Social Marketing to Protect the
Environment

10 Success Stories




FORMAL:

Social Marketing is a
disciplinary process that
uses marketing
principles and
techniques to influence
priority audience
behaviors that will
benefit society as well as
the individual.

BEHAVIORS TO REJECT,
MODIFY, ACCEPT, ABANDON
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SOCIAL MARKETING

e Behavior Change for Good

— Improving Health

— Preventing Injuries

— Protecting the Environment

— Engaging & Ensuring Equitable Communities
— Enhancing Financial Well Being

— Supporting Educational Milestones




SOCIAL MARKETING

e First Distinguished in Early 70s,
e Philip Kotler & Gerald Zaltman
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Changing Citizen Behaviors
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MARKETING INTERVENTION
OOLS (The 4Ps)

e Products
— Tangible Goods (Native Plants)
— Services (Workshops)
e Price
— Monetary Incentives (Discount Coupons)
— Nonmonetary Incentives (Yard Signs, Pledges)

e Place
— Convenience Access to Behavior & Products

e Promotion

— Messages, Messengers, Creative Elements,
Communication Channels



Commercial Sector Marketing

— Increase sales goods and services

— For a profit

— Benefit shareholders

Non-Profit Marketing

— Promote services

— Support fundraising
Cause Marketing

— Raise awareness and concern about a cause
Cause-Related Marketing

— Portion of sales go to a charity/cause
Social Marketing

— Benefit society and the priority audience



10 SUCCESS STORIES

Reducing Food Waste

Decreasing Use of Chemical Fertilizers
Increasing Proper Disposal of Pet Waste
Increasing Safe Wildlife Viewing

Reducing Grass Fires

Preserving Reducing Home Energy Use
Increasing Sustainable Seafood Choices
Preserving Natural Habitats on Shorelines
Increasing Preferences for Native Plants
10.Increasing Use of Alternative Transportation

e T



FRAMEWORK:
10 SUCCESS STORIES

e Wicked Problem

e Purpose & Focus

e Priority Audience

e Desired Behavior

e Audience Insights

e Marketing Intervention Tools (4Ps)
e Results



#1: REDUCING FOOD WASTE

e Year 2000. Metro Regional Government

e Perfect storm in Portland Oregon:
— Wicked Problems

e 180,000 tons food annually in solid waste
system

e Oregon Food Bank struggling
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1: REDUCING FOOD WASTE

e Food Rescue Program

e Partners: Restaurant Association, Chef’s, Food Bank, 3
Counties, 25 cities, Food Alliance

e Priority Audience: Food Businesses

e Desired Behavior: Donate perishable and surplus
prepared foods to agencies serving the hungry

Fork §

It Over?!




#1: REDUCING FOOD WASTE

e Insights from Restaurant Owners
— How do we get involved?
— How do we get the food to you?
— Can we select the agency we want for it?
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#1: REDUCING FOOD WASTE

e Interventions
— Multi-media campaign including news stories
— Public pledges
— Online registration
— Online selection of agency
— Picked up at scheduled time




#1: REDUCING FOOD WASTE

e Results
— 1999 -2005, 18 million pounds “forked over”
— Spent $700,000 to administer program
— Saved $647,650 in disposal costs
— Food worth $17 million
— Every dollar invested, $31 benefit
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#2: DECREASING USE OF CHEMICAL
FERTILIZERS

e Wicked Problem

— Chesapeake Bay in WA D.C. area largest in U.S.

— 2003, blue crab harvests near record low, 32%
reduction

e Purpose & Focus

— Reduce nutrient pollutions with a focus on chemical
lawn fertilizers

* Priority Audience
— Residents who fertilized lawns
in Spring




2: DECREASING USE OF CHEMICAL

FERTILIZERS
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e Desired Behavior :

— Skip the spri il
until fall pring fertilizer and wait

e Audience Insights

— Wanted to "“look :
. ood”
neighborhood 9 in the

— Wanted their “"beloved local seafood”
17



#2: DECREASING USE OF CHEMICAL
FERTILIZERS

e Marketing Interventions

— Press launch at seafood restaurant

— Signed petition for residents to skip spring
fertilizer

— Norming devices (e.g., yard signs)

