as beneficial or rewarding about doing X?” (McKenzie-Mohr 2011, p. 37). Given the time and 

financial constraints of this research, the “little time, money or both” option will be applied during this 

project. 

 

Community-Based Social Marketing Step 3: Developing 
Strategies 

The third stage of CBSM is developing strategies. The strategies being developed need to both encourage 

the selected sustainable behavior(s) and simultaneously dissuade the unsustainable behavior(s) (McKenzie- 

Mohr 2011, p. 42). In other words, the strategies need to, “…reduce barriers and increase benefits for the 

behavior to be encouraged, while doing the reverse for the opposing behavior” (McKenzie-Mohr 2011, p. 

42). Figure 10 illustrates this process. The strategies should be built off of the suggested tools in the CBSM 

book. These tools include commitment, norms, incentives, prompts, norms, communication, social 

diffusion and convenience. McKenzie-Mohr states that the tools need to be chosen based on the barriers 

and benefits identified in step 2 of CBSM. Figure 11 portrays the general rubric for matching general 

barriers to specific tools. Once the tools are selected, it is recommended to scrutinize and redesign the 

strategy design within a focus group. After the strategy has been discussed within the focus group, it is 

ready to move on to stage 4 of CBSM which tests the strategy on a pilot group (McKenzie-Mohr 2011, p. 

44). 
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Figure 10: McKenzie-Mohr (2011), Fostering Sustainable Behavior: Community-Based Social Marketing 
p. 42. 

 

Figure 11: McKenzie-Mohr (2011), Fostering Sustainable Behavior: Community-Based Social Marketing 
p. 132. 

 

Community-Based Social Marketing Step 4: Piloting 

The pilot stage allows the strategy or strategies selected to be tested to work out all of the potential issues 

before movie on to the fifth and final stage of CBSM. During the pilot stage, it is necessary to acquire a 

pilot group to conduct the test. This pilot group should be a small sample size of the target population. The 

pilot group should then be split into two groups, one control group and one test group. The control group 

will act independently during the study without exposure to the strategy while the test group will be exposed 

to the developed strategy. At the end of the CBSM step 4 pilot test, the differences in behavior change 

should be measured. If the pilot group cannot be separated into separate groups, behavior changes should 

be measured by follow up questions in a survey or interview, but group separation is preferred. The 

evaluation of the results will indicate whether the strategies need to be further developed or if they are 

suitable for broad-scale implementation (McKenzie-Mohr 2011, pp. 137-142). 
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Community-Based Social Marketing Step 5: Broad-Scale 
Implementation and Evaluation 

Once CBSM step 4 has demonstrated that the pilot groups results are successful, broad-scale 

implementation of the project can begin. It is recommended to collect data on the level of engagement of 

the behavior being promoted before the project is officially implemented. This is necessary to get a basis 

of measurement for the evaluation of how many people have begun to engage in the promoted behavior and 

how many were already engaged in the behavior prior to the start of the project (McKenzie-Mohr 2011, p. 

143). For example, collecting data on the amount of people currently cycling before starting a project 

focusing on promoting sustainable transportation in the form of cycling. After the project has begun, it is 

important to continue to evaluate the success of the project in order to identify and fix and additional flaws 

(McKenzie-Mohr 2011, p. 143-144). 
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Appendix B 

SLU GDPR Form 

The SLU GDPR consent form includes the following information. All participants are required to click 

“Jag accepterar (I accept)” in order to participate in and submit information regarding observations, 

interviews and surveys involved in this case study. 

 

På svenska: 

Jag samtycker till att SLU behandlar personuppgifter om mig på det sätt som förklaras i denna text, 

inklusive känsliga uppgifter om jag lämnar sådana. 

 

När du medverkar i arbetet med examensarbete Grönare Vardag innebär det att SLU behandlar dina 
personuppgifter. Att ge SLU ditt samtycke är helt frivilligt, men utan behandlingen av dina personuppgifter 

kan inte forskningen genomföras. Denna blankett syftar till att ge dig all information som behövs för att du 

ska kunna ta ställning till om du vill ge ditt samtycke till att SLU hanterar dina personuppgifter eller inte. 

 

Du har alltid rätt att ta tillbaka ditt samtycke utan att behöva ge några skäl för detta. SLU är ansvarig för 

behandlingen av dina personuppgifter, och du når SLUs dataskyddsombud på dataskydd@slu.se eller via 

018-67 20 90. Din kontaktperson för detta arbete är: Connor Allen, connor.allen.3912@student.uu.se eller 

via 073-961 14 12. 

 

Vi samlar in uppgifter om dig via Community-Based Social Marketing metoden som innehåller information 

om dina beteenden. 

 

Ändamålet med behandlingen av dina personuppgifter är att SLUs student ska kunna genomföra sitt 

examensarbete enligt korrekt vetenskaplig metod och bidra till forskning på hållbar utveckling, specifikt 

hållbart beteendeforskning, och Avesta kommuns Grönare Vardag Projekt. 

 

Om du vill läsa mer information om hur SLU behandlar personuppgifter och om dina rättigheter kan du 

hitta den informationen på www.slu.se/personuppgifter. 
 

In English: 

I agree that SLU processes personal information about me in the manner explained in this text, including 

sensitive information if I provide them. 

 

When you participate in the work with the thesis work Grönare Vardag, this means that SLU processes your 

personal data. Giving SLU your consent is completely voluntary, but without the processing of your 

personal data, the research cannot be carried out. This form is intended to give you all the information you 

need to be able to decide whether you want to give your consent to SLU managing your personal data or 

not. 

 

You always have the right to withdraw your consent without having to give any reasons for this. SLU is 

responsible for the processing of your personal data, and you reach SLU's data protection representative at 

dataskydd@slu.se or via 018-67 20 90. Your contact person for this work is: Connor Allen, 

connor.allen.3912@student.uu.se or via 073-961 14 12. 

