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Behavior Change: Integrated Model of Behavior Prediction 
(Yzer, 2012) 

 
Introduction: One of the most important steps to take in developing a behavior change project is to 
understand the specific barriers and motivators one experiences regarding the behavior. There are 
many different types of barriers and motivators that impact behavior, ranging from individual 
preferences and beliefs to social pressure. The integrated model of behavior change has identified 
several common categories of barriers and motivators that have consistently been shown to impact 
behavior.  
 
Model: 
 

 

 

 

 

 

 

 
 
 

Background variables: What are the demographics and psychographics of my audience? 

Background variables include demographics and psychographics. Demographics are quantifiable 
features of the audience such as age or where they live. Psychographics are subjective features of the 
audience such as cultural background, risk perceptions, and previous experiences with the behavior. 
These background variables influence the way we view the world and our behavior.  
 

Background 
Variables 

Example 1:  
Encouraging artists to use 

a safer adhesive 

Example 2:  
Encouraging dry cleaners 

to use leak detectors 

Example 3:  
Encouraging moms to 

purchase less toxic 
cleaners 

Personal 
characteristics such 
as demographics 
and 
psychographics 
that shape how 
one views a 
behavior.  

Women in their 30s-40s. 
They tend to rely on 
emotion to make 
decisions and they have 
had repeated exposure to 
hazardous products 
without any observable 
negative impacts.  

Male, Korean immigrants 
in their 50s-60s. They have 
a general distrust in 
government and a strong 
work ethic. Their focus is 
on providing financially for 
their families.  

Mothers in their 20s-40s 
with infant children who 
have a household income 
of less than $35,000. Their 
primary concern is the 
health of their child and 
they routinely use cleaning 
products.  

Background Variables 

 Demographics 

 Culture 

 Socio-economic  

 Media influences 

 Risk Perceptions 

 Individual 
differences 

 … 
 

Attitude 

 Belief 

 Strength 

Perceived Norms 

 Belief 

 Motivation to 
comply 

Self-Efficacy 

Intention Behavior 

Environmental 
Constraints 

Skills 
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One important background variable is risk perception. Risk perceptions have two separate components: 
severity and susceptibility. Severity refers to the perceived level of harm or consequence that will come 
from the risk. Susceptibility refers to the perceived likelihood that the individuals will experience the 
risk. If individuals do not sense a risk around the topic you are addressing, they will likely not pay 
attention to your message nor be motivated to change their behavior.  
 

Risk Perception Example 1:  
Encouraging artists to use 

a safer adhesive 

Example 2:  
Encouraging dry cleaners 

to use leak detectors 

Example 3:  
Encouraging moms to 

purchase less toxic 
cleaners 

One’s sense of 
severity and 
susceptibility 
surrounding the 
risk the behavior is 
trying to address. 

The artist thinks there 
may be harmful effects 
from the adhesive she 
uses (severity) but does 
not think she will be 
affected by those harms 
(susceptibility). The risk 
perception is moderate.  

The dry cleaner does not 
think leaks from their 
machine pose any harm 
(severity) and do not think 
they will be impacted if 
there was a leak 
(susceptibility). The risk 
perception is low. 

The mom believes cleaning 
products with the word 
“warning” are harmful 
(severity) and her children 
would likely be negatively 
affected by of those 
cleaners (susceptibility). 
The risk perception in high. 

 

Attitudes: What does my audience think about the behavior? 

Attitudes are the favorable and unfavorable opinions one holds toward the behavior. Is the behavior 
good or bad? Is it important or not important? Individuals can hold numerous different attitudes toward 
a topic area and those attitudes will influence the behaviors the individual chooses to do. Audiences can 
also vary on how strongly they hold those opinions. Strong, positive attitudes toward a behavior will 
generally result in an individual being more likely to engage in the behavior.  
 

Attitudes Example 1:  
Encouraging artists to use 

a safer adhesive 

Example 2:  
Encouraging dry cleaners 

to use leak detectors 

Example 3:  
Encouraging moms to 

purchase less toxic 
cleaners 

The favorable or 
unfavorable 
opinion one holds 
toward a behavior 
and the strength of 
those opinions. 

The artist strongly 
believes the adhesive she 
currently uses is the best 
one on the market. This is 
a strong, negative attitude 
toward the behavior. 
 

The dry cleaner 
moderately believes that 
he can see leaks are 
occurring. This is a 
moderately negative 
attitude toward the 
behavior. 

The mom has a neutral 
opinion about the impact of 
less toxic on the 
environment. This is a 
weak, positive attitude 
toward the behavior. 
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Perceived Norms: What do people important to my audience think they should do? 
 
Perceived norms are the expectations we think others have about how we should behave or the 
pressure we feel from others to engage in a behavior. We often vary in how motivated we are to comply 
with those expectations. If the expectation is from someone we respect or care about, we are more 
likely to comply with their expectations.  
 

