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Abstract

The use of message framing, a technique that shapes perceptions of the
outcomes of the promoted behavior, in combination with a specific target
audience can substantially enhance the success of social marketing campaigns.
Although the persuasive effects of message framing have been widely publicized
in the field of social and cognitive psychology, there is a surprising dearth in the
literature regarding the role of message framing as a strategy within the context
of social marketing to influence environmentally sustainable behaviors. This
article provides an overview of the main principles of message framing, including
gain and loss framing as well as social and physical threat. The most effective
combination of frame and threat may in fact depend on the measure used to
assess its influence on behavior. In particular, the literature suggests that the
effect of frame and threat interaction may be most prominent in changing
attitudes toward the behavior. Four factors should be considered in the use of
framing and threat in message design, including: (1) level of risk involved in
uptake of the behaviour, (2) degree of self-referencing or self-other referencing
in the message, (3] level of experience and knowledge of the target audience and
stage of change of the target audience, and (4) gender of target audience. Thus,
proper segmentation of the population should be carried out before designing
messages with frame/threat factors. Further research on the influence of
message framing and the role of audience segmentation in behavioral change
strategies is needed to deepen our understanding of its effectiveness in
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designing social marketing campaigns that focus on environmentally sustainable
behaviors.
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