 

We collect information about you via the Community-Based Social Marketing method that contains 

information about your behavior. 

mailto:dataskydd@slu.se
mailto:connor.allen.3912@student.uu.se
http://www.slu.se/personuppgifter
mailto:dataskydd@slu.se
mailto:connor.allen.3912@student.uu.se
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The purpose of the processing of your personal data is that SLU's student should be able to carry out his / 

her thesis according to the correct scientific method and contribute to research on sustainable development, 

specifically sustainable behavioral research, and Avesta kommun's Grönare Vardag Projekt. 

 

If you want to read more information about how SLU deals with personal data and about your rights, you 

can find that information at www.slu.se/personuppdata. 

http://www.slu.se/personuppdata


61  

Appendix C 

Community-Based Social Marketing Step 1 Data 
 

Consumption- 
based carbon 
emissions per area 
(2015) 

Million tons of 
carbon dioxide 
equivalent (2015) 

Percentage of total 
carbon dioxide 
equivalent 
emissions (2015) 

Million tons of 
carbon dioxide 
equivalent 
(excluding 
investments) 
(2015) 

Percentage of total 
carbon dioxide 
equivalent 
emissions 
(excluding 
investments) 
(2015) 

Investments and 
other services 

38.76 0.369037418   

Other 7.69 0.073217176 7.69 0.116040441 

Textiles 2.47 0.02351709 2.47 0.037271767 

Transportation 20.6 0.196134438 20.6 0.310849555 

Accommodation 14.04 0.133676093 14.04 0.21186057 

Food products 21.47 0.204417785 21.47 0.323977667 

Total 105.03 1 66.27 1 

Consumption- 
based carbon 
emissions per 
person per year 
(2015) 

Tons of carbon 
dioxide equivalent 
per person (2015) 

Kilograms of 
carbon dioxide 
equivalent per 
person (2015) 

Tons of carbon 
dioxide equivalent 
(excluding 
investments) 
(2015) 

Kilograms of 
carbon dioxide 
equivalent 
(excluding 
investments) 
(2015) 

Household 
consumption – 
emissions in 
Sweden 

2.71 2710 2.71 2710 

Household 
consumption – 
emissions in other 
countries 

4.02 4020 4.02 4020 

Other consumption 
and investments – 
emissions in 
Sweden 

1 1000   

Other consumption 
and investments – 
emissions in other 
countries 

2.93 2930   

Total 10.66 10660 6.73 6730 

Investments and 
other services 

3.933938875 3933.938875   

Other 0.780495097 780.4950966 0.780952165 780.9521654 

Textiles 0.250692183 250.6921832 0.250838992 250.838992 

Transportation 2.090793107 2090.793107 2.092017504 2092.017504 

Accommodation 1.424987147 1424.987147 1.425821639 1425.821639 

Food products 2.179093592 2179.093592 2.1803697 2180.3697 

Total 10.66 10660 6.73 6730 

Household 
consumption – 
food products 

    

Grains 0.283282167 283.282167 0.283448061 283.448061 

Meat and fish 0.58835527 588.3552699 0.588699819 588.6998189 

Dairy products 0.305073103 305.0731029 0.305251758 305.251758 

Restaurants 0.283282167 283.282167 0.283448061 283.448061 
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Vegetables 0.239700295 239.7002952 0.239840667 239.840667 

Sugar products 0.130745616 130.7456155 0.130822182 130.822182 

Other 0.261491231 261.4912311 0.261644364 261.644364 

Alcohol 0.087163744 87.16374369 0.087214788 87.21478799 

Total 2.179093592 2179.093592 2.1803697 2180.3697 

Household 
consumption – 
transportation 

    

Fuel 0.58542207 585.4220699 0.585764901 585.7649012 

Aviation 0.439066552 439.0665524 0.439323676 439.3236759 

Purchasing cars and 
renting cars 

0.376342759 376.3427592 0.376563151 376.5631507 

Collective traffic 0.250895173 250.8951728 0.2510421 251.0421005 

Leisure trips 

including taxi and 
bus 

0.167263449 167.2634485 0.1673614 167.3614003 

Maintenance and 
spare parts 

0.125447586 125.4475864 0.12552105 125.5210502 

Sea and rail 
transportation 

0.083631724 83.63172427 0.0836807 83.68070017 

Caravans, 
motorcycles, etc. 

0.041815862 41.81586213 0.04184035 41.84035008 

Other 0.020907931 20.90793107 0.020920175 20.92017504 

Total 2.090793107 2090.793107 2.092017504 2092.017504 

Household 
consumption – 
accommodation 

    

Electricity and 
heating 

0.555744987 555.7449871 0.556070439 556.0704391 

Housing (rent and 
maintenance) 

0.498745501 498.7455013 0.499037574 499.0375736 

Household items 
and tools 

0.199498201 199.4982005 0.199615029 199.6150294 

Furniture and 
furnishings 

0.128248843 128.2488432 0.128323947 128.3239475 

Other 0.042749614 42.7496144 0.042774649 42.77464916 

Total 1.424987147 1424.987147 1.425821639 1425.821639 

Household 

consumption – 
textiles 

    

Total 0.250692183 250.6921832 0.250838992 250.838992 
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Appendix D 

Community-Based Social Marketing Step 2 Survey Data 
 

 What makes it difficult or challenging for you 
to eat a vegetarian diet? 

What do you see as beneficial or rewarding with a 
vegetarian diet? 

1 The biggest challenge is to get the children to try 
new dishes, no matter what it is. Should I change 
to eating more or only vegetarian diets, I would 
have to learn more well-composed and nutritious 
dishes without following the recipe. 

It feels good for the climate conscience and I also think 
it is good for my own body to reduce the meat. 

2 That the children are very discerning Better for the environment. 

3 No inspiration and discerning children who do not 
like beans, meat substitutes and so on. 

Environmentally friendly. 

4 That I am used to planning the meal based on 
meat or fish I do not have many vegetarian dishes 
in my head. 

Money and environment. And health. 