Perceived Norms Example 1:  
Encouraging artists to 
use a safer adhesive 

Example 2:  
Encouraging dry 

cleaners to use leak 
detectors 

Example 3:  
Encouraging moms to 

purchase less toxic 
cleaners 

Perceived social 
pressure one 
experiences to engage 
in the behavior and 
the motivation to 
comply with those 
expectations. 

The artist’s family thinks 
the artist should use a 
safer alternative and the 
artist highly regards their 
opinions. The perceived 
norms support the 
behavior. 

The dry cleaning 
community does not 
support the use of leak 
detectors and the dry 
cleaner thinks it is 
important to follow the 
practices of other dry 
cleaners. The perceived 
norms do not support 
the behavior. 

Friends of the mom 
have adopted less toxic 
cleaning practices and 
the mom has a strong 
desire to do what the 
other moms are doing. 
The perceived norms 
support the behavior. 

 

Self- Efficacy: How confident is my audience in their ability to do the behavior? 

Self-efficacy refers to one’s confidence in their ability to do a behavior. The more confidence we have in 

our ability to do the behavior, the more likely we are to do the behavior. 

Self-Efficacy Example 1:  
Encouraging artists to 
use a safer adhesive 

Example 2:  
Encouraging dry 

cleaners to use leak 
detectors 

Example 3:  
Encouraging moms to 

purchase less toxic 
cleaners 

Confidence in one’s 
ability to engage in 
the behavior 

An artist believes it 
would be too difficult to 
use a safer adhesive. The 
artist has a low level of 
self-efficacy. 

A dry cleaner feels 
comfortable using a 
leak detector. The dry 
cleaner has a moderate 
to high level of self-
efficacy.  

A mom is confident in 
her ability to choose a 
less toxic cleaning 
product. The mom has 
a high level of self-
efficacy. 

 

Attitudes, perceived norms, and self-efficacy impact one’s intention to engage in the behavior. However, 

intentions do not always translate to behavior. A lack of skills and environmental constraints may make 

it difficult to engage in the behavior, even if we intended to.   
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Skills: Does you audience know how to do the recommended behavior? 

Skills refer to one’s knowledge of and competence in doing a behavior. Skills are related to, but different 

from self-efficacy. Self-efficacy is one’s confidence in doing a behavior. The audience may know how to 

do something, but not feel very confident in their ability to do it on their own.  

Skills Example 1:  
Encouraging artists to 
use a safer adhesive 

Example 2:  
Encouraging dry 

cleaners to use leak 
detectors 

Example 3:  
Encouraging moms to 

purchase less toxic 
cleaners 

One’s ability to 
engage in the 
behavior 

The artist knows how to 
use safer adhesive 
products. 

The dry cleaner knows 
how to use the leak 
detector. 

The mom knows what 
to look for in a less 
toxic cleaning product. 

 

Environmental Constraints: What other outside factors may be affecting my audience? 

Environmental constraints are the outside factors such as resources (i.e., time, money, space, personnel) 

that get in the way of behavior change.  

Environmental 
Constraints 

Example 1:  
Encouraging artists to 
use a safer adhesive 

Example 2:  
Encouraging dry 

cleaners to use leak 
detectors 

Example 3:  
Encouraging moms to 

purchase less toxic 
cleaners 

Structural factors that 
may inhibit behavior 
change.  

The safer adhesive does 
not work quite as well as 
the more hazardous 
option, but will still 
accomplish the job. 

The leak detector is too 
expensive to purchase. 

The mom does not 
have time to look for 
less toxic cleaning 
products when she is at 
the store. 

 

Summary 

Background variables will impact the attitudes, perceived norms, and self-efficacy of the individual. 

Strong, positive attitudes, positive perceived norms with a strong motivation to comply with those 

norms, and high level of self-efficacy will likely result intentions to engage in the recommended 

behavior, which often leads to engaging in the behavior. However, a lack of skills and/or environmental 

constraints could make is difficult to engage in the behavior, even if we want to.  

Example 1 - Artist: The artist’s background and risk perception generally make them favorable towards 

using a safer adhesive, but the artist has negative attitudes toward safer alternatives and a low sense of 

self-efficacy regarding the use of safer alternatives.  There is; however, a positive perceived norm 

regarding the use of a safer alternative. The artist has the skills to use the safer alternative and there are 
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minimal environmental constraints. The artist will be unlikely to switch to a safer alternative because of 

the negative attitudes and the lack of self-efficacy. 

Example 2 – Dry Cleaner: The dry cleaner’s background and risk perception already make them 

unfavorable toward using leak detectors. Furthermore, the dry cleaner does not have a positive attitude 

toward leak detectors and there is no social expectation to use leak detectors. The dry cleaner does, 

however, have the skills and a sense of self-efficacy to use a leak detector, but the leak detectors are 

expensive to purchase. The negative attitudes, lack of social pressure, and expense will likely cause the 

dry cleaner to not use a leak detector. 