— Policymakers mentioned in press
conferences

SAVE THE CRABS 4%,




#2: DECREASING USE OF CHEMICAL
FERTILIZERS


https://www.youtube.com/watch?v=xGr7lkVwu4o

#2: DECREASING USE OF CHEMICAL
FERTILIZERS

THE LUNCH
YOU SAVE ¥

MAY BE ke RN
e Results

— Before campaign:
—529%b6 planning to fertilize in spring

— After 2 weeks of campaign:

—39% planning to fertilize in spring
(25% improvement)
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#3: INCREASING PROPER DISPOSAL
OF PET WASTE

e Scooping the Poop in Austin, Texas

e The Wicked Problem: Year 2000
— 120,000 households with dogs
— Each dog /2 Ib. waste daily
— 60,000 pounds/day in Austin
— 22 million pounds/year

4 N Seoop v Pogp
® www.ScoopthePoopAustin.org

974-2550 Asa
aall 3 JRE =2
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#3: INCREASING PROPER DISPOSAL
OF PET WASTE

e Purpose

— Decrease harmful bacteria & other pathogens in
parks, yards, streams, and lakes

e Focus
— Timely & proper disposal of pet waste

Fecal Bacteria Machine

e Desired Behavior
— Scoop the Poop
— Bag It
— Place it in the Trash

Scoop the poop, bag it,
and place it in the trash
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#3: INCREASING PROPER DISPOSAL
OF PET WASTE

e Barriers
— Lack convenient access to disposable bags
— Lack of trash cans to quickly dispose of it
— Finding the task messy and smelly
— Believing "one little” pile not a problem
— Some believing it is good fertilizer



#3: INCREASING PROPER DISPOSAL
OF PET WASTE

e Product Strategies
— Mutt Mitt Stations |
— Bag Holder Giveaway
e Price Strategies “

— Non-emergency
number to report
violators

— Free dispenser to
“Green Neighborhoods”
Distribute guides; mark
drains




#3: INCREASING PROPER DISPOSAL
OF PET WASTE

e Place Strategies
— Number to call if dispensers empty
— Yard signs mailed to homes

e Promotional Strategies

— Paid media

— Social media
— Posters

— Public Events
— Face-to-Face
— Mascot
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OF PET WASTE

#3: INCREASING PROPER DISPOSAL

Year

2001

2003

2006

2008

2009

Mutt Mitts
Distributed

75,000
535,000
967,000

2,000,000

2,400,000

# Pounds Collected
and Disposed of
Properly
@ .5 Ibs. per bag on
average

37,500 Ibs.
267,500 Ibs.
483,500 Ibs.

1,000,000 Ibs.

1,200,000 Ibs.

Annual
Program
Budget

$10,000
$53,000
$72, 500
$87,000

$92,000

Estimated
Cost Per
Pound

to Collect &
Dispose of
Properly

$.27/1b.
$.20/1b.
$.15/1b.
$.09/1b.

$.08/1b.



#3: SOCIAL NORMS

e How I discovered the power of
social norms
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#4: Increasing Safe Wildlife

iewing

e Wicked Problem

— Increasing visits & photographing of wildlife,
leading to wildlife & human endangerment

e Purpose

— Protect visitor and wildlife
e Focus

— Keeping safe distancing
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#4: Increasing Safe Wildlife

iewing

e Priority Audience
Tourists at 3 U.S. National Parks

— Maryland (Wild horses &
Seals)

— Colorado (Elk, Sheep, Moose,
Bears)

— Virginia (White-tailed Deer,
Black Bears)

e Desired Behavior

— Comply with wildlife viewing
guidelines

PAS



#4: Increasing Safe Wildlife Viewing

e Barriers

— "I don’t know what distance is a safe
one.”

—“I'm careful.”

e Benefits
— Want to give wildlife space to be wild
— At same time, get great photos



#4: Increasing Safe Wildlife

Making it

Assateague Island ﬂluﬁféﬁﬁ.ﬁ'ﬁ‘fhf.mm En]Oyable &
Sometimes the best relationship is a Easy
long-distance e Product
new perspecive relationshi )
ﬂ 0 ui — A tool to make it
S5/ M ” clear a distance
S that works
— And still close
for photos

— Tips on taking
great photos
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#4: Increasing Safe Wildlife Viewinc

e Promotion

— Messages highlighting personal
benefits:
e “"Give them room and use your zoom.”