5 Nothing! That there is variety and creates a curious about better 
diet. 

6 Meat is good! Variations. 

7 Don’t want to. As part of a varied diet. 

8 The children like meat. Varied diet. 

9 Knowledge of vegetarian protein. Good, nutrient and no last consumption date so there 
will be less food waste because everything can be used 
for a long time and varied. 

10 Not hard at all but I don't like vegetarian diet + that 
I don't get full. 

There are no benefits whatsoever except that I can get 
pk credd on social media. 

11 Do not like what I tasted, want the farmers to 
remain. 

Eat more vegetables. 

12 I do not have knowledge of what is good to use as 
an alternative to meat, and only salad is no 
alternative. Fresh vegetables and fruits are very 
expensive during the winter months. 

Many vitamins and minerals are needed by humans in 
that food. Vegetables are also saturated. 

13 Protests from parts of the family and poor 
knowledge. 

Healthy and tasty 

14 For example, getting all children to accept beans / 
lenses. 

Cheaper, more climate-smart, housekeeping with 
earth's resources, healthy. 

15 No. Tasty and climate smart. 

16 To simultaneously vary and to find something 
vegetarian protein rich that the children like. 

I have been eating a vegetarian diet for over 20 years, 
and I only see benefits in it! Both morally, 
environmentally and for better well-being. 

17 Nothing. It is sick in the head to eat other living creatures in 
particular, the meat industry is pure evil it is strange to 
eat meat, only that our culture taught us in it so that 
some should feel so much money. 

18 Nothing. Cheaper. 

19 Find simple and good recipes that the children 
enjoy. 

Healthier for us and the environment. 

20 Nothing, I often eat vegan diets too Less environmental impact, animal rights benefits. 

21 Uncertainty about recipes, which means that 
planning of food takes longer. 

Economy, health and environment. 

22 It is not particularly healthy, unfortunately. 
However, it is not difficult. Previously a vegetarian. 

It is a way to vary the diet. It is actually more fun to 
cook veg-food, but as I said no one can live healthy in 
the long run. 

23 Nothing. Tasty. 
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24 Do not want to. You might feel better. 

25 That the children should also like it. Better for the environment. Variety of diet. 

26 I don't even know if I want to eat completely 
vegetarian, but my real partner definitely doesn't 
want it. It is also difficult to find vegetables and the 
like that are locally grown, especially in winter. I 
do not like the idea that the food has traveled all 
over the globe, then I would rather choose meat 
and fish from Sweden. I would like to have better 
knowledge of natural preservation methods so 
that I can save crops from local producers. 

It is good! The diet becomes more varied, often tastes 
very good, in that way it provides the conditions for 
better health. 

27 Nothing. Cheap food, good, especially for children to learn to eat 
different vegetables in different consistencies. 

28 My husband doesn’t eat vegetarian and I have 
few recipes. 

Healthy! And other things ☺ 

29 Getting the seasoning in a good way, good if you 
learn to recognize well-prepared vegetarian diet 
already when you go to school. There are great 
educational benefits to be obtained for the 
children who grow up in the municipality and have 
learned that vegetarian diets can be good, useful 
and well-prepared. In this way one can also 
"access" the parents' eating habits and so slowly 
steer these towards a more sustainable 
consumption. 

The environmental benefits, health aspects, general 
well-being. 

30 Not hard for me. hard to get the rest of the family 
to eat it all the time. 

Myself and the environment feel better from it. 
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Appendix E 

Community-Based Social Marketing Step 4 Survey Data 
 

A What challenges have you experienced in finding and using the ingredients involved in all of these 
recipes? 

1 Nothing! Overall, very common and simple ingredients, most of the things were usually at home except for 
some supplements. 

2 You had to look elsewhere than you used to in the store. But it went easier every week! 

3 Exciting to find and discover new ingredients. 

4 What one does not find one has to ask the staff about at the store, easy. 

5 Most things were at home, otherwise easy to find in the store. 

6 Much was already at home, the other was easily accessible in the store. No challenges there, not. 

7 It has gone well, we have well-stocked grocery stores. 

8 Nothing at all. 

9 I haven't had any problems finding the ingredients. Have not previously acted oomph so I was looking for a 
little while. 

10 This has been easy to find the goods and ingredients. 
11 That we should like them. That we should know how we handle them when cooking. 

12 No problem. 

13 Difficulty finding the oomph, otherwise no problem. 

14 I haven’t had any problems. 

15 It has worked well; the grocery store I normally shop on has had all the ingredients in stock so there have 
been no problems finding these. Sometimes I have been a little thoughtful about how to use certain 
ingredients but with the help of Google it has solved itself. 

16 I don't think it was difficult. The hard thing was to strictly stick to a recipe. I am used to using what I have 
even if I have a recipe as a basis. 

17 It has worked well. 

18 Nothing at all. 

19 Hard to find the goods in the store when you do not know how they look. 

20 Nothing especially difficult. 

21 No difficulties at all. 

22 No problem using the ingredients themselves but have children who have been skeptical about blending in 
ingredients they don't like in other foods. 

B What challenges have you experienced regarding the cooking knowledge and skills required to 
prepare all of the meals? 

1 Simple and great recipes! 

2 I find it difficult because I do not know how the food should taste. It is difficult to season the food then. But 
just taking the time, it was not difficult to cook the food. 

3 There have been easily made recipes that have not taken so long. 
4 The level of knowledge has been easy. 

5 Incredibly easy to make. 

6 Easy-made, simple recipe. Pasta sauce reminded much of the student's "cooking". If you did something like 
this, you were satisfied, and you thought something great was done in the kitchen. Can think that the food 
is passé and that you can imagine a bit more challenges in the recipes nowadays. 

7 It has gone well, interesting and exciting with some new recipes. 

8 It was simple and good recipes. 

9 Simple recipes that were well described. 

10 This has been easy with the cooking. Experience that it has been pretty quick to cook the food. 

11 To produce recipes for pita bread and garlic sauce and also to bake pita bread. Never did it. We choose not 

to eat finished products, so we wanted to bake and cook the sauce from scratch instead. Otherwise, it 
wasn't that difficult. 