Example 3 - Mom:  The mom’s background, risk perception, attitudes, and perceived norms all favor 

purchasing less toxic cleaning products. The mom also knows how to select less toxic products and feels 

comfortable in doing so. However, the mom is really busy and is unable to take the time to look at the 

product label in the store. This environmental constraint may cause the mom to not purchase the less 

toxic cleaning product, even though she wants to.  
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Applying the Integrated Model of Behavior Prediction 

 
Data Collection: The first step in applying the integrative model of behavior prediction is to learn about 
the background variables, attitudes, perceived norms, self-efficacy, skills, and environmental constraints 
of your audience.  
 

1. Start with conducting a literature search, interviews, focus groups, or surveys to gather general 
thoughts about the behavior from a representative sample of the audience. You should try to 
ask at least 30 people (or at least enough people so that you hear the same answers multiple 
times). You will want to ask questions about: 

a. Background variables: Risk perceptions, past experiences with the behavior, cultural 
considerations that would need to be made, and demographic information (also 
available through other information sources) 

b. Attitudes: The perceived advantages and disadvantages and general opinions about the 
behavior 

c. Perceived norms: What the social expectations are regarding the behavior, who 
approves and disapproves of the behavior, and who the audience thinks does and does 
not engage in the behavior 

d. Self-efficacy and skills – Does the audience know how to do the behavior and do they 
feel confident in doing the behavior? 

e. Environmental constraints: Factors that facilitate or challenge the behavior 
 

You may also want to ask questions about communication preferences such as trusted sources, 
preferred channels, and preferred approaches.  
 

2. Identify which factors are mentioned the most often. 
 
This will give you a general idea of what you may need to focus on to change behavior. If you would like 
more specific information, you could do a follow up survey of a representative sample (70 is a 
recommended sample size) to determine which aspects of what you heard about attitudes, norms, and 
efficacy are the most important to your behavior. 
 
Strategy development: After you have determined how your audience views the behavior, you need to 
decide on a strategy. 
 
To decide what to focus on, you want to ask yourself: 

 What factors (i.e., attitudes, perceived norms, or self-efficacy) are strongly related to behavior? 

 What factors are already in favor of the behavior? 

 What can be done to increase skills and remove environmental constraints? 
 
If the factor appears to be strongly related to intentions to engage in the behavior, then you may want 
to focus on changing perceptions around that factor so it becomes in favor of the behavior. If a lack of 
skills and/or environmental constraints appears to be the biggest barriers to behavior change, then an 
effort should be placed on increasing skills or removing constraints.  
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If a factor is already in favor of the behavior, then you may want to try to bolster that factor to make it 
even in more favor of the behavior. It is easier to bolster a factor that is already in favor of a behavior 
than it is to change a factor that is not in favor of the behavior. 
 
Use the information you have gathered about background information and communication preferences 
to make informed decisions about what to focus on and approach to take. Some potential strategies 
include: 
 

Concept Tactics 

Attitudes  Advocate for small changes in the attitude. Advocating for an attitude completely 
opposite of what one believes will cause the individual to react negatively.  An 
individual will be more receptive to attitudes that are similar to what they believe. 

 If the individual cares deeply about your topic, use strong arguments with 
evidence and emotion 

 If the individual is not invested in your topic, focus on quick triggers like good 
graphic design and credible sources 

 If the audience already has positive attitudes toward the behavior, bring the 
attitude to their attention. 

Perceived 
Norms 

 Identify respected and influential members of the community (i.e., opinion 
leaders) and use them to help spread the word. Individuals often look to opinion 
leaders when making decisions about new behaviors. 

 Empower individuals in the community who already have adopted the behavior 
with the skills to provide support to others 

 Correct potential misunderstandings regarding expected behavior 

Self-Efficacy  Give individuals the opportunity to practice the behavior 

 Demonstrate to individuals how to do the behavior 

 Provide encouragement and reinforcement regarding the behavior 

 Provide recognition when the behavior is done correctly  

 Reduce fear and anxiety around the behavior 

Skills  Provide education and training 

 Provide how-to literature 

Environmental 
Constraints 

 Provide resource assistance 

 Make it as easy as possible to engage in the behavior 

 Develop regulations and policies that support the behavior 

 Think outside the box 

 

Example 1 - Artist: The artist had negative attitudes and a lack of self-efficacy toward using a safer 

alternative, but did experience positive perceived norms. Your research, however, suggests that 

perceived norms are not a big driver of behavior in this case, but self-efficacy is. You would likely want 

to focus your efforts on providing encouragement and reinforcement toward using a safer adhesive in 

order to boost self-efficacy, while providing less emphasis on changing attitudes. 

Example 2 – Dry Cleaner: The dry cleaner had negative attitudes, negative perceived norms, and a lack 

of financial resources to use leak detectors. Your research indicates that the biggest driver of behavior is 
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attitudes, followed by environmental constraints. You would likely want to focus your efforts on slowing 

changing attitudes about the use of leak detectors while offering financial assistance to purchase leak 

detectors.  

Example 3 - Mom:  The mom’s background, risk perception, attitudes, and perceived norms all favor 

purchasing less toxic cleaning products. The only barrier was a lack of time to read labels in the grocery 

store. In this case, you may want to focus efforts on making it easier to spot less toxic products in the 

store.  

 

 

 

 

 

 

 