— Media Channels
o Sandwich boards
e Rack cards
e Flyers at restrooms and kiosks

e Social media: showing photos of visitors
keeping the distance



#4: Increasing Safe Wildlife

e Results
e Maryland

— 29% increase safe viewing wild horses

e Colorado

— 21% increase safe viewing elk & deer
e Virginia

— 26 % increase safe viewing deer

e Adopted by several parks and broad
distribution of recommended guidelines
established



#5: REDUCING GRASS FIRES
In the U.K.

e Wicked Problem

— 2008, over 7000 grass and mountain fires in U.K. each year
— 959% deliberate
— Endangering wildlife, firefighters, public

e Purpose & Focus

— Reduce incidence of deliberate grass fires w/ focus on peak
fire season

e Priority Audience
— 13-16-year-olds
— Due to Incidence & Norming




#5: REDUCING GRASS FIRES
In the U.K.

e Desired Behavior

— Refrain from lighting
fires outdoors

e Audience Insights
— This is harmless fun

— It's only grass and it will
grow back

— My parents and
grandparents did it

— We're bored



#5: REDUCING GRASS FIRES

In the U.K.

Marketing Interventions

Make it cool, fun, free and popular
Bernie the Mascot

“'Grass is Green. Fire is Mean.”

Implemented in Prime Time for Fires,
1 week before Easter and 1 week after

Special events at Fire Stations
Pledges

Fire service personnel daily attendance
at school during lunch time




#5: REDUCING GRASS FIRES
In the U.K.

e Results

— 539% fewer deliberate grass fires during the
2-week Easter period than in the control city

— Major funding for sustainability
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#6: REDUCING ELECTRICAL POWER
CONSUMPTION

e Wicked Problem
— Global Warming

e Purpose
— Reduce Electrical Power Consumption

e Focus
— Energy Efficient Products
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http://www.energystar.gov/index.cfm?c=home.index

#6: REDUCING ELECTRICAL
OWER CONSUMPTION

e Priority Audiences

— Consumers purchasing home energy-
consuming products

e Desired Behavior
— Purchase energy efficient products

(e.g., Appliances, Lightbulbs, Televisions, Water
heaters, Air Conditioners, Computers)



#6: REDUCING ELECTRICAL POWER
CONSUMPTION

e Top 2 Barriers

— Not knowing how to
find energy efficient
ones

— Not understanding
link between home
energy use and
greenhouse gas
emissions

e Desired Benefits
— Saving Money
— Protect Environment
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#6: REDUCING ELECTRICAL POWER
CONSUMPTION

e Product:
— 75 Categories

e Price:
— Emphasis on savings
— Pledges

e Place:
— Retail Stores
— Online
— Visible label on products

e Promotion:

— “"Did you know that the average
home pollutes more than the
average car?” 41



http://www.energystar.gov/index.cfm?fuseaction=refrig.calculator

#6: REDUCING ELECTRICAL POWER
CONSUMPTION

C+C has helped build the ENERGY STAR
brand from a small federal program to a
leading purchase influencer with:

— 90% national brand awareness.

— Helping Americans save
.- Over 4 trillion kilowatt-hours of energy,

- Achieve 3 billion metric tons of greenhouse gas
reduction

. Over $30 billion on energy bills.

F \”‘“Y >y AR

ANGE A LIGHT, CHANGE THE WORLD




#7: INCREASING SUSTAINABLE
SEAFOOD CHOICES

e The Wicked Problem

— Increasing number of endangered marine
species due to interactions with fishing gear

— Overfishing steadily increasing with 63% of
assessed stocks needing rebuilding

— 1999, Monterey Bay Aquarium in California
launched the Seafood Watch Program


http://www.montereybayaquarium.org/cr/cr_seafoodwatch/sfw_consumers.aspx

#7: INCREASING SUSTAINABLE
EAFOOD CHOICES

e Purpose

— Increase purchasing of “"green” fish
and decrease purchasing of “red” fish

e Focus

— Facilitating decisions at point-of-
purchase




#7: INCREASING SUSTAINABLE
EAFOOD CHOICES

e Priority audience most likely to use card
and make requests:
— Buy green products
— Avoid companies with negative reputations