12 No problem. Simple and quick recipes. 

13 Mild difficulty. Have been easy to follow the recipes. 

14 There has been good difficulty in the recipes we think. 

15 It has been fully feasible. 

16 Easy. 

17 It has not been hard. 
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18 Very easy recipes with short instructions. 

19 It was easy to understand the recipes, it was just to read the website. 

20 Good level. 

21 Everything new is always a small challenge. 

22 None at all, easy to cook and went relatively quickly which is nice. 

C What challenges have you experienced in getting a positive experience of this meal compared to 
what you usually eat for dinner with all recipes in the project? (For example, everything from 
cooking to taste to having a pleasant time with the family). 

1 The challenge when you have children is always to make them taste. Really no major difference in this 
compared to new "meat dishes" served. You have to keep expectations low :) 

2 It is difficult to make everyone dare to try new things. Many times I experience that children want to know 
how things taste before they appreciate the food. Some recipes went more home than others. So, we will 
continue with them! 

3 It has been a positive experience from all members of the family, everyone has thought it was good food. 

4 We made several dishes together and then it becomes more natural to get the moment both when cooking 
and then together at the table. 

5 I cooked all the food myself. Little resistance when I presented the project and served the food. 

6 There was an expectation of something exciting initially. The kids were tagged. However, some recipes 
were pretty boring. The jambalaya, however, became something really positive for 4/5 of the family. We 
hadn't done that before ourselves, but it was good and exciting. 

7 It has not been as easy to convince the whole family to eat vegetarian, but it goes better and better ... 

8 It was not appreciated by either my husband or our two children. They ate, but under protest. 

9 Half the family have not been so positive about new raw materials that we do not usually use so often, such 
as lenses and chickpeas. In some cases, I have made two variants, one of which has been slightly nested 
based on this and the other has been completely after the recipe. 

10 The big challenge has been getting our 2.5-year-old to eat vegetarian. The lasagna did work! 

11 My daughter likes to cook, and when it is a new recipe she is naturally curious to cook something new. 
Then she doesn't like all the food but it's just like the situation then. She still tasted everything. 

12 Popular recipes for adults. More difficult with the children who have tasted but had difficulty for the potato 
gratin with chickpeas and the lasagna among others. Falafel, lentil sauce and jambalaya were popular with 
the kids with :) 

13 The children have been a little more skeptical on the basis that the meals have been new, but we have 
been able to sell the concept by naming it as something they like (for example: falafel as "meatball tacos"). 
Cooking has been a positive experience for us parents. 

14 Hard to get good taste of food because. we have used more spices than those found in the recipes. The 
children have been a little skeptical about the food. 

15 It has been fun to try new things that we have not encountered before in the kitchen, and it has contributed 
to a more positive community when we jointly cooked the food and rated it. 

16 We eat a lot of vegetarian, so it wasn't anything special, but it felt fun to participate in something that felt 
positive. It was fun to participate and feel that one can make a difference. 

17 The jambalaya was new to us. Very useful as a basis for more dishes. Other dishes I have cooked before. 

18 The challenge was to get the children to eat the food. They like to taste but nothing really fell into the taste, 
so it stopped at a taste. They were happy with the cooking. 

19 Easier to engage the children to cook the food even though they didn't think everything was good. 

20 It is always a challenge to get one child to taste new dishes, not especially because of it. of this particular 
project. 

21 The children were a little skeptical at first but it went down and we will continue with these recipes. 

22 Fun to do something together and I think that it is still a recipe that we could tinker with a bit so they might 
go home better with the kids. Can be difficult to get everyone to eat together so it was good to really get a 
reason to push it. 

D How was your experience of finding and reading the information for this project (eg weekly recipes, 
reminders, health and environmental information) that were published or uploaded on the Facebook 
page for Greener Everyday Avesta? 

1 Don't think it has been so much beyond the recipes themselves. 

2 I think it's been great! I like that I have got a recipe to follow! 

3 It has been easy to find via Facebook. 

4 It was easy to find the information I think. 

5 Saw all the info on fb. Sometimes complicated to get the latest recipe, it should have been at the top. 

6 The recipes were on Facebook, nothing hard to find them. Maybe better that the latest recipe always 
existed at the top of the flow. 
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7 Good, only the print that was a little weird. 

8 It was good. 

9 Fit me great. Appreciate that the recipes are collected on one page. 

10 Would like to have received a recipe directly by mail and not via Facebook. 

11 A little bumpy first but it resolved. 

12 Smooth, simple. 

13 Have gone well to find recipes (after the first two times when we were a little confused). 

14 Initially, it was difficult to find the recipes, but it arranged itself during the project. 

15 Worked very well. 

16 I saw it on the website I think possibly. Facebook. 

17 I used the @ post. Printed the recipes there. 

18 I followed the link we got in the email because I found it more difficult to find on the Facebook page. Good 
that the recipes were available in some grocery stores! Health and environmental information could be 
much more of it, now it was a little thin on it. 

19 I don’t have Facebook. But have a partner with Facebook so it became much easier to take part of the 
information. 

20 It has worked well. 

21 No strange things. 

22 Don't have Facebook but my husband has so we have peeked there on all recipes. Although I am not used 
to Facebook, the recipes were easy to find. 

E Did you learn anything about vegetarian diet via Facebook Page Grönare Vardag Avesta? If so, 
what did you learn? 

1 Well, see question 4. 

2 Yes, how to cook chickpeas. And that I need to cook tomato sauces for a long time. At least one hour 
because it should not be so bitter in taste. Then it becomes much better. 

3 Yes, all recipes and how useful it is to choose vegetarian food at times. 

4 No, I am previously a vegetarian. 

5 Most simple to just replace meat with lentils, chickpeas and oomph. 

6 I got to know the oomph that I had never eaten before. 

7 Small tips here and there. 

8 Well, not really, but it was a good way to get it into the routine of eating vegetarian regularly. 

9 Well, via the recipes I have learned to cook the chickpeas for example. 

10 Have not read for except when I have read the recipes. Would have liked to have received all the info via 
mail and not via Facebook. 

