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Purpose builds and supports movements to 
 advance the fight for an open, just and  
habitable world. 

We use public mobilization and storyt
elling to help the leading organizations
, activists, businesses, and philanthrop
ies engaged in this fight, and we creat
e campaigning labs and new initiatives
 that can shift policies and change pub
lic narratives when it  matters most. 
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BUILDING 
PARTICIPATION 
 

We specialize in making 
people into active 
participants, rather than 
passive viewers. By 
sequencing actions, we can 
create opportunities for 
people to engage with 
issues more deeply. 
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Leapfrog India Is  
 an ownerless brand that functions as a common 
platform for India’s companies to join together and 
engage in joint activities and create collective impact. 
It enables continued collaboration between 
companies for specific time-bound initiatives that 
accelerate the social and environmental solutions to 
climate change.!



We are starting Leapfrog India by finding ways to 
tackle the SWM crisis in India because  together we 
can effect  lasting change, leading to future 
proofed  circular economy – that focuses on the 
elimination of waste to landfill and significantly 
reducing GHG emissions.  
 

Talking Trash is  



Purpose’s Approach to 
Behaviour Change 



You may think your 
PERSONALITY determines 
your behaviour. 
 
In fact, your BEHAVIOUR 
detrmines our personality. 
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“Moral excellence 
comes about as a 
result of habit. We 
become just by 
doing just acts, 
temperate by doing 
temperate acts, 
brave by doing brave 
acts.” 

Aristotle 



Aristotle realized that if he could get people to be nice to each other, 
society would be better. And better societies make better people.  

BETTER  
YOU 

BETTER  
SOCIETY 



“If we want to change things, we must 
first change OURSELVES.”  

Paul Rusesabagina 



The key to behaviour change is making 
the deirable behaviour into a habit 

(Rosenthal, 2011) 



We have identified five motivators that help to overcome the situational and  
attitudinal barriers to forming a new habit…  

EASE 

NORMS 

BOND 

TANGIBLE 
INCENTIVE  

IDENTITY 

UNSUSTAINABLE 
HABIT 

SUSTAINABLE 
HABIT 



EASE 
The single most effective way to change 
behavior is to create an environment where 
that behavior becomes inevitable. 
 

.  



EASE 

•  Targeting: Using a technology or channel that 
participants are familiar with makes it easier for them 
to adopt a behavior. 

•   User Experience: There needs to be no barrier to 
doing the CTA that you want them to do. The UX 
between first experiencing the campaign to doing 
the behaviour 

•  Cal to action: Without a call to action, the user often 
forgets the feelings and facts a piece of content 
inspired in them. Timing is critical – and the user 
must be able to take action quickly, at the peak of 
there interest. 

•  Reminders: Non-judgmental reminders can help 
people recognize their trigger moments, and 
consider a behavior before performing it.  

 
•   needs to be easy.  

.  



NORMS 
If people perceive a behaviour to be the 
prevailing norm, their desire to conform and 
‘keep up’ with those around them compels 
them to adopt that behaviour too. 



Create NORMS with compelling  

CONTENT 



1. NORMATIVE 
MESSAGING AND 
REAL TIME TRACKING 

Simply conveying the information that a 
large number of people have already 
adopted a behavior compels others to 
adopt it too.  

2. POSITIVE FRAMING 
People want to know that they are ‘on 
the winning team’ – that the problem 
they are taking on can be solved. 
Messages and narratives that make the 
audience feel like solutions are 
underway and widespread, makes them 
more likely to participate. 

 

 



3. ACCEPTABILITY 
Human beings can be extremely 
susceptible to the fear of ostracism. By 
creating content that shames a particle 
activity, we encourage people to hold others 
accountable for this behavior in real life. For 
example drunk driving, the fear of public 
shame is a strong driver of new cultural 
norms. 

 



Create IDENTITY with a strong  

BRAND 



BOND The more that people identify with a group, 
the more willing they are to make decisions 
that benefit the group as a whole. 



Create BOND by building a  

COMMUNITY 



INCENTIVE 
Tangible gains such as skills, goods or 
money, can provide a ‘first hook’ to engage 
people in a new behavior. 
 
However it is more often the emotional 
motivations such as bond and identity that 
compels people to take action and stay 
invested.  



Create INCENTIVE with desirable  

REWARDS 



LET’S GET STARTED 
 

 

Jessica.hines@purpose.com 