— Pay higher prices for environmentally
responsible products

— Believe their actions make a difference
— Estimated at 15-25% of U.S.

e Behavior:
— Purchase sustainable fish



#7: INCREASING SUSTAINABLE
EAFOOD CHOICES

e THEY WOULD INFLUENCE: &
— Chefs at Restaurants |
— Buyers at Grocery Stores

e THEN THEY WOULD INFLUENCE:
— Suppliers

e AND THEY WOULD INFLUENCE:
— Fisheries



#7: INCREASING SUSTAINABLE
EAFOOD CHOICES

e Core Product

(Benefit)

— A sustainable and
healthy supply of "my
favorite fish”

e Actual Product
— “Green” fish

e Augmented Products
— Wallet Card
— iphone application
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#7: INCREASING SUSTAINABLE
SEAFOOD CHOICES

Support Ocean-Friendly Seafood
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#7: INCREASING SUSTAINABLE
SEAFOOD CHOICES

e PRICE

— Free cards
— Free iPhone App

e PLACE
— Cards ordered online and mailed
— Available at partner locations
— App downloaded

e PROMOTION
— Public Relations
— Advocacy with Chefs, Restaurants, Suppliers
— Web site
— Special events



#7: INCREASING SUSTAINABLE
EAFOOD CHOICES

e Downstream
— 45,000,000 cards distributed by 2014
— 39% of adults refer to program (2010)
— 55,000 people attended special events

e Midstream

— 150 restaurants and retailers pledged to not
serve "Red” list

— In 2012, Whole Foods removed all "Red”



#8: Preserving Habitats on
horelines

e Wicked Problem

— Bulkheads and structures on marine and lake
shorelines to reduce erosion impacts natural habitats
for marine species

e Purpose

— Reduce amount of hard armor on marine shorelines
in the Puget Sound (25% bulkheads/hard armor)

e Focus
— Residential properties



#8: Preserving Habitats on

horelines

e Priority Audiences &
Behavior

e #1: Currently do not have
hard armor but considering
adding hard armor

— Leave unarmored

e #2: Currently do not have
hard armor and considering
removing

— Remove all or portion

and replace with shore
protection products




#8: Preserving Habitats on

horelines

e Barriers

— Concern
erosion/storms,
waves, tides reduce
shoreline

— Regulations and
permitting

— Some groups,
expense o
removing
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#8: Preserving Habitats on
horelines

e Branded Campaign (C+C Agency)

e Products
— Site Visits
— Workshops
— How To Packets

e Price

— Mini Grants

— Potential Property Tax Breaks
e Promotion:

— Sharing real stories

— Yard signs
— Facebook Page over 200 Members c4




#8: Preserving Habitats on
Shorelines

e Results SOFT SHORE PROTECTION

e Asof 2015, 1300+ Bt
landowners :

e 3200 Linear Feet
removed

e Asof 2021, all 12
counties surrounding
Puget Sound provide
Shore Friendly

DESIGN

Resources TECHINQUES




#9: INCREASING PREFERENCE FOR
NATIVE PLANTS

State of Virginia (Eastern Coast)

e Background
— Loss of native vegetation on shores
— Impact on wildlife habitat & water quality

e Purpose
— Protect habitat & improve water quality

e Focus
— Native Plants




#9: INCREASING PREFERENCE
OR NATIVE PLANTS

e Priority Audiences

— Homeowners on shoreline interested and
engaged in landscaping property

— Garden Center and Nursery Owners
e Behaviors

— Choose native plants for landscapes and/or
replace invasive and non- natlve plants with
native ones e




#9: INCREASING PREFERENCE FOR
NATIVE PLANTS

BARRIERS

e Don’'t khow what plants are native

e Don’t understand what plants have to
do with animals or water quality

e Lack availability of native plants

e Don’t know if they are colorful or
attractive

e Garden centers not helpful



#9: INCREASING PREFERENCE FOR
NATIVE PLANTS

Product /
— Plant Tags
— Increased inventory

Price

— Logo pin for
“leadership groups”

5
ES Natives

Leoder

Place

— Nurseries and Garden
Centers




#9: INCREASING PREFERENCE FOR
NATIVE PLANTS

e Promotion
— Logo
— Booklet




#9: INCREASING PREFERENCE FOR
NATIVE PLANTS

January 2009 Campaign Design including message,
images, hame

February 2009 | Visits to local garden centers and nurseries
to influence signage, tags, assistance

Spring 2009 Campaign launch with special events

and radio campaign (April — June)
July 2009 Feedback from garden center owners
August 2009 Campaign enhancements

Fall 2009 Enhanced campaign (Sept. — Nov.)