11 Not so much. We already eat vegetarian sometimes. 

12 Got inspiration through the recipes. 

13 No. 

14 No not really. 

15 Bearing in mind that some supplements, e.g. Omega 3 may need to be added if fish consumption ceases. 

16 Don't know immediately what it would have been, but it felt like a nice encouragement and I appreciate the 
effort. 

17 No. 

18 No, nothing new. 

19 No. 

20 Not so much. 

21 Yes it was much nicer than I imagined. 

22 I learned how to use ingredients that I did not like so much earlier in a new and better way. 

F How has the Facebook page Greener Everyday Avesta and the selected recipes in the project 
affected your daily convenience by shopping, preparing and enjoying meals for you and your 
family, with particular emphasis on your children's convenience in trying out new vegetarian 
recipes? 

1 No difference in planning, we usually make menus as well. Saves some of the recipes for the future! 

2 It was just that it was on Facebook because I have it on my mobile and I have it with me when I shop. 

3 It has been easy to write the recipe via fb before action and to repair. 

4 My daughter was positive about this, has probably conveyed how important this is. 

5 Have been both. The son surprisingly positive and her daughter said it was not as disgusting as she 

thought. Perhaps my husband was the hardest of all to get along, he ate everything but frowned a little on 
his nose. 
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6 The children have tasted all the meals even though some have worked better than others. That it was a 
project made it all a bit more exciting for them. However, one of the children lost interest and was not 
interested in giving the last meal any chance. Taste though, as I wrote above. 

7 They have been a little skeptical about vego food. 

8 That I did not have to find vegetarian recipes myself but only do what was relevant for the week, I saved 
some thinking power. 

9 Nothing special really. We rarely cook food for recipes, so it was a little different to look through the recipe 
before. 

10 We loved the lasagna and will continue with it! Fun with new recipes. We feel inspired. 

11 Nothing. We are already testing new recipes from time to time but then with more vegetables as elements 
and to cook from scratch. 

12 No difference. 

13 Positive influence. It has been nice to have a small meal a week to plan, we were disappointed when we 
realized that we just made it from the last recipe. The children have been more skeptical, but have tasted 
some of the meals after a while. 

14 It has been good to get new vegetarian recipes to use in cooking. 

15 On a positive note, my daughter enjoyed the recipes and became more open to vegetarian food. 

16 We have found that it has contributed with a simplification and as a fine inspiration. 

17 Ok 

18 I am very open to trying out new vegetarian recipes, but since the children are all that usually quite tricky, it 
is easier for me to pick out recipes with ingredients that they like than just follow Grönare Vardag. So, the 
page has not affected me much more than as inspiration for various recipes. But the initiative is super! 

19 It was easier to get the children to be involved in cooking and eating, when we said that we were part of a 
project. 

20 No comment. 

21 Above all, it is cheaper and not as complicated as cooking meat dishes. 

22 Don't know, I think it may take time to make it comfortable with the kids to test new ones. You probably just 
have to be persistent and keep trying. Much of what we eat is vegetarian without us thinking about it. 

G How has the information presented on Facebook page Grönare Vardag Avesta about a vegetarian 
diet served as a driving force / inspiration for eating more vegetarian food? 

1 No not directly, it seems a little quiet in that channel besides the recipes. 

2 We absolutely need to eat more vegetarian food! My oldest daughter (12 years old) says that in about 20 
years, vegetarian is the food that man needs to eat. So, it's just as good that we get used to now! 

3 Fun and inspiring with new ideas. 

4 Yes 

5 I was inspired but not my family. 

6 Not at all 

7 I have been inspired to cook more vegetarian. 

8 Good, anyway, because if I want to drive this change in my family I may have to say that they protest at the 
beginning. 

9 Important that it looks good. I have appreciated that there have also been articles and the opportunity to 
read more about different things. 

10 As you can see, I'm not a fan of clicking around on Facebook. Would rather get info via mail / DM or 
Messenger. 

11 It has worked well in the way that we think more now that we should try to eat vegetarian at least once a 
week. 

12 No difference. Already eat a lot of vegetarian food itself before. 

13 Have not read information in addition to the recipes. 

14 Have not thought about it. 

15 Marginally. 

16 We have been inspired. 

17 No, I have my own driving force, so I mostly rely on your @ -mail messages. 

18 That said, much more information can be entered here. If you are already convinced of the benefits of 
vegetarian diet, there is nothing new and there is probably not enough information to convince someone 
who is skeptical from the start. 

19 It has been good. 

20 No comment. 

21 We just made and discovered some new thinking. 

22 Have been most inspired by preparing vegetarian food in a new way. Same raw materials but new cooking 
as for example with roasted chickpeas. It was good and I think you could spice it differently too. 
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H What has changed, if anything, in your family after the project is completed? 

1 Well, not directly. 

2 Nothing special has changed. Or how our approach to food over law has changed. We think a little more 
about what we should shop and eat. 

3 We have been inspired to eat vegetarian more often. 

4 No 

5 I think more about alternatives to meat. 

6 We will continue to look for vegetarian recipes that work for everyone and that we can imagine doing more 
than once. 

7 Hard to say, everyone in the family hopes to appreciate vegetarian more and more. 

8 I feel more determined 

9 Maybe a little more open to dare to try some new recipes that are also vegetarian. 

10 That everyone likes veg lasagna! 

11 Nothing yet but have a plan to eat vegetarian more often. 

12 Have been eager to continue with more vegetarian food. 

13 We have more recipes to test as we know that the children like, and we have increased our awareness of 
vegetarian diet. 

14 No comment. 

15 We will eat more vegetarian, dare to try new and think more about the sustainability perspective. 

16 We have received a number of recipes that we will use in the future. I think it is good to be inspired and 
would like to see it as a recurring feature for Avesta municipality. 

17 A little more joy. 

18 Most of the desire to get the kids to like more vegetables in their food, often has to offer the same food 
several times so that they can get used to the taste. Taste the first time, taste the second time, small 
portion the third time, etc. 

