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Introduction
“Using Community Based Social Marketing as an Extension Education Tool to Achieve Behavior Change” is a study that details an effort to help Extension agents move their program attendees from education to action. This study examined the perceptions of homeowners in Orange County, Florida, who have automated irrigation systems, regarding Community Based Social Marketing (CBSM) strategies that could be employed to reduce water used for lawn care. 
Florida’s water management districts, under the Department of Environmental Protection, regulate and mandate how many days a week water can be applied to the landscape (St. Johns River Water Management District, 2009). A large percentage of Orange County homeowners have in-ground irrigation systems and desire high-quality landscapes (Haley, Dukes & Miller, 2007). In a study done in 2003 over a 30-month period, Haley et al., (2007) found that irrigation accounted for 64% of residential water use in all homes monitored. 
In an effort to decrease the amount of water used outside the home, utility companies and municipalities have mandated water restrictions. Yet the history of reducing water use via irrigation restrictions in the U.S. is mixed. In some cases, irrigation restrictions can cause water use reductions of 30% (Haley et al., 2007). In other cases, irrigation restrictions actually increase total water usage—some customers irrigate on allowed days, even if weather conditions do not warrant it, or they over-irrigate, as they know they will be restricted on future days.
The Orange County Government and the St Johns River Water Management District (SJRWMD) have long recognized the twin threats of population increase and development. They have tried to reduce the amount of water used per resident from 160 gallons to 90 gallons through a mixture of educational campaigns and punitive fines, but have yet to achieve the goal of a reduction in gallons used per person per day. Another strategy needed to be considered to increase water conservation practices. 
Water conservation behaviors are included in the area of environmental concerns. The development of Community Based Social Marketing (CBSM), specifically for sustainability, arose out of concerns about the ineffectiveness of environmental campaigns that relied solely on providing information (McKenzie-Mohr & Smith, 1999, p.15). CBSM, as defined by McKenzie-Mohr and Smith (1999), is an approach that draws heavily on social psychology, which indicates that initiatives to promote behavior change are often most effective when they are carried out at the community level and involve direct contact with people. In more current research, CBSM is frequently used to promote environmental behavior change (Monaghan, 2011).

Theoretical framework
	This research project focused on the following theories and strategies: The Theory of Planned Behavior and the Theory of Diffusion of Innovations, and also included strategies from Social Marketing and Community Based Social Marketing to inform the study. From the theory constructs, concepts were developed that helped inform the development of the research design, objectives and analysis used in the study. Specifically, the study utilized the theory of planned behavior and the theory of diffusion of innovations to understand what influenced homeowners to increase water conservation behaviors. The study also looked at the pragmatic approach of social marketing and the effectiveness of CBSM to bring about behavior change. The practical strategies used by CBSM seek to determine the barriers to behavior change and to understand the accepted societal behaviors, also known as norms. Once barriers and norms are established, the use of CBSM has a greater opportunity to be successful.

Methodology
This study used focus groups to determine whether a CBSM approach would be a successful method to increase water conservation practices. Focus group discussions create a process of sharing and comparing among the participants to provide the context and depth behind their thoughts and experiences (Morgan & Krueger, 1998). They also “provide insight into complicated topics where opinions or attitudes are conditional or where the area of concern relates to multifaceted behavior or motivation” (Krueger, 1994, p. 45). 
The focus group participants consisted of residents from Orange County, Florida, who were determined by the water utility company to be high water users. They were recruited by an outside marketing firm and paid a stipend for their participation. A moderator guided the participants through the questions. The session recordings were transcribed by a transcription service. A total of four focus groups were conducted which included 32 participants, and represented 20 different homeowner associations (HOAs). Data was analyzed using Glaser's constant comparative technique (1978). This technique is based on comparative analyses between or among groups of persons within a particular area of interest. This comparative analysis is the central feature of grounded theory in qualitative research and often allows the researcher to identify patterns and relationships within the collected data (Glaser, 1978). The process sets out to determine frequencies and themes which become part of the categories. In regards to internal validity, the following strategies were used to ensure greater consistency. 
The measures taken to help readers assess the trustworthiness of this study and the plausibility of the interpretations offered by the researcher have been numerous. The researcher detailed data collection and analysis methods to provide indicators of the interpretive rigor of this study (see Guba & Lincoln, 2005). Within the data collection and analysis methods, audio recording the focus groups and consistent note-taking were used to ensure transcript accuracy and to bolster the trustworthiness of the textual data (Flick, 2009; Lincoln & Guba, 1985). 
The methods included transcribing participant statements word for word rather than correcting grammar or tense to afford the opportunity for potentially different subsequent interpretations. Laughter was also recorded as a scene note as researchers thought that was an important element in recording the tone of individual statements and in some cases, the level of agreement by other group members.  Through the data collection and analysis phase of this research, an audit trail was maintained (Flick, 2009).  
Findings
The results provided the following information, the emerging themes for barriers revealed pressure from the HOA’s to have perfect grass, lack of knowledge about proper lawn care, confusion over when to water per week and the inability to use the irrigation timer correctly. Participants indicated that the norm was to abide by the water restrictions and have a nice lawn. The responses also indicated that following water restrictions was their primary means of conservation. Participants also showed they were willing and open to increasing their conservation practices just as long as it did not result in a notification or fine from their HOA. They indicated a positive attitude towards increasing their water conservation practices. In fact the areas that emerged as barriers such as lack of knowledge about lawn care, inability to use their irrigation system efficiently and understanding water restrictions are all classes taught by Extension agents. However, Extension needs to establish the barriers to implementing change prior to teaching a program in order to reduce the barriers and increase the results of behavior change.

Implications/Recommendations
	The data showed a need for Extension to change the approach it currently uses for developing Extension programming for non-traditional audiences. The nontraditional audience includes people who are not involved with agricultural production, and pertains to populations located within highly urban areas. Extension programs need to be created using information developed through research about behavior change, such as finding barriers and knowing the accepted norms. A “one size fits all” programming approach is not effective and adjustments need to be made to influence behavior change, particularly with clientele from urban and metropolitan areas. This research study demonstrated that even if Extension programs operate continuously, they will not result in behavior change unless the barriers and norms are known ahead of time and adjustments are made.
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