#9: INCREASING PREFERENCE
FOR NATIVE PLANTS

OUTCOMES:

e Sales-Related:

— Fall 2009 sales up 10% from ‘08

o Policy-Related:

— One Garden Center/Nursery will grow their own stock of
over 40 species of native plants

— New Garden Center will provide special section and offer
classes



#10: INCREASING ALTERNATIVE
TRANSPORTATION

e Wicked Problem

— 76.1 9% of nation’s workers drive alone

— Impact:
e Economy (Congestion)
 Environment (Air quality)
e Health

e Purpose
— Reduce Drive Alone Trips

e Focus
— New Residents to Portland Metro Area



#10: INCREASING ALTERNATIVE
TRANSPORTATION

%
WELCOME

e Portland, Oregon (2011-Present)

e Priority Audience: New Residents
— Identifiable
— Names and addresses purchased
— Readiness for action
— Within 6 months

e Behavior
— Use Alternative Transportation



#10: INCREASING ALTERNATIVE
TRANSPORTATION

e Audience Barriers
— Time
— Weather
— Personal Safety
— Delays
— Socio-economic stigmas
e Even More for New Residents

— Overwhelmed already with move
— Lack of familiarity with city



- PRICE PLACE PROMOTION

e 4 Options:
— Walking: A Ten Toe Walking Kit
— Biking: The Portland By Cycle Kit
— Transit: Schedules, Tracker Cards

— Driving: Info on car sharing and
carpooling



PLACE PROMOTION

e Free Program Materials

67



PRODUCT PRICE -

PROMOTION

e Initial Postcard
e Go Online to indicate interests
e Order Form or one can be mailed

[SMARTIEHE

SO, WE HEARD

§ YOU'RE NEW TO THE
NEIGHBORHOOD...




e Personal/Personalized Visits

69



#10: INCREASING ALTERNATIVE
TRANSPORTATION

e Outcomes Compared to Control

— 200 fewer miles per new resident per
year

— 10% reduction in drive-alone trips



LITTER EXAMPLE
RODUCT

e Butt Buckets




LITTER EXAMPLE
PRICE

e A squad of litter-
spotters has been
recruited in Braintree,
Essex, UK, to patrol
routes near schools.

e They will watch for
any teenager who
deposits their litter in
a bin and gift them
shopping vouchers or
cinema ftickets.




LITTER EXAMPLE
PLACE

e Drive By Litter Bins in the UK
LB R iy 1




LITTER EXAMPLE
Promotional
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LITTER EXAMPLE
Promotional
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LITTER EXAMPLE
Promotional
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e Social Marketing is
Behavior Change for
Good.

e It's hard.

e There are Principles
and Techniques that
will help you
succeed.




6 OF 50 PRINCIPLES FOR
SUCCESS

e Clarity of Purpose & Focus
e A Priority Audience
e Single, Simple, Doable Behavior

e Audience Insights:
— Barriers, Benefits, Motivators, Influencers

e Consider All 4Ps:
— Product, Price, Place, Promotion

e Report on Behavior Change Outcomes
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IN DEFENSE OF THE 4Ps

I’ d like for social marketers
Around the world to see

»

That they will have much more
SUCCESS

By using all



IN DEFENSE OF THE 4Ps

The helps the market PERFORM
The gives some GLEE
The ERVEVACKEV

Them TIME and ENERGY.



IN DEFENSE OF THE 4Ps

I’ d like for social marketers
Around the world to see

»

The IS one we use
To SHOUT OUT the other 3.



IN DEFENSE OF THE 4Ps

I’ d like for social marketers
Around the world to see

»

If we do this together more

We' Il sing in HARMONY.