19 We have started our own project of eating vegetarian 1g a week. We borrow books on vegetarian food at 
the library. 

20 Nothing particular. 

21 No more than we will introduce more vegetarian. 

22 My view of refinement has changed but I do not know if so much else has changed. 

I Will you try to eat even more vegetarian now that the project is completed? 

1 Probably about the same but with a little more inspiration. 

2 Yes, we will! 

3 Yes absolutely. 

4 It is challenging now to choose vegetarian options when it is barbecue season. 

5 I am going to try. 

6 Yes, some of the recipes we will do again. Some definitely not. 

7 Yes, we will try. 

8 Yes. 

9 Yes. 

10 We are trying. 

11 Yes. 

12 Yes. 

13 We try to eat vegetarian at least once a week, preferably two. 

14 Yes 

15 Yes, we are going to. 

16 Yes, I think ☺ 

17 Thumbs up. 

18 As said, we are trying to get kids to eat more and more different vegetables in their food. So, the answer is 
yes. 

19 YES, we should try at least once a week. 

20 A bit. 

21 We will do that. My daughter got the recipes and she has begun to eat several times a week also other 
recipes. 

22 Yep, constantly trying to eat more and more vegetarian and still think that the children (especially the oldest 

child, 15 years) are more aware and curious about vegetarian options. Can, for example, see it when eating 
out on hamburger chop as they can choose the vegetarian options. 

J Will you try to spread the desire to eat more sustainably to more people in your vicinity? 

1 Yes, there has been great interest in the lunch room among colleagues around the recipe and what we 
thought. Some recipes have spread. Just the right amount of time for the project, fun thing! 
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2 Yes, we will! 

3 Yes. 

4 Already have done so. 

5 Yes, during the project I have talked to many acquaintances and at work about the project. 

6 We do that all the time. 

7 Yes absolutely. 

8 Yes. 

9 Yes. 

10 Yes! 

11 I always do that ☺ 

12 Well, I am happy to talk a lot about veg diet both from the environment and from the health point of view, 
regardless of the project or not. Fun to be a part of the project! 

13 To the extent that we feel that they are receptive, yes. The environment is a heartbeat for us, so we often 
talk about sustainability, both between us and with others in our vicinity. It may happen that in future the 
conversations will also touch on vegetarian diets (so far, most have been related to locally produced food, 
fair trade and organic). 

14 Yes. 

15 Yes absolutely, it is a crucial issue for the climate and the future so that spreading awareness and interest 
around it is important. 

16 Yes, hopefully both indirectly and directly. We have talked about the project with people in our vicinity. 
Thank you for being able to participate. 

17 Absolutely! 

18 Absolutely. 

19 Yes. 

20 No, I don’t think so. 

21 Yes, if anyone is interested, I like to share the recipes. 

22 Yes we do. If some friends are already vegetarians and semi-vegetarians, this is usually the vegetarian 
food we offer if we offer food. When it is weekends such as Easter or Christmas, we always have 
vegetarian options as well. So like cabbage root "ham", saffron rice and grilled halloumi. 
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Appendix F 

Community-Based Social Marketing Step 4 Observation and 
Semi-Structured Interview Data 

 
Family A Observation: Cooking 

 The family begins cooking together. They are reading the recipe from a mobile device. They 
bought the whole vegetables instead of the frozen vegetables. They have a shredder which 
reduced the time to shred the vegetables required for this recipe. They are choosing to make 
the white sauce instead of the pre-made sauce. They are dividing up the duties to improve 
efficiency. They are deciding if extra water should be added to the recipe. They are debating 
how much tomato purée to add. The children appear to be interested in the cooking process. 
They appear to be following the recipe step-by-step. Salt is added in addition to recommended 
amount. The youngest daughter added the lasagna plates on top. The oldest daughter adds 
the white sauce. The younger daughter says that she likes the white sauce. The same cycle 
repeats. They completed the preparation for the lasagna with no difficulties. The lasagna is 
complete and appears to be cooked perfectly. 

 Observation: Eating 

 The children seemed concerned about the food before tasting, possibly because it looks like 
something new. The adults appear to be enjoying the meal. The lasagna plates are busiga- 
need to translate this word. The two other children seem to be enjoying the meal, but one child 
does not appear to like the meal. The family is having a conversation about how lentils may be 
better in meals such as this rather than in soup. The youngest child is trying to convince the 
older child that the meal is good, particularly the lasagna plates. The oldest child left the plate 
unfinished. 

 Observation: Extra Notes 

 I was informed from the mother who is a nurse that children do not always like to have food 
that is blended together, such as lasagna, but instead like things that are separated such as 
meatballs, potatoes and roasted veggies. I was informed about the preexisting conflict in 
Avesta with local farmers being against a previous “meat free Mondays” initiative at the 
schools, where some of the children boycotted school. Allergies to eggs in the family led to 
this family eating vegan meals more regularly, possibly giving them an earlier exposer to these 
types of meals. 

 Interview: What challenges have you experienced in finding and using the ingredients 
involved in this week’s recipe? 

 It was my husband who was and acted so I don't think there were any challenges to finding 
the ingredients really. No problem with ingredients? No. Is it like something you cooked 
before with ingredients or is it different? No, we used the ingredients all before, though we 
haven't had lenses in lasagna before, no. You have made things with lentils in, but I haven't 
cooked so much with lenses in. However, I have cooked a lot with root vegetables instead. We 
have our specialties of what we like ourselves. So, we probably used everything, we probably 
had most people except vegetables and root vegetables, otherwise we had lenses and most 
of the ingredients at home. Okay, but was it hard to make lenses with something like a 
lasagna? Yes, we probably haven't thought of that before, but before we have used soy fares, 
or I like when it is spinach but there is a cross-stop for the children, as soon as there is 
something green in it is like it's deadly. 

 Interview: What challenges have you experienced regarding the cooking knowledge 
and skills required to prepare this meal? 

 Not so hard, I don't think at all. Simply, quite easy to have with the kids too, those who want to 
bring. Daughter no. 2 is a bit shy of her, so she is a bit difficult, if someone else is with her, 
she is not. I do not know if we would have been able to bring her perhaps to cook otherwise I 
do not know. But she is extremely shy of her, so she does not like to stay with people she 
does not know at all, unlike the smallest child who thinks this is fun and would probably wish 
someone came and greeted each time we cook. But not directly the difficulty level, it is 
suitable for children also because they can participate and do most things. Is there anything 
like anything you have done together before, this recipe? Maybe we haven't made 
lasagna together so much before. When the kids are with them then it is probably more baking 
than we cook in such cases I think. That there are sugar cookies, buns and such there. Then 
they have been with more than what they have actually been involved in cooking I think 
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 actually. The biggest girl cooks a lot of food for herself because she doesn't like what we cook 
and then she cooks for herself instead. And it has actually been the number two-girl also 
started to do, she also cooks a lot of food for herself when she comes home from school and 
so there. It's good in itself that they cook instead of eating Billy's Pan Pizza. 

 Interview: What challenges have you experienced with enjoying this meal compared to 
meals you would normally consume for dinner? 

 I don't know this is probably the usual challenge. As soon as you try to cook something that is 
not macaroni and sausage, you are quite sure that someone will not eat. And the times we've 
been too passionate then he even vomits so he's like big no no trying to get him to eat, but 
you still try "but taste this" and so. Someday ago, he actually ate homemade pizza, it was like 
this wohoo. But otherwise, it's about the challenges you encounter. Perhaps the bigger 
challenge is when we have company, so daughter 2 does not appear at the table at all, but 
then she stops in the other room because she is so shy, but otherwise I do not know if there 
are any more challenges to eat. Perhaps they were a little more well-behaved children when 
you have a visit, so that it is a little less challenging than usual and actually come here and eat 
because I think it's difficult. When you yourself were small, everyone came and sat and ate 
together, but nowadays everyone has their own and happy to run away to their own places 
instead. Anything more you want to say about the whole situation? Something you 
come up with? I do not know, I think it is a good commitment and fun, to challenge a little this 
carnivore norm that you only eat meat and then it is as a matter of course that there should be 
a piece of meat though really, we eat a lot of vegetarian stuff without we think about it. So, it's 
fun. But then it is challenging, just with the children, mixed food - really difficult. Much more 
difficult than when they are located individually, they recognize. If you have really fussy 
children then they are like this "but this macaroni looks different from what they usually do", 
but it is well the habit, as well as what you have seen, but then it is difficult to introduce new 
things because then you have not seen it before. It's like putting on new clothes, some kids 
just "no I can't use them until they're done" but there is no one going into them. 

Family B Observation: Cooking 

 Pre-soaked chick peas day before interview. They have a shredder to speed up the process. 
They appear to have all of the ingredients. The mother is reading the recipe from a mobile 
phone, like the previous family. The process is going very quick and quicker than last week’s 
recipe. Not all ingredients are measured out but are instead added as needed, implying that 
there is existing knowledge of using these specific spices. The children are helping with the 
meal by making a salad. The mother is concerned that the falafel balls are too dry and is 
wondering if the mix requires something more. This appears to be a more challenging part of 
the recipes. The children are wondering what the balls are. The falafel balls are made 
according to the recipe but appear to be too dry. The falafel balls appear to be cooked quicker 
than when I prepared them which could be due to the fact that I must leave soon. 

 Observation: Eating 

 The family is making the falafel with the suggested side ingredients. The children said that the 
falafel tasted very good. (The observation ended here due to time restrictions by the 
observer). 

 Observation: Extra Notes 

 The kids were worried to try the new recipe. The mother said that one must think extra 
carefully when shopping for the ingredients for these vegetarian recipes because they may not 
include every day ingredients. The recipe from last week (vegetarian lasagna) was slightly 
more challenging to read on the Facebook page than this week’s recipe (falafel). The 
language on the previous week’s recipe was confusing on some ingredients t.ex. chili sauce, 
which could mean Heinz chili sauce or ketchup. A questioned was asked why the potato 
powder was required. The children are good at eating salad and enjoy eating it. I was asked if 
alternative spices could be used in addition to the listed spices. The children are asking which 
beans are used in the recipe. The mother said she was looking to the meal. 

 Interview: What challenges have you experienced in finding and using the ingredients 
involved in this week’s recipe? 

 It went well, I think. It was just to look at some other places in the store than you are used to, 
but it was possible to find one. So, it wasn't that hard to find everything? No. And if there is 
anything that I cannot find, I ask the staff. So, I have no problem to spoil myself or what to say. 
Just ask questions. So, it didn't take much more time for you? No, not when I found the 
stuff. It was the same with last week too. 

 Interview: What challenges have you experienced regarding the cooking knowledge 
and skills required to prepare this meal? 
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 It will be interesting to see how it gets. Everything is difficult at first if you cannot, so it is. This 
is not really what I am used to doing. It's a little difficult, after all. Okay, but does this recipe 
feel a bit harder than last week's recipe or is it the same? I think about the same. I'm not 
really used to the flavors, because we usually don't season the food so much, not with lots of 
new spices. If you have found your spice, it is usually the one you use, but it is fun to try new 
things. 

 Interview: What challenges have you experienced with enjoying this meal compared to 
meals you would normally consume for dinner? 

 I find it difficult to get our children to try new things, when you do something new, it takes me 
more energy to cook the food. Because I need to be present in what I do and make sure I am 
doing right. It creates an uncertainty for me where I ask myself if I am doing right. When I cook 
a dish that I am used to cooking, I do not need to put the same focus on what I do because it 
goes automatically. But it's fun to do new things. But it can easily be a disappointment to me if 
my children do not like what I have prepared for them. We always try to eat together to get the 
opportunity to talk to each other. Today, the children liked the dish that I cooked, when they 
had to use things that they are used to as cream fresh for example. And they had the 
vegetables they like to eat. The food was good today, but without the sauce it became dry. I 
probably have nothing to add. 

Family C Observation: Cooking 

 All ingredients are ready, and cooking has begun. Process is going quick and easy. This 
appears to be the quickest meal I have observed, and the most similar to meals that usually 
include meat. 

 Observation: Eating 

 Two of the children, one 12-14 and one 16-17 have begun eating. They appear to be enjoying 
the meal. They have added a salad to the meal. They have added ketchup to the meal, 
perhaps to enhance the taste, but it may be common in Sweden to add ketchup to pasta 
dishes. They have added salt and pepper to the meal. This does not appear to be a meal that 
is different from anything the family has eaten before. No complaints about the meal have 
been heard so far. 

 Observation: Extra Notes 

 They said this is a very quick recipe. First time they have used red lentils in a pasta dish. They 
have enjoyed the previous two recipes, but they said that they added extra ingredients when 
necessary. They viewed the recipe from the Facebook page and did not have any problems 
with it. 

 Interview: What challenges have you experienced in finding and using the ingredients 
involved in this week’s recipe? 

 There have been new challenges, finding the right in the store and finding the goods. Just if 
you are not used to buying lenses and so on. It was a bit out of the question, it was just that to 
find, it was a challenge in itself, but otherwise it worked well. So, it wasn't that hard to find 
everything? No then, only you knew where there was, so it was possible to find. Everything 
was gathered in the same place, like lentils and chickpeas. 

 Interview: What challenges have you experienced regarding the cooking knowledge 
and skills required to prepare this meal? 

 It has been really easy, light recipes have been. It has not been anything advanced, and it can 
be done pretty quickly. For all recipes? Yes. Simple it has been, simple recipes. 

 Interview: What challenges have you experienced with enjoying this meal compared to 
meals you would normally consume for dinner? 

 It has not been really positive that I should fix this right. I haven't said anything, not just the 
boys here. They were willing to taste anyway. We think it's fun and very interesting, fun to try 
anyway. But the boys don't like the concept of eating vegetarian? No, they are a little 
skeptical of just vegetarian. But after you have eaten a little, how was it? This is better than 
veggie steaks, this one can at least eat. They are more skeptical of chickpea steaks and stuff. 
They get it at school sometimes. It was more positive when we ate. So, it is better with 
protein that comes from beans and the like than for example soy and Quorn? Yes. This 
works with pasta and pasta sauce, lasagna. It has gone well. Something more? Interesting, 
fun to try. Fun with new. Especially with lenses and so on. You get another idea to cook, and 
that's good too. You get new favorites. Just positive. 

Family D Observation: Cooking 

 Family has already begun cooking. The daughter is helping cook. They are reading a print out 
of the recipe. The cooking process appears to be easy for them. They are preparing a side 
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 salad to add some green vegetables to the meal. There is no visual resistance or dislike 
towards the idea of eating a vegetarian meal that I can see. 

 Observation: Eating 

 The daughter apparently does not like feta cheese in general before the meal has started. The 
daughter does not appear to like the meal, presumably because of the feta cheese. The 
daughter also said that she does not like the sundried tomatoes. The mother appears to like 
the meal. 

 Observation: Extra Notes 

 I was informed that this recipe has a lot to chop up compared to other recipes. They prepared 
the chickpeas the night before as was instructed in the recipe. They made the pita bread and 
sauce from scratch for the falafel because they try to avoid processed foods, even though it 
takes longer time to prepare. They are wondering why all the recipes have not had a lot of 
vegetables even though the title of the project is “Grönare Vardag”. The chickpeas were burnt 
in the oven when they followed the initial recipe instructions, so they had to make some 
adjustments to fix it. They think it would be better if some of the recipes are adjusted so that 
unhealthy white carbohydrates are not substituted for vegetables. This family appears to be 
more health conscious than the other families I have met with, raising important health 
concerns regarding the previous meals which I have not yet heard. Eating healthy appears to 
be highly valued. Apparently, the daughter did not like the vegetarian lasagna, but she liked 
the other two recipes—not sure what the correlation is. The daughter apparently does not like 
meat all the time and instead likes variation with meals. Another reason why this family joined 
the project is to learn new recipes the mom thinks that the other meals may have required 
more protein sources. The mother believes that the best share of protein per person should be 
20grams, and these recipes should be divided into thirds (1/3 vegetables, 1/3 protein, 1/3 
carbohydrates). 

 Interview: What challenges have you experienced in finding and using the ingredients 
involved in this week’s recipe? 

 Since we want to cook from scratch, we got to google a bit on pita bread to find a simple yet 
good recipe. It was a small challenge, and also found on garlic sauce for falafel. But there 
were not so difficult challenges. It has certainly not been difficult to find ingredients because it 
has been common stuff. Have you used these ingredients before? For example, chick 
peas or lentils? We have had a lot at home. We had three bags of lenses in the pantry. It 
was more what I said we wanted to bake the pita bread and I have never done that before, 
and we have never made falafel our own at any time. You've eaten it out there. I think there 
have been no special challenges. 

 Interview: What challenges have you experienced regarding the cooking knowledge 
and skills required to prepare this meal? 

 It has been easy, but I have reacted that there have not been so many vegetables, which I 
thought would be so clear. I prefer vegetables because I think it will be a little too much sugar- 
like food, but I may well see who created the recipes. 

 Interview: What challenges have you experienced with enjoying this meal compared to 
meals you would normally consume for dinner? 

 One of the challenges is that my daughter does not like most things, but then we get to eat 
from what we like simply. You have to save the rest on the plate. It is nice to cook and cook 
together. It's a recipe that you don't usually eat, so maybe the big challenge is that the whole 
family should eat it. Something more? Fun challenge, but I am surprised that it is no more 
vegetables because it is called a Greener Everyday Life. If one is to think about the 
environment and similar things then I would have thought that it would be more recipes with 
vegetables simply, but it was a good recipe and not so difficult recipe which makes it easier to 
cook it on a daily basis. 